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Abstract

Purpose of Review Social media offer gambling operators an attractive channel for connecting with gamblers and promoting
their products. The aim of the present study is to review the recent literature to summarise the latest findings on marketing
strategies of gambling operators, and their effects, with particular focus on social media.

Recent Findings A systematic review on gambling advertising in social media has been conducted, taking into account
English-language journal articles from 2021 onwards, which include primary data collection. Searching three data bases,
a total number of 12 studies from peer-reviewed journals were identified. Gambling advertising has an enormous reach,
including esports sponsorship and a surge in popularity on streaming platforms, which raises concerns about the protection
of gamblers in general and of vulnerable groups in particular. The studies identify individual advertising strategies and
investigate the influence of incentives and tips on gambling behaviour. Gaps in the current literature include evidence from
certain regions or countries, research into communication strategies on individual social media platforms, and questions
about the effectiveness of regulatory measures regarding gambling advertising.

Summary Gambling operators flexibly adapt their advertising strategies to the surrounding conditions. This appears to be
problematic, as the intensity and complexity of gambling advertising increases at the same time as the boundaries between
advertising and seemingly neutral content blur. Vulnerable groups, especially children and adolescents, are at special risk,
because advertising on social media is particularly attractive for them, while protection mechanisms such as age limits are
often missing or being ignored.

Keywords Gambling advertising - Gambling promotion - Social media - Marketing - Public Health - Consumer protection

Introduction

Advertising for gambling on social media is one of the
most pressing topics that gambling regulators need to
address. Social media are highly attractive for gambling
companies as a low-cost alternative or supplement to “tra-
ditional” advertising [1]. The immediacy, entertaining
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qualities and especially the possibilities for interaction
account for the special appeal of social media [2]. These
characteristics pose high demands on regulators as they
need to create a level playing field for advertising in differ-
ent channels, thus preventing companies from moving to
new and less regulated platforms [1]. As regulators often
lag behind actual industry developments, they fall short of
user expectations who presume a comprehensive protec-
tion through regulation [3]. Additionally, wording in leg-
islation documentation is often very general (e.g. “adver-

tising must not be excessive”,! “advertising for public

! German State Treaty on Gambling 2021, https://mi.sachsen-anhalt.
de/fileadmin/Bibliothek/Politik_und_Verwaltung/MI/MI/3._Themen/
Gluecksspiel/201029_Gluecksspielstaatsvertrag_2021_-_Druckfassu
ng.pdf.
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gambling that makes gambling appear to be a commodity
of everyday life is not permitted”?), which might be useful
when addressing constantly changing marketing strategies
and features, but complicates practical application. On the
other hand, the scientific evidence that regulation should
be based on is also fragmentary.

Another difficulty lies in the subject itself: Gambling
advertising is not always evident as such, especially on
social media. Whereas banners or pop-ups are fairly easy
to identify, the borders start to blur in the case of affili-
ates, influencers and brand ambassadors, and are almost
or completely unrecognizable when advertising appears in
the shape of user-generated content. The “opacity of com-
mercial peer-to-peer advertising” has been acknowledged
to be a particularly sensitive issue (together with “unethi-
cal placement of targeted advertising through online profil-
ing” [4]). These less obtrusive forms of marketing seem to
be particularly effective: Content marketing (i.e. content
not necessarily related to the product or brand) has been
shown to be especially appealing to 11-to-24-year olds [5].
This is in line with the finding that advertising has higher
effects on vulnerable groups, e.g. on persons with gam-
bling disorder [6]. Consequently, these forms of advertis-
ing need major attention.

