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Table A.1. Specific inducements promoted in WOP website adverts 

ID Promotion Placement Event Bet type Inducement 
content 

T+Cs Total count of this 
inducement type  

WOP1 $50 back in bonus bets if 
your horse runs 2nd or 3rd. 

Homepage 
 

Race betting Place Bonus bet returns T+Cs apply 2 

WOP1 3+ leg multi. $50 back in 
bonus bets if 1 leg fails. 

Homepage Sports betting Match 
outcome 

Bonus bet 
returns; multi-bet 
offer 

T+Cs apply 3 

WOP1 Bet return offers. Homepage Combination Nil Bet returns 
(unspecified) 

T+Cs apply 1 

WOP1 $50 back in bonus bets if 
your horse runs 2nd or 3rd. 

Promotions Race betting Place Bonus bet 
returns; multi-bet 
offer 

T+Cs apply 2 

WOP1 3+ leg multi. $50 back in 
bonus bets if 1 leg fails. 

Promotions Sports betting Match 
outcome 

Bonus bet 
returns; multi-bet 
offer 

T+Cs apply 3 

WOP1 Boost your odds. Promotions Combination Other Better/boosted 
odds 

T+Cs apply 2 

WOP1 Both runners paid in case 
of protest 

Promotions Race betting Protest Winnings paid  T+Cs apply 1 

WOP1 Bet return offers.  Promotions Combination Nil Bet returns 
(unspecified) 

T+Cs apply 1 

WOP2 Both runners paid in case 
of protest 

Homepage Race betting Protest Winnings paid  T+Cs apply 1 

WOP6 $50 back in bonus bets if 
you lose 

Homepage Race betting Place Bonus bet returns T+Cs apply 1 

WOP6 Both runners paid in case 
of protest 

Homepage Race betting Protest Winnings paid  T+Cs apply 1 

WOP6 3+ leg multi. $50 back in 
bonus bets if 1 leg fails 

Homepage Sports betting Multi Bonus bet 
returns; multi-bet 
offer 

T+Cs apply 4 

WOP7 Half-time early payout Homepage Sports betting Match 
outcome 

Cash-out early 
 

T+Cs apply 2 

WOP7 Half-time early payout Promotions Sports betting Match 
outcome 

Cash-out early 
 

T+Cs apply 2 
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WOP8 Get the biggest odds 
when the price at race 
time is bigger than the 
price you bet at 

Homepage Race betting Place Better 
winnings/results 

T+Cs apply 1 

WOP8 Early payout Promotions Sports betting Match 
outcome 

Cash-out early T+Cs apply 4 

WOP8 Two chances to win if 
match goes into overtime 

Promotions Sports betting Match 
outcome 

Better/boosted 
odds 

T+Cs apply 1 

WOP8 Multi-bet offer, pays up to 
x% more 

Promotions Sports betting Multi Better 
winnings/results; 
multi-bet offer 

T+Cs apply 2 

WOP9 Both runners paid in case 
of protest 

Homepage Race betting Protest Winnings paid  T+Cs apply 1 
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Table A.2. Focus of non-inducement adverts on WOP websites 

ID Promotion Placement Event Content Total count of this 
promotion type  

WOP1 Promotes multi-bets. Promotions Sports betting Multi-bet function 1 
WOP1 Promotes multi-bets for better odds. Promotions Race betting Better odds; multi-bet 

function 
1 

WOP1 Promotes a product feature to access 
expert tips. 

Homepage Combination Product feature; expertise 1 

WOP1 Promotes live streaming channel. Homepage Race betting Live streaming/coverage 
access 

1 

WOP1 Promotes new betting markets and same 
game multi-bets. 

Homepage Sports betting Code/market coverage; 
multi-bet function 

1 

WOP1 Promotes a betting market and same 
game multi-bet function. 

Homepage Sports betting Code/market coverage; 
multi-bet function 

1 

WOP1 Promotes product feature for social 
betting on a particular betting market. 

Promotions Sports betting Product feature 1 

WOP1 Promotes product feature for social 
betting. 

Promotions Sports betting Product feature 1 

WOP1 Promotes a fast and easy betting form. Promotions Race betting Product feature 1 
WOP1 Promotes use of personal betting book to 

receive reminders for racing. 
Promotions Race betting Product feature 1 

WOP1 Promotes a multi-bet function.  Promotions Race betting Product feature 1 
WOP1 Promotes a product feature to access 

expert tips. 
Promotions Combination Expertise 1 

WOP1 Promotes live streaming channel. Promotions Race betting Live streaming/coverage 
access 

1 

WOP1 Promotes new betting markets and same 
game multi-bets. 

Promotions Sports betting Code/market coverage; 
multi-bet function 

1 

WOP1 Promotes a betting market and same 
game multi tracker. 

Promotions Sports betting Code/market coverage; 
multi-bet function 

1 

WOP2 Promotes betting app and its features, 
including excusive offers. 

Homepage Race betting App promotion 1 

WOP2 Promoting best tote on Australian racing Homepage Race betting Better odds 1 
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WOP3 Promotes great promos and odds, and 
offers same game multi-bets. 

Homepage Combination Better odds; multi-bet 
function 

4 

WOP3 Promotes multi-bets for better odds. Promotions Sports betting Multi-bet function 1 
WOP4 Promotes multi-bets and broad coverage. Homepage Race betting Multi-bet function 1 
WOP4 Promotes same game multi-bets. Homepage Sports betting Multi-bet function 1 
WOP4 Promotes product feature for social 

betting. 
Homepage Combination Product feature 1 

WOP4 Promotes fast withdrawals. Homepage Combination Fast withdrawals 1 
WOP5 Promotes multi-bets for better odds. Homepage Race betting Better odds; multi-bet 

function 
1 

WOP5 Promotes betting market and same game 
multi-bets. 

Homepage Sports betting Code/market coverage; 
multi-bet function 

2 

WOP5 Promotes fast and frequent withdrawals. Homepage Combination Fast withdrawals 1 
WOP5 Promotes a fast and easy betting form Homepage Race betting Product feature 1 
WOP6 Promotes multi-bets. Homepage Combination Multi-bet function 2 
WOP6 Promotes a product feature to access 

expert tips and previews. 
Homepage Race betting Product feature; expertise 1 

WOP7 Promotes joining the BSP service. Homepage Combination Join 2 
WOP7 Promotes fast and frequent withdrawals. Homepage Combination Fast withdrawals 1 
WOP7 Promotes betting market and same game 

multi-bets.  
Homepage Sports betting Code/market coverage; 

multi-bet function 
1 

WOP7 Promotes live streaming channel. Homepage Race betting Live streaming/coverage 
access 

1 

WOP7 Promotes multiple betting markets and 
same game multi-bets. 

Promotions Sports betting Code/market coverage; 
multi-bet function 

1 

WOP7 Promotes multiple betting markets and 
multi-bets. 

Promotions Race betting Code/market coverage; 
multi-bet function 

1 

WOP7 Promotes fast and frequent withdrawals. Promotions Combination Fast withdrawals 1 
WOP8 Promotes same game multi-bets. Homepage Sports betting Multi-bet function 4 
WOP8 Promotes best dividends and multi-bets. Homepage Race betting Better odds; multi-bet 

function 
1 

WOP8 Promotes best dividends and multi-bets. Promotions Race betting Better odds; multi-bet 
function 

1 
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WOP9 Promotes same game multi-bets to get 
better odds. 

Homepage Sports betting Better odds; multi-bet 
function 

1 

WOP9 Promotes same race multi-bets to get 
better odds. 

Homepage Race betting Better odds; multi-bet 
function 

1 

WOP10 Promotes same race multi-bets to get 
better odds. 

Homepage Race betting Better odds; multi-bet 
function 

1 

WOP10 Promotes same game multi-bets. Homepage Sports betting Multi-bet function 1 
WOP10 Promotes betting app and its benefits. Homepage Combination App promotion 1 
WOP10 Promote a betting market. Homepage Sports betting Code/market coverage 1 
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Table A.3. Advertising present on wagering affiliate websites  

ID Placement 
 

Category of 
content 

Message Message description  RG or legal 
terms attached 

Advert or 
referral 

Total count of 
promotions and 
brands 

AM1 Top banner 
ad 

Inducement Better/boosted 
odds; sign-up 

Product feature for odds boost Offer T+Cs Advert 1 promotion 

AM1 Header Brand 
promotion  

Sign-up Wagering operator names + 
taglines; ‘bet’ 

RG message Referral 5 promotions 
5 brands 

AM1 Side panel 
ads 

Brand 
promotion 

Multi-bet function; 
sign-up 

Same race multi, best coverage; 
wagering operator tagline 

RG message; 
offer T+Cs 

Advert 2 promotions 
2 brands 

AM1 Side panel 
ads 

Brand 
promotion; 
inducement 

Matched stake or 
deposit; sign-up 

Wagering operator names + 
taglines; ‘bet now’; Wagering 
operator will match 2nd up to 
$100 

RG message; 
state-based 
restrictions; 
offer T+Cs 

Referral 7 promotions 
7 brands 

AM1 Review 
(featured in 
body of page) 

Brand 
promotion  

Sign-up Ratings; ‘bet’ nil Referral* 20+ links  
20+ brands 

AM1 Offer list 
(featured in 
body of page) 

Inducement Bonus bet 
returns; better/ 
boosted; multi-bet 
function 

Various offers e.g. double your 
fixed odds winnings, Get $100 in 
racing bonus bets* 

RG message; 
state-based 
restrictions; 
offer T+Cs 

Referral 20+ promotions 
8 brands 

AM1 Pop-up Inducement Bonus bet returns Run 2nd and get up to $50 in 
bonus bets 

RG message; 
state-based 
restrictions; 
offer T+Cs 

Referral 1 promotion 

AM2 Side panel 
ads 

Brand 
promotion 

Multi-bet function; 
sign-up 

 Best racing coverage, same race 
multi; ‘sign in’ 

RG message; 
offer T+Cs 

Referral 1 promotion 

AM2 Side panel 
ads 

Brand 
promotion; 
inducement 

Bonus bet 
returns; sign-up 

Wagering operator names + 
taglines; ‘claim’; run 2nd – 10th 
bonus bac up to $50 each week* 

RG message; 
state-based 
restrictions; 
offer T+Cs 

Mix 8 promotions 
8 brands 

AM2 Review 
(featured in 
body of page) 

Brand 
promotion 

Sign-up Ratings; ‘join’ RG message Mix 19 links 
20+ brands 
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AM2 Offer list 
(featured in 
body of page) 

Inducement Bonus bet returns Various offers e.g. win and get 
your stake back in bonus bets, up 
to $50. Login for offer 

RG message; 
offer T+Cs 

Referral 6 promotions 
2 brand 

AM2 Top banner 
ad 

Brand 
promotion 

Product feature Personalised tips. Login for offer RG message Referral 1 promotion 

AM2 Side panel 
ads 

Brand 
promotion 

Product feature Personalised tips RG message; 
state-based 
restrictions; 
offer T+Cs 

Referral 1 promotion 

AM3 Top banner 
ad 

Brand 
promotion 

Product feature Social betting RG message Advert 1 promotion 

AM3 Header Brand 
promotion 

Product feature Advertisement carousel e.g. get 
bigger odds in same game multis 

RG message; 
offer T+Cs 

Referral 5 promotions 
5 brands 

AM3 Side panel 
ads 

Brand 
promotion 

Product feature Wagering operator name + 
tagline; social betting 

RG message Referral 2 promotions 
2 brands 

AM3 Side panel 
ads 

Brand 
promotion 

Sign-up Wagering operator names + 
taglines; ‘join’ 

