
EXPLORING THE PREVALENCE 
OF GAMBLING MARKETING: 
An Analysis of the Prevalence of Marketing Across Televised 
and Social Media Coverage of NBA and NHL in Ontario.
Janaury 2024

Jamie Wheaton, Raffaello Rossi, Maria Moxey, Edoardo Tozzi, and Saeid Moradipour



Open Access. Some rights reserved. 
As the publisher of this work, the authors want to encourage the circulation of our work as 
widely as possible while retaining the copyright. We therefore have an open access policy 
which enables anyone to access our content online without charge. Anyone can download, 
save, perform or distribute this work in any format, including translation, without written 
permission. This is subject to some terms. Its main conditions are: 

 •	 University	of	Bristol	or	the	author(s)	are	credited	
	 •	 The	work	is	not	resold	
	 •	 A	copy	of	the	work	or	link	to	its	use	online	is	sent	to	the	authors.	

You are welcome to ask for permission to use this work for purposes other than those 
covered by the licence. We gratefully acknowledge the work of Creative Commons in 
inspiring our approach to copyright. To find out more go to: www.creativecommons.org 

FUNDING AND NATURE OF COLLABORATION
This report details the findings of a joint project which was carried out as a collaboration 
between the University of Bristol and CBC News. 

CBC News provided the University of Bristol with the footage of each game, the  
pre-show footage and the social media screenshots for data collection. CBC News 
provided the University of Bristol with a list of the regulated operators, legally allowed 
to advertise and operate in Ontario. Funding for the research assistant’s hourly wages 
during data collection was provided by CBC News. The actual research (including 
data collection, data analysis and write-up) has been independently conducted by  
the University of Bristol. 

DATA POLICY

Published	by	University	of	Bristol,	2024.©	
University	of	Bristol.	Some	rights	reserved.	
Beacon	House,	Queens	Road,	BS8	1QU

T / 0117 928 9000	
raffaello.rossi@bristol.ac.uk 
www.bristol.ac.uk

TECHNICAL APPENDIX
A technical appendix that includes the code books, full-table results, and other technical 
information can be requested from the authors.

ACKNOWLEDGEMENTS
We extend our sincere gratitude to all contributors to this research project, including our 
dedicated research assistants, Ollie Thomson and Sid O’Neill.

Exploring the Prevalence of Gambling Marketing2

Exploring the Prevalence of Gambling Marketing | An Analysis of the Prevalence of Marketing Across Televised and Social Media Coverage of NBA and NHL in Ontario.

http://www.bristol.ac.uk


TABLE OF

CONTENTS
04

06

08

094|	REGULATION

2|	BACKGROUND

3|	STUDY	AIMS

1|	EXECUTIVE	SUMMARY

10
11

10

22

26

22

24

29

12

30

5.1	TELEVISED	NHL	AND	NBA	COVERAGE

126.1	GAMBLING	MESSAGES	WITHIN	NHL	AND	NBA	COVERAGE

7.1		THE	NORMALISATION	OF	GAMBLING	THROUGH	ADVERTISEMENT	AND	
MARKETING	TECHNIQUES	IN	LIVE	SPORT

7.2		COMPARING	REGULATIONS	IN	ONTARIO	WITH	OTHER	JURISDICTIONS

5.2	SOCIAL	MEDIA	ANALYSIS

176.2	SOCIAL	MEDIA	ANALYSIS

186.2.1	ENGAGEMENT	

5	|	METHODS

7	|	DISCUSSION

8	|	CONCLUSIONS

9	|	ABOUT	THE	AUTHORS

6	|	RESULTS

10	|	REFERENCES

196.2.2	INCLUDED	INDIVIDUALS

196.2.3	NORMALIZATION

206.2.4	DISGUISED	ADVERTISING		

216.2.5	LACK	OF	AGE	RESTRICTIONS	AND	HARM	REDUCTION	MESSAGING

University of Bristol 3



1	|	EXECUTIVE SUMMARY

•	 	The	analysis	of	live	televised	coverage:	We	carried	out	frequency	analysis	of	gambling-related	
marketing	on	five	NHL	and	two	NBA	games	between	the	25th	and	29th	of	October	2023.

•	 	Social	media	analysis:	We	analysed	the	gambling	marketing	sent	to	Canadian	audiences	across	
X	(formerly	known	as	Twitter)	by	ten	gambling	operators	between	October	25th	to	October	29th.

This report details the findings of a joint project undertaken as a collaboration between University of Bristol and CBC News. The 
project deployed well-established data collection and analytic methods to explore the prevalence of gambling-related marketing 
on television (as broadcasted in Ontario) and social media during basketball (NBA) and ice hockey (NHL) matches between the 
25th and 29th of October 2023. Specifically, we carried out the following main activities:

Using validated codebooks from previous research, we analysed approximately 21 hours of live game coverage (including  
studio discussions), and 582 ads posted by ten Canada-licensed sports-betting operators on X (formerly known as Twitter).

Our	analysis	found	that	gambling	
brand	logos	or	other	references	
to	gambling	were	unavoidable	

during	live	coverage,	as	adverts	
predominantly	featured	on	the	court	
or	rink	itself,	as	well	as	upon	court-	
or	rinkside	advertising	hoardings.

93.9%
93.9%	OF	LOGOS	OR	
REFERENCES	DURING	
THE	LIVE	COVERAGE	
WERE	FEATURED	ON	THE	
PLAYING	SURFACE,	OR	ON	
ADVERTISING	HOARDINGS.

We	found	that	audiences	in	Ontario	
were	exposed	to	gambling	brand	logos	
or	references	across	a	fifth	of	the	
entire	duration	of	the	live	broadcasts	
of	the	seven	games,	including	studio	
discussions.

A	staggering	total	of	4,119	gambling	
messages	were	identified	during	the	
observed	period.	These messages 

included brand logos and references 
seen during televised broadcasts, and 
posts disseminated on X (Twitter). This	

high	figure	illustrates	the	prevalence	
of	gambling	marketing	–	making	them	

inescapable	for	sports	fans.

3,537 

21.6%

4,119 3,537	GAMBLING	
LOGOS	OR	

REFERENCES	TO	
GAMBLING	DURING	
THE	SEVEN	GAMES

	 21.6%	OF	THE	
ENTIRE	DURATION	OF	
THE	LIVE	COVERAGE	

CONTAINED	A	GAMBLING	
LOGO	OR	REFERENCE	

TO	GAMBLING.

A	TOTAL	OF	
4,119	GAMBLING	
MESSAGES

We	found	that	3,537	gambling	brand	
logos	or	other	references	to	gambling	
were	exposed	to	viewers	in	Ontario	
across	the	seven	games.

HEADLINE FINDINGS 
Our	analysis	found	that	gambling	adverts	saturated	the	media	landscape	during	the	investigated	NHL	and	NBA	matches.	
These	adverts	were	found	to	be	ubiquitous	across	live	coverage	and	social	media.	More	specifically,	we	found:
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Our analysis demonstrates the high level of prevalence of 
gambling-related marketing in the NHL and NBA. Across the 
analysis of live messages and social media adverts, we found 
a significant total of 4,119 gambling messages. The high 
volume of gambling brand logos found on the playing surface 
and on court- or rinkside advertising hoardings indicates that 
marketing was unavoidable during the live coverage, while 
social media adverts showed substantial reach by generating 
over 5.6 million views, alongside thousands of shares and 
likes. Therefore, it can be assumed that children and other 
vulnerable audiences (for example, including viewers who 
are experiencing – or are at risk of experiencing gambling 
harms) are substantially exposed to gambling-related 
marketing. Indeed, it seems that sports fans are bombarded 
with gambling marketing across different media channels – 
making it an inescapable aspect of their sports consumption. 
On a broader level, we demonstrate that gambling plays a 
significant role within the NHL and NBA, which is reinforced 
by studio coverage that was specifically dedicated to sports 
betting markets. The increasing normalisation was also 

IMPLICATIONS

strongly evident on social media.  Whilst 98% of social 
media adverts had a reference to sports, the majority of 
adverts used emojis and over one fifth employed humour, 
which are strategies that further normalise gambling as a 
fun and harmless activity by hiding its addictive nature. Our 
findings also demonstrate the inefficacy of regulations in 
relation to gambling adverts in Ontario. The vast majority of 
gambling-related marketing analysed is not covered by the 
current regulations maintained by the Alcohol and Gaming 
Commission of Ontario. Indeed, the regulation in Ontario 
– particularly in relation to gambling-related marketing – is 
still less mature and therefore does little to stem the flow of 
gambling-related marketing, particularly when compared to 
extensive regulations maintained in other jurisdictions. It is 
this relatively relaxed regulation that ensures that operators 
can deploy a wide variety of marketing techniques when 
advertising across live NHL and NBA coverage. Additionally, 
our analysis shows that the Canadian Code of Advertising 
Standards is ineffective at protecting audiences from 
advertising disseminated by gambling operators.

98%
PEOPLE	FEATURED	
IN	SOCIAL	MEDIA	

GAMBLING	ADVERTS	
TEND	TO	BE	MALES	

AND	RELATIVELY	
YOUNG.

98%	of	all	people	featured	in	social	
media-based	gambling	adverts	
were	males,	with	79%	being	aged	
18-34.	This	potentially	hints	at	the	
industry’s	target	audience.	

We	found	that	the	overwhelming	
majority	of	brand	logos	or	other	
references	exposed	during	the	live	
coverage	contained	no	reference	to	
the	minimum	age	to	gamble,	while	
only	2.6%	contained	any	harm		
reduction	messaging.

2.8% 	 ONLY	2.8%	OF	
LOGOS	OR	REFERENCES	

DURING	THE	LIVE	
COVERAGE	FEATURED	

DURING	THE	LIVE	
COVERAGE	CONTAINED	AGE	
RESTRICTION	MESSAGES.

5.6m 
5.6	MILLION	VIEWS	

ON	X	(TWITTER).

The	recorded	social	media	gambling	
adverts	generated	a	remarkable	5.6	
million	views	(i.e.	how	many	times	an	
ad	has	been	seen)	on	X	only.	This	data	
highlights	the	substantial	influence	
and	effectiveness	of	social	media	as	a	
platform	for	gambling	advertising.

48%	of	social	media	adverts		
sent	by	major	gambling	brands	

were	not	clearly	identifiable	
as	advertising	–	and	therefore	
breaching	a	key	advertising	

regulation	set	by	the	Canadian		
Code	of	Advertising	Standards.	

 48% 48%	OF	SOCIAL	
MEDIA	ADVERTS	
SEEM	TO	BREACH	
ADVERTISING	
REGULATIONS.
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2	|	BACKGROUND
This	report	details	the	findings	of	a	joint	project	
undertaken	as	a	collaboration	between	the	University	
of	Bristol,	and	CBC	News.	Specifically,	the	project	
deployed	well-established	data	collection	and	analytic	
techniques	to	explore	the	prevalence	of	gambling-
related	marketing	on	television	(as	transmitted	in	
Ontario)	and	social	media	during	basketball	(NBA)	and	
ice	hockey	(NHL)	matches	between	the	25th	and	29th	of	
October	2023.	Additionally,	we	also	critically	examined	
the	presence	of	identified	adverts	against	existing	
standards	which	regulate	the	appearance	of	gambling-
related	marketing		
in	Ontario.

Ontario’s gambling market has opened considerably in 
recent years. In June 2021, the Criminal Code of Canada 
was amended, thus allowing provinces to regulate their 
own sports betting markets. This initially allowed individual 
provinces to legally operate and manage their own 
gambling sectors, ensured the legality of single-sports 
betting in Canada (Lagerquist, 2021; Holden, 2022) and 
contributed to the wider availability of online sports betting, 
including via mobile devices. Provincial governments 
therefore may wish to regulate and provide a gambling 
market through provincially-owned operators. For example, 
gambling can be carried out legally with the Ontario Lottery 
and Gaming Corporation (OLG) by customers in Ontario, or 
the British Columbia Lottery Corporation if customers are 
located in British Columbia. However, Ontario expanded its 
betting market in 2022, allowing the introduction of single-
event bets, as well as opening its gambling sector to 
private operators based both within and outside of Ontario 
(Holden, 2022). At the time of writing, 76 private operators 
were licensed by iGaming Ontario – managed and 
regulated by the AGCO – to operate in Ontario (iGaming 
Ontario, 2023). 

Relatedly, gambling plays a significant role in the marketing 
within – or sponsorship of – televised sports in Canada, 
including the National Hockey League and the National 
Basketball Association. These sports are amongst the 
most followed within Canada. A panel survey of 1,705 
Canadians found that 30.6% of participants followed ice 
hockey more closely, although this level varied across 
provinces or areas of Canada (from 44.7% in Alberta, 
to 24.3% and 24.2% in British Columbia and Ontario 
respectively). Basketball, meanwhile, was the fifth most 
followed sport nationally (5.7%), and the fourth most 
followed sport in Ontario (7.9%, see Jedwab, 2023). A 
YouGov survey also found that 60% of Canadian sports 

fans use television as a means to watch live sport, while 
23% of Canadian sports fans use live, online streams 
(Bruce, 2021). Given the trends demonstrated by 
Canadian sports fans in the use of television or streaming 
services to follow sport, businesses may therefore feel 
there is value in sponsoring an NHL or NBA team or 
advertising during the broadcasts of matches to advertise 
to a large audience.