Aim of the Study

A rapidly changing landscape as well as ongoing regula-
tory adjustments make it necessary to continuously exam-
ine the latest findings on gambling advertising, social
media marketing strategies and their effects. To the authors
of the present article, five previous reviews were known,
among them three systematic [1, 7, 8], one rapid [2] and
one narrative review [5]. These reviews suggest that gam-
bling advertising on social media is heavily centred around
sports [1, 2, 8]. Such a close association is likely to con-
tribute to the normalisation of gambling [1, 5]. Young
people [1, 7] and particularly children [5, 8] could be at
particular risk of harm, as well as people with gambling
disorder [8]. An area that the authors would like to see
analysed more closely includes digital marketing strategies
and their effects [1, 2, 7], preferably without relying solely
on self-report data [2, 8]. Also, evidence from countries
other than the UK or Australia could contribute to a better
understanding [2].

2 Examples of content and auxiliary terms and conditions for virtual
slot machines and online poker, https://innen.hessen.de/sites/innen.
hessen.de/files/2022-05/musternebenbestimmungen_virtuelle_autom
atenspiele_online_poker.pdf.
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Starting from this basis, the present review puts particular
focus on the following research questions:

i. What are the attributes of gambling advertising on
social media platforms in terms of their frequency,
content, and user involvement? Are there differences
between individual jurisdictions?

ii. What are the effects of gambling advertising and
gambling operators' marketing strategies on users’
attitudes and behaviour?

iii. What safeguards are being put in place to protect peo-
ple, especially vulnerable groups such as children,
adolescents or people with a gambling disorder, from
gambling harm?

iv. What are the current research gaps in the area of gam-
bling advertising, taking into account methodological
and content-related aspects, and what should be pri-
oritised in future studies?

Methods

Following PRISMA guidelines [9], a systematic review was
conducted. The search strategy consisted in a combination
of terms for social media (including social networks such
as Facebook, Instagram, TikTok, Twitter, Twitch, YouTube,
Weibo, and WeChat) with terms for gambling advertising
and gambling marketing (see Appendix). The * operator
was used to include all variations of the initial terms. Syno-
nyms of the initial terms were also included in the search
string, as in the previous reviews. In addition, the proper
names of social networks were explicitly included to iden-
tify studies that did not use generic terms in their title or
abstract, in order to identify the widest possible range of lit-
erature. The final string used the Boolean operators (AND/
OR). The terms were searched for in the title, abstract,
and keywords. Three databases were searched: Business
Source Premiere, Scopus and PubMed. All searches were
conducted on August 22nd, 2023, yielding a total number
of 1,735 record (see Fig. 1).

Inclusion and Exclusion Criteria

Only publications from the beginning of 2021 onwards were
considered to avoid overlapping with results from previous
reviews [1, 2, 5, 7, 8]. The records needed to contain some
form of primary data collection to ensure that the current
state of research on gambling advertising on social media
was reflected. Records that were not journal articles, such
as commentaries, or reviews were not included. Papers writ-
ten in languages other than English and duplicates were also
excluded. The inclusion and exclusion criteria are summarized
in Table 1.
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Fig.1 PRISMA flow chart. Own representation based on PRISMA flow chart (Page et al. 2021)

Table 1 Inclusion and exclusion criteria

Inclusion criteria

Exclusion criteria

Topic
Gambling
Advertising
Social media

Study design
Primary data collection
Journal article

Other criteria

Records from the year 2021
onwards

English language

Not related to gambling
Not related to advertising

Not related to social media, for
example related to traditional
media

No primary data collection

No journal article or review

Records before the year 2021

Other languages

Identification and Screening

As a first step, records on the topic of gambling advertis-
ing on social media were identified using the search string
shown in the appendix. Using the filter functions of the data-
bases, of the 1,735 records found, 1,199 publications were
removed because they did not meet the inclusion criteria
(see Fig. 1), mostly because of their early publication date
(n=1,018). One hundred forty-four records were rejected
because the document type did not meet the requirement of
being classified as journal article. Another five records were
discarded because they were in languages other than Eng-
lish. Bibliographic information of the records was extracted
from the databases and stored in lists. Furthermore, 27
duplicates resulting from the three different data bases were
excluded based on congruent author and title of the record.
Finally, the previous reviews (n=235) were excluded, leaving
536 publications for screening.