RG message Referral 20+ links  
20+ brands 

AM3 Review 
(featured in 
body of page) 

Brand 
promotion 

Sign-up Ratings; ‘join’ RG message; 
state-based 
restrictions 

Referral 9 links 
9 brands 

AM3 Review 
(featured in 
body of page) 

Brand 
promotion 

Sign-up Top 5 sports betting apps in 
Australia 

RG message; 
state-based 
restrictions 

Referral 5 featured brands 

AM4 Top banner 
ad 

Brand 
promotion 

Betting 
information; sign-
up 

NRL odds – ‘bet’ RG message; 
offer T+Cs 

Referral 
(marked as 
‘Ad’) 

1 promotion 
 

AM4 Side panel 
ads 

Brand 
promotion 

Betting 
information; sign-
up 

NRL odds – ‘bet’ RG message; 
offer T+Cs 

Referral 
(marked as 
‘Ad’) 

1 promotion 

AM4 Bottom of 
page banner 

Brand 
promotion 

Betting 
information; sign-
up 

NRL odds – ‘bet’; same race 
multi 

RG message; 
offer T+Cs 

Mix  2 promotions 
2 brands  

AM4 Review 
(featured in 
body of page) 

Brand 
promotion 

Sign-up Ratings; ‘visit’ RG message Mix  9 links 
9 brands 
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AM5 Header Brand 
promotion 

Betting 
information; sign-
up 

NRL odds – odds comparison nil Referral 3 promotions 
3 brands 

AM5 Mid-body 
banner (body 
of page) 

Brand 
promotion 

Sign-up Wagering operator name + 
tagline; ‘bet’ 

RG message; 
offer T+Cs 

Referral 4 promotions 
4 brands 

AM6 Header Brand 
promotion 

Product feature Pictures of wagering operator 
apps 

nil nil 4 promotions 
4 brands 

AM6 Header Brand 
promotion 

Sign-up Table of wagering operator 
ratings; ‘sign up’ 

RG message Referral 10 promotions 
10 brands 

AM6 Review 
(featured in 
body of page) 

Brand 
promotion 

Sign-up Wagering operator names + 
taglines; ratings; ‘visit’ 

nil Referral 10 links 
10 brands 

AM7 Top banner 
ad 

Brand 
promotion 

Sign-up Table of wagering operator 
ratings; ‘bet now’ 

RG message Referral 6 links 
6 brands 

AM7 Header Brand 
promotion 

Sign-up Table of wagering operator 
ratings; ‘visit’ 

nil Referral 16 links 
16 brands 

AM7 Review 
(featured in 
body of page) 

Brand 
promotion 

Sign-up Wagering operator names + 
taglines; ratings; ‘visit’ 

nil Referral 14 links 
14 brands 
 

AM8 Side panel 
ads 

Brand 
promotion 

Sign-up Wagering operator names + 
taglines; ‘bet’; betting platform 
benefits 

RG message Referral 9 promotions (2 
highlighted) 
9 brands 

AM8 Body of page Inducement 
(unbranded) 

Bonus bet Promotion of access to large 
bonus bets 

No nil 1 promotion 

AM8 Review 
(featured in 
body of page) 

Brand 
promotion 

Sign-up Wagering operator names + 
taglines; ratings; ‘bet’ 

RG message Referral 9 links 
9 brands 

AM8 Review 
(featured in 
body of page) 

Brand 
promotion 

Sign-up Table of wagering operator 
ratings; ‘join’ 

RG message Referral 11 links 
11 brands 

AM8 Offer list 
(featured in 
body of page) 

Inducement Bonus bet 
returns; free bets 

Multi-bets, bonus bets and free 
betting 

RG message Referral 20+ promotions 
2 brands 
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AM9 Review 
(featured in 
body of page) 

Brand 
promotion 

Sign-up Wagering operator names + 
taglines; ratings; ‘join’ 

nil Referral 20+ links 
20+ brands 

AM9 Review 
(featured in 
mid-body of 
page) 

Brand 
promotion 

Sign-up Best betting sites; wagering 
operator names + taglines; 
ratings; ‘visit’. Each brand 
presented twice on page 

nil Referral 20+ links 
20+ brands 

AM9 Offer list 
(featured in 
body of page) 

Brand 
promotion 

Sign-up Sign-up bonuses (now banned); 
wagering operator names + 
taglines; ‘visit’. Each brand 
presented three times on page 

nil Referral 20+ links 
20+ brands 

AM9 Comparison 
(featured in 
body of page) 

Other Product feature Directly comparing two wagering 
operators against each other 

nil Referral 4 featured 
comparisons 
5 brands (1 
highlighted) 

AM10 Review article 
in body of 
page 

Brand 
promotion 

Sign-up Ratings; ‘bet’ nil Referral 3 brands 

AM10 Top banner 
ad + mid-
body banner  

Brand 
promotion 

Sign-up Multi-bet function; ‘join’ Yes Referral 2 promotions 
1 brand 

*not all redirect links were functional. 
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Appendix B. Search and selection details for 
wagering affiliates in the website and Twitter 
analyses 
There is no published list of wagering affiliates, so we used a similar strategy to 
Houghton et al. (2019) in the UK to select affiliate Twitter accounts and websites. 
Houghton et al. (2019) searched Twitter using five search terms: ‘tips’, ‘accumulator’, 
‘acca’, ‘bets’ and ‘betting’. They then assessed whether the identified accounts were 
active affiliate accounts, indicated by posting direct links to sign up or place bets with 
a specific UK wagering operator and posting on Twitter at least once in the past 
week. 

The current study extended on this approach. First, we searched Twitter using the 
above terms, but also included ‘sports tipping’, ‘AFL’, ‘NRL’, ‘analyst’, ‘previews’, 
‘punter’, ‘punting’, ‘tipster’, ‘betting odds’, ‘racing’, ‘edge’, ‘analysis’, ‘bonus bets’ and 
‘referral code’. We also searched for Twitter accounts that referred to responsible 
gambling or gambling helplines. We assessed each identified account to determine 
the number of followers and whether the account was active (tweeting within the 
month prior to 1st March 2023). Our initial audit found that, while many accounts did 
not include affiliate links in their tweets, they usually included a link to further 
information on their website which did include affiliate links. We therefore included 
these accounts for potential selection. After initial searches, relevant accounts 
started to show in our Twitter feeds, via the ‘you might like’ feature. Those identified 
in our Twitter feeds between 1st to 10th March 2023 were also included as potential 
affiliate accounts for the Twitter and website audits. 

Second, we conducted a Google search with terms including ‘Australia betting sites’, 
‘betting odds comparison’, ‘betting odds’, ‘betting offers’, ‘bonus bets Australia’, 
‘[wagering operator] referral code’ and ‘online betting edge’. We also incorporated 
some of the Twitter search terms, including ‘NRL tipping’, ‘race tipping’, ‘betting 
analysis’ and ‘betting previews’. Google searches typically provided millions of 
results and thus we limited searching to the first two pages of each search. Websites 
were assessed for whether they included recent information (i.e., were active) and 
whether they had active affiliate links to one or more wagering operator sites. Those 
identified from this procedure who also had active Twitter accounts were added to 
the list of potential accounts for the Twitter audit. Third, one of our previous studies 
collected wagering direct messages (Hing et al., 2018). Some messages were from 
affiliates and we examined those websites using the same criteria as above. 

The top 10 active affiliate Twitter accounts had between 8,000 and 40,000 followers, 
and were all included in the Twitter audit. Three were identified from the previous 
study (Hing et al., 2018), one from Google searches, one from Twitter’s ‘you might 
like’ feature, and the remaining five from Twitter searches. To optimise diversity 
while also capturing the most followed affiliates, the Twitter audit includes five 
affiliates included in the website analysis, and five affiliates not included in the 
website analysis. 
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  Appendix C. Stakeholder interview topics 
Interview recruitment materials and the full interview guides are available on request. 

Wagering operators 
• Company background 

o E.g., size, ownership, betting products, target market, branding. 
• Direct marketing practices 

o Direct marketing offered to your accountholders, e.g., channels, main types of 
messages, volume and frequency of direct messages, variations in messages 
for different betting products and customers. 

• Impacts of direct marketing 
o Impacts of direct marketing on your customers, e.g., customer responses to 

direct messages, impacts on their betting behaviour, impacts on gambling 
harm and problem gambling, information to help customers understand the 
content of direct messages and consumer protection tools, whether further or 
different regulation is needed. 

• Affiliate marketing arrangements 
o E.g., your company’s history of using affiliate marketers, current contracts with 

affiliate marketers, how affiliates assist your company’s marketing and 
different business models and practices used, company support for its 
affiliates, key terms and conditions in your company’s contracts with affiliates, 
monitoring of affiliates, payment models used, benefits and challenges of 
using affiliates. 

• Impacts of affiliate marketing 
o E.g., how affiliate marketing has impacted the company’s performance and 

revenue, impacts on your customers’ betting behaviour, impacts on gambling 
harm and problem gambling, whether further or different regulation is needed. 

Wagering affiliates 
• Your business’ background 

o E.g., size, ownership, products, target market, branding. 
• Affiliate marketing background 

o E.g., your business’ history of affiliate marketing, your affiliate marketing 
services to gambling operators and to betting operators, current contracts with 
betting operators. 

• Affiliate marketing practices for betting service providers 
o E.g., how your business positions itself, how you build a following and gain 

new customers, use of web-based channels for promotion, direct messaging 
to customers, use of digital advertising and email lists, frequency of betting 
promotions, variations in promotions for different betting providers or 
customers. 

• Affiliate marketing arrangements with betting service providers 
o E.g., How you select the best betting providers to contract with, payment 

models, support from betting providers, key terms and conditions with betting 
providers, how betting providers monitor your affiliate marketing, liability for 
any regulatory breaches, adherence to advertising codes and regulations. 
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• Benefits and challenges of wagering affiliate marketing 
o E.g., key success factors for wagering affiliate marketers, benefits and 

challenges for your business. 
• Impacts of affiliate marketing 

o E.g., impacts of affiliate marketing on customers’ betting behaviour, how 
affiliate marketing might impact on gambling harm and problem gambling, 
information to help customers understand the content of wagering messages 
you promote and consumer protection tools, whether further or different 
regulation is needed. 

Gambling regulators 
• Background 

o E.g., of your organisation or department, and your main roles 
• Direct marketing regulations 

o E.g., organisational role in the regulation of direct marketing by betting service 
providers (BSPs), main regulatory requirements for BSPs in their provision of 
direct marketing, compliance with these regulations. 

• Impacts of direct marketing 
o E.g., on customers’ betting behaviour, gambling harm and gambling 

problems. 
• Regulatory challenges and opportunities 

o E.g., main concerns and regulatory challenges in direct marketing by BSPs, 
need for further regulations. 

• Affiliate marketing regulations  
o Organisational role in the regulation of affiliate wagering marketing, main 

regulatory requirements for BSPs and their affiliates in their provision of 
wagering marketing, compliance with these regulations. 

• Impacts of affiliate marketing 
o E.g., on customers’ betting behaviour, gambling harm and gambling 

problems. 
• Regulatory challenges and opportunities 

o E.g., Main concerns and regulatory challenges in wagering affiliate marketing 
(business models used, payment models, marketing practices, legal 
compliance, responsible gambling, harm minimisation, consumer protection), 
need for further regulation, including under the National Consumer Protection 
Framework for Online Wagering. 