The marketing of businesses via sports can take a variety 
of forms (Cornwell and Jahn, 2023). Marketing strategies 
can include – but are not limited to - stadium naming 
rights, team sponsorship, league sponsorship, event 
sponsorship, individual athlete sponsorship or as an official 
supplier. The marketing of gambling during sporting events 
also blurs the line between spectatorship and participation 
for the viewer. The shift towards participation can be 
encouraged through volumes of advertising which can 
encourage normalisation of gambling at an early age (Pitt 
et al., 2017; Nyemcsok et al., 2021). Earlier research by 
Korn et al. (2005) found that Canadian adolescents could 
recall gambling logos, jingles and slogans from gambling 
adverts. Gambling-related marketing also normalises the 
role of sports betting within peer groups (Deans et al., 
2016), the positioning of gambling as an everyday activity 
(Houghton et al., 2023), and the influence of perceptions 
of skill and knowledge including the gamblers’ self-held 
belief that they can gamble safely (Nyemcsok et al., 2022). 
Cornwell and Jahn (2023) acknowledge therefore that the 
marketing of gambling can provide positive and negative 
consequences. The integration of gambling within sport 
may enhance the experience for the fan or viewer, but 
conversely may encourage harmful gambling behaviours. 
Gambling operators advertising via sporting events will 
benefit economically from both, as heightened advertising 
increases participation (Bouguettaya et al., 2020), thus 
increasing the risk of harm (McGrane et al., 2023). There 
is also a particular risk to children and young people as 
interrelation between televised sports and gambling means 
they may be over-exposed to gambling adverts (Hing et 
al., 2014). 

Nonetheless, gambling has started to play an important 
role in the enjoyment of sports for many fans in North 
America, including in the NBA and the NHL. Supporters 
may, for example, take part in fantasy sports which can 
involve winning and losing money on the performance 
of the ‘team’ of players they pick during a certain 
game (Sanchez, 2016). Additionally, previous research 
specifically carried out in relation to the NBA and the 
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NHL has found that the quality of teams on show and 
the availability of televised coverage have a significant 
effect on wagering (Paul and Weinbach, 2010). NBA and 
NHL fans may decide – if a game is between two evenly 
matched teams and is televised – to complement their 
viewership of a sporting event by taking part in sports 
betting. Gambling operators may therefore take advantage 
of the popularity of the NBA and NHL events – particularly 
if they are televised - to target advertising towards  
sports fans. 

Similar trends have been seen in the UK where research 
focused on association football has highlighted the 
prevalence of gambling adverts can be seen across a  
wide variety of formats during televised broadcasts 
(Cassidy and Ovenden, 2017; Purves et al., 2020; Ireland, 
2021; Sharman et al., 2023; Torrance et al., 2023; Rossi et 
al., 2023). Considering the close interdependence between 
gambling and sport fandom, and the sudden expansion 
of sports betting in Ontario, there is a need to explore 
the prevalence of gambling marketing within major sports 
events televised in Ontario to consider the potential  
impact of this on sports fans. 

Attention should also be given to the appearance of 
adverts on social media, given that social media plays a 
part of everyday life for many. Importantly, the development 
of social media ensures that sport consumption via 
mobile devices is common for young people (Yim et al., 
2021). Social media is therefore a valuable mechanism for 
gambling operators to engage with sports fans, and to 
increase brand awareness (Houghton et al., 2019). Indeed, 
extant research demonstrates how gambling operators 

advertise across social media networks such as X (formerly 
Twitter. See Killick and Griffiths, 2020; Rossi et al., 2023), 
while advertising found on social media rarely advises 
on the harms that can occur from gambling (Killick and 
Griffiths, 2020; Rossi et al., 2023). Additionally, operators 
may deploy content marketing – or posts that do not refer 
to the act of gambling, but are improving the operators’ 
brand awareness, nonetheless – to reach younger 
audiences (Rossi and Nairn, 2022). Recent research found 
that gambling-related marketing on X (formerly Twitter) was 
more appealing to children aged 11-17 and young people 
aged 18-24, than adults aged 25 and over (Rossi and 
Nairn, 2023). Therefore, the digitalisation of sports- and 
gambling-related consumption against the backdrop of 
deregulation in Ontario, and the wide reach that operators 
have to young people through social media, all mean that 
social media is an avenue of marketing that also requires 
further exploration.

In summary, the liberalisation of sports betting, combined 
with the increasing interdependence between the 
gambling and sports industry, means that gambling-related 
marketing has become a normal part of consuming sport 
whether through television or on social media. Research is 
needed to explore just how pervasive gambling marketing 
is within the televised and social media coverage of 
the NBA and the NHL in Ontario. To address this, the 
present study aims to conduct an in-depth analysis of the 
prevalence of gambling marketing and is guided by aims 
detailed in the following section.

98%
PEOPLE	FEATURED	IN	SOCIAL		
MEDIA	GAMBLING	ADVERTS	TEND	
TO	BE	MALES.
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3	|	STUDY AIMS
Reporting the findings of this joint collaboration between the University of Bristol and CBC News, our report aims:

To measure the prevalence 
of gambling marketing 
across seven NBA and NHL 
matches televised in Ontario 
between the 25th and 29th 
of October 2023.

1
To analyse the prevalence 
and content of gambling-
related social media ads 
from ten Canadian operators 
between the 25th and 29th 
of October 2023.

2
To assess the frequency of 
advertising highlighted within 
the first two aims against the 
current regulatory environment 
relating to gambling marketing 
in Ontario.

3

We begin by briefly outlining the regulation of gambling-related marketing as currently maintained in Ontario. Next, we detail the 
methodologies followed in our analysis of televised advertising, and social media advertising, before detailing the results which 
emerged from our research. Finally, within the discussion, we highlight the total of gambling messages – consisting of the total 
number of logos and references exposed during the televised coverage and the number of adverts seen across social media 
– found within the sample, discuss the implications of our findings for both the regulations in Ontario, and the wider literature 
exploring the relationship between sports and gambling.

4,119
A	STAGGERING	TOTAL	OF	

4,119	GAMBLING	MESSAGES	
WERE	IDENTIFIED	DURING	
THE	OBSERVED	PERIOD.	
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4	|	REGULATION
REGULATION OF GAMBLING-RELATED ADVERTISING IN ONTARIO

Gambling	advertising	in	Ontario	must	conform	to	the	
Alcohol	and	Gaming	Commission	of	Ontario’s	(AGCO)	
Registrar’s	Standards	for	Internet	Gaming	(AGCO,	2023a).	
The	key	standards	of	relevance	to	this	study	specifically	
relate	to	marketing	and	advertising,	ranging	from	sections	
2.03	to	2.07	of	the	Standards.	Section	2.03	highlights	
that	adverting	and	marketing	“shall	not	target	high-
risk,	underage	or	self-excluded	persons”	to	take	part	in	
gambling	activities.	In	summary,	marketing	should	not	
use	themes	or	language	that	appeals	primarily	to	children,	
should	not	be	located	near	schools,	or	feature	minors	or	
other	cartoons,	role	models	or	celebrities	whose	primary	
appeal	is	to	minors.	Importantly,	gambling	should	not	“extoll	
the	virtues	of	gambling”	to	high-risk	individuals,	nor	“entice	
or	attract	potentially”	high	risk	players.	Additionally,	further	
restrictions	will	come	into	force	in	February	2024,	when	
operators	will	no	longer	be	able	to	use	athletes	to	market	
gambling	in	Ontario	unless	they	are	specifically	advertising	
safer	gambling	behaviours	(AGCO,	2023b).	This	extra	
legislation	was	introduced	in	response	to	concerns	that	the	
use	of	athletes	within	gambling	adverts	could	normalise	
gambling	amongst	children,	as	highlighted	by	previous	
research	(Thomas	et	al.,	2015).

Section	2.04	requires	that	all	marketing	should	be	truthful,	
and	shall	not	mislead	players	or	misrepresent	products.	
In	summary,	operators	should	not	imply	that	gambling	
products	can	help	to	fulfil	family	or	other	social	obligations,	
nor	promote	gambling	as	an	alternative	to	employment	or	
as	a	requirement	for	financial	security.	Marketing	should	
also	not	encourage	play	as	a	means	of	recovering	losses,	
should	not	present	winning	as	a	probable	outcome,	and	
they	should	not	imply	that	the	chances	of	winning	increase	
due	to	an	increase	of	time	or	money	spent	playing,	or	due	
to	perceived	skill.	Finally,	marketing	should	not	encourage	
peer	pressure	to	gamble,	or	suggest	that	gambling	is	a	rite	
of	passage	or	can	aid	personal	development.

Gambling	inducements	are	covered	within	section	2.05.	
Specifically,	advertising	and	marketing	materials	that	
promote	inducements,	bonuses	and	credits	are	prohibited,	
except	on	an	operator’s	site	and	through	direct	advertising	
after	a	player	has	given	consent.	Importantly,	this	standard	
prohibits	all	public	advertising	of	inducements,	but	permits	
direct	marketing	such	as	“direct	messaging	via	social	
media,	emails,	texts,	and	phone	calls”.	Section	2.06	
details	the	requirement	for	the	advertising	and	marketing	
of	inducements	and	bonuses.	They	should,	as	a	minimum,	

disclose	all	material	conditions	and	limitations	of	the	
offer	at	its	first	presentation	on	the	gaming	site,	with	
all	other	conditions	no	more	than	one	click	away;	not	
be	described	as	free	if	the	offer	requires	the	gambling	
of	actual	funds,	or	if	there	are	conditions	attached	to	
a	players’	own	money;	and	must	not	be	described	as	
risk-free	if	the	player	needs	to	incur	any	loss,	or	risk	their	
own	money,	to	withdraw	winnings	from	the	risk-free	
bet.	Finally,	section	2.07	highlights	how	players	must	be	
provided	with	an	opt-in	process	which	allows	them	to	
actively	consent	to	receiving	any	direct	advertising	and	
marketing	of	inducements,	bonuses	and	credits,	and	
must	be	provided	a	method	to	withdraw	their	consent	at	
any	time.

In	addition	to	the	iGaming	standards	set	by	AGCO,	
and	as	with	most	advertising	in	Canada,	the	Canadian	
Code	of	Advertising	Standards	(the	Code)	applies	to	the	
content	of	iGaming	advertising.	The	Canadian	Code	of	
Advertising	Standards	sets	the	criteria	for	acceptable	
advertising	in	Canada.	Created	by	the	advertising	
industry	in	1963	to	promote	the	professional	practice	of	
advertising,	the	Code	is	the	cornerstone	of	advertising	
self-regulation	in	Canada.	The	Code	is	regularly	updated	
to	ensure	it	is	current	and	contemporary.	Whilst	the	
Code	includes	14	main	clauses	that	advertising	must	
follow	–	ranging	from	accuracy	and	clarity	to	imitation	
and	advertising	to	children	–	Ad	Standards,	as	a	self-
regulatory	body,	lacks	legal	power.	Most	complaints	
are	resolved	by	amending	or	withdrawing	the	offending	
advertisement.	If	an	advertiser	fails	to	cooperate,	
Ad	Standards	can	ask	its	media	members	to	reject	
advertisements	from	the	offender,	publicly	shame	the	
advertiser,	or	depending	on	the	nature	of	the	infraction,	
report	the	advertiser	to	Canada’s	Competition	Bureau	
(Asquith	and	Fraser,	2020).	Importantly	for	this	project,	
Ad	Standards	(2024)	has	also	stated	that	“social	media	
posts	from	branded	accounts	are	considered	ads	under	
the	Canadian	Code	of	Advertising	Standards”.		The	
code	clarifies	that	“Advertising”	and	“advertisement(s)”	
are	defined	as	“any	message	(other	than	those	excluded	
from	the	application	of	this	Code),	the	content	of	
which	message	is	controlled	directly	or	indirectly	
by	the	advertiser	expressed	in	any	language	and	
communicated	in	any	medium	(except	those	listed	under	
Exclusions)	to	Canadians	with	the	intent	to	influence	
their	choice,	opinion	or	behaviour”	(Ad	Standards,	2024).	
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5	|	METHODS
5.1 TELEVISED NHL AND NBA COVERAGE
Our frequency analysis of gambling adverts within the Ontario-based broadcasts of NHL and NBA matches was inspired by 
similar research into the advertising within other sports. Frequency analyses have been carried out across a range of different 
sports within a UK-based setting (Purves et al., 2020), and with a focus on those appearing in the broadcasts of the English 
Premier League (Torrance et al., 2023; Rossi et al., 2023) and international soccer tournaments (Sharman et al., 2023) within 
the UK. Our study contributes to this literature by focusing on different sporting events, broadcast in a different jurisdiction. 
The study focused on two NBA games and five NHL games as viewed in Ontario. The frequency analyses of these matches 
included studio discussions, as well as commercial breaks that occurred during the broadcasts. Some of the games also en-
tered overtime, meaning that the broadcast length of different games varied. The total amount of footage analysed amounted 
to approximately 21.4 hours. The full sample of games – broadcast between the 25th and 29th October 2023 – is introduced 
in Table 1. Games were broadcast on Sportsnet One, TSN, CBC, and City TV. The focus of this project was the appearance 
of marketing displayed in Ontario. These games were transmitted over feeds focused on Ontario, but were available to watch 
within other regions or provinces of Canada (for further details, see Sportsnet, 2023, TSN, 2018; City TV, 2023).