@ Springer
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The titles and (where necessary) abstracts of the records were
screened by two reviewers (AW and JS). The reviewers met reg-
ularly to discuss their individual decisions. Discrepancies were
resolved through discussion and consensus among the reviewers,
and together with the third author (SO). In this process, another
510 records were excluded for being off-topic or not containing
primary research. Of the remaining 26 records, one publication
was not available. Consequently, 25 records were retrieved for
full text screening. Twelve more publications were found to be
off-topic and one publication lacked primary data.

Search Results

A final set of 12 studies met the eligibility criteria and were
included in the analysis. As shown in Table 2, six studies used
web scraping to analyse data from social networks [10ee,
11e, 12e, 13e, 14 ]5e], of which one study looked at the
collected data descriptively [15¢]. In addition, three studies
conducted qualitative analysis [11e, 12e, 14¢], and one study
used natural language processing (NLP) methods to analyse the
collected data [13e]. One study used a combination of mixed-
methods and NLP [10ee]. Furthermore, two studies used an
observational design [16e, 17ee], with one study combining
this with a survey [17ee]. There are also three studies that use
surveys [18ee, 19ee 2(e]. In addition, one study conducted
an online experiment [21e]. The studies were conducted in
7 different jurisdictions, namely the UK (n=4) [15e, 16e,
18ee, 21e], Spain (n=2) [13e, 20¢], Australia (n=2) [11e,
19e¢], Germany (n=1) [10ee], France (n=1) [17e¢] and
simultaneously in Finland and Sweden (n=2) [12e, 14e]. The
included studies can be grouped into three overarching themes
according to the research objectives of the systematic review:
(1) advertising strategies of gambling operators on social media
(n=06) [10ee, 120, 13, 140 150, 16¢]; (2) effects of gambling
advertising on social media (n=35) [11e, 17ee, 18ee 19ee 2(e];
and (3) effects of responsible gambling messages (n=1) [21e].

Results

Twelve publications matching the above outlined criteria
were found (see Table 2). Given the short period of time
covered by the search, this is a substantial leap in number—
previous reviews had identified between 21 [1] and 46 [8]
publications, although covering much longer periods of time
(between five years [2] and no time limit [7]).

Gambling Advertising on Social Media: Frequency,
Content and User Involvement

Several publications examine the volume and frequency of
gambling advertising on social media. Studies on gambling
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advertising on YouTube, Twitter, Facebook, Instagram
in Finland and Sweden [12¢] and on Twitter in Germany
[10ee] and in Spain [13e] show a high volume of messages,
although at much lower levels than e.g. in the UK.

To attract new customers, gambling companies seem to
regard esports events as an attractive advertising opportu-
nity. Biggar et al. [15¢] examined the sponsorship agree-
ments of popular esports titles during the League of Legends
World Championship in 2021. The sponsorship deals ena-
bled gambling companies to reach at least tens of millions
of followers on Twitter, Instagram and Facebook.? Due to
the high share of young men, these followers are particularly
interesting as potential future gamblers.

With respect to content, advertising is often linked to seem-
ingly neutral information. Indeed, the most common way of
addressing followers on Twitter seems to be by content market-
ing, as it was found to account for the largest part of the mes-
sages. 44 percent of the Finnish and 58 percent of the Swedish
posts investigated by Lindeman et al. [12¢] were found to be free
of “actual references or visual portrayals of gambling activities”
(p. 47-48). In their content analysis, Singer et al. [10ee] coded a
third of the Twitter messages as “news”, i.e. messages inform-
ing on sports-related “facts” rather than gambling-related issues.