Gambling support providers 
• Organisation background 

o E.g., services offered, client numbers/volume, and characteristics 
• Impacts of direct wagering marketing on clients 

o Your clients’ attitudes to direct messages and inducements for betting.  
o Types of messages or betting inducements that they find attractive. 
o How direct messages and inducements impact on your clients’ betting 

behaviour. 
o Recovery and relapse. 
o Impacts of direct messages and betting inducements on gambling harm .and 

problem gambling among clients and their families. 
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o Any focus on direct messages and betting inducements in your cognitive-
behavioural therapy. 

o Other professional views you might have and whether further or different 
regulation or other initiatives are needed. 

• Impacts of affiliate marketing on clients 
o Clients’ attitudes to affiliate marketing practices for betting. 
o Do they find the advice from betting tipsters, ‘experts’, and comparison sites 

to be credible? 
o How using betting tipsters, ‘experts’, or comparison sites impacts on your 

clients’ betting behaviour and on gambling harm and problem gambling 
among your clients and their families. 

o Any focus on affiliate wagering marketing in your cognitive-behavioural 
therapy. 

o Other professional views you might have and whether further or different 
regulation or other initiatives are needed. 
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Appendix D. Baseline and short EMA survey 
instruments 
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Appendix E. Exclusions and participant 
compensation for the EMA baseline survey 
Table E.1 details exclusions from the baseline survey. These include potential respondents 
who did not meet the inclusion criteria: giving informed consent, living in Australia, being 
aged 18 years or older, having an active account with an Australian-licensed online wagering 
operator, betting on sports or races at least fortnightly, not already opted out of marketing 
from most wagering operators they had an account with, and being willing to answer up to 
seven short surveys over the next few weeks. Those who failed data quality checks were 
also excluded based on: inappropriate straightlining (i.e., selecting the same answer for all 
questions, such as “agree”), speeding (completing the baseline survey in under one-third the 
median response time), and for nonsensical responses in open-ended questions, all of which 
are signs of inattention. We also employed standard bot detection procedures. After taking 
into account exclusions (e.g., those who were screened out because they were not eligible, 
or those who did not pass standard data quality tests), 1,015 out of 1,189 eligible 
respondents completed the survey, for a completion rate of 85.4%. The response rate is 
unknown, as it is unclear how many potential participants were contacted by the panels. 
 
Table E.1. Exclusions from the EMA baseline survey 

Reason Number excluded Number remaining 

Started survey - 10,942 

Exclusions   

IP address not in Australia 135 10,807 

Did not consent 396 10,411 

Aged under 18 17 10,394 

No active account 6,651 3,743 

Bet on sports and races monthly or less often 1,468 2,275 

Has opted out of marketing 854 1,421 

Not interested in an EMA 28 1,393 

Over quota 183 1,210 

Failed attention check 12 1,198 

Data quality - straightlining 6 1,192 

Data quality - duplicates 2 1,190 

Data quality - other IP issue 1 1,189 

Completions   

Valid number who started the survey  1,189 

Did not complete the survey 174  
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Completed  1,015 

 
Table E.2 details the participant compensation that could be received in this study. 
All monetary amounts were paid as points equivalent to the amounts below that 
could be redeemed in the usual way through each participant’s panel provider. 

 

Table E.2. Participant compensation 
Survey Compensation per 

survey for all participants 
Extra compensation per 
survey for participants in 
the experiment. These 
are respondents who 

indicate they are willing 
to opt out of receiving 
direct messages from 
wagering operators for 
the duration of the 7 

short surveys 

Maximum compensation 
per survey 

Baseline survey Based on your panel’s 
incentive scheme 

  

Short survey 1 $5 $7 $12 

Short survey 2 $5 $7 $12 

Short survey 3 $5 $7 $12 

Short survey 4 $5 $7 $12 

Short survey 5 $5 $7 $12 

Short survey 6 $5 $7 $12 

Short survey 7 $5 $8 $13 

Maximum $35 $50 $85 
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Appendix F. Results tables for the EMA baseline 
survey 
Table F.1. Demographics from the EMA baseline survey (N = 1,015) 

Demographic Level N % 
Gender Male 597 58.8 

 Female 417 41.1 

 Other 1 0.1 

Age^ 18-39 496 48.9 

 40+ 519 51.1 

Marital status Single/never married 260 25.6 

 Living with partner/de facto 210 20.7 

 Married 436 43.0 

 Divorced or separated 90 8.9 

 Widowed 19 1.9 

Education Year 10 or below 68 6.7 

 Year 11 or equivalent 32 3.2 

 Year 12 or equivalent 203 20.0 

 A trade, technical certificate or diploma 277 27.3 

 A university or college degree 297 29.3 

 Postgraduate qualifications 138 13.6 

Employment Work full-time 631 62.2 

 Work part-time or casual 159 15.7 

 Student 25 2.5 

 Unemployed and looking for work 31 3.1 

 Full-time home duties 32 3.2 

 Retired 103 10.1 

 Sick or on a disability pension 18 1.8 

 Other 16 1.6 

State of residence Australian Capital Territory 14 1.4 

 New South Wales 339 33.4 

 Northern Territory 6 0.6 

 Queensland 192 18.9 

 South Australia 78 7.7 

 Western Australia 78 7.7 

 Victoria 289 28.5 

 Tasmania 19 1.9 

Income $0 to $19,999 53 5.2 

 $20,000 to $39,999 146 14.4 

 $40,000 to $59,999 153 15.1 

 $60,000 to $79,999 170 16.7 

 $80,000 to $99,999 159 15.7 
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 $100,000 to $119,999 116 11.4 

 $120,000 to $139,999 66 6.5 

 $140,000 to $159,999 48 4.7 

 $160,000 to $179,000 17 1.7 

 $180,000 or more 55 5.4 

 Prefer not to say 32 3.2 

Country of birth Australia 882 86.9 

 Other 133 13.1 

Main language spoken at home English 988 97.3 

 Other 27 2.7 

Aboriginal or Torres Strait 
Islander Status 

Aboriginal or Torres Strait Islander 28 2.8 

 Non- Aboriginal or Torres Strait Islander 987 97.2 

Baseline survey. All participants.  
Note: ^ Age mean = 42.9, standard deviation = 15.5. 

 
Table F.2. Sports and race betting frequency, PGSI group and number of accounts for the EMA 
baseline survey (N = 1,015) 

Variable Level N % 
Sports betting Several times a day 19 1.9 

 Nearly every day 53 5.2 

 A few days a week 249 24.5 

 About once a week 310 30.5 

 About once a fortnight 169 16.7 

 About once a month 53 5.2 

 Less than once a month 59 5.8 

 Never in the last 12 months 103 10.1 

Race betting Several times a day 34 3.3 

 Nearly every day 83 8.2 

 A few days a week 261 25.7 

 About once a week 309 30.4 

 About once a fortnight 153 15.1 

 About once a month 76 7.5 

 Less than once a month 61 6.0 

 Never in the last 12 months 38 3.7 

PGSI^ Non-problem 258 25.4 

 Low-risk 200 19.7 

 Moderate-risk 273 26.9 

 “Problem” 284 28.0 

Number of accounts^ One 407 40.1 

 Two or more 608 59.9 

Baseline survey. All participants.  
Note: ^ PGSI mean = 5.28, standard deviation = 5.98. Number of accounts mean = 2.77, standard 
deviation = 3.17. 
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Table F.3. Frequency of taking up betting inducements in the last 12 months (N = 1,015) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

Bonus/better 
odds/winnings 3.95 1.67 4.19 1.52 3.73 1.78 4.09 1.73 3.76 1.58 3.62 1.66 4.23 1.64 3.55 1.79 4.22 1.54 

Multi-bet offer if one 
leg fails 3.56 1.70 4.02 1.52 3.13 1.74 3.57 1.78 3.55 1.57 3.09 1.65 3.94 1.63 3.19 1.75 3.81 1.61 

Refund/stake-back 
offer 3.43 1.84 3.75 1.79 3.12 1.84 3.50 1.92 3.33 1.73 2.84 1.70 3.91 1.82 2.92 1.80 3.77 1.80 

Match your 
stake/deposit 3.15 1.57 3.48 1.54 2.84 1.54 3.11 1.61 3.22 1.52 2.65 1.43 3.57 1.57 2.86 1.65 3.35 1.49 

Cash-out early 2.80 1.82 3.29 1.82 2.33 1.69 2.75 1.85 2.87 1.77 2.10 1.46 3.38 1.88 2.42 1.81 3.06 1.78 

Happy hour 2.51 1.87 2.99 2.02 2.05 1.60 2.37 1.88 2.70 1.84 1.72 1.34 3.15 2.00 2.18 1.85 2.72 1.86 

Rewards program 2.51 1.81 3.00 1.93 2.04 1.56 2.42 1.83 2.64 1.79 1.74 1.34 3.14 1.90 2.07 1.70 2.80 1.83 

Sign-up offer 2.24 1.53 2.68 1.60 1.82 1.33 2.10 1.51 2.45 1.55 1.68 1.15 2.70 1.65 1.90 1.47 2.47 1.53 

Refer-a-friend offer 1.93 1.44 2.32 1.63 1.55 1.12 1.80 1.38 2.12 1.51 1.40 0.88 2.37 1.65 1.77 1.49 2.03 1.40 

Other 1.48 1.28 1.60 1.43 1.35 1.10 1.37 1.14 1.62 1.45 1.18 0.78 1.72 1.53 1.23 0.82 1.64 1.49 

Baseline survey. All participants.  
Question: WagerIndFreq "During the last 12 months, about how often did you take up the following betting inducements for betting?".  
Response options: 1 “Never in the last 12 months”, 2 “Less than once a month”, 3 “About once a month”, 4 “About once a fortnight”, 5 “About once a week”, 6 
“A few days a week”, 7 “Nearly every day”, 8 “Several times a day”.  
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
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Table F.4. Agreement with statements about betting inducements (N = 998) 

Item 
Total 

Age (years) Gender PGSI group 
Number of betting 

accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 

M SD M SD M SD M SD M SD M SD M SD M SD M SD 
Inducements help 
me decide which 

wagering operators 
to bet with 

2.77 0.78 2.91 0.70 2.64 0.82 2.80 0.80 2.74 0.74 2.60 0.80 2.92 0.72 2.48 0.83 2.96 0.68 

Inducements help 
me decide which 

bets to place 
2.73 0.70 2.84 0.63 2.62 0.75 2.69 0.74 2.77 0.64 2.59 0.71 2.84 0.68 2.62 0.75 2.80 0.66 

Inducements help 
me decide how 
much money to 
place on a bet 

2.69 0.75 2.84 0.70 2.53 0.77 2.68 0.78 2.70 0.70 2.52 0.76 2.82 0.72 2.58 0.80 2.75 0.71 

Inducements make 
my betting safer 2.56 0.71 2.72 0.68 2.41 0.71 2.53 0.74 2.60 0.66 2.42 0.69 2.67 0.71 2.49 0.75 2.61 0.68 

After using an 
inducement, I 

sometimes realise I 
misunderstood 
whether I was 

eligible to receive 
the bonus/reward 

2.55 0.77 2.67 0.73 2.43 0.78 2.49 0.79 2.64 0.72 2.32 0.77 2.74 0.71 2.50 0.75 2.59 0.77 