Date League Teams Broadcaster Length	of	broadcast

25/10/2023 NBA Toronto	Raptors	v	Minnesota	Timberwolves SportsNet 177	mins,	5	seconds

26/10/2023 NHL Toronto	Maple	Leafs	v	Dallas	Stars TSN 186	mins,	10	seconds

27/10/2023 NBA Toronto	Raptors	v	Chicago	Bulls TSN 203	mins,	12	seconds

28/10/2023 NHL Toronto	Maple	Leafs	v	Nashville	Predators CBC/SportsNet 196	mins,	52	seconds

28/10/2023 NHL New	York	Rangers	v	Vancouver	Canucks CBC/SportsNet 155	mins,	33	seconds

28/10/2023 NHL Winnipeg	Jets	v	Montreal	Canadians City	TV/SportsNet 183	mins,	4	seconds

29/10/2023 NHL Edmonton	Oilers	v	Calgary	Flames SportsNet 183	mins,	36	seconds

TOTAL 1,285 mins, 32 seconds

To carry out the frequency analysis of gambling marketing, 
we adapted the codebook from Purves et al.’s (2020) 
study, which we also used during a previous study 
focusing on the English Premier League (Rossi et al., 
2023). The codebook – the template of which was 
developed on Excel – included variables that measured 
how each instance of gambling marketing appeared (for 
example, the timestamp of the marketing, the format 
in which it appeared, the number of brand logos). We 
measured all gambling brand logos in addition to other 
references to gambling, or references that exposed 
viewers to gambling that did not contain any gambling 
brand. We also made further adaptations to the codebook 
so that variables reflected the NHL- or NBA-specific 
situations in which each instance of gambling marketing 
may occur. For example, this included the inclusion of 
format of ‘Spoken instruction’, highlighting how gambling-
specific discussion may have occurred during the pre- or 

post-game coverage. The full definitions of variables and 
codes are available in the Technical Appendix.

Each gambling brand logo or other reference to gambling 
that was exposed to viewers during the broadcasts was 
coded individually. For example, if a reference appeared 
both ‘on court’ or ‘on rink’ as well as upon court- or 
rinkside hoardings, then these were coded separately. This 
approach allowed us to develop a specific analysis of the 
presence of marketing across different formats, as well as 
an accurate picture of the frequency of different brands 
that were displayed. Each logo or reference was covered 
per shot. This meant that a logo which appeared on 
screen would be recorded twice if the camera broke away 
to a different angle that meant the logo disappeared from 
the screen. The codebook recorded the maximum number 
of identical logos or references visible during each shot, 
similar to the approach taken by Purves et al. (2020). The 

Table	1:	Details	of	Analysed	Matches
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use of this approach – alongside the recording of logos or 
references per shot – meant that all logos or references 
exposed to televised audiences were recorded. Our 
frequency analysis also contained additional analysis using 
the timestamps of each instance of gambling marketing 
to explore the total length of broadcast that contained 
gambling advertising.

Three research assistants were hired at the start of the 
project to assist the team of main researchers with the 
coding of logos and references. They received training on 
the context of the research, the codes and the variables 
that formed the codebook, and the data entry into the 
codebook itself. The research assistants then tested the 
codebook during an intercoder reliability exercise, where 
the same 20 minutes of coverage analysed by the research 
assistants were tested for agreement, before differences in 
coding were discussed. The Krippendorff Alpha coefficient 
between coders was calculated to analyse agreements 
between the coders for each of the codebook’s variables. 
The final Krippendorff Alpha readings of between 0.7 
and 1 indicated a good level of agreement between the 
coders. Data collection took place between November and 
December 2023 at the University of Bristol. Footage of 
each game was provided by CBC News. As the data were 
publicly available, ethical approval was not required. Once 
coding was completed, gathered data were computed for 
frequency analysis in SPSS.

In this study, we utilized a content analysis methodology 
for social media ads, drawing from the methodologies 
employed in previous gambling research such as 
Houghton et al. (2019), Rossi et al. (2021), and Rossi 
et al. (2023). Our focus was on examining the volume 
and content of gambling advertisements specifically on 
X (Twitter). Emphasizing organic ads, our investigation 
aligned with earlier studies (Houghton et al., 2019;  
Rossi et al., 2021), concentrating solely on this form of 
advertising. Organic advertising hinges on the creation 
of compelling content that motivates individuals to share 
within their networks. Unlike paid-for advertisements, the 
reach of organic advertising relies on a brand’s follower 
count and the frequency of post shares or retweets, both 
of which necessitate creative content generation (Rossi 
and Nairn, 2022).

Our research dives into both content marketing and 
traditional advertising techniques within the realm of 
gambling adverts. Content marketing aims to engage 
current and potential consumer bases through content that 
may not directly relate to the advertised product or brand. 
This method has gained prominence as a form of organic 
advertising, especially since the advent of social media, 
and it is widely employed by gambling brands. In the UK, 
around 40-50% of all social media posts by gambling 
brands have found to be content marketing (Rossi et al., 

2021, Rossi et al., 2023). Conversely, traditional advertising 
often highlights financial incentives and favourable odds to 
incite immediate gambling actions, typically establishing a 
strong connection between sports and gambling.

To gather gambling adverts, our approach paralleled prior 
research in gambling marketing (Houghton et al., 2019; 
Rossi et al., 2021; Rossi et al., 2023), focusing primarily on 
X, formerly known as Twitter. We specifically targeted the 
ten largest social media profiles among Canada-licensed 
gambling accounts, including Bet99, Bet365, BetMGM 
Canada, BetVictor, FanDuel Canada, PointsBet Canada, 
Rivalry, Sports Interaction, and The Score Bet. Collectively, 
these accounts boasted over 82,000 followers. Our data 
collection involved recording and analysing all ads posted 
by these ten gambling accounts during the period from 
October 25th to October 29th. Social media screenshots 
were provided by the CBC News. 

5.2 SOCIAL MEDIA ANALYSIS

5.6m 
MILLION	VIEWS		
ON	X	(TWITTER).
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Table 2: Selected	Results	from	the	Analysis	of	NBA	and	NHL	games6 | RESULTS

Selected results from the coding exercises of the live 
televised messages are detailed according to each variable 
in Table 2 below. Table 2 describes the prevalence of 
marketing within each game, in addition to the totals found 
across the entire sample of matches. The full table of results 
can be found in the Technical Appendix. The number of 
individual occurrences of gambling-related marketing – for 
example, each individual row entered into the codebooks by 
the coders – totalled 2,818 rows across the seven games. 
Additionally, 3,537 gambling brand logos or other references 
to gambling were exposed to audiences, leading to an 
average of 2.8 logos or references per broadcast minute 
across the seven games. 

The total duration of gambling logos or references 
averaged 39.8 minutes per match broadcast, including 
studio discussions. Just over a fifth (21.7%, 278.9 minutes 
of the total duration of coverage analysed contained a 
gambling-related logo or reference. In summary, every 
hour of coverage included an average of 13.0 minutes that 
contained a gambling-related logo or reference. The duration 
of coverage that contained a reference to gambling varied 
significantly between matches. The lowest percentage of 
broadcast covered by gambling advertising was found in the 
NHL match between Toronto Maple Leafs and Dallas Stars 
(16.2% of the total broadcast). The highest was found in the 
NBA game between Toronto Raptors and Chicago Bulls, 
where over a third (38.5%) of the coverage contained a 
reference to gambling.

The highest number of individual occurrences on the 
codebook within a single game, and the highest total of 
logos visible at any one point during a game were both 
recorded during the NBA match between Toronto Raptors 
and Chicago Bulls. Figure 1 below highlights the prominence 
of gambling brand logos during the game. During some 
parts, logos were clearly visible when simultaneously 
appearing on courtside hoardings, on the back of the 
basketball hoops, on the base of empty seating within the 
arena, and on the court surface itself.

The end-to-end, fast paced nature of basketball also meant 
that these logos appeared frequently during the game.

Figure 1. Example of visible marketing during game 
between Toronto Raptors and Chicago Bulls. 

Note: Gambling logos are visible on the court, on advertising 
hoardings beside the court and on the back of the basketball 
hope, and on the bottom of empty courtside seating.

6.1 GAMBLING MESSAGES 
WITHIN NHL AND NBA 
COVERAGE

VARIABLE Toronto 
v Minnesota

Toronto 
v Chicago

Toronto 
 v Dallas

Toronto 
v Nashville

New York Rangers 
v Vancouver

Winnipeg 
v Montreal

Edmonton 
v Calgary Total

NBA NHL

Total number of individual 
entries.¹ 431 582 224 391 298 391 501 2,818

Total number of brand logos 
or other references recorded² 453 799 281 581 373 391 588 3,537

Average number of brand 
logos or other references 
shown per broadcast minute.

2.6 3.9 1.5 3.0 2.4 2.5 3.2 2.8

Average duration of brand 
logos or other references 
(seconds)

8.6 9.2 8.3 6.8 5.0 4.4 5.8 6.8

Total duration of brand logos 
or other references (minutes) 33.7 78.3 30.2 42.6 24.1 28.4 41.6 278.9

Percentage of broadcast 
featuring a brand logo or 
other reference.

24.4% 38.5% 16.2% 20.2% 19.7% 16.6% 22.9% 21.7%

Most common brands (logos 
and references)

FanDuel	(202)	
JackpotCity	(113)	
PointsBet	(99)

FanDuel	(441)
No	brand	(76)
Proline	(55)
FanDuel	(37)

BetMGM	(264)	
Sports	Interaction	(48) PlayNow	(300) Mise-o-Jeu	(345)

Betway	(178)	 
FanDuel	(160)	 

PlayAlberta	(104)

FanDuel (979)
Mise-o-Jeu (411)

PlayNow (304)

Format (% of logos and 
references)

On court (48.0%)
Stadium	or	arena	
structure	(48.0%)

On	court	(62.7%)
Other	(10.8%)
Courtside	 

advertising	(8.6%)

Rinkside	 
advertising	(55.4%)

Other	(31.7%)
On	rink	(8%)

Rinkside	advertising	
(57.4%)

On	rink	(35.8%)

	On	rink	(58.7%)
Rinkside	advertising	

(30.5%)

On	rink	(56.3%)
Rinkside	 

advertising	(39.6%)

Rinkside	 
advertising	(60.1%)
On	rink	(35.7%)

On rink or court 
(50.4%)

Rink or courtside 
advertising (43.5%)

Type of gambling referenced 
(% of logos and references) Logo	Only	(98.8%) Logo	Only	(87.1%) Sports	betting	(43.5%)

Logo	only	(41.5%)
Logo	only	(84.1%)	
Multiple	(7.7%) Logo	Only	(97.1%) Logo	only	(96.2%) Logo	only	(97.4%) Logo only (85.5%)

Harm reduction message? (% 
of logos and references) No	(99.1%) No	(98.3%) No	(95.5%) No	(95.4%) 	No	(97.1%) No	(96.2%) No	(99.3%) No (97.4%)

Age restriction message?  
(% of logos and references) No	(99.1%) No	(98.3%) No	(94.6%) No	(95.4%) No	(95.3%) No	(95.9%) No	(97.79%) No (97.2%)

¹Total	number	of	individual	entries	refers	to	the	number	of	times	a	new	instance	of	gambling	advertising	was	logged. 
²The	total	number	of	brand	logos	or	other	references	includes	both	logos,	and	instances	when	gambling-related	references	were	displayed	without	logos	(for	example,	sports	betting	markets).

We also found references to gambling where no brand 
logos were present. These included the appearance of 
numerous sports betting markets which appeared as part of 
the onscreen, visual image that appeared during the studio 
discussion. These odds – as demonstrated in Figure 2 - may 
primarily intend to inform viewers on the chances of teams 
winning according to operators, or other markets such as 
the chance of a certain number of points being scored. 
However, their appearance – despite being used primarily 
for information – still references the availability of gambling to 
viewers. Figure 3 demonstrates an example of sports betting 
odds that were displayed during the NHL match between 
New York Rangers and Vancouver Canucks, with the odds 

for the game between Edmonton Oilers and Calgary Flames 
supplied by Sports Interaction. This was a reference that not 
only informed the viewers on the likelihood of those team 
winning, but also advertised a specific brand. In addition to 
the odds displayed on screen, we also found instances of 
studio discussions such as those which preceded the NBA 
game between Toronto Raptors and Chicago Bulls. Figure 
4 highlights a segment dedicated to betting on the game, 
‘Setting the Pick’, where a presenter discussed statistics 
related to key players within the match, to develop a same 
game parlay1 (see Figure 4) that is displayed to viewers, 
alongside with the odds of the parlay being successful.

 1 A parlay here could also be referred to as an accumulator, requiring two or more selections to be successful to ensure a winning bet.
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Figure 2: Display of Odds During the Broadcast of 
Toronto Maple Leafs v Dallas Stars

Figure 3: Display of Odds During the Broadcast of New 
York Rangers v Vancouver Canucks.