Although interactive features have been identified as one
of the key features of digital marketing, they do not yet seem
to play such an important role, or at least not in all jurisdic-
tions. Reactions or comments to posts and likes were rare in
Finland, Sweden and Germany [10ee, 12¢], with the excep-
tion of very few posts that attracted tens of thousands of
reactions (in Finland and Sweden). In Sweden, operators’
efforts to make users react by polls or by answering a ques-
tion rose to more than 50% of all posts in 2020 but played
minor roles in Finland or Germany. Only the use of hashtags
was widespread, as they could be found in most Finnish
and Swedish messages. The hashtags used in German tweets
related mostly to “factual” information other than the gam-
bling companies themselves or their offers [10ee].

Although responsible gambling messages played a minor
role in terms of frequency [1], their use was found to assist
in the creation of a positive corporate image. In this way,
gambling companies were able to portray themselves as
responsible and reliable entities, and present gambling as a
recreational activity like any other. Such image cultivation
could be particularly important in state monopolies, owing
to the need to justify and defend market limitations, which
is difficult to achieve without public support [14e].% In addi-
tion, responsible gambling messages can contribute to the

3 As it is unknown how many followers are registered on more than
one channel, the exact number cannot be determined. The approxi-
mate figure given here refers to the minimum number.

* An example for such a close interlocking can be seen in Germany,
where the drawing of the lottery numbers forms part of the daily news
program.
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Table 2 (continued)

18

Advertising strategies of gambling operators
on social media

Overarching theme

Key findings

Twitter plays a smaller role in Germany
than e.g. in the UK. Informative content
is frequently combined with less neutral

tweets from 13 operators), NLP (qualitative
analysis & semi-supervised topic model

Webscraping (qualitative analysis of 34,151
with CorEx)

Methodology

Jurisdiction
Germany

Singer et al. (2022)

Paper
[10ee]

Springer

content. Responsible gambling messages

are rarely used

Effects of gambling advertising on social

Almost a third of current gamblers reported

Two surveys (survey 1: n=1,496 emerging

UK

Wardle et al. (2022)

[18ee]

media

that marketing had prompted unplanned

spendings

adults; survey 2: 2,980 adult regular sports

bettors)

Own illustration based on the studies used

sheer volume of messages when there are no other messages
at hand, as shown by the case of an Australian operator who
sent messages about responsible gambling only during the
lockdown period [11e].

Effects of Gambling Advertising on Social Media

Several studies address the question of advertising efficiency.
A coincidence between the expenditures for advertising and
gambling activities was found by Critchlow et al. [16e]:
Reduced spendings on advertising in the UK during the
first lockdown corresponded with self-reported reduction in
gambling during the same time period; although the reasons
might be ambiguous due to the special circumstances during
the pandemic.

Noble et al. [19e¢] found a significant association between
the exposure to online gambling ads and gambling among
Australian students. In their study, no other advertising type
could be associated with gambling behaviours. Moreover,
increased exposure to online gambling ads coincided with a
higher probability of at-risk or problem gambling.

Gambling advertising could also induce gamblers to
spend more money than planned. Combining data from
two British non-probability online surveys, Wardle et al.
[18ee] found that about 30 percent of current gamblers
reported unplanned gambling expenditures after having
seen a gambling advert, promotion or sponsorship [18ee].
The association appeared after having received a single form
of direct marketing or following a sole gambling brand on
social media, and was stronger for persons with gambling
problems.

While most studies rely on self-report data, Balem et al.
[17ee] use tracking data provided by the French national
gambling authority and the national lottery to investi-
gate the effects of wagering inducements. Frequent use of
these inducements, the authors found, was associated with
increased gambling frequency and intensity. Again, the
effect was stronger for at-risk gamblers.

The online survey undertaken by Gonzalvez-Vallés et al.
[20e] found tipsters to be particularly influential. The authors
identified a very strong correlation between bets placed
owing to the advice of tipsters and the amount of money
wagered. Their student respondents also saw a connection
between gambling disorder and the influence of tipsters.