After using an 
inducement, I 

sometimes realise I 
misunderstood its 
expected pay-out 

2.54 0.78 2.66 0.75 2.41 0.79 2.44 0.79 2.67 0.74 2.24 0.76 2.78 0.71 2.51 0.79 2.55 0.77 

After using an 
inducement, I 
realise I have 
sometimes 

misunderstood its 
turnover 

requirements 

2.52 0.80 2.66 0.77 2.39 0.80 2.44 0.82 2.64 0.74 2.26 0.78 2.73 0.75 2.44 0.79 2.57 0.80 

I always read 
inducement terms 

and conditions 
2.46 0.90 2.43 0.91 2.48 0.89 2.49 0.89 2.41 0.92 2.47 0.85 2.44 0.94 2.42 0.89 2.48 0.91 
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Baseline survey. Participants who have taken up any betting inducements in the last 12 months. 
Question: WagerIndAgree "How strongly do you agree or disagree with the following statements about betting inducements?".  
Response options: 1 “Strongly disagree”, 2 “Disagree”, 3 “Agree”, 4 “Strongly agree”. 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 

Table F.5. Percentage of participants who use paid tipsters (N = 1,015) 

Total 
Age (years) Gender PGSI group Number of betting accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
10.8 14.3 7.5 9.4 12.9 4.4 16.2 3.4 15.8 

Baseline survey. All participants. 
Question: PTPaid "Do you have a paid subscription to any tipster services so they can send you betting tips or other betting news? These services include 
tipsters and tipping websites where you pay a subscription fee to receive tips and other information to inform your betting. Some services offer both free 
information and a paid subscription. If you use the paid parts of their service, please include here.".  
Response options: 1 "Yes", 2 "No". 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.6. Percentage of participants who use free betting info services (N = 1,015) 

Total 
Age (years) Gender PGSI group Number of betting accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
37.3 36.7 38.0 38.3 36.0 34.1 40.0 26.5 44.6 

Baseline survey. All participants. 
Question: FI "Do you use any free betting info services to seek out betting information, news and/or tips? These might include affiliate marketers, influencers, 
tipsters, betting communities, odds comparison sites, expert review sites, and sports/racing news websites. They do NOT include the paid tipsters you 
identified above or information you get directly from wagering operators. Some services offer both free information and a paid subscription. If you use the free 
parts of their service, please include here".  
Response options: 1 "Yes", 2 "No". 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
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Table F.7. Frequency of seeing advertisements or promotions for wagering operators (N = 1,015) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

Traditional media 5.25 1.91 5.12 1.88 5.37 1.94 5.47 1.84 4.94 1.97 5.28 1.95 5.23 1.89 5.14 2.01 5.32 1.84 

Social media 4.20 2.24 4.80 2.00 3.63 2.31 4.19 2.31 4.21 2.14 3.78 2.39 4.55 2.04 3.78 2.24 4.48 2.20 
Other online (e.g., 
websites, online 

ads) 
4.20 2.09 4.54 1.97 3.89 2.16 4.30 2.12 4.07 2.04 3.73 2.18 4.60 1.93 3.81 2.17 4.47 2.00 

Streaming services 
(e.g., YouTube) 3.61 2.26 4.13 2.15 3.11 2.24 3.62 2.32 3.60 2.16 2.90 2.19 4.20 2.14 3.28 2.29 3.83 2.21 

Baseline survey. All participants. 
Question: WagerMktFreq "During the last 12 months, how often did you see advertisements or promotions for wagering operators in the following media?".  
Response options: 1 “Never in the last 12 months”, 2 “Less than once a month”, 3 “About once a month”, 4 “About once a fortnight”, 5 “About once a week”, 6 
“A few days a week”, 7 “Nearly every day”, 8 “Several times a day”. 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.8. Frequency of seeing advertisements or promotions for paid tipsters (N = 1,015) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

Social media 2.88 2.00 3.39 1.97 2.40 1.92 2.97 2.04 2.75 1.95 2.22 1.83 3.42 1.98 2.25 1.79 3.30 2.03 

Traditional media 2.88 2.17 3.16 2.19 2.61 2.11 2.87 2.22 2.90 2.09 2.19 1.91 3.45 2.20 2.56 2.14 3.10 2.16 
Other online (e.g., 
websites, online 

ads) 
2.75 1.98 3.08 2.03 2.43 1.88 2.80 2.04 2.67 1.89 1.96 1.61 3.40 2.02 2.31 1.88 3.04 1.99 

Streaming services 
(e.g., YouTube) 2.51 1.94 3.02 2.03 2.03 1.73 2.50 1.99 2.53 1.88 1.68 1.43 3.20 2.04 2.13 1.80 2.77 2.00 

Baseline survey. All participants. 
Question: PTMktFreq "During the last 12 months, how often did you see advertisements or promotions for paid tipsters in the following media?".  
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Response options: 1 “Never in the last 12 months”, 2 “Less than once a month”, 3 “About once a month”, 4 “About once a fortnight”, 5 “About once a week”, 6 
“A few days a week”, 7 “Nearly every day”, 8 “Several times a day”. 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.9.  Frequency of seeing advertisements or promotions for free betting info services (N = 1,015) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

Traditional media 2.93 2.14 3.09 2.16 2.77 2.12 2.91 2.19 2.96 2.07 2.47 2.03 3.31 2.16 2.71 2.13 3.08 2.14 

Social media 2.82 1.98 3.26 2.01 2.39 1.85 2.88 2.01 2.72 1.93 2.22 1.82 3.31 1.97 2.31 1.79 3.15 2.03 
Other online (e.g., 
websites, online 

ads) 
2.72 1.96 3.04 2.04 2.41 1.82 2.74 2.01 2.68 1.87 2.04 1.64 3.27 2.02 2.32 1.81 2.98 2.01 

Streaming services 
(e.g., YouTube) 2.48 1.88 2.91 1.99 2.07 1.68 2.46 1.90 2.52 1.87 1.78 1.50 3.06 1.97 2.13 1.74 2.71 1.94 

Baseline survey. All participants. 
Question: FIMktFreq "During the last 12 months, how often did you see advertisements or promotions for free betting info services in the following media?".  
Response options: 1 “Never in the last 12 months”, 2 “Less than once a month”, 3 “About once a month”, 4 “About once a fortnight”, 5 “About once a week”, 6 
“A few days a week”, 7 “Nearly every day”, 8 “Several times a day”. 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
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Table F.10. Frequency of receiving direct messages from wagering operators that participants use (N = 1,015) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

Emails 4.39 1.77 4.59 1.67 4.21 1.85 4.42 1.71 4.35 1.87 3.98 1.78 4.73 1.70 3.91 1.81 4.72 1.67 

Text messages 4.20 1.87 4.39 1.82 4.03 1.91 4.21 1.85 4.20 1.90 3.79 1.87 4.54 1.80 3.74 1.96 4.51 1.74 

App notifications 4.15 2.21 4.63 2.10 3.69 2.21 4.08 2.21 4.26 2.20 3.47 2.14 4.71 2.10 3.65 2.25 4.49 2.11 

Phone calls 1.96 1.79 2.38 2.07 1.56 1.35 1.94 1.79 1.99 1.79 1.32 1.04 2.48 2.08 1.78 1.78 2.08 1.79 

Baseline survey. All participants. 
Question: WagerDMFreq "During the last 12 months, about how often did you receive emails, text messages, app notifications (e.g., pop-up messages or 
alerts on your device) or phone calls from the wagering operators you have an account with?".  
Response options: 1 “Never in the last 12 months”, 2 “Less than once a month”, 3 “About once a month”, 4 “About once a fortnight”, 5 “About once a week”, 6 
“A few days a week”, 7 “Nearly every day”, 8 “Several times a day”. 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.11. Frequency of receiving direct messages from paid tipsters that participants use (N = 110) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

Emails 4.54 1.72 4.34 1.72 4.90 1.68 4.61 1.52 4.46 1.92 4.35 1.66 4.58 1.74 5.14 1.51 4.45 1.74 

App notifications 4.41 2.16 4.61 2.07 4.05 2.29 4.29 2.21 4.54 2.12 3.35 2.41 4.64 2.04 4.36 2.17 4.42 2.17 

Text messages 4.34 2.02 4.45 1.93 4.13 2.17 4.05 2.05 4.63 1.96 3.70 2.06 4.48 1.99 4.14 2.25 4.36 1.99 

Phone calls 3.34 2.10 3.68 2.01 2.72 2.16 3.09 2.09 3.59 2.11 2.45 1.85 3.53 2.12 3.36 2.31 3.33 2.09 

Baseline survey. All participants who use paid tipping services. 
Question: PTDMFreq "During the last 12 months, about how often did you receive emails, text messages, app notifications (e.g., pop-up messages or alerts 
on your device) or phone calls from the paid tipsters you use?".  
Response options: 1 “Never in the last 12 months”, 2 “Less than once a month”, 3 “About once a month”, 4 “About once a fortnight”, 5 “About once a week”, 6 
“A few days a week”, 7 “Nearly every day”, 8 “Several times a day”. 
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NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.12. Frequency of receiving direct messages from free betting info services that participants use (N = 379) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

Emails 3.31 6.00 3.52 2.02 3.11 2.03 3.14 2.03 3.55 2.03 2.78 2.00 3.67 1.99 2.67 1.89 3.56 2.04 

App notifications 3.14 2.24 3.53 2.26 2.77 2.17 2.85 2.20 3.57 2.25 2.42 2.04 3.64 2.25 2.31 1.98 3.46 2.26 

Text messages 3.00 2.07 3.25 2.07 2.77 2.06 2.74 1.99 3.40 2.13 2.22 1.79 3.55 2.09 2.21 1.76 3.31 2.11 

Phone calls 1.98 1.75 2.38 1.97 1.61 1.42 1.76 1.58 2.32 1.93 1.30 1.04 2.46 1.97 1.62 1.39 2.13 1.85 

Baseline survey. All participants who use free betting info services. 
Question: FIDMFreq "During the last 12 months, about how often did you receive emails, text messages, app notifications (e.g., pop-up messages or alerts 
on your device) or phone calls from the free betting info services you use?".  
Response options: 1 “Never in the last 12 months”, 2 “Less than once a month”, 3 “About once a month”, 4 “About once a fortnight”, 5 “About once a week”, 6 
“A few days a week”, 7 “Nearly every day”, 8 “Several times a day”. 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.13 Features of direct marketing from wagering operators that participants use (N = 987) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

Promoted an 
inducement to bet 2.34 0.60 2.27 0.61 2.41 0.57 2.30 0.59 2.41 0.61 2.33 0.60 2.36 0.59 2.26 0.61 2.39 0.59 

Sports/sports 
betting content 2.33 0.61 2.39 0.56 2.26 0.64 2.32 0.60 2.34 0.62 2.34 0.65 2.32 0.57 2.23 0.68 2.39 0.55 

Race/race betting 
content 2.31 0.59 2.22 0.58 2.40 0.58 2.32 0.59 2.30 0.59 2.31 0.61 2.31 0.58 2.26 0.63 2.35 0.56 

Customised 1.88 0.67 1.92 0.65 1.84 0.70 1.85 0.67 1.92 0.68 1.74 0.68 1.99 0.65 1.75 0.67 1.96 0.66 

Baseline survey. All participants who received direct messages from wagering operators.  
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Question: WagerDMFeatures "During the last 12 months, about how many of these messages (emails, text messages, app notifications and phone calls) that 
you received from wagering operators had the following features?".  
Response options: 1 “None of them”, 2 “Some of them”, 3 “Most of them". 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.14. Features of direct marketing from paid tipsters that participants use (N = 107) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