Figure 4: Example of Setting the Pick, Broadcast 
During Toronto Raptors v Chicago Bulls

Additionally, the broadcast between Toronto Maple Leafs and 
Dallas Stars contained lengthy discussions on the subject of 
Scott Pinto, a player for Ottawa Senators who was banned 
for 41 games in October 2023 for activities related to sports 
betting (The Guardian, 2023). Although again not intended 
as marketing for the gambling industry, these discussions 
were logged as they indicated the clear relationship between 
NHL and gambling, and exposed the audience to gambling-
related references. In summary, the appearance of odds 
and the discussion linked to gambling meant that logs were 
entered into the codebook without any logos being present.

The average duration of each individual appearance of 
gambling brand logos or references across the sample 
was 6.8 seconds. The average length of marketing or 
discussion was slightly longer within the NBA match 
broadcasts – averaging 8.6 and 9.2 seconds, respectively – 
compared to the five NHL match broadcasts which ranged 
from 4.4 seconds (Winnipeg Jets v Montreal Canadians) 
to 8.3 seconds (Toronto Maple Leafs v Dallas Stars). The 
longest average overall (9.2 seconds) was found during 
the NBA match between Toronto Raptors and Chicago 
Bulls, attributed to the numerous formats of gambling that 
occurred during the entire broadcast. The highest NHL-

based average occurred during the match between Toronto 
Maple Leafs and Dallas Stars can again be attributed to the 
appearance of odds on-screen during the studio discussion, 
and discussions related to Scott Pinto. 

Thirty-six different brands were recorded during the analysis, 
as well as “no brand” which reflected the appearance of 
gambling references (such as betting odds or studio-based 
discussions) that may not have contained any specific brand. 
FanDuel was the most prevalent gambling brand across the 
sample, representing over a quarter (27.7%) of the 3,537 
total identical logos or references that appeared across the 
seven games. FanDuel was the most prevalent brand to 
appear within both NBA games (44.6% of Toronto-Minnesota 
and 55.2% of Toronto-Chicago), where it appeared mostly 
on the court surface. FanDuel was also a prominent brand 
within the NHL game between Edmonton Oilers and Calgary 
Flames (27.2%). The second most prominent brand across 
the sample was Mise-o-Jeu, accounting for 11.6% of the 
total logos or references across the sample. The majority 
of the Mise-o-Jeu logos appeared during the NHL game 
between Winnipeg Jets and Montreal Canadiens, accounting 
for 74.7% of the logos or references appearing during 
this single broadcast. The third most prevalent brand was 
PlayNow, representing 8.6% of total references within the 
sample. Most PlayNow logos appeared during the NHL 
match between New York Rangers and Vancouver Canucks 
(80.4% of match logos or references). Other prominent 
brands across the sample included BetMGM (7.6% of the 
total logos or references) and Betway (6.5%). The full list of 
operators that appeared during the match broadcast can 
be found within the Technical Appendix.

As already demonstrated above, we found brand logos and 
other references to gambling across a wide range of formats, 
including the playing surface, court- or rinkside advertising, 
as part of the stadium or arena structure, adverts shown 
during commercial breaks, on-screen visual representation 
of sports betting odds, and studio discussions related to 
sports betting odds. However, the most prominent formats 
across the sample were logos that appeared either on the 
playing surface itself, or on rink or courtside hoardings. These 

formats accounted for 93.9% of the total logos and references 
that appeared across the seven games, with on the court or 
rink surface being the most prevalent (50.4%) and rink- or 
courtside hoardings the second most prevalent (43.5%) 
format. The prevalence of on court- or rinkside marketing 
reflected the presence of FanDuel, particularly on the court 
surface during both NBA matches. Courtside marketing 
during the NBA matches included both the main hoardings 
that stood courtside, in addition to the smaller electronic 
hoardings that appeared on the back of the basketball hoops 
(see the positioning of the Betway logos in Figure 1). Other 
formats of marketing that occurred during the NBA matches 
were elsewhere within the stadium or as part of the arena 
structure, which also included the structure or base of the 
basketball hoops. The most prevalent formats of gambling 
logos across most NHL matches were on-rink advertising, 
and rinkside advertising. Rinkside advertising was used by 
the coders to highlight different adverts from sponsors that 
were superimposed onto the rinkside advertising boards 
during the game when the main angle was shot from the 
main camera, and singular adverts that appeared during 
close-up shots. Figure 5 demonstrates an example from the 
NHL game between Edmonton and Calgary, where Sports 
Interaction appeared courtside through camera effects. The 
higher proportion of “other” references to gambling during the 
NHL game between Toronto Maple Leafs and Dallas Stars 
reflected the appearance of sports betting odds during studio 
discussions, alongside references to Scott Pinto’s ban due to 
sports betting-related activities.

The vast majority of logos or references appearing either on 
court or rink or indeed rink or courtside meant that the most 
prominent form of gambling advertised was “logo only”, 
where 85.5% of logos or references carried only the logo of 
operators, and did not make any specific reference to any 
other form of gambling. There was, however, a difference in 
the game between Toronto Raptors and Chicago Bulls, where 
43.5% of the logos or references referred to sports betting. 
This higher percentage particularly reflected the appearance 
of sports betting odds during studio discussions. 

Commercial adverts shown during breaks in the coverage 
represented only 2.7% of the total brand logos or other 
references found across the seven games. However, the 
commercial adverts were noteworthy due to the way in which 
they portrayed gambling. Commercial adverts were deployed 
by a wide range of operators. For example, BetRivers’ advert 
contained music that highlighted the role of gambling in 
individuals’ everyday lives in a celebratory manner, The Score 
Bet’s adverts included individuals drinking in a bar, highlighting 
the benefits of The Score Bet app over its competitors, and 
OLG advertised ‘ultimate tickets’ which offered a prize of 
$1 million at reduced odds. Notably, however, commercial 
adverts featured by FanDuel highlighted the role of sports 
betting between friends who may have been watching NBA, 
suggesting that betting offered by FanDuel played a key role in 

Figure 5. Example of Rinkside Advertising During NHL 
Game between Edmonton and Calgary

watch parties held between friends. An example of this advert 
can be found in Figure 6. Operators also used commercial 
adverts to highlight their legitimacy as official betting partners 
of different sports (for example, BetMGM as official partners 
with the NHL, or DraftKings as the official betting partner with 
the NFL).

We also found a small number of commercial adverts that 
featured celebrities or professional athletes. Commercial 
adverts by BetMGM featured Jamie Foxx, while commercial 
adverts by Sports Interaction – introduced in Figure 7 - 
featured hockey players Mitch Marner and Leon Draisaitl 
playing a series of games, presented to the audience as fun, 
light-hearted activities which could be marketized for the 
purposes of sports betting. Given that Marner and Draisaitl 
are athletes, this advert would not be permitted after February 
2024 when operators will not be allowed to use athletes 
within their marketing unless they are promoting responsible 
gambling behaviours (AGCO, 2023b). We also found a 
small number of commercial adverts which promoted these 
behaviours. Figure 8 demonstrates a commercial advert 
also provided by FanDuel that revolved around the use of 
responsible gambling behaviours. This advert portrayed 
gambling as a normal activity, while also encouraging viewers 
to take responsibility for their own gambling.

Figure 6: An example of FanDuel’s commercial advertising.
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Figure 2: Display of Odds During the Broadcast of 
Toronto Maple Leafs v Dallas Stars

Figure 3: Display of Odds During the Broadcast of New 
York Rangers v Vancouver Canucks.

Figure 4: Example of Setting the Pick, Broadcast 
During Toronto Raptors v Chicago Bulls

Additionally, the broadcast between Toronto Maple Leafs and 
Dallas Stars contained lengthy discussions on the subject of 
Scott Pinto, a player for Ottawa Senators who was banned 
for 41 games in October 2023 for activities related to sports 
betting (The Guardian, 2023). Although again not intended 
as marketing for the gambling industry, these discussions 
were logged as they indicated the clear relationship between 
NHL and gambling, and exposed the audience to gambling-
related references. In summary, the appearance of odds 
and the discussion linked to gambling meant that logs were 
entered into the codebook without any logos being present.

The average duration of each individual appearance of 
gambling brand logos or references across the sample 
was 6.8 seconds. The average length of marketing or 
discussion was slightly longer within the NBA match 
broadcasts – averaging 8.6 and 9.2 seconds, respectively – 
compared to the five NHL match broadcasts which ranged 
from 4.4 seconds (Winnipeg Jets v Montreal Canadians) 
to 8.3 seconds (Toronto Maple Leafs v Dallas Stars). The 
longest average overall (9.2 seconds) was found during 
the NBA match between Toronto Raptors and Chicago 
Bulls, attributed to the numerous formats of gambling that 
occurred during the entire broadcast. The highest NHL-

based average occurred during the match between Toronto 
Maple Leafs and Dallas Stars can again be attributed to the 
appearance of odds on-screen during the studio discussion, 
and discussions related to Scott Pinto. 

Thirty-six different brands were recorded during the analysis, 
as well as “no brand” which reflected the appearance of 
gambling references (such as betting odds or studio-based 
discussions) that may not have contained any specific brand. 
FanDuel was the most prevalent gambling brand across the 
sample, representing over a quarter (27.7%) of the 3,537 
total identical logos or references that appeared across the 
seven games. FanDuel was the most prevalent brand to 
appear within both NBA games (44.6% of Toronto-Minnesota 
and 55.2% of Toronto-Chicago), where it appeared mostly 
on the court surface. FanDuel was also a prominent brand 
within the NHL game between Edmonton Oilers and Calgary 
Flames (27.2%). The second most prominent brand across 
the sample was Mise-o-Jeu, accounting for 11.6% of the 
total logos or references across the sample. The majority 
of the Mise-o-Jeu logos appeared during the NHL game 
between Winnipeg Jets and Montreal Canadiens, accounting 
for 74.7% of the logos or references appearing during 
this single broadcast. The third most prevalent brand was 
PlayNow, representing 8.6% of total references within the 
sample. Most PlayNow logos appeared during the NHL 
match between New York Rangers and Vancouver Canucks 
(80.4% of match logos or references). Other prominent 
brands across the sample included BetMGM (7.6% of the 
total logos or references) and Betway (6.5%). The full list of 
operators that appeared during the match broadcast can 
be found within the Technical Appendix.

As already demonstrated above, we found brand logos and 
other references to gambling across a wide range of formats, 
including the playing surface, court- or rinkside advertising, 
as part of the stadium or arena structure, adverts shown 
during commercial breaks, on-screen visual representation 
of sports betting odds, and studio discussions related to 
sports betting odds. However, the most prominent formats 
across the sample were logos that appeared either on the 
playing surface itself, or on rink or courtside hoardings. These 

formats accounted for 93.9% of the total logos and references 
that appeared across the seven games, with on the court or 
rink surface being the most prevalent (50.4%) and rink- or 
courtside hoardings the second most prevalent (43.5%) 
format. The prevalence of on court- or rinkside marketing 
reflected the presence of FanDuel, particularly on the court 
surface during both NBA matches. Courtside marketing 
during the NBA matches included both the main hoardings 
that stood courtside, in addition to the smaller electronic 
hoardings that appeared on the back of the basketball hoops 
(see the positioning of the Betway logos in Figure 1). Other 
formats of marketing that occurred during the NBA matches 
were elsewhere within the stadium or as part of the arena 
structure, which also included the structure or base of the 
basketball hoops. The most prevalent formats of gambling 
logos across most NHL matches were on-rink advertising, 
and rinkside advertising. Rinkside advertising was used by 
the coders to highlight different adverts from sponsors that 
were superimposed onto the rinkside advertising boards 
during the game when the main angle was shot from the 
main camera, and singular adverts that appeared during 
close-up shots. Figure 5 demonstrates an example from the 
NHL game between Edmonton and Calgary, where Sports 
Interaction appeared courtside through camera effects. The 
higher proportion of “other” references to gambling during the 
NHL game between Toronto Maple Leafs and Dallas Stars 
reflected the appearance of sports betting odds during studio 
discussions, alongside references to Scott Pinto’s ban due to 
sports betting-related activities.

The vast majority of logos or references appearing either on 
court or rink or indeed rink or courtside meant that the most 
prominent form of gambling advertised was “logo only”, 
where 85.5% of logos or references carried only the logo of 
operators, and did not make any specific reference to any 
other form of gambling. There was, however, a difference in 
the game between Toronto Raptors and Chicago Bulls, where 
43.5% of the logos or references referred to sports betting. 
This higher percentage particularly reflected the appearance 
of sports betting odds during studio discussions. 

Commercial adverts shown during breaks in the coverage 
represented only 2.7% of the total brand logos or other 
references found across the seven games. However, the 
commercial adverts were noteworthy due to the way in which 
they portrayed gambling. Commercial adverts were deployed 
by a wide range of operators. For example, BetRivers’ advert 
contained music that highlighted the role of gambling in 
individuals’ everyday lives in a celebratory manner, The Score 
Bet’s adverts included individuals drinking in a bar, highlighting 
the benefits of The Score Bet app over its competitors, and 
OLG advertised ‘ultimate tickets’ which offered a prize of 
$1 million at reduced odds. Notably, however, commercial 
adverts featured by FanDuel highlighted the role of sports 
betting between friends who may have been watching NBA, 
suggesting that betting offered by FanDuel played a key role in 
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watch parties held between friends. An example of this advert 
can be found in Figure 6. Operators also used commercial 
adverts to highlight their legitimacy as official betting partners 
of different sports (for example, BetMGM as official partners 
with the NHL, or DraftKings as the official betting partner with 
the NFL).