Effects of Responsible Gambling Messages

Several studies have looked at whether gambling operators
on social media are also promoting the dangers of gam-
bling as part of their advertising strategies. It is shown that
responsible gambling content hardly plays a role for com-
munication on Twitter in Spain [13¢], Germany [10ee] and
once more for Australia [11e]. Apparently, its frequency of
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use is connected to the regulation in force, which is shown
by the sudden leap of posts in Sweden after a change in law
whereas during the same time period, the volume remained
stable for the Finnish monopolist Veikkaus [12¢]. The use of
responsible gambling messages seems to have dual benefit
for gambling operators: Besides compliance with the laws,
they assist in the creation of a positive corporate image [14e]
and contribute to the sheer volume of messages when there
are no other messages at hand [11e].

On the other hand, one study even questions the efficacy
of responsible gambling messages [21¢]: UK’s most com-
mon safer gambling message “when the fun stops, stop”,
which is said to have “helped over 5 m adults approaching
gambling more responsible” by the company who developed
the campaign,’ is not found to have any protective effects on
the participants in a randomised experiment.

Research Gaps

In addition to the research findings, the literature reviewed
also provides an analysis of current research gaps, with
various recommendations for future research. For example,
there is a lack of work on sponsorship and the development
of brand partnerships by gambling operators in the esports
sector [15¢]. Despite initial findings, there is a need for long-
term research into the relationship between gambling and
esports, and for as many esports titles as possible to be ana-
lysed as comprehensively as possible.

Due to the established selection criteria, most of the stud-
ies were conducted during the global COVID-19 pandemic.
Some studies point to this fact and indicate that the findings
should be understood in the light of this situation [10ee,
11e, 12 14e 16e, 18ee]. A study from Australia points to
the possibility that future research could compare the ana-
lysed data between the different lockdown phases [16e]. This
could determine the extent to which there is a correlation
between increased advertising expenditure and an increase
in gambling. In addition, three studies that have looked at
the advertising strategies of gambling providers on social
media [10ee, 12¢, 13¢] emphasise the need to examine both
the extent of this content and the effects on vulnerable peo-
ple, especially children, young people and gamblers with a
gambling disorder, more closely and in the long term.

With regard to the effects of gambling advertising, fur-
ther differentiation is needed as to exactly which products or
incentives lead to more problem gambling [17ee, 20e]. The
same applies to the time of betting or the amount of the bet
[20e]. The environment could also be analysed to determine
the impact of gambling advertising [17¢e] and the involve-
ment of different age groups or generations [20e]. It is also

3 https://www.creativebrief.com/agency/corner/case-studies/the-
senet-group-when-the-fun-stops-stop

proposed to analyse the impact of the COVID-19 pandemic
on the impact of gambling advertising [11e].

Two studies explicitly address the methodological per-
spective and suggest that future studies should use longitu-
dinal research designs to investigate the long-term effects
of gambling advertising [18ee, 19ee]. This would, in turn,
allow comparisons to be made between the closure phases
and the post-pandemic period [18ee]. Also conclusions
could be drawn as to whether a reduction in terrestrial gam-
bling has an impact on the number of people with a gam-
bling disorder and could possibly be classified as a harm-
reduction measure. As some studies use self-report data
[21e], the authors generally point out that other research
designs, such as longitudinal designs, are needed to over-
come the known limitations [21e].

Discussion

Gambling Advertising on Social Media: Frequency,
Content and User Involvement

For gambling operators, social media are an attractive adver-
tising platform to reach users directly, regardless of place
and time, all around the globe and at comparatively low cost
[2]. Their aim is to attract potential customers and retain
existing ones [22]. Biggar et al. [15¢] show how gambling
companies access potential client groups—young, male,
with gambling affinity—through the sponsorship of esports
titles, which might also assist in the convergence of gaming
and gambling [23, 24] as well as contribute to the normalisa-
tion of gambling [25, 26]. Visibility is increased even fur-
ther whenever the teams’ athletes appear on livestreaming
platforms such as Twitch. Twitch has been criticised for not
having any age restrictions or other protective measures in
their streaming service [27].