Race/race betting 
content 2.32 0.64 2.17 0.66 2.58 0.50 2.42 0.66 2.21 0.61 2.74 0.45 2.23 0.64 2.50 0.52 2.29 0.65 

Sports/sports 
betting content 2.17 0.62 2.26 0.56 2.00 0.70 2.11 0.69 2.23 0.55 2.00 0.82 2.20 0.57 2.00 0.68 2.19 0.61 

Promoted an 
inducement to bet 2.14 0.72 2.20 0.70 2.03 0.75 2.13 0.77 2.15 0.67 1.89 0.88 2.19 0.68 2.36 0.84 2.11 0.70 

Customised 2.08 0.63 2.12 0.56 2.03 0.75 1.98 0.65 2.19 0.60 1.74 0.65 2.16 0.60 1.86 0.77 2.12 0.61 

Baseline survey. All participants who use paid tipping services and who have received direct messages or calls from paid tipping services. 
Question: PTDMFeatures "During the last 12 months, about how many of these messages (emails, text messages, app notifications and phone calls) that you 
received from paid tipsters had the following features?".  
Response options: 1 “None of them”, 2 “Some of them”, 3 “Most of them". 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
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Table F.15. Features of direct marketing from free betting info services that participants use (N = 275) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

Race/race betting 
content 2.25 0.62 2.12 0.58 2.38 0.63 2.27 0.66 2.22 0.57 2.33 0.66 2.21 0.60 2.19 0.64 2.27 0.61 

Sports/sports 
betting content 2.18 0.59 2.29 0.56 2.06 0.61 2.13 0.61 2.24 0.57 2.05 0.66 2.24 0.55 2.08 0.63 2.21 0.58 

Promoted an 
inducement to bet 2.09 0.68 2.16 0.66 2.01 0.70 2.01 0.71 2.19 0.63 1.95 0.71 2.16 0.66 2.05 0.65 2.10 0.69 

Customised 1.85 0.66 1.92 0.65 1.79 0.66 1.73 0.66 2.02 0.62 1.62 0.64 1.98 0.63 1.81 0.61 1.87 0.67 

Baseline survey. All participants who use free betting info services and who have received direct messages or calls from free betting info services. 
Question: FIDMFeatures "During the last 12 months, about how many of these messages (emails, text messages, app notifications and phone calls) that you 
received from free betting info services had the following features?".  
Response options: 1 “None of them”, 2 “Some of them”, 3 “Most of them". 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.16 Frequency of direct messages from wagering operators that participants use that result in them placing bets (N = 987) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

Text messages 2.34 1.13 2.57 1.14 2.12 1.07 2.31 1.14 2.39 1.11 1.93 0.97 2.67 1.14 2.09 1.14 2.50 1.09 

Emails 2.25 1.08 2.42 1.12 2.09 1.01 2.26 1.08 2.24 1.08 1.83 0.90 2.60 1.09 2.05 1.06 2.38 1.07 

App notifications 2.23 1.20 2.49 1.23 1.98 1.11 2.18 1.21 2.31 1.17 1.80 1.00 2.58 1.23 2.04 1.21 2.36 1.17 

Phone calls 1.56 1.09 1.77 1.22 1.36 0.90 1.57 1.10 1.55 1.08 1.18 0.64 1.87 1.27 1.43 1.02 1.65 1.13 

Baseline survey. All participants who received direct messages from wagering operators.  
Question: WagerDMBets "During the last 12 months, about how many of the emails, text messages, app notifications and phone calls from wagering 
operators directly resulted in you placing a bet on sports or races?".  
Response options: 1 “None of them”, 2 “A few of them”, 3 “About half of them”, 4 “Most of them”, 5 “Almost all of them”.  
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NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.17. Frequency of direct messages from paid tipsters that participants use that result in them placing bets (N = 107) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

Emails 3.13 1.10 3.03 1.04 3.32 1.19 3.22 1.17 3.04 1.03 2.74 1.33 3.22 1.03 3.50 1.02 3.08 1.11 

Text messages 2.84 1.18 2.90 1.06 2.74 1.37 2.73 1.28 2.96 1.05 2.63 1.46 2.89 1.11 2.57 1.34 2.88 1.15 

App notifications 2.75 1.20 2.83 1.07 2.61 1.41 2.64 1.14 2.87 1.25 2.00 1.11 2.91 1.16 2.50 1.35 2.78 1.18 

Phone calls 2.27 1.29 2.49 1.22 1.87 1.32 2.13 1.31 2.42 1.26 1.68 1.06 2.40 1.30 2.14 1.35 2.29 1.28 

Baseline survey. All participants who use paid tipping services and who have received direct messages or calls from paid tipping services. 
Question: PTDMBet "During the last 12 months, about how many of these emails, text messages, app notifications and phone calls from paid tipsters directly 
resulted in you placing a bet on sports or races?". 
Response options: 1 “None of them”, 2 “A few of them”, 3 “About half of them”, 4 “Most of them”, 5 “Almost all of them”.  
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.18. Frequency of direct messages from free betting info services that participants use that result in them placing bets (N = 275) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

Emails 2.98 1.22 2.94 1.16 3.02 1.27 2.96 1.24 3.00 1.19 2.89 1.38 3.02 1.12 3.02 1.28 2.97 1.20 

Text messages 2.75 1.30 2.89 1.21 2.60 1.37 2.63 1.37 2.89 1.18 2.43 1.43 2.91 1.19 2.56 1.38 2.80 1.27 

App notifications 2.65 1.31 2.78 1.22 2.53 1.39 2.66 1.38 2.65 1.23 2.38 1.46 2.80 1.21 2.41 1.33 2.73 1.30 

Phone calls 1.76 1.20 2.00 1.31 1.51 1.02 1.68 1.19 1.86 1.22 1.29 0.91 2.00 1.26 1.72 1.15 1.77 1.22 

Baseline survey. All participants who use free betting info services and who have received direct messages or calls from free betting info services. 
Question:FIDMBet "During the last 12 months, about how many of these emails, text messages, app notifications and phone calls from free betting info 
services directly resulted in you placing a bet on sports or races?".  
Response options: 1 “None of them”, 2 “A few of them”, 3 “About half of them”, 4 “Most of them”, 5 “Almost all of them”.  
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NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.19 Ways that direct messages from wagering operators have influenced bets (N = 987) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

To take up an 
inducement 2.14 0.84 2.25 0.86 2.03 0.80 2.17 0.84 2.10 0.83 1.85 0.74 2.38 0.84 1.95 0.83 2.27 0.82 

It reminded or 
triggered you to bet 2.12 0.85 2.28 0.83 1.96 0.83 2.04 0.85 2.22 0.84 1.80 0.74 2.37 0.85 1.97 0.83 2.21 0.85 

To bet with the 
operator who was 
recommended in 

the message 
2.09 0.95 2.18 0.91 2.00 0.97 2.12 0.97 2.04 0.91 1.84 0.92 2.28 0.92 1.93 0.98 2.19 0.91 

To place more bets 2.08 0.84 2.29 0.85 1.88 0.79 2.02 0.85 2.17 0.83 1.73 0.71 2.36 0.84 1.89 0.84 2.20 0.82 
To place more spur-
of-the-moment bets 2.05 0.85 2.29 0.84 1.82 0.79 1.98 0.84 2.16 0.84 1.74 0.74 2.30 0.85 1.90 0.82 2.15 0.85 

To place a bet you 
otherwise wouldn’t 

have placed 
2.02 0.80 2.17 0.80 1.88 0.78 1.99 0.80 2.06 0.81 1.70 0.68 2.28 0.80 1.84 0.77 2.14 0.80 

To place bets with 
longer odds 1.85 0.82 2.04 0.87 1.66 0.71 1.82 0.83 1.88 0.79 1.52 0.65 2.11 0.84 1.70 0.81 1.94 0.81 

To bet larger 
amounts 1.74 0.81 1.93 0.85 1.55 0.72 1.68 0.79 1.82 0.82 1.35 0.58 2.05 0.83 1.56 0.77 1.86 0.81 

To place bets with 
shorter odds 1.69 0.78 1.85 0.82 1.54 0.71 1.68 0.81 1.71 0.76 1.38 0.58 1.94 0.84 1.56 0.75 1.77 0.80 

To bet smaller 
amounts 1.62 0.83 1.79 0.89 1.46 0.74 1.62 0.86 1.63 0.79 1.35 0.65 1.84 0.90 1.55 0.84 1.67 0.82 

To place fewer 
spur-of-the-moment 

bets 
1.58 0.81 1.76 0.90 1.39 0.66 1.57 0.81 1.58 0.81 1.26 0.54 1.83 0.89 1.49 0.76 1.63 0.83 

To place fewer bets 1.45 0.73 1.60 0.81 1.30 0.60 1.46 0.77 1.43 0.66 1.23 0.53 1.63 0.81 1.41 0.72 1.48 0.73 

Other 1.21 0.57 1.25 0.60 1.17 0.54 1.16 0.51 1.29 0.65 1.10 0.43 1.30 0.65 1.13 0.44 1.26 0.64 

Baseline survey. All participants who received direct messages from wagering operators.  
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Question: WagerDMBetWays "During the last 12 months, about how often did these emails, text messages, app notifications and phone calls from wagering 
operators influence your sports or race betting, in any of the following ways?".  
Response options: 1 “Never”, 2 “Sometimes”, 3 “Most of the time”, 4 “Almost always". 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.20. Ways that direct messages from paid tipsters have influenced bets (N = 107) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

To place a bet you 
otherwise wouldn’t 

have placed 
2.53 0.87 2.64 0.80 2.34 0.97 2.53 0.96 2.54 0.78 1.84 0.83 2.68 0.81 2.36 0.75 2.56 0.89 

To place more bets 2.52 0.89 2.70 0.77 2.21 1.02 2.47 1.02 2.58 0.75 2.11 0.94 2.61 0.86 2.14 0.95 2.58 0.88 
To place bets with 

longer odds 2.45 0.82 2.59 0.75 2.18 0.87 2.40 0.89 2.50 0.73 1.84 0.77 2.58 0.77 2.36 0.63 2.46 0.84 

To bet larger 
amounts 2.42 0.80 2.55 0.72 2.18 0.90 2.33 0.90 2.52 0.67 1.79 0.86 2.56 0.73 2.29 0.61 2.44 0.83 

To place more spur-
of-the-moment bets 2.42 0.89 2.52 0.85 2.24 0.94 2.36 0.93 2.48 0.85 1.84 0.96 2.55 0.83 2.14 0.86 2.46 0.89 

To take up an 
inducement 2.42 0.87 2.51 0.76 2.26 1.03 2.42 1.03 2.42 0.67 2.00 1.00 2.51 0.82 2.36 1.01 2.43 0.85 

It reminded or 
triggered you to bet 2.40 0.82 2.54 0.72 2.16 0.95 2.35 0.93 2.46 0.70 1.79 0.86 2.53 0.76 2.21 0.80 2.43 0.83 

To bet with the 
operator who was 
recommended in 

the message 

2.34 0.94 2.36 0.82 2.29 1.14 2.31 1.03 2.37 0.84 1.63 0.83 2.49 0.90 2.14 1.23 2.37 0.89 

To place bets with 
shorter odds 2.22 0.85 2.35 0.74 2.00 0.99 2.20 0.93 2.25 0.76 1.63 0.68 2.35 0.83 2.14 0.95 2.24 0.84 