We also found a small number of commercial adverts that 
featured celebrities or professional athletes. Commercial 
adverts by BetMGM featured Jamie Foxx, while commercial 
adverts by Sports Interaction – introduced in Figure 7 - 
featured hockey players Mitch Marner and Leon Draisaitl 
playing a series of games, presented to the audience as fun, 
light-hearted activities which could be marketized for the 
purposes of sports betting. Given that Marner and Draisaitl 
are athletes, this advert would not be permitted after February 
2024 when operators will not be allowed to use athletes 
within their marketing unless they are promoting responsible 
gambling behaviours (AGCO, 2023b). We also found a 
small number of commercial adverts which promoted these 
behaviours. Figure 8 demonstrates a commercial advert 
also provided by FanDuel that revolved around the use of 
responsible gambling behaviours. This advert portrayed 
gambling as a normal activity, while also encouraging viewers 
to take responsibility for their own gambling.

Figure 6: An example of FanDuel’s commercial advertising.
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Figure 7: An example of Sports Interaction’s 
Commercial Advertising

Figure 8: An example of FanDuel’s Responsible 
Gambling-themed Commercial Advertising

Additionally, 97.4% of brand logos or references to gambling 
contained no mention of any harm reduction message, 
while 97.2% of logos or reference to gambling contained no 
mention to any age restriction messaging. Age restriction 
and harm reduction messages were generally confined to 
commercial breaks or on-screen captions when gambling 
brands were advertised either during studio discussions 
or during match coverage. Harm reduction messages 
were generally brief, and encouraged gamblers to take 
responsibility for their own gambling behaviour, such as “Play 
Responsibly” or “Always Play Responsibly”. However, we also 

Figure 9. Example of harm reduction messaging within commercial advert from Sports Interaction.

found brief messaging in some examples that advised viewers 
on the risks of gamblers. For example, Figure 9 demonstrates 
how televised advertising from Sports Interaction contained 
messaging stating that “Gambling can be addictive”, alongside 
a contact number for Connex Ontario for those who may 
be experiencing gambling harms. The contact number of 
Connex Ontario accompanied all harm reduction messaging 
found across the seven games. Figure 9 also demonstrates 
an example of a “19+” message, reflecting the minimum age 
required to engage in online gambling (with the exception of 
lotteries and bingo) in Ontario.
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Between October 25th and October 29th, 2023, our study recorded a total of 582 gambling adverts shared by the ten 
examined, licensed betting brands. These brands collectively commanded an audience of over 82,000 followers. Although 
this report is primarily focused on NHL and NBA coverage, some adverts that are not related to the NHL or the NBA are 
included as they may have been exposed to NHL or NBA fans during the study period. Among the observed ads, 48.6% (283 
ads) were categorized as content marketing (see section 5.2 for details), while the remaining 51.4% (299 ads) were classified 
as conventional ads. Further details regarding the breakdown of content marketing and conventional ads can be found in the 
appendix. Table 3 summarized our analysis of the 582 gambling ads posted on X.

6.2 SOCIAL MEDIA

Code Definition Total

Extra-message information

Likes How	many	likes	do	the	adverts	have?	 7,294 (avg. 13) 

Shares How	many	shares	do	the	adverts	have?	 1,243 (avg.3) 

Impressions	/	Views How	many	times	have	the	adverts	been	viewed?	 5,687,087 (avg. 9,771) 

Marketing Design

Gender	included	 Which	gender	were	the	people	pictured		
in	the	adverts?

Only male: 457 (70%)
Only female: 1 (0.1%) 

Both male and female:  
10 (1.9%)

None: 114 (20%)

Ages	 What	ages	were	the	people	pictured	in		
the	adverts?

18-24: 76 (13%)
25-34: 294 (51%)
35-44: 48 (8%)
>44: 13 (2%)

Mixture: 33 (6%)
None: 114 (20%)

Use	of	Emojis Adverts	that	used	Emojis. 514 (88%) 

Use	of	humour Adverts	that	use	humorous	content. 132 (22%) 

Insider	/	Expert Ads	that	give	the	feeling	of	being	a	insider/expert. 371 (63%) 

Topical References

Celebrity Adverts	that	featured	celebrities	(that	are	not	
primarily	known	for	being	active	sportspeople).	 34 (6%)

(Famous)	Sportsperson Adverts	that	featured	(famous)	sportspeople.	 430 (74%)

Reference	to	sports Adverts	that	included	a	reference	to	sports.	 570 (98%)

Ethical practice & Advertising Regulations   

Age	restriction Ads	that	make	reference	to	the	age	restricted	
nature	of	gambling. 111 (19%) 

Harm	reduction	messaging Ads	that	include	a	harm	reduction	message. 110 (19%) 

T&Cs	stated Ads	that	include	information	on	the	T&Cs. 0 (0%) 

Disguised	Advertising Ads	that	were	not	clearly	identifiable	as	advertising	
(Ad	Standards	Code	2).	 282 (48%)

Table 3.  Overview of our analysis of social media gambling ads. 
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7	|	DISCUSSION
Our	findings	highlight	the	close	relationship	between	the	gambling	industry,	the	NBA	and	the	NHL,	with	4,119	
gambling-related	messages	analysed	during	the	seven	games	and	social	media	posts	disseminated	during	the	study	
period.	This total consists of the gambling brand logos and other references to gambling exposed within the 
live coverage, and the adverts disseminated by operators on X.	The	multi-channel	marketing	approach	employed	
by	gambling	brands	means	that	sports	fans	are	bombarded	with	gambling	marketing	across	different	media	channels	
–	making	it	an	inescapable	aspect	of	their	sports	consumption.	These	findings	generate	implications	for	both	the	
gambling-	and	marketing-related	literature,	as	well	as	the	regulation	of	gambling-related	marketing.	Specifically,	our	
findings	highlight	the	significant	role	–	and	possible	normalisation	–	of	gambling	in	the	NBA	and	the	NHL,	reinforced	
by	a	wide	variety	of	advertising	techniques,	and	the	inability	of	regulations	to	reduce	the	high	volume	of	advertising	
experienced	across	both	television	and	social	media.

The	normalisation	of	gambling	through	the	sponsorship	
and	advertisements	by	operators	has	been	well	
documented	globally	(Hing,	2014;	McGee,	2020;	
Nyemcsok	et	al.,	2021).	This	longstanding	and	close	
relationship	between	sport	and	gambling	is	significant,	
given	that	marketing	and	advertising	plays	a	role	in	
influencing	attitudes	and	societal	norms	(Deans	et	al.,	
2016;	Pitt	et	al.,	2017),	and	in	turn	impacts	behaviour	
(Bouguettaya	et	al.,	2020;	McGrane	et	al.,	2023).	The	
high	volume	of	gambling-related	marketing	that	occurs	
within	sport	poses	a	particular	risk	to	young	people	
whose	perceptions	may	as	a	result	feel	that	sport	and	
gambling	are	aligned	(Pitt	et	al.,	2017;	Nyemcsok	et	
al.,	2021),	while	gambling	may	become	a	normalised	
aspect	of	sports	fandom,	reinforced	by	the	digitalization	
of	gambling	and	sports	which	can	also	lead	them	to	
become	further	intertwined	(McGee,	2020).	Clemens	
et	al.	(2017)	also	highlight	a	strong	and	consistent	
association	between	the	exposure	to	gambling	ads	
and	several	gambling	behaviours	maintained	by	
adolescents,	thus	resulting	in	a	greater	likelihood	of	
experiencing	gambling	harm.	A	recent	systematic	
review,	furthermore,	confirmed	that	“greater	(gambling)	
advertising	exposure	increases	participation	which	
leads	to	a	greater	risk	of	harm”	(McGrane	et	al.,	2023,	
p.	124),	particularly	for	children	and	young	people.		
This	demonstrates	that	even	though	adverts	may	not	
be	directly	targeting	children	and	young	people,	their	
proliferation	can	still	influence	gambling	attitudes	and	
intentions.

Nonetheless,	gambling-related	marketing	demonstrated	
a	strong	presence	across	the	broadcasts	of	the	seven	
games,	with	3,537	gambling	brand	logos	and	references	
analysed.	These	logos	and	references	represent	an	
example	of	sponsorship	via	sport,	thus	reaching	large	
audiences	formed	by	sports	supporters	(see	Cornwell	
and	Jahn,	2023).	This	level	of	advertising	represents	

the	embedding	of	gambling	within	sports	fandom	as	
a	harmless	leisure	activity	(Nyemcsok	et	al.,	2021),	
and	also	may	also	encourage	gambling	behaviour	
(McGrane	et	al.,	2023).	The	close	relationship	between	
televised	sport	and	gambling	is	a	global	concern,	
as	found	within	the	research	of	gambling	adverts	in	
association	football	(Purves	et	al.,	2020;	Ireland,	2021;	
Rossi	et	al.,	2023;	Sharman	et	al.,	2023;	Torrence	et	al.,	
2023).	For	example,	Torrance	et	al.	(2023)	found	20,941	
gambling-related	logos	across	10	match	broadcasts	
and	Rossi	et	al.	(2023)	found	10,999	gambling-related	
messages	across	six	broadcasts	during	the	opening	
weekend	of	the	Premier	League	season.	Adverts	across	
this	research	were	mostly	concentrated	on	players’	
shirts	and	pitchside	hoardings.	Within	this	project,	we	
found	that	just	over	half	(50.4%)	of	all	televised	logos	
and	references	appeared	on	the	playing	surface	itself,	
while	43.5%	appeared	on	court	or	rinkside	advertising	
hoardings.	This	demonstrates	how	gambling-related	
marketing	is	unavoidable	as	high	volumes	of	advertising	
is	presented	while	play	is	ongoing.	However,	our	
findings	also	demonstrate	that	gambling-related	
marketing	in	the	NBA	and	NHL	is	made	more	prominent	
to	viewers	in	other	ways,	as	evidenced	by	the	overall	
duration	of	references	to	gambling	marketing	which	
averaged	38.9	minutes	per	match	broadcast.

For	example,	the	use	of	sports	betting	markets	as	a	
primary	mechanism	to	inform	viewers	on	the	expected	
chance	of	teams	winning	further	demonstrates	the	
relationship	between	gambling	and	the	NHL	and	NBA.	
However,	the	appearance	of	–	and	studio	discussion	
dedicated	to	–	sports	betting	odds	could	further	align	
sport	and	gambling	for	underage	and	vulnerable	
audiences,	implying	that	gambling	is	a	normal	part	of	
sports	consumption,	and	blurring	the	lines	between	
programmes	and	commercials.	Discussion	that	openly	
highlights	the	possibility	of	certain	bets	occurring	to	

7.1. THE NORMALISATION OF GAMBLING THROUGH ADVERTISEMENT AND 
MARKETING TECHNIQUES IN LIVE SPORT
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viewers	not	only	further	normalizes	and	endorses	sports	
betting,	but	encourages	viewers	to	place	bets	as	they	
feel	well	informed	which	can	foster	the	illusion	of	control	
in	sports	betting	(Lopez-Gonzalez	et	al.,	2018).	While	this	
discussion	may	not	openly	breach	the	AGCO	regulations	
as	long	as	it	does	not	discuss	the	certainty	of	bets	being	
successful,	the	appearance	and	discussion	of	sports	
betting	markets	may	lead	to	further	gambling,	considering	
that	the	broadcast	of	matches	can	already	carry	an	effect	
on	wagering	(Paul	and	Weinbach,	2010).	Such	discussion	
can	also	impact	on	viewers’	illusion	of	control	which	in	
turn	could	influence	gambling	behaviour	(Lopez-Gonzalez	
et	al.,	2018).	

Televised,	commercial	adverts	also	portrayed	gambling	as	
a	normal,	social	activity,	celebrated	through	adverts	that	
depicted	gambling	undertaken	by	people	across	a	wide	
variety	of	settings	(BetRivers),	adverts	that	contained	
NHL	players	playing	other	games	that	could	theoretically	
be	wagered	upon	(Sports	Interaction),	or	adverts	that	
portrayed	gambling	as	a	normal	activity	that	is	carried	out	
between	friends	watching	sport	(FanDuel).	While	these	
adverts	formed	a	small	number	of	logos	and	references	
across	the	sample	of	seven	games,	they	provide	further	
evidence	of	advertising	that	normalises	gambling	as	a	
normal	peer	group	activity	(Deans	et	al.,	2016),	and	as	an	
everyday	activity	(Houghton	et	al.,	2023).	

