OUR YOUNG PEOPLE NEED

STRONGER SPORTS GAMBLING
REGULATIONS
Sports gambling is the fastest growing form of gambling in Australia.
Advertising is becoming increasingly pervasive and is particularly
harmful to children. Advertising normalises the link between
gambling and sport. This is a growing public health problem and
must be a priority for the Federal Government. Strict regulation of
advertising is as necessary for gambling as it was for tobacco.

We seek a ban on all sports
gambling advertisements:
We require the Federal Government to
strengthen sports gambling laws to protect
the harm that gambling is having on our future
generation.

INCREASING PREVALENCE OF SPORTS
GAMBLING

RESTRICTIONS ON GAMBLING ADVERTISING
NEED TO BE EXTENDED

Sports gambling is the fastest growing form of gambling in
Australia and is increasing at an alarming rate of 15 per cent per
year. The gambling industry spent $253.2 million on advertising
in Australia in 2017, up from $89.7 million in 2011 (excluding
sponsorships and in-program content, such as during live sport
broadcasts).1

In April 2018 the Australian Government introduced changes to
gambling advertising regulations during live sports programs.
These changes apply on commercial television, commercial
radio, subscription television, SBS and online platforms. The
changes restricted gambling advertisements from five minutes
before a live sports event commences, during the event and
for five minutes after the event has concluded. The restrictions
apply between 5am and 8.30pm. These regulations do not
include the placement of gambling logos which are part of a
sponsorship arrangement.

As a result gambling is more promoted than ever before. It’s in
public places, on public transport, on television, on radio and
online. It is estimated that young people are exposed to more
than two hours of gambling advertisements every week.2
Young people mostly recalled seeing gambling advertising on
television (over 90 per cent), followed by stadiums, websites
and hearing advertising on radio. While television is still the
environment most young people recalled seeing gambling
advertising, 55 per cent had seen gambling advertising on social
media, including YouTube, Instagram and Snapchat.3

Despite the regulations, 74 per cent of Victorians think
adolescents are being exposed to too much gambling
advertising.4
The Alliance for Gambling Reform (Australia’s peak body for
gambling reform) has also identified sports gambling as a key
advocacy priority and the Victorian Responsible Gambling
Foundation has developed the Love the Game, Not the Odds
initiative to address this public health issue.
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SPORTS GAMBLING ADVERTISEMENTS ARE
HARMING OUR CHILDREN

some believing that gambling on sport makes people more
invested in the game, and a more committed sports fan.10

We require Federal Government regulations to strengthen
sports gambling laws to protect the harm that gambling is
having on our future generation.

These advertisements are influential in shaping positive
perceptions about sports gambling with some adolescents
describing sportsbetting advertising as depicting sportsbetting
as easy, and could add excitement to the sports viewing
experience.11

Sports gambling advertisements are grooming our children
to become the next generation of gamblers with the harm
associated with gambling already emerging among our young
people.

Exposure to gambling advertising is higher for 13 to 17-yearolds than for adults.12 The more people are exposed to
advertising for potentially harmful products the more they are
likely to want to try products in the future. Research has found
that a third of young people would like to try gambling either
now or in the future, with most young people wanting to try
sportsbetting.13

• On average one student in every Australian high
school classroom is already gambling dangerously.5
•

One in five adults gambling dangerously started
before they were 18.6

•

•
•

•

two-thirds of teenagers have gambled.7
up to a quarter of young people have participated in

GAMBLING ATTITUDES AND BEHAVIOURS

Young people can recall the name of betting companies, where
they have seen advertisements, and the plot lines or strategies
used within advertisements.16

Gambling advertising has been considered a significant
influencing factor on young people’s gambling attitudes and
behaviours.

•
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Three out of four adolescents can name at least one
sports betting brand.16

Gambling advertising creates a misconception among teenagers
that gambling is a normal part of sport.9 Young people are
influenced by the advertising that they see during sport, with
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33 per cent want to gamble now or in the future.15

Sports gambling advertisements are leaving their mark on
our future, with most young people having a clear recall and
awareness of sports betting brands.

sports betting.8
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75 per cent of young people think betting on sport
is normal.14

In the past 12 month period:

•

One in four adolescents can name at least four betting
brands.16
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