To bet smaller 
amounts 2.07 0.91 2.29 0.84 1.68 0.90 2.02 0.95 2.13 0.86 1.42 0.61 2.22 0.90 1.71 0.73 2.13 0.92 

To place fewer 
spur-of-the-moment 

bets 
2.00 0.91 2.23 0.81 1.58 0.95 1.93 0.96 2.08 0.86 1.42 0.61 2.13 0.92 1.79 0.80 2.03 0.93 

To place fewer bets 1.97 0.88 2.22 0.87 1.53 0.73 1.84 0.90 2.12 0.86 1.42 0.61 2.09 0.89 1.79 0.70 2.00 0.91 

Other 1.61 0.92 1.68 0.95 1.47 0.86 1.58 1.01 1.63 0.82 1.26 0.73 1.68 0.94 1.64 1.01 1.60 0.91 
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Baseline survey. All participants who use paid tipping services and who have received direct messages or calls from paid tipping services. 
Question: PTDMBetWays "During the last 12 months, about how often did these emails, text messages, app notifications and phone calls from paid tipsters 
influence your sports or race betting, in any of the following ways?".  
Response options: 1 “Never”, 2 “Sometimes”, 3 “Most of the time”, 4 “Almost always". 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.21. Ways that direct messages from free betting info services have influenced bets (N = 275) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

It reminded or 
triggered you to bet 2.19 0.82 2.34 0.75 2.03 0.87 2.04 0.81 2.37 0.81 1.81 0.72 2.38 0.81 1.97 0.78 2.25 0.83 

To place more bets 2.17 0.83 2.28 0.83 2.05 0.82 2.04 0.80 2.33 0.85 1.79 0.68 2.37 0.83 2.02 0.79 2.21 0.84 
To place more spur-
of-the-moment bets 2.16 0.88 2.38 0.88 1.94 0.82 1.99 0.81 2.39 0.91 1.75 0.74 2.38 0.87 1.98 0.79 2.22 0.90 

To place a bet you 
otherwise wouldn’t 

have placed 
2.14 0.81 2.27 0.79 2.01 0.82 2.05 0.80 2.26 0.82 1.74 0.67 2.36 0.80 1.97 0.78 2.19 0.82 

To take up an 
inducement 2.05 0.80 2.14 0.81 1.96 0.79 1.98 0.81 2.13 0.79 1.78 0.75 2.19 0.80 2.00 0.85 2.06 0.79 

To bet with the 
operator who was 
recommended in 

the message 

2.00 0.86 2.14 0.82 1.85 0.88 1.93 0.83 2.08 0.90 1.65 0.81 2.18 0.83 1.86 0.89 2.04 0.85 

To place bets with 
longer odds 1.98 0.79 2.16 0.79 1.80 0.74 1.88 0.76 2.11 0.80 1.64 0.65 2.16 0.79 1.78 0.52 2.04 0.84 

To bet larger 
amounts 1.96 0.83 2.14 0.80 1.79 0.83 1.83 0.83 2.13 0.81 1.51 0.63 2.21 0.82 1.86 0.81 2.00 0.84 

To place bets with 
shorter odds 1.86 0.80 2.01 0.81 1.71 0.76 1.76 0.77 2.00 0.82 1.48 0.63 2.06 0.81 1.70 0.68 1.91 0.83 

To bet smaller 
amounts 1.81 0.85 2.05 0.86 1.57 0.77 1.74 0.86 1.91 0.83 1.55 0.76 1.96 0.86 1.73 0.86 1.84 0.85 

To place fewer 
spur-of-the-moment 

bets 
1.71 0.81 1.86 0.86 1.56 0.73 1.68 0.76 1.75 0.88 1.41 0.61 1.87 0.86 1.63 0.70 1.73 0.84 

To place fewer bets 1.65 0.80 1.76 0.79 1.54 0.80 1.58 0.74 1.75 0.87 1.35 0.62 1.81 0.84 1.52 0.78 1.69 0.80 
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Other 1.33 0.67 1.38 0.72 1.27 0.63 1.28 0.64 1.39 0.72 1.12 0.41 1.44 0.76 1.23 0.61 1.36 0.69 

Baseline survey. All participants who use free betting info services and who have received direct messages or calls from free betting info services. 
Question: FIDMBetWays "During the last 12 months, about how often did these emails, text messages, app notifications and phone calls from free betting 
info services influence your sports or race betting, in any of the following ways?".  
Response options: 1 “Never”, 2 “Sometimes”, 3 “Most of the time”, 4 “Almost always". 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.22. Volume of bets influenced by information from paid tipsters that participants use (N = 110) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

Betting tips 4.62 1.35 4.83 1.20 4.23 1.55 4.50 1.35 4.74 1.36 4.15 1.81 4.72 1.22 4.64 1.39 4.61 1.36 

Race day review 4.21 1.57 4.55 1.45 3.59 1.60 4.02 1.75 4.41 1.34 3.40 1.85 4.39 1.45 3.86 1.66 4.26 1.56 
Betting promotions 

and bonuses 4.19 1.67 4.39 1.49 3.82 1.92 4.11 1.77 4.28 1.57 3.80 2.12 4.28 1.55 3.71 2.05 4.26 1.60 

Odds comparisons 4.14 1.58 4.38 1.46 3.69 1.72 4.04 1.64 4.24 1.53 3.55 1.93 4.27 1.48 3.71 1.94 4.20 1.53 
Sports/match 

review 4.12 1.69 4.46 1.51 3.49 1.82 4.07 1.72 4.17 1.67 3.00 2.13 4.37 1.47 4.07 1.39 4.13 1.73 

Reviews/recommen
dations to use 

betting sites and 
apps 

4.11 1.80 4.34 1.64 3.69 2.02 3.96 1.93 4.26 1.66 3.35 2.25 4.28 1.65 4.07 2.02 4.11 1.78 

Racing news items 4.10 1.68 4.45 1.63 3.46 1.60 3.80 1.77 4.41 1.54 3.35 2.11 4.27 1.54 3.57 1.83 4.18 1.65 

Sports news items 4.00 1.82 4.34 1.68 3.38 1.91 3.91 2.00 4.09 1.62 2.95 2.06 4.23 1.68 4.00 1.96 4.00 1.81 
Discussion in an 

online betting 
community 

3.95 1.74 4.35 1.47 3.21 1.96 3.68 1.93 4.22 1.49 2.80 2.12 4.20 1.55 3.71 1.94 3.98 1.72 

Other 2.42 1.83 2.51 1.84 2.26 1.85 1.95 1.58 2.91 1.96 1.80 1.44 2.56 1.89 2.71 1.82 2.38 1.84 

Baseline survey. All participants who use paid tipping services. 
Question: PTBetsInfluenced "During the last 12 months, about how many of your bets have been influenced by the following types of information from the 
paid tipsters you use?".  
Response options: 1 “None of them”, 2 “A few of them”, 3 “About half of them”, 4 “Most of them”, 5 “Almost all of them”.  
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NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.23. Volume of bets influenced by information from free betting info services that participants use (N = 379) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

Betting tips 4.28 1.32 4.41 1.33 4.17 1.31 4.17 1.34 4.45 1.28 4.00 1.38 4.48 1.24 4.27 1.31 4.29 1.33 
Betting promotions 

and bonuses 3.90 1.65 4.23 1.61 3.60 1.64 3.76 1.65 4.12 1.63 3.31 1.74 4.32 1.45 3.44 1.75 4.09 1.58 

Odds comparisons 3.73 1.71 4.15 1.62 3.35 1.70 3.59 1.74 3.96 1.64 3.04 1.78 4.22 1.48 3.29 1.82 3.91 1.63 

Race day review 3.59 1.76 3.60 1.87 3.57 1.67 3.43 1.75 3.83 1.76 3.03 1.79 3.98 1.64 3.46 1.73 3.64 1.78 

Racing news items 3.54 1.74 3.53 1.85 3.55 1.62 3.46 1.75 3.67 1.71 2.95 1.75 3.96 1.60 3.25 1.77 3.66 1.71 

Sports news items 3.53 1.76 3.96 1.61 3.14 1.81 3.34 1.75 3.81 1.74 2.81 1.77 4.03 1.58 3.02 1.84 3.73 1.69 
Sports/match 

review 3.38 1.79 3.88 1.74 2.91 1.71 3.22 1.78 3.61 1.79 2.71 1.77 3.85 1.66 2.89 1.78 3.57 1.76 

Reviews/recommen
dations to use 

betting sites and 
apps 

3.27 1.85 3.63 1.82 2.93 1.82 3.05 1.82 3.59 1.86 2.44 1.75 3.85 1.69 2.67 1.87 3.51 1.79 

Discussion in an 
online betting 
community 

3.17 1.87 3.69 1.79 2.69 1.81 2.99 1.88 3.45 1.82 2.26 1.63 3.81 1.75 2.54 1.84 3.42 1.82 

Other 1.63 1.40 1.79 1.53 1.49 1.26 1.47 1.20 1.88 1.63 1.21 0.80 1.93 1.64 1.46 1.26 1.70 1.45 

Baseline survey. All participants who use free betting info services. 
Question: FIBetsInfluence "During the last 12 months, about how many of your bets have been influenced by the following types of information from the free 
betting info services you use?".  
Response options: 1 “None of them”, 2 “A few of them”, 3 “About half of them”, 4 “Most of them”, 5 “Almost all of them”.  
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
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Table F.24. Frequency of clicking on a link on a paid tipster's website, app or message to access... (N = 110) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

A betting 
inducement 3.87 1.99 3.96 1.97 3.72 2.04 3.70 2.11 4.06 1.86 3.10 2.29 4.04 1.89 3.07 2.02 3.99 1.97 

A specific bet 3.79 2.06 3.90 2.03 3.59 2.11 3.75 2.11 3.83 2.02 3.25 2.29 3.91 1.99 2.86 1.83 3.93 2.06 
A specific wagering 

operator 3.77 2.04 4.04 2.01 3.28 2.01 3.70 2.09 3.85 1.99 2.85 2.23 3.98 1.94 3.07 2.17 3.88 2.01 

A sign-up link for a 
wagering operator 3.29 1.97 3.41 1.86 3.08 2.17 3.20 1.91 3.39 2.04 2.40 1.98 3.49 1.92 2.57 1.87 3.40 1.97 

Baseline survey. All participants who use paid tipping services. 
Question: PTLinkClicks "During the last 12 months, how often did you click on a link on a paid tipster’s website, app or message to directly take up or access 
the following?". 
Response options: 1 “Never in the last 12 months”, 2 “Less than once a month”, 3 “About once a month”, 4 “About once a fortnight”, 5 “About once a week”, 6 
“A few days a week”, 7 “Nearly every day”, 8 “Several times a day”. 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.25. Frequency of clicking on a link on a free betting info service's website, app or message to access... (N = 379) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

A specific bet 2.86 1.82 3.01 1.75 2.73 1.88 2.74 1.82 3.05 1.82 2.24 1.63 3.30 1.83 2.30 1.71 3.09 1.82 
A specific wagering 

operator 2.72 1.86 2.87 1.81 2.57 1.90 2.58 1.85 2.92 1.87 2.09 1.64 3.15 1.89 2.10 1.75 2.96 1.85 

A betting 
inducement 2.70 1.77 2.80 1.70 2.61 1.83 2.57 1.73 2.91 1.81 2.01 1.51 3.18 1.78 2.21 1.61 2.90 1.79 