In	our	exploration	of	social	media,	we	discovered	a	
profound	intertwining	of	gambling	advertisements	with	
sports.	In	fact,	98%	of	the	ads	we	scrutinised	were	linked	
to	sports,	with	74%	of	ads	including	(famous)	sports	
personalities.	The	distinction	between	sports-related	
content,	such	as	sports	news,	and	gambling	advertising	
also	became	significantly	obscured.	This	practice	was	
reinforced	by	the	practise	of	gambling	brands	engaging	
in	commentary	and	reposting	ads	by	sport	clubs,	along	
with	the	tagging	of	sports	clubs	or	famous	sportspersons	
within	the	ads,	potentially	further	normalising	the	link	
between	gambling	and	sports	consumption	(Lopez-
Gonzalez	and	Griffiths,	2017).	

In	addition	to	the	normalization	of	gambling	within	the	
realm	of	sports,	our	research	revealed	the	substantial	
contribution	of	social	media	marketing	in	portraying	
gambling	as	a	“normal”	and	seemingly	innocuous	activity	
(Nyemcsok	et	al.,	2021).	Notably,	we	feel	that	compared	
to	similar	analyses	conducted	in	Germany	(Singer	et	al.,	
2023)	or	the	UK	(Rossi	et	al.,	2021;	Rossi	et	al.,	2023),	
social	media	gambling	advertising	in	Canada	appears	
more	stealthily.	This	subtlety	could	possibly	stem	from	
the	unintended	consequences	of	Ontario’s	ban	on	
bonuses	and	incentives	in	non-targeted	marketing.	
Accordingly,	we	found	that	48%	of	these	ads	masked	
their	commercial	and	gambling-related	nature	through	
the	use	of	humour	and	seemingly	unrelated	content,	

often	presented	in	the	form	of	content	marketing.	
Despite	promoting	an	addictive	and	potentially	harmful	
product,	such	advertising	tends	to	appear	inconspicuous,	
innocent,	and	harmless.	The	use	of	humor,	emojis,	or	
memes	in	this	type	of	advertising	is	less	likely	to	trigger	
feelings	of	caution	amongst	those	engaging	with	the	
post.		Therefore,	the	processing	of	this	advertising	is	
likely	to	occur	unconsciously,	leaving	the	recipient	unable	
to	formulate	a	mental	counter-argument	(Nairn	and	Fine,	
2008).	This	insidious	approach	raises	concerns	about	
its	long-term	effects,	as	articulated	by	Rossi	and	Nairn	
(2023),	particularly	regarding	the	potential	impact	on	
children	and	young	individuals	exposed	to	these	ads.	
There	is	a	worry	that	such	exposure	could	prime	them	
to	perceive	gambling	as	enjoyable,	harmless,	and	an	
ordinary	part	of	life,	potentially	setting	the	stage	for	a	
lifetime	struggle	with	gambling-related	harms.

Additionally,	we	found	little	messaging	advising	on	the	
risks	associated	with	gambling	or	the	minimum	age	
required	to	gamble	in	Ontario.	Indeed,	97.4%	of	the	
logos	or	references	found	within	the	televised	coverage	
contained	no	harm	reduction	messaging,	while	97.2%	
of	gambling	marketing	included	no	reference	to	the	
minimum	age	to	gamble.	The	social	media	analysis	
found	that	81%	of	adverts	included	no	harm	reduction	
messaging	nor	reference	to	the	minimum	age	to	gamble.	
There	are	no	requirements	within	the	AGCO’s	(2023a)	
standards	related	to	marketing	and	advertising	(sections	
2.03	to	2.07)	for	operators	to	display	any	harm	reduction	
or	age	restriction	messaging,	only	for	advertising	and	
marketing	not	to	be	aimed	at	underage	or	“high-risk”	
persons,	and	for	gambling	to	be	portrayed	as	truthful.	
Nonetheless,	the	lack	of	harm	reduction	messaging	
poses	a	risk	given	the	normalisation	of	gambling	that	is	
evident.	Harm	reduction	messaging	that	was	encountered	
varied	from	“Always	play	responsibly”	to	“Gambling	
can	be	addictive”.	While	there	was	at	least	a	minimal	
amount	of	harm	reduction	messaging,	messages	that	
encourage	viewers	to	gamble	responsibly	are	industry-
friendly	in	their	negating	of	the	risks	of	gambling	products	
(Livingstone	and	Rintoul,	2020),	and	normalise	gambling	
as	a	social	activity	while	negating	the	risks	involved	
(Parke	et	al.,	2014).	

In	the	present	study,	while	the	adverts	may	not	be	directly	
targeting	children,	vulnerable	or	high-risk	groups	in	line	
with	section	2.03	of	the	AGCO	standards,	considering	
the	popularity	of	the	NBA	and	NHL,	it	is	highly	likely	
that	children	and	vulnerable	groups	will	be	amongst	the	
diverse	group	of	viewers.	Therefore,	the	high	exposure	
of	gambling	adverts	during	these	televised	events	is	
problematic,	especially	considering	the	disproportionately	
low	harm	reduction	messaging	which	could	influence	the	
attitudes,	beliefs	and	behaviours	of	young	people	as	well	
as	adults.
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Our	research	found	that	adherence	with	the	existing	marketing	and	advertising	standards	maintained	by	the	AGCO	(2023a)	
was	less	of	an	issue	than	the	standard’s	ability	to	effectively	regulate	the	current	volume	and	forms	of	advertising	found	in	
the	live	coverage	of	the	NHL	and	NBA.	Compared	to	other	jurisdictions	(see	below),	it	appears	that	the	existing	regulations	
are	not	fully	developed	and	might	fail	to	prevent	gambling	related	harms	via	marketing.	Indeed,	the	vast	majority	(85.5%)	
of	logos	and	references	we	uncovered	during	the	televised	coverage	consisted	of	only	the	logo	itself,	and	this	does	not	
breach	the	AGCO’s	standards.	Although	we	found	high	volumes	of	advertising	that	appeared	during	live	games	that	were	
likely	viewed	by	underage	and	other	vulnerable	persons,	and	a	small	number	of	adverts	that	contained	NHL	players	(see	
Figure	6)	or	celebrities,	it	could	be	argued	that	they	did	not	specifically	target	underage	or	vulnerable	persons	(see	AGCO,	
2023a,	section	2.03).

Additionally,	while	sports	betting	markets	were	displayed	
during	studio	discussions,	and	while	there	were	studio	
discussions	were	dedicated	to	sports	betting,	marketing	
did	not	misrepresent	products	nor	mislead	players	
(section	2.04),	nor	include	any	gambling	inducements,	
bonuses	or	credits	(sections	2.05	and	2.06).	Section	
2.07	is	concerned	with	the	opt-in	process	that	operators	
must	provide	to	players	to	consent	to	receiving	any	direct	
advertising.	Moreover,	whilst	social	media	advertising	
was	found	to	be	generally	problematic	by	hiding	the	
potential	negative	effects	of	gambling	behind	humorous,	
insider-driven	and	stealth	content,	this	behaviour	would	
not	breach	any	regulations	set	by	AGCO.	The	ban	on	
adverts	which	feature	athletes	due	to	come	into	force	
in	February	2024	(AGCO,	2023b)	would	not	address	the	
overwhelming	majority	of	televised	logos	or	references	
analysed	within	the	sample	of	seven	matches.	This	ban,	
however,	would	somewhat	affect	the	way	social	media	
gambling	advertising	operates;	74%	of	the	social	media	
ads	analysed	in	our	study	featured	sports	athletes	in	their	
advertising.	

Ontario	expanded	its	gambling	market	in	2022,	and	
while	advertising	has	proliferated,	the	regulation	which	
is	designed	to	protect	against	harms	from	marketing	
and	advertising	has	not	kept	pace	with	the	growth	in	
the	industry’s	advertising.	Ontario’s	regulations	are	also	
considerably	less	protective	than	those	which	can	be	
found	within	other	jurisdictions.	For	example,	jurisdictions	
across	Europe	are	beginning	to	see	tighter	regulations	in	
relation	to	gambling	operators	sponsoring	televised	sports	
events.	For	example,	in	Italy,	gambling-related	marketing	
was	prohibited	by	the	Government	in	2019	(Il	Presidente	
della	Republicca,	2018).	In	Spain,	the	sponsorship	of	
sports	teams	by	gambling	operators	has	been	prohibited	
since	2020,	while	gambling	adverts	are	permitted	on	
television	between	1am	and	5am	only	(Boletín	Oficial	del	
Estado,	2020).	A	staggered	approach	has	been	adopted	in	
Belgium,	where	a	blanket	ban	on	marketing	was	enacted	
across	public	media	(for	example,	television,	radio,	social	
media,	and	newspapers)	in	July	2023,	stadia	and	football	

7.2 COMPARING REGULATIONS IN ONTARIO 
WITH OTHER JURISDICTIONS

leagues	will	be	prohibited	from	displaying	gambling	
sponsorship	in	January	2025,	and	professional	sports	
teams	will	be	banned	from	displaying	gambling	sponsors	
on	kits	from	January	2028	(Moniteur	Belge,	2023).	A	similar	
approach	has	also	been	followed	in	the	Netherlands,	where	
untargeted	gambling	marketing	on	television	and	towards	
those	aged	24	and	under	has	been	prohibited	since	July	
2023,	with	the	sponsorship	of	sports	clubs	by	gambling	
operators	prohibited	from	July	2025	(Dutch	Government,	
2023).

In	the	UK,	gambling	adverts	must	comply	with	the	Code	
of	Advertising	and	Direct	and	Promotional	Marketing	
(CAP),	and	the	Code	of	Broadcast	Advertising	(Gambling	
Commission,	2022)	–	an	industry,	self-regulated	system,	
similar	to	the	Canadian	Advertising	Standards.	What	
is	different	to	Canada,	however,	is	that	the	Code	in	the	
UK	includes	21	individual	codes	specific	on	gambling	
marketing.	For	example,	these	codes	require	that	
marketing	related	to	gambling	must	not	be	of	strong	appeal	
to	–	or	include	–	anyone	under	the	age	of	18,	misrepresent	
gambling	as	an	activity	that	can	bring	social,	financial	or	
personal	improvement,	or	condone	irresponsible	gambling	
behaviours.	The	Canadian	Advertising	Standards	do	not	
have	any	codes	specific	for	gambling-related	marketing.	

Nonetheless,	the	presence	of	gambling-related	marketing	
has	received	further	scrutiny	within	recent	years,	with	a	
particular	focus	on	the	prevalence	of	marketing	within	
English	football,	resulting	in	increasing	calls	to	also	start	
limiting	the	volume	of	gambling	marketing.	A	review	of	the	
Gambling	Act	2005	–	the	current	legislation	that	governs	
gambling	and	gambling-related	marketing	within	Great	
Britain	–	arguably	did	little	to	address	the	prevalence	of	
marketing,	opting	to	leave	the	issue	of	marketing	to	self-
regulation	(Department	for	Culture,	Media	&	Sport,	2023).	
Televised	advertising	is	partly	restricted	by	a	‘whistle-
to-whistle’	ban	voluntarily	enforced	by	the	Betting	and	
Gaming	Council	–	Britain’s	gambling	industry	body	–	that	
removes	its	members’	commercial	adverts	from	five	
minutes	before	the	start	of	a	sporting	event,	to	five	minutes	
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after	the	end	of	a	sporting	event	before	9pm	(Industry	
Group	for	Responsible	Gambling,	2020).	Meanwhile,	clubs	
within	the	English	Premier	League	will	voluntarily	remove	
gambling	sponsorship	from	the	front	of	teams’	shirts	only	
from	the	end	of	the	2025/2026	season	(Premier	League,	
2023).	On	the	other	hand,	recent	research	has	shown	that	
these	self-regulatory	measures	do	not	effectively	reduce	
the	volume	of	advertising	exposed	to	audiences	during	
live	football	(Torrance	et	al.,	2023;	Rossi	et	al.,	2023).	
Encouragingly,	the	review	of	the	Gambling	Act	2005	did	
recommend	the	development	of	centrally	developed	harm	
reduction	messaging	with	the	input	of	expertise	from	public	
health,	thus	moving	the	focus	from	‘responsible	gambling’	
to	messages	that	advise	on	the	risks	of	gambling	
(Department	for	Culture,	Media	&	Sport,	2023).

In	summary,	the	regulation	of	gambling-related	marketing	
in	Ontario	(both	via	the	AGCO	and	Canadian	Advertising	
Standards)	is	less	developed	than	that	in	other	jurisdictions	

where	interventions	have	acknowledged	and	acted	upon	
(to	various	degrees)	the	possible	harms	associated	with	
gambling-related	markets.	In	comparison,	the	NHL	(2023)	
recently	announced	a	multi-year	partnership	extension	
with	BetMGM,	which	demonstrates	the	continued	support	
for	promoting	gambling	to	sports	fans	through	televised	
sports	events.	This	partnership,	the	NHL	(2023)	notes,	will	
also	encouraging	a	“Have	a	Game	Plan.	Bet	Responsibly”	
campaign.	However,	this	is	industry-friendly	messaging	
that	could	further	normalise	gambling	for	underage	and	
vulnerable	audiences	(Livingstone	and	Rintoul,	2020),	while	
only	2.6%	of	marketing	within	our	sample	contained	any	
harm	reduction	messaging.	In	summary,	current	legislation	
in	Ontario	is	not	yet	developed	to	the	extent	that	it	can	fully	
protect	underage	and	vulnerable	audiences	from	gambling-
related	marketing,	and	there	is	little	indication	that	action	
taken	by	sporting	bodies	will	reverse	this	trend.