Both the wide use of content marketing and the employ-
ment of responsible gambling messages as an image-enhanc-
ing strategy make the boundaries between advertising and
“factual” information blur, giving cause for concern about
the protection of vulnerable groups. Content marketing is
often seen as humorous and harmless and therefore espe-
cially appealing to children and young adults, who are not
yet able to effectively identify advertising contents [5], and
thus contributes to the normalisation of gambling [24].
Additionally, the use of positive emotions and sentiment as
well as humorous content have been shown to be of particu-
lar appeal to children and young people [5]. As vulnerable
groups are at specific risk from gambling advertising [28],
future research should explore the extent to which chil-
dren and young people are exposed to gambling advertis-
ing on social media. Alternative research designs can help
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overcome the limitations regarding self-reporting without
breaching ethical conventions (e.g. [29]).

Effects of Gambling Advertising on Social Media

The studies identified in this review contribute substantially
to the growing body of research on the effect of gambling
advertising, both in terms of the general effects of gam-
bling advertising and the effects of individual advertising
strategies. These findings could contribute to a taxonomy
of advertising strategies and their effects, which is needed
all the more because harm for consumers could manifest
quickly [30]. Such a taxonomy could form an adequate basis
for legislative bodies and authorities to react and take appro-
priate action.

Effects of Responsible Gambling Messages

Studies from Spain [13¢], Germany [10ee] and Australia
[11e] show that responsible gambling messages play only
a minor role in the communication of gambling opera-
tors on social media. The use of such messages is often
based on the regulation in force [12e¢], although this can be
problematic if the legislation is imprecise. For example, in
Germany, the legislator states that “advertising must not
be excessive®”, but this is not further defined. Shortcom-
ings in the protection of minors were also identified [10ee,
12¢], as the marketing of gambling services in all three
countries observed (Finland, Germany and Sweden) was
accessible to persons under the age of 18. These findings
are remarkably alarming as children and young people are
particularly vulnerable to gambling and, as the example
of sports betting operators in the UK shows [5], find this
content particularly appealing.

Even when responsible gambling messages are used
in operators’ communications, their purpose tends to
be to create a positive corporate image [14e] or simply
to increase the number of posts in order to attract more
attention in the social networks [11e]. Moreover, the
effectiveness of these responsible gambling messages is
questionable [31], as the example of “when the fun stops,
stop” messages confirms [21e]. As responsible gambling
messages are one of the few safeguards used by gambling
and social media companies [7], these results are excep-
tionally worrying.

% German State Treaty on Gambling 2021, https://mi.sachsen-anhalt.
de/fileadmin/Bibliothek/Politik_und_Verwaltung/MI/MI/3._Themen/
Gluecksspiel/201029_Gluecksspielstaatsvertrag_2021_-_Druckfassu
ng.pdf.

@ Springer

Research Gaps

The 12 studies reviewed have filled some existing research
gaps, such as the lack of studies from countries other than
Australia and the UK [2, 8]. Several studies focusing on the
advertising strategies of gambling operators used on Twitter,
Instagram, Facebook and YouTube now feature Germany
[10ee], Spain [13e] and Finland and Sweden [12e, 14e]
(besides Australia and the UK).

But there is still a need for more research in this area,
as vulnerable groups are at particular risk from gambling
advertising [28]. Future research should explore the extent
to which children and young people are exposed to gambling
advertising on social media. Alternative research designs can
help to overcome the limitations of self-report, for example
longitudinal observational study designs combined with the
use of tracking data, as shown in a study from France [17ee].
Longitudinal research approaches in different countries can
serve as a useful extension of existing evidence, investi-
gating which groups of people are particularly affected by
gambling advertising and which forms of advertising have
the strongest impact. In addition, longitudinal study designs
also provide an opportunity to identify long-term marketing
trends and advertising strategies.