A sign-up link for a 
wagering operator 2.27 1.69 2.53 1.64 2.04 1.70 2.10 1.66 2.53 1.71 1.52 1.25 2.80 1.76 1.57 1.18 2.55 1.78 

Baseline survey. All participants who use free betting info services. 
Question: FILinkClick "During the last 12 months, how often did you click on a link on a free betting service’s website, app or message to directly take up or 
access the following?".  
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Response options: 1 “Never in the last 12 months”, 2 “Less than once a month”, 3 “About once a month”, 4 “About once a fortnight”, 5 “About once a week”, 6 
“A few days a week”, 7 “Nearly every day”, 8 “Several times a day”. 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.26. Frequency of going directly to a wagering operator based on information from a paid tipster to access … (N = 110) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

A specific bet 4.09 1.88 4.31 1.74 3.69 2.09 4.00 2.05 4.19 1.72 3.65 2.21 4.19 1.80 3.36 2.10 4.20 1.84 
A betting 

inducement 3.85 1.90 4.17 1.79 3.26 1.97 3.75 1.96 3.94 1.85 3.05 2.19 4.02 1.79 3.43 2.10 3.91 1.87 

A sign-up offer for a 
wagering operator 3.43 1.72 3.73 1.59 2.87 1.84 3.27 1.75 3.59 1.69 2.90 2.08 3.54 1.62 3.14 1.75 3.47 1.72 

Baseline survey. All participants who use paid tipping services. 
Question: PTInfoGoToOperator "During the last 12 months, how often did information provided by a paid tipster result in you going directly to a wagering 
operator’s website or app to take up or access the following? That is, you opened your betting app or the wagering operator’s website yourself, without 
clicking on a link on the paid tipster’s website, app or message.". 
Response options: 1 “Never in the last 12 months”, 2 “Less than once a month”, 3 “About once a month”, 4 “About once a fortnight”, 5 “About once a week”, 6 
“A few days a week”, 7 “Nearly every day”, 8 “Several times a day”. 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.27. Frequency of going directly to a wagering operator based on information from a free betting info service to access… (N = 379) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

A specific bet 3.14 1.86 3.27 1.83 3.02 1.89 3.04 1.88 3.30 1.83 2.55 1.67 3.56 1.88 2.76 1.84 3.30 1.85 
A betting 

inducement 2.85 1.80 3.03 1.76 2.68 1.82 2.66 1.77 3.13 1.82 2.11 1.49 3.36 1.82 2.33 1.66 3.05 1.82 

A sign-up offer for a 
wagering operator 2.37 1.63 2.68 1.67 2.09 1.55 2.17 1.56 2.67 1.69 1.62 1.17 2.90 1.70 1.82 1.29 2.59 1.70 

Baseline survey. All participants who use free betting info services. 
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Question: FIInfoGoToOperator "During the last 12 months, how often did information provided by a free betting info service result in you going directly to a 
wagering operator’s website or app to take up or access the following? That is, you opened your betting app or the wagering operator’s website yourself, 
without clicking on a link on the free betting info service's website, app or message".  
Response options: 1 “Never in the last 12 months”, 2 “Less than once a month”, 3 “About once a month”, 4 “About once a fortnight”, 5 “About once a week”, 6 
“A few days a week”, 7 “Nearly every day”, 8 “Several times a day”. 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 
Table F.28 Opinions about paid tipsters (N = 1,015) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

I am aware that 
paid tipsters for 

sports and/or race 
betting exist (dk = 

99) 

3.19 0.78 3.17 0.80 3.22 0.76 3.30 0.75 3.03 0.81 3.16 0.84 3.22 0.73 3.06 0.83 3.28 0.73 

I usually check 
whether a paid 

tipster I use 
discloses if they are 
paid by a wagering 
operator to promote 

the operator’s 
products (only 

those who use paid 
tipping services, N 

= 110, dk = 5) 

3.07 0.75 3.07 0.65 3.05 0.91 3.02 0.85 3.11 0.64 3.10 0.72 3.06 0.76 3.00 0.68 3.08 0.76 

The information that 
paid tipsters provide 
helps people decide 
which bets to place 

(dk = 150) 

2.91 0.76 2.96 0.76 2.86 0.76 2.91 0.80 2.91 0.69 2.77 0.77 3.01 0.74 2.78 0.84 2.99 0.70 

I understand how 
paid tipsters for 

sports and/or race 
betting operate (dk 

= 141) 

2.82 0.83 2.84 0.83 2.81 0.82 2.93 0.82 2.65 0.81 2.71 0.86 2.91 0.79 2.63 0.84 2.94 0.80 
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The information that 
paid tipsters provide 
helps people decide 

which wagering 
operators to bet 
with (dk = 201) 

2.74 0.84 2.88 0.82 2.60 0.84 2.68 0.88 2.83 0.77 2.49 0.81 2.92 0.81 2.61 0.84 2.82 0.83 

The information that 
paid tipsters provide 

makes betting 
easier (dk = 171) 

2.69 0.81 2.81 0.78 2.57 0.82 2.64 0.84 2.76 0.76 2.47 0.81 2.84 0.78 2.58 0.82 2.75 0.80 

The information that 
paid tipsters provide 
helps people decide 
how much money to 
place on a bet (dk = 

187) 

2.69 0.79 2.82 0.75 2.57 0.81 2.65 0.82 2.76 0.73 2.52 0.77 2.82 0.78 2.57 0.83 2.76 0.76 

I trust that the 
information paid 

tipsters provide is 
intended to help 

people make good 
betting selections 

(dk = 162) 

2.68 0.82 2.77 0.80 2.59 0.83 2.67 0.84 2.68 0.79 2.52 0.85 2.79 0.77 2.62 0.86 2.71 0.79 

I am knowledgeable 
about paid tipsters 
for sports and/or 
race betting (dk = 

118) 

2.64 0.87 2.67 0.87 2.60 0.88 2.71 0.87 2.52 0.87 2.51 0.90 2.74 0.84 2.48 0.87 2.73 0.87 

I am confident I 
could tell whether a 
paid tipster is paid 

by a wagering 
operator to promote 

the operator’s 
products (dk = 191) 

2.58 0.89 2.75 0.88 2.42 0.88 2.61 0.90 2.54 0.88 2.36 0.87 2.75 0.88 2.46 0.91 2.66 0.87 

I trust that the 
information paid 

tipsters provide is 
as truthful and 

accurate as 
possible (dk = 175) 

2.55 0.87 2.70 0.88 2.41 0.85 2.53 0.89 2.59 0.84 2.35 0.85 2.71 0.86 2.47 0.91 2.60 0.85 

I trust that paid 
tipsters disclose if 2.49 0.88 2.61 0.88 2.37 0.87 2.48 0.88 2.50 0.88 2.26 0.84 2.66 0.87 2.41 0.90 2.54 0.86 



 
 

 99 

they are paid by a 
wagering operator 

to promote the 
operator’s products 

(dk = 178) 
The information that 
paid tipsters provide 
makes betting safer 
(less likely to lose) 

(dk = 178) 

2.39 0.88 2.59 0.86 2.21 0.86 2.33 0.91 2.49 0.82 2.11 0.80 2.60 0.88 2.26 0.88 2.47 0.87 

Baseline survey. All participants. 
Question: PTOpinions "How strongly do you agree or disagree with the following statements about paid tipsters?".  
Response options: 1 “Strongly disagree”, 2 “Disagree”, 3 “Agree”, 4 “Strongly agree”. Participants could also choose "don't know". Don’t know responses 
were treated as missing for each statement and the number of don’t know responses is given by dk on each line. 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
 

Table F.29.Opinions about free betting info services (N = 1,015) 

Item 
Total 

Age (years) Gender PGSI group Number of betting 
accounts 

18-39 40+ Male Female NP/LR MR/PG One Two+ 
M SD M SD M SD M SD M SD M SD M SD M SD M SD 

I am aware that free 
betting info services 

for sports and/or 
race betting exist 

(dk = 106) 

3.21 0.69 3.18 0.73 3.24 0.66 3.28 0.69 3.12 0.69 3.18 0.73 3.24 0.66 3.09 0.74 3.29 0.65 

The information that 
free betting info 
services provide 

helps people decide 
which bets to place 

(dk = 147) 

2.92 0.72 2.94 0.76 2.90 0.68 2.90 0.72 2.96 0.72 2.83 0.70 2.99 0.73 2.84 0.74 2.97 0.71 

I understand how 
free betting info 

services for sports 
and/or race betting 
operate (dk = 134) 

2.91 0.76 2.92 0.76 2.91 0.76 2.97 0.75 2.83 0.77 2.80 0.80 3.00 0.72 2.79 0.79 2.98 0.73 
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I am knowledgeable 
about free betting 
info services for 

sports and/or race 
betting (dk = 132) 

2.82 0.83 2.86 0.80 2.77 0.85 2.87 0.82 2.74 0.83 2.67 0.83 2.93 0.80 2.64 0.87 2.92 0.78 

The information that 
free betting info 
services provide 
makes betting 

easier (dk = 158) 

2.82 0.79 2.91 0.79 2.73 0.79 2.79 0.82 2.87 0.74 2.65 0.76 2.95 0.79 2.77 0.82 2.85 0.77 

The information that 
free betting info 
services provide 

helps people decide 
which wagering 
operators to bet 
with (dk = 184) 

2.76 0.80 2.88 0.78 2.64 0.80 2.70 0.84 2.85 0.73 2.51 0.77 2.94 0.77 2.63 0.85 2.83 0.76 

I trust that the 
information that free 
betting info services 
provide is intended 

to help people 
make good betting 

selections (dk = 
157) 

2.75 0.77 2.81 0.77 2.70 0.78 2.75 0.81 2.76 0.72 2.65 0.73 2.83 0.80 2.70 0.82 2.79 0.75 

I trust that the 
information free 

betting info services 
provide is as truthful 

and accurate as 
possible (dk = 174) 

2.71 0.78 2.78 0.77 2.64 0.78 2.70 0.80 2.71 0.74 2.58 0.74 2.80 0.78 2.66 0.81 2.74 0.75 

The information that 
free betting info 
services provide 

helps people decide 
how much money to 
place on a bet (dk = 

177) 

2.67 0.80 2.78 0.76 2.57 0.81 2.61 0.83 2.77 0.74 2.46 0.77 2.83 0.78 2.57 0.84 2.73 0.76 

I am confident I 
could tell whether a 

free betting info 
service is paid by a 
wagering operator 

2.66 0.86 2.78 0.83 2.58 0.87 2.70 0.88 2.62 0.82 2.50 0.82 2.79 0.87 2.55 0.84 2.74 0.86 
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to promote the 
operator’s products 

(dk = 192) 
I usually check 
whether a free 

betting info service I 
use discloses if they 

are paid by a 
wagering operator 

to promote the 
operator’s products 
(only those who use 
free info services, N 

= 379, dk = 29) 

2.64 0.83 2.78 0.82 2.51 0.82 2.59 0.83 2.71 0.84 2.51 0.82 2.72 0.83 2.51 0.84 2.69 0.82 

I trust that free 
betting info services 
disclose if they are 
paid by a wagering 
operator to promote 

the operator’s 
products (dk = 187) 

2.61 0.84 2.72 0.84 2.51 0.83 2.61 0.86 2.62 0.81 2.42 0.80 2.76 0.84 2.51 0.87 2.68 0.81 

The information that 
free betting info 
services provide 

makes betting safer 
(less likely to lose) 

(dk = 177) 

2.51 0.85 2.69 0.81 2.34 0.85 2.47 0.87 2.57 0.81 2.28 0.79 2.68 0.85 2.39 0.86 2.59 0.83 

Baseline survey. All participants. 
Question: FIOpinions "How strongly do you agree or disagree with the following statements about free betting info services?".  
Response options: 1 “Strongly disagree”, 2 “Disagree”, 3 “Agree”, 4 “Strongly agree”. Participants could also choose "don't know". Don’t know responses 
were treated as missing for each statement and the number of don’t know responses is given by dk on each line. 
NP/LR = non-problem and low-risk participants based on the PGSI; MR/PG = moderate-risk and problem gambler participants based on the PGSI; M = Mean; 
SD = standard deviation. 
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Appendix G. Content analysis of wagering direct 
messages 

Methods 
We conducted a systematic content analysis of the direct messages from wagering 
operators, paid tipsters and free betting info services that were received and 
forwarded to us by participants during the EMA. Of note is that not all participants 
who received messages forwarded them to us and participants may not have 
forwarded all the messages they received. Accordingly, the sample of messages 
analysed may not be representative of the messages actually sent to participants 
during the EMA. 