93.9%
OF	LOGOS	OR	REFERENCES	DURING	
THE	LIVE	COVERAGE	WERE	FEATURED	
ON	THE	PLAYING	SURFACE,	OR	ON	
ADVERTISING	HOARDINGS.
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8	|		CONCLUSION
Our project has explored the prevalence of gambling-related marketing across a 
period of televised NHL and NBA games broadcasted in Ontario, in addition to the 
marketing disseminated by ten X accounts owned by operators offering gambling-
related services in Canada. Our research has demonstrated the wide prevalence 
of gambling-related marketing and advertisements that – as previous research has 
highlighted – may influence gambling behaviours (Bouguettaya et al., 2020; McGrane 
et al., 2023). The significant volume of adverts, and the way they portray gambling 
across both television and social media, also risk the normalisation of gambling 
– a potentially addictive product – to underage and vulnerable audiences. Our 
findings highlight the inefficacy of the marketing and advertising standards currently 
maintained by AGCO, in addition to the Canadian Code of Advertising Standards. 
In conclusion, we hope that our research makes a meaningful contribution to the 
discussion on how populations can be best protected from the harms that may 
emerge from the exposure to gambling-related marketing.

21.6% 
OF	THE	ENTIRE	DURATION	OF	THE	LIVE	
COVERAGE	CONTAINED	A	GAMBLING	
LOGO	OR	REFERENCE	TO	GAMBLING.
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3,537		
GAMBLING	LOGOS	OR	
REFERENCES	DURING	
THE	SEVEN	GAMES

Exploring the Prevalence of Gambling Marketing28

Exploring the Prevalence of Gambling Marketing | An Analysis of the Prevalence of Marketing Across Televised and Social Media Coverage of NBA and NHL in Ontario.



9	|		ABOUT THE AUTHORS

Jamie is a Research Associate at the 
University of Bristol, and is affiliated with the 
Bristol Hub for Gambling Harms Research. 
Jamie’s research interests lie in the nexus of 
gambling, consumption, and sports, exploring 
how economic, societal, and cultural factors 
influence the convergence of sports and 
gambling. He has also previously explored the 
digital transformation of Britain’s land-based 
betting industry from a critical perspective.

Jamie has received research funding from 
the University of Bristol Business School, 
GambleAware, and the Canadian Broadcasting 
Corporation. He has also received impact 
funding from ESRC, and seedcorn funding 
for conference attendance from the British 
Academy.

Maria is a Research Associate at the University 
of Bristol with a background in sport and 
sociology. Maria is currently working on research 
into the interrelation between grassroots football 
culture and gambling. 

Maria has received funding from Action Against 
Gambling Harms.

Raffaello is Lecturer in Marketing at the 
University of Bristol Business School. He has 
worked extensively on the effects of gambling 
advertising to young people, resulting in 
national and international media coverage, 
discussion of the research in UK parliament, 
and has contributed to a several changes in the 
regulation of gambling advertising.

Raffaello has received funding from ESRC, 
GambleAware, UK Gambling Commission 
and Action Against Gambling Harms. He is 
Communications Lead at the Bristol Hub for 
Gambling Harms Research.

Edoardo is a postgraduate researcher 
affiliated with the University of Bristol Business 
School. His research focuses on conducting a 
psychophysiological study regarding the impact 
of (e)sports gambling advertising on social 
media platforms among the youth demographic. 
His specific area of investigation involves 
analysing content and influencer marketing 
strategies. Edoardo is closely associated with 
the Bristol Hub for Gambling Harms Research 
as part of his academic pursuits.

Edoardo has not received any external funding.

Saeid is a PhD student at the University of 
Bristol and focuses his research on the impact 
of regulations, sports, culture, and other factors 
on reducing the harm caused by gambling 
advertising. His previous work involved studying 
consumer emotions, brands, culture, consumer 
psychology, and the consumption patterns of 
minors.

Saeid has been awarded research funding from 
the University of Bristol Business School.

DR	JAMIE	WHEATON

MARIA	MOXEY

DR	RAFFAELLO	ROSSI

EDOARDO	TOZZI

SAEID	MORADIPOUR

University of Bristol 29



10	|		REFERENCES
Ad Standards (2023). The Canadian Code of Advertising 
Standards. Available at: https://adstandards.ca/code/the-
code-online/#:~:text=%22Advertising%22%20and%20
%22advertisement(,listed%20under%20Exclusions)%20to%20
Canadians. Accessed on 8 January 2024.

Alcohol and Gaming Commission of Ontario. (2023a). Registrar’s 
Standards for Internet Gaming. Available at: https://www.agco.ca/
book/export/html/57666. Accessed on 30 October 2023.

Alcohol and Gaming Commission of Ontario. (2023b). AGCO to ban 
athletes in Ontario’s igaming advertising to protect minors. Available 
at: https://www.agco.ca/blog/lottery-and-gaming/aug-2023/agco-
ban-athletes-ontarios-igaming-advertising-protect-minors. Accessed 
on 19 December 2023.

Asquith, K., & Fraser, E (2020). A Critical Analysis of Attempts to 
Regulate Native Advertising and Influencer Marketing. International 
Journal of Communication. 14, 5729–5749. 

Boletín Oficial del Estado (2020). Real Decreto 958/2020, de 3 de 
noviembre, de comunicaciones comerciales de las actividades de 
juego. Available at: https://www.boe.es/boe/dias/2020/11/04/pdfs/
BOE-A-2020-13495.pdf. Accessed on 20 July 2023.

Bouguettaya, A., Lynott, D., Carter, A., Zerhouni, O., Meyer, S., 
Ladegaard, I., Gardner, J., & O’Brien, K.S. (2020). The relationship 
between gambling advertising and gambling attitudes, intentions and 
behaviours: a critical and meta-analytic review. Current Opinion in 
Behavioral Sciences, 31, 89-101.

Bruce, G. (2021). The rise of sports streaming: Where is it more 
popular?, YouGov. Available at: https://today.yougov.com/
sports/articles/34446-rise-sports-streaming-where-it-most-
popular?utm_source=twitter&utm_medium=website_article&utm_
campaign=sports_streaming&redirect_from=%2Ftopics%2Fsport%2
Farticles-reports%2F2021%2F03%2F01%2Frise-sports-streaming-
where-it-most-popular. Accessed on 16 November 2023.

Cassidy, R. & Ovenden, N. (2017). Frequency, duration and 
medium of advertisements for gambling and other risky products in 
commercial and public service broadcasts of English Premier League 
football. Working Paper.  Goldsmiths Research Online.

City TV. (2023). Channel Information – City TV Distribution. Available 
at: https://www.citytv.com/channel-information/. Accessed on 14 
December 2023.

Clemens, F., Hanewinkelm R., & Morgenstern, M. (2017). Exposure 
to Gambling Advertisements and Gambling Behavior in Young 
People, Journal of Gambling Studies, 33(1), 1-13

Cornwell, T.B., & Jahn, S. (2023). Concise Introduction to Sport 
Marketing. Cheltenham: Edward Elgar.

Deans, E.G., Thomas, S.L., Daube, M., Derevensky, J., & Gordon, R. 
(2016). Creating symbolic cultures of consumption: an analysis of the 
content of sports wagering advertisements in Australia. BMC Public 
Health, 16, 208.

Department for Culture, Media & Sport (2023). High Stakes: 
Gambling Reform for the Digital Age. London: House of Commons. 
Available at: https://assets.publishing.service.gov.uk/media/64492
3b5814c6600128d0723/1286-HH-E02769112-Gambling_White_
Paper_Book_Accessible1.pdf. Accessed on 27 April 2023.

Dutch Government. (2023). ‘Besluit ongerichte reclame 
kansspelen op afstand’. Available at: https://wetten.overheid.nl/
BWBR0048060/2023-07-01. Accessed on 20 July 2023.

 

ESPN (2017). Average age in esports vs. major sports. Available at: 
https://www.espn.co.uk/esports/story/_/id/20733853/the-average-
age-esports-versus-nfl-nba-mlb-nhl. Accessed on 3 January 2024.

Gambling Commission. (2022). Advertising and marketing rules and 
regulations. Available at: https://www.gamblingcommission.gov.uk/
licensees-and-businesses/guide/advertising-marketing-rules-and-
regulations. Accessed on 4 January 2024.

Hing, N. (2014). Sports betting and advertising (AGRC Discussion 
Paper No. 4). Melbourne: Australian Gambling Research Centre.

Hing, N., Cherney, L., Blaszczynski, A., Gainsbury, S. M., & Lubman, 
D. I. (2014). Do advertising and promotions for online gambling 
increase gambling consumption? An exploratory study. International 
Gambling Studies, 14(3), 394-409.

Hing, N., Lamont, M., Vitartas, P., & Fink, E. (2015). Sports-
embedded gambling promotions: A study of exposure, sports betting 
intention and problem gambling amongst adults. International Journal 
of Mental Health and Addiction, 13, 115-135.

Hing, N., Vitartas, P., Lamont, M., & Fink, E. (2014). Adolescent 
exposure to gambling promotions during televised sport: An 
exploratory study of links with gambling intentions. International 
Gambling Studies, 14(3), 374-393.

Holden, J.T., (2022). The Emergence of Single-Game Sports Betting 
in Canada. Journal of Legal Aspects of Sport, 32, 198-213.

Houghton, S., McNeil, A., Hogg, M. & Moss, M. (2019). Comparing 
the Twitter posting of British gambling operators and gambling 
affiliates: A summative content analysis. International Gambling 
Studies. 19(2),312-326.

Houghton, S., Punton, G., Casey, E., McNeill, A., & Moss, M. (2023). 
Frequent gamblers’ perceptions of the role of gambling marketing in 
their behaviour: An interpretative phenomenological analysis. PLOS 
One, 18(6), e0287393.

iGaming Ontario. (2023). What Sites Are Regulated for Play in 
Ontario? Available at: https://www.igamingontario.ca/en/player/
regulated-igaming-market?field_url_title=&field_legal_entity_name_
target_id=All&field_offerings_value=All&items_per_page=100. 
Accessed on 30 October 2023.

Il Presidente della Republicca (2018). ‘Decreto Dignità’. Available 
at: http://www.lavoce.info/wp-content/uploads/2018/07/decreto-
dignita%CC%80.pdf. Accessed on 16 August 2018.

Industry Group for Responsible Gambling (2020). Gambling Industry 
Code for Socially Responsible Advertising. 6th ed. Available at: 
https://bettingandgamingcouncil.com/uploads/Downloads/8-
V2-IGRG-GAMBLING-INDUSTRY-CODE-FOR-SOCIALLY-
RESPONSIBLE-ADVERTISING-21.4.21.pdf.  
Accessed on 30 August 2023.

Ireland, R. (2021). Commercial determinants of health in sport. The 
example of the English Premier League. University of Glasgow.

Jedwab, J. (2023). Hockey rules as the sport Canadians follow 
most but changing demographics may make for a different future; 
Canadians see the ‘great one’ as the all time greatest and Montreal 
Canadians biggest in Quebec but not elsewhere. Association for 
Canadian Studies. Available at: https://acs-metropolis.ca/wp-
content/uploads/2023/06/Canadians-and-Sport.pdf.  
Accessed on 16 November 2023.

Killick, E.A., & Griffiths, M.D. (2020). A content analysis of gambling 
operators’ twitter accounts at the start of the English premier league 
football season. Journal of Gambling Studies, 36(1), 319-341.