Machine learning methods offer a further possibility for
future research, as the studies from Spain [13¢] and Germany
[10ee] have shown. Appropriate models can be used to ana-
lyse not only large amounts of text, but also images, sounds
and videos, which, alongside text, are the central content in
social networks for conveying content and information [7],
especially on Instagram or (more recently) TikTok.

A common challenge in analysing data from social net-
works is the lack of precise data on who is actually consum-
ing the content. This makes it particularly difficult to moni-
tor personalised marketing, as content changes depending
on who is being targeted [7].

Finally, future research should place a stronger focus on
the connection between gambling and esports [15¢], explic-
itly on the convergence of gaming and gambling [30]. A
more comprehensive picture is needed because harm for
consumers could manifest quickly. One such topic could be
the role of online communities [32], as these form an inher-
ent part of the lifestyle of younger generations.

Conclusions

The present study illustrates the growing importance
of social media in the advertising strategies of gambling
operators. Operators flexibly adapt how to approach cus-
tomers according to the respective circumstances. This is
particularly problematic as the intensity and complexity of
gambling advertising increases, and the boundaries between


https://mi.sachsen-anhalt.de/fileadmin/Bibliothek/Politik_und_Verwaltung/MI/MI/3._Themen/Gluecksspiel/201029_Gluecksspielstaatsvertrag_2021_-_Druckfassung.pdf
https://mi.sachsen-anhalt.de/fileadmin/Bibliothek/Politik_und_Verwaltung/MI/MI/3._Themen/Gluecksspiel/201029_Gluecksspielstaatsvertrag_2021_-_Druckfassung.pdf
https://mi.sachsen-anhalt.de/fileadmin/Bibliothek/Politik_und_Verwaltung/MI/MI/3._Themen/Gluecksspiel/201029_Gluecksspielstaatsvertrag_2021_-_Druckfassung.pdf
https://mi.sachsen-anhalt.de/fileadmin/Bibliothek/Politik_und_Verwaltung/MI/MI/3._Themen/Gluecksspiel/201029_Gluecksspielstaatsvertrag_2021_-_Druckfassung.pdf

Current Addiction Reports

advertising and neutral content blur. Vulnerable groups,
especially children and young people, are at increased risk,
as the current forms of advertising have been shown to be of
particular appeal to them. Moreover, the rapid developments
imply that regulators will have a hard time keeping up.

Further research is needed to gain a deeper understand-
ing of the specific characteristics of gambling advertising
on different social networks and to investigate the extent to
which children and adolescents are exposed. Longitudinal
research approaches or forms of machine learning can be
useful complements to existing research methods, providing
more robust evidence for regulators, who need to minimise
potential harm, especially for vulnerable groups.

Limitations

The present review has several limitations. First, only
articles in English language were considered; therefore,
global representativeness cannot be claimed. Besides,
grey literature or texts from official bodies which could
provide insight on how regulators respond to the constant
changes are also missing. Owing to the fact that the pub-
lication date of the latest review on this subject was used
as a starting point for the search, the period of the inves-
tigation was relatively short; however, due to the rapidly
changing nature of the review’s subject, 12 relevant and
up to date publications could be identified. Given that
each study has its own focus and mirrors the conditions
of the country investigated, the results remain necessarily
fragmentary and cannot give a comprehensive picture of
the overall situation.

Appendix. Search String

(Social media OR social media channel* OR social net-
work* OR social network* channel* OR social platform*
OR online platform* OR online environment* OR online
sphere* OR facebook OR twitter OR instagram OR tik-
tok OR twitch OR youtube OR weibo OR wechat) AND
(Gambling OR online gambling OR gambling operator* OR
gambling provider* OR gambling marketing OR gambling
advertisement OR gambling advertising OR gambling indus-
try OR gambling industry marketing OR digital gambling
marketing).
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