Photo credits: cover & page 28: photos by Seth Hofman, page 8: photo by Markus Spike, page 25: photo by Emanuel Ekstorm,  
page 27: photo by Stratus, page 30: photo by Justin Shen - all on Unsplash.

https://adstandards.ca/code/the-code-online/#:~:text=%22Advertising%22%20and%20%22advertisement(,listed%20under%20Exclusions)%20to%20Canadians.
https://adstandards.ca/code/the-code-online/#:~:text=%22Advertising%22%20and%20%22advertisement(,listed%20under%20Exclusions)%20to%20Canadians.
https://adstandards.ca/code/the-code-online/#:~:text=%22Advertising%22%20and%20%22advertisement(,listed%20under%20Exclusions)%20to%20Canadians.
https://adstandards.ca/code/the-code-online/#:~:text=%22Advertising%22%20and%20%22advertisement(,listed%20under%20Exclusions)%20to%20Canadians.
https://www.agco.ca/book/export/html/57666
https://www.agco.ca/book/export/html/57666
https://www.agco.ca/blog/lottery-and-gaming/aug-2023/agco-ban-athletes-ontarios-igaming-advertising-protect-minors
https://www.agco.ca/blog/lottery-and-gaming/aug-2023/agco-ban-athletes-ontarios-igaming-advertising-protect-minors
https://www.boe.es/diario_boe/txt.php?id=BOE-A-2020-13495
https://www.boe.es/diario_boe/txt.php?id=BOE-A-2020-13495
https://today.yougov.com/sports/articles/34446-rise-sports-streaming-where-it-most-popular?utm_source=twitter&utm_medium=website_article&utm_campaign=sports_streaming&redirect_from=%2Ftopics%2Fsport%2Farticles-reports%2F2021%2F03%2F01%2Frise-sports-streaming-where-it-most-popular.
https://today.yougov.com/sports/articles/34446-rise-sports-streaming-where-it-most-popular?utm_source=twitter&utm_medium=website_article&utm_campaign=sports_streaming&redirect_from=%2Ftopics%2Fsport%2Farticles-reports%2F2021%2F03%2F01%2Frise-sports-streaming-where-it-most-popular.
https://today.yougov.com/sports/articles/34446-rise-sports-streaming-where-it-most-popular?utm_source=twitter&utm_medium=website_article&utm_campaign=sports_streaming&redirect_from=%2Ftopics%2Fsport%2Farticles-reports%2F2021%2F03%2F01%2Frise-sports-streaming-where-it-most-popular.
https://today.yougov.com/sports/articles/34446-rise-sports-streaming-where-it-most-popular?utm_source=twitter&utm_medium=website_article&utm_campaign=sports_streaming&redirect_from=%2Ftopics%2Fsport%2Farticles-reports%2F2021%2F03%2F01%2Frise-sports-streaming-where-it-most-popular.
https://today.yougov.com/sports/articles/34446-rise-sports-streaming-where-it-most-popular?utm_source=twitter&utm_medium=website_article&utm_campaign=sports_streaming&redirect_from=%2Ftopics%2Fsport%2Farticles-reports%2F2021%2F03%2F01%2Frise-sports-streaming-where-it-most-popular.
https://today.yougov.com/sports/articles/34446-rise-sports-streaming-where-it-most-popular?utm_source=twitter&utm_medium=website_article&utm_campaign=sports_streaming&redirect_from=%2Ftopics%2Fsport%2Farticles-reports%2F2021%2F03%2F01%2Frise-sports-streaming-where-it-most-popular.
https://www.citytv.com/channel-information/.
https://www.gov.uk/government/publications/high-stakes-gambling-reform-for-the-digital-age
https://www.gov.uk/government/publications/high-stakes-gambling-reform-for-the-digital-age
https://www.gov.uk/government/publications/high-stakes-gambling-reform-for-the-digital-age
https://wetten.overheid.nl/BWBR0048060/2023-07-01.
https://wetten.overheid.nl/BWBR0048060/2023-07-01.
https://www.espn.co.uk/esports/story/_/id/20733853/the-average-age-esports-versus-nfl-nba-mlb-nhl.%2520Accessed%2520on%25203%2520January%25202024.%0D
https://www.espn.co.uk/esports/story/_/id/20733853/the-average-age-esports-versus-nfl-nba-mlb-nhl.%2520Accessed%2520on%25203%2520January%25202024.%0D
https://www.gamblingcommission.gov.uk/licensees-and-businesses/guide/advertising-marketing-rules-and-regulations
https://www.gamblingcommission.gov.uk/licensees-and-businesses/guide/advertising-marketing-rules-and-regulations
https://www.gamblingcommission.gov.uk/licensees-and-businesses/guide/advertising-marketing-rules-and-regulations
https://www.igamingontario.ca/en/player/regulated-igaming-market?field_url_title=&field_legal_entity_name_target_id=All&field_offerings_value=All&items_per_page=100
https://www.igamingontario.ca/en/player/regulated-igaming-market?field_url_title=&field_legal_entity_name_target_id=All&field_offerings_value=All&items_per_page=100
https://www.igamingontario.ca/en/player/regulated-igaming-market?field_url_title=&field_legal_entity_name_target_id=All&field_offerings_value=All&items_per_page=100
http://www.lavoce.info/wp-content/uploads/2018/07/decreto-dignita%CC%80.pdf.
http://www.lavoce.info/wp-content/uploads/2018/07/decreto-dignita%CC%80.pdf.
https://acs-metropolis.ca/wp-content/uploads/2023/06/Canadians-and-Sport.pdf.
https://acs-metropolis.ca/wp-content/uploads/2023/06/Canadians-and-Sport.pdf.


Korn, D., Reynolds, J., & Hurson, T. (2005). Commercial Gambling 
Advertising: Understanding the Youth Connection. Guelph, ON: 
Ontario Problem Gambling Research Centre.

Lagerquist, J. (2021). Legal single-sports betting in Canada starts on 
August 27. Yahoo! Finance. Available at: https://www.yahoo.com/
video/single-sports-betting-in-canada-starts-on-aug-27-173140099.
html?guccounter=1. Accessed on 9 January 2024.

Livingstone, C., & Rintoul, A. (2020). Moving on from responsible 
gambling: a new discourse is needed to prevent and minimise harm 
from gambling. Public Health, 184, 107-112.

Lopez-Gonzalez, H., Estévez, A., & Griffiths, M. D. (2018). Controlling 
the illusion of control: A grounded theory of sports betting advertising 
in the UK. International Gambling Studies, 18(1), 39-55.

McGee, D. (2020). On the normalisation of online sports gambling 
among young adult men in the UK: a public health perspective. 
Public Health, 184, 89-94.

McGrane, E., Wardle, H., Clowes, M., Blank, L., Pryce, R., Field, 
M., Sharpe, C., & Goyder, E. (2023). What is the evidence that 
advertising policies could have an impact on gambling-related 
harms? A systematic umbrella review of the literature. Public Health, 
215, 124-130.

Moniteur Belge. (2023). Arrêté royal determinant les modalités 
relatives à la publicité pour les jeux de hasard. Available at http://
www.ejustice.just.fgov.be/mopdf/2023/03/08_3.pdf#Page2. 
Accessed on 1 July 2023.

Nairn, A., & Fine, C. (2008). Who’s messing with my mind?: The 
implications of dual-process models for the ethics of advertising to 
children. International Journal of Advertising, 27(3), 447–470. https://
doi.org/10.2501/S0265048708080062.

NHL (2023). NHL, BetMGM extend North American partnership. 
Available at: https://www.nhl.com/news/nhl-bet-mgm-extend-north-
american-partnership. Accessed on 19 December 2023.

Nyemcsok, C., Thomas, S.L., Pitt, H., Pettigrew, S., Cassidy, R., 
& Daube, M. (2021). Young people’s reflections on the factors 
contributing to the normalisation of gambling in Australia. Australia 
and New Zealand Journal of Public Health, 45(2), 165-170.

Nyemcsok, C., Pitt, H., Kremer, P. & Thomas, S.L. (2022). Young 
men’s perceptions about the risks associated with sports betting: A 
critical qualitative inquiry. BMC Public Health, 22(1), 1–13.

Parke, A., Harris, A., Parke, J., Rigbye, J., & Blaszczynski, A. (2014). 
Responsible marketing and advertising in gambling: A critical review. 
The journal of gambling business and economics, 8(3), 21-35.

Paul, R.J., & Weinbach, A.P. (2010). The Determinants of Betting 
Volume for Sports in North America: Evidence of Sports Betting as 
Consumption in the NBA and NHL. International Journal of Sport 
Finance, 5, 128-140.

Pitt, H., Thomas, S.L., Bestman, A., Daube, M., & Derevensky, J. 
(2017). What do children observe and learn from televised sports 
betting advertisements? A qualitative study among Australian 
children. Australian and New Zealand Journal of Public Health, 41(6), 
604-610.

Premier League (2023). Premier League statement on gambling 
sponsorship. Available at: https://www.premierleague.com/
news/3147426. Accessed on 13 April 2023.

Purves, R.I., Critchlow, N., Morgan, A., Stead, M., & Dobbie, F. 
(2020). Examining the frequency and nature of gambling marketing 

in televised broadcasts of professional sporting events in the United 
Kingdom. Public Health, 184, 71-78.

Rossi, R., & Nairn, A. (2022). New Developments in Gambling 
Marketing: the Rise of Social Media Ads and Its Effect on Youth. 
Current Addiction Reports, 9, 385-391.

Rossi, R., & Nairn, A. (2023). Priming Young Minds – The Appeal of 
Gambling Advertising to Children and Young People. Journal of the 
Association for Consumer Research, 

https://doi.org/10.1086/729290.

Rossi, R., Nairn, A., Smith, J., & Inskip, C. (2021). “Get a £10 
Free Bet Every Week!” – Gambling Advertising on Twitter: Volume, 
Content, Followers, Engagement, and Regulatory Compliance. 
Journal of Public Policy & Marketing, 40(4), 487-504.

Rossi, R., Wheaton, J., Moxey, M., & Tozzi, E. (2023). New Season, 
More Self-regulation, More Marketing: The Prevalence of Gambling 
Adverts during the Opening Weekend of the English Premier League 
2023/2024. University of Bristol and Channel 5 News.

Sanchez, R. (2016). The Ins and Outs of Fantasy Sports: Daily 
Fantasy Sports, Gambling or Not?. Gaming Law Review and 
Economics, 20(4), 327-338.

Sharman, S., Piper, T., McGrane, E., & Newall, P.W.S. (2023). 
Gambling adverts in live TV coverage of the Qatar 2022 FIFA Men’s 
World Cup. Addiction Research & Theory, https://doi.org/10.1080/1 
6066359.2023.2245330.

Singer, J., Kufenko, V., Wöhr, A., Wuketich, M., & Otterbach, 
S. (2023). How do Gambling Providers Use the Social Network 
Twitter in Germany? An Explorative Mixed-Methods Topic Modeling 
Approach. Journal of Gambling Studies, 39, 1371–1398. https://doi.
org/10.1007/s10899-022-10158-y.

Sportsnet. (2023). Sportsnet ONE. Available at: https://www.
sportsnet.ca/more/sportsnet-one/feed/. Accessed on 14 December 
2023.

The Guardian. (2023). Ottawa Senators’ Shane Pinto hit with 
41-game suspension for gambling. Available at: https://www.
theguardian.com/sport/2023/oct/26/shane-pinto-gambling-
suspension-ottawa-senators. Accessed on 18 December 2023.

Thomas, S.L., Bestman, A., Pitt, H., Deans, H., & Randle, M.J. 
(2015). The marketing of wagering on social media: An analysis of 
promotional content on YouTube, Twitter and Facebook. Victorian 
Responsible Gambling Foundation.

Torrance, J., Heath, C., Andrade, M., & Newall, P. (2023). Gambling, 
cryptocurrency, and financial trading app marketing in English 
Premier League football: a frequency analysis of in-game logos. 
Journal of Behavioral Addictions, 12(4), 972-982.

TSN. (2018). General FAQ. Available at: https://www.tsn.ca/general-
faq-1.1105605#primary. Accessed on 14 December 2023.

Yim, B.H., Byon, K. K., Baker, T. A., & Zhang, J.J. (2021). Identifying 
critical factors in sport consumption decision making of millennial 
sport fans: mixed-methods approach. European Sport Management 
Quarterly, 21(4), 484-503.

Valenzuela-Gálvez, E.S., Garrido-Morgado, Á. & González-Benito, 
Ó. (2023), “Boost your email marketing campaign! Emojis as visual 
stimuli to influence customer engagement”, Journal of Research in 
Interactive Marketing,17(3), 337-352. https://doi.org/10.1108/JRIM-
02-2021-0033

Designed	by	firecreativemedia.com	

University of Bristol 31

https://www.yahoo.com/video/single-sports-betting-in-canada-starts-on-aug-27-173140099.html?guccounter=1.
https://www.yahoo.com/video/single-sports-betting-in-canada-starts-on-aug-27-173140099.html?guccounter=1.
https://www.yahoo.com/video/single-sports-betting-in-canada-starts-on-aug-27-173140099.html?guccounter=1.
http://www.ejustice.just.fgov.be/mopdf/2023/03/08_3.pdf#Page2.
http://www.ejustice.just.fgov.be/mopdf/2023/03/08_3.pdf#Page2.
https://www.nhl.com/news/nhl-bet-mgm-extend-north-american-partnership.
https://www.nhl.com/news/nhl-bet-mgm-extend-north-american-partnership.
https://doi.org/10.1086/729290
https://doi.org/10.1080/16066359.2023.2245330%0D
https://doi.org/10.1080/16066359.2023.2245330%0D
https://www.sportsnet.ca/more/sportsnet-one/feed/.
https://www.sportsnet.ca/more/sportsnet-one/feed/.
https://www.theguardian.com/sport/2023/oct/26/shane-pinto-gambling-suspension-ottawa-senators
https://www.theguardian.com/sport/2023/oct/26/shane-pinto-gambling-suspension-ottawa-senators
https://www.theguardian.com/sport/2023/oct/26/shane-pinto-gambling-suspension-ottawa-senators
https://www.tsn.ca/general-faq-1.1105605#primary.
https://www.tsn.ca/general-faq-1.1105605#primary.
https://doi.org/10.1108/JRIM-02-2021-0033
https://doi.org/10.1108/JRIM-02-2021-0033


Published	by	University	of	Bristol,	2023.
©	University	of	Bristol.	Some	rights	reserved.	
Beacon	House,	Queens	Road,	BS8	1QU	

T / 0117 928 9000	
raffaello.rossi@bristol.ac.uk 
www.bristol.ac.uk


	Table of Contents
	2 | BACKGROUND
	3 | STUDY AIMS
	4 | REGULATION
	5 | METHODS
	6 | RESULTS
	7 | DISCUSSION
	8 | CONCLUSIONS
	9 | ABOUT THE AUTHORS
	10 | REFERENCES