Based on similar research (Hing et al., 2018b), we developed a framework to guide 
the coding of each message against several criteria (Table G.1). One researcher 
initially coded the messages and a second researcher verified their coding to ensure 
the consistency of coding decisions, with minor refinements made to the coding 
frame during this process. 

 

Table G.1. Coding frame for the content analysis of messages collected in the EMA 

Variable Levels 
EMA wave • EMA1 through to EMA7 
Message form • Text message 

• App notification 
• Email 

Source of message • Wagering operator 
• Paid tipster 
• Free betting info service 

Main content of message • Specific inducement 
• Betting tips 
• Brand awareness 
• General prompt to bet 
• Reminder a team/player/animal/etc. you’ve bet on is playing 
• Other 

Type of betting promoted • Sports 
• Races 
• Both 
• Other 
• None 

Bet type promoted • Outcome 
• Exotic 
• Micro 
• None 

Whether message was 
incentivised 

• Yes 
• No 

Type of inducement promoted • Refund/stake back 
• Multi bet offer 
• Bonus or better odds 
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• Match (or partially match) your stake/deposit 
• Bonus/better winnings 
• Competitions 
• Winnings paid out even if you don’t win 
• Free bets (selected punters) 
• Sign up offer 
• Refer a friend offer 
• Happy hour or similar offer 
• Mobile betting offer 
• Other free bets (e.g., predict the outcome of a match) 
• Cash rebate 
• Reduced commission 
• Other 

Type of incentive offered • Bonus bet 
• Better odds/winnings 
• Bonus cash 
• Cash back 
• Reward points 
• Reduced risk 
• Other 

Includes responsible 
gambling message 

• Yes 
• No 

Includes/links to terms and 
conditions 

• Yes 
• No 

Includes opt-out feature • Yes 
• No 

Includes a link to the BetStop 
self-exclusion register 

• Yes 
• No 

 

In total, 678 messages were received from 125 participants and underpin the results 
below. Some messages contained multiple offers, so for some variables (e.g., 
inducements and incentives) the overall % exceeds 100.  

Some participants did not provide ‘complete’ messages. For example, they may 
have taken a screenshot of the body of an email from a wagering operator, but not 
the complete email. This led to missing data for certain variables – particularly 
relating to the features that are usually contained within the end of messages (e.g., 
responsible gambling messages). For accuracy, we left these data as missing as we 
could not definitively code them as ‘yes’ or ‘no’. For transparency, under each table 
we note whether the percentages for that table were calculated on the full set of 
messages (N = 678), or a smaller set of messages that contained complete 
information relevant to that variable.  

 

Results  
A little over half the messages received from participants were in email form (55.0%), 
followed by text messages (24.9%) and app notifications (20.1%) (Table G.2).  
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Table G.2. Message form  

Message form n (%) 
Email 373 (55.0%) 
Text message 169 (24.9%) 
App notification 136 (20.1%) 

All messages (N = 678). 

 
Most messages were from wagering operators (82.9%), followed by free betting info 
services (14.3%) and a small proportion of messages from paid tipsters (2.8%) 
(Table G.3). 

 

Table G.3. Source of the message 

Message source n (%) 
Wagering operator 562 (82.9%) 
Free betting info service* 97 (14.3%) 
Paid tipster* 19 (2.8%) 

All messages (N = 678). *Some free betting info services also offer premium subscription packages 
(making them paid tipsters). For these messages judgement was applied – e.g., if the message 
invited the customer to join, it was a classified as from a free betting info service. If, however, the 
message appeared to be premium content, it was classified as from a paid tipster.  
 

Half of all messages were for specific betting inducements (Table G.4). Other types 
of messages (e.g., announcement about the launch of BetStop or engagement polls) 
accounted for 17.4% of messages, followed by betting tips (13.1%) and reminders 
that a team/player/animal/etc the customer had previously bet on is competing 
(12.4%). Very few messages related only to brand awareness (4.3%) and general 
prompts to bet (2.5%). 

 

Table G.4. Main message content   

Main content of the message  n (%) 
Specific inducement 341 (50.3%) 
Other 118 (17.4%) 
Betting tips 89 (13.1%) 
Reminder that a team/player/animal/etc. you’ve bet on is playing 84 (12.4%) 
Brand awareness 29 (4.3%) 
General prompt to bet 17 (2.5%) 

All messages (N = 678). 
 

The majority of message (59.6%) related to race betting, followed by sports betting 
(17.4%) and 9.9% of messages related to both sports and race betting (Table G.5). 
A small proportion of messages (8.7%) did not relate to any specific kind of betting.  
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Table G.5. Type of betting promoted  

Type of betting promoted  n (%) 
Races 404 (59.6%) 
Sports 118 (17.4%) 
Both 67 (9.9%) 
None 59 (8.7%) 
Other - 

N = 648 messages. 

 
Over half the messages (55.2%) did not promote a specific type of bet, e.g., where 
messages were more general in nature or for ‘match your stake’ offers where the 
focus is on depositing an amount rather than placing a bet (Table G.6). Over a 
quarter (28.5%) of messages related to outcome bets (head-to-head bets), and 
15.3% related to exotic bets. 

 

Table G.6. Bet type promoted  

Bet type promoted  n (%) 
None 374 (55.2%) 
Outcome bet  193 (28.5%) 
Exotic bet 104 (15.3%) 
Micro bet - 

N = 671 messages. 
 

Just over half off all messages (51.0%) promoted an incentive to bet (Table G.7).  

 

Table G.7. Whether message was incentivised  

Whether message was incentivised  n (%) 
Yes 346 (51.0%) 
No 332 (49.0%) 

All messages (N = 678). 
 

The top three inducements offered were for refund/stake back offers (59.8%), multi-
bet offers (47.4%) and bonus/better odds (20.8%). Match (or partially match) your 
stake/deposit and bonus/better winnings comprised around 11% each of the 
inducements offered. Very few inducements were offered which related to 
competitions, winnings paid out even if you don’t win, and free bets for selected 
punters. No messages promoted a sign-up offer, refer a friend offer, happy hour, 
mobile betting offer, other free bets, cash rebate or reduced commission (Table G.8). 
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Table G.8. Inducement type  

Type of inducement  n (%) 
Refund/stake back 207 (59.8%) 
Multi-bet offer 164 (47.4%) 
Bonus or better odds 72 (20.8%) 
Match (or partially match) your stake/deposit 39 (11.3%) 
Bonus/better winnings 39 (11.3%) 
Competitions 18 (5.2%) 
Winnings paid out even if you don’t win 17 (4.9%) 
Free bets (selected punters) 5 (1.4%) 
Other 1 (0.3%) 
Sign up offer - 
Refer a friend offer - 
Happy hour or similar offer - 
Mobile betting offer - 
Other free bets (e.g. predict the outcome of a match) - 
Cash rebate - 
Reduced commission - 

N = Only incentivised messages (346). 
 

The most common incentive offered was bonus bets (95.1%). This was followed by 
better odds/winning (30.1%) and bonus cash (15.0%). Fewer messages were 
incentivised with cash back (9.2%), reward points (3.8%) and reduced risk (3.2%) 
(Table G.9). 

 

Table G.9 Incentive type  

Type of incentive  n (%) 
Bonus bet 329 (95.1%) 
Better odds/winnings 104 (30.1%) 
Bonus cash 52 (15.0%) 
Cash back 32 (9.2%) 
Reward points 13 (3.8%) 
Reduced risk 11 (3.2%) 
Other 1 (0.3%) 

N = Only incentivised messages (346). 
 

The majority of messages contained a responsible gambling message (85.5%), 
terms and conditions (64.7%) and an opt-out feature (90.3%). Just over one-third 
(35.8%) of messages contained a link to the BetStop self-exclusion register (Tables 
G.10 through G.13).  
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Table G.10. Whether the message included a responsible gambling message  

Responsible gambling message   n (%) 
Yes 453 (85.5%) 
No 77 (14.5%) 

N = 530 messages. 
 

Table G.11. Whether terms and conditions were included / linked to in the message  

Terms and conditions  n (%) 
Yes 358 (64.7%) 
No 195 (35.3%) 

N = 553 messages. 
 

Table G.12. Whether the message included an opt-out feature  

Opt-out feature   n (%) 
Yes 465 (90.3%) 
No 50 (9.7%) 

N = 515 messages. 
 

Table G.13. Whether the message included a link to BetStop  

Link to BetStop self-exclusion register   n (%) 
No 335 (64.2%) 
Yes 187 (35.8%) 

N = 522 messages. 
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Appendix H. Receipt of direct messages and 
inducements per wave by PGSI group and 
message source 
 

Table H.1. Number and percentage of participants in each wave who were classified as MR/PG 
Wave MR/PG 
 N % 
1 (N = 588) 318 54.1 
2 (N = 573) 303 52.9 
3 (N = 538) 282 52.4 
4 (N = 589) 307 52.1 
5 (N = 589) 312 53.0 
6 (N = 550) 286 52.0 
7 (N = 593) 312 52.6 

 

Table H.2. Number and percentage of participants in each PGSI group who did not bet and bet 
in each wave 

Wave (N) NP/LR MR/PG 
 No bet Bet Bet No bet Bet Bet 
 n n % n n % 
1 (N = 588) 120 150 55.6 73 245 77.0 
2 (N = 573) 103 167 61.9 78 225 74.3 
3 (N = 538) 81 175 68.4 60 222 78.7 
4 (N = 589) 154 128 45.4 120 187 60.1 
5 (N = 589) 178 99 35.7 137 175 56.1 
6 (N = 550) 119 145 54.9 107 179 62.6 
7 (N = 593) 114 167 59.4 101 211 67.6 

 

Table H.3. Number and percentage of participants in each wave who received direct messages 
from WO, by PGSI group 

Wave (N) NP/LR MR/PG 
 Nothing 

from WO 
Any from 

WO 
Any from WO Nothing 

from WO 
Any from 

WO 
Any from WO 

 n n % n n % 
1 (N = 588) 132 138 51.1 95 223 70.1 
2 (N = 573) 156 114 42.2 116 187 61.7 
3 (N = 538) 146 110 43.0 115 167 59.2 
4 (N = 589) 200 82 29.1 148 159 51.8 
5 (N = 589) 186 91 32.9 160 152 48.7 
6 (N = 550) 164 100 37.9 131 155 54.2 
7 (N = 593) 190 91 32.4 164 148 47.4 
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Table H.4. Number and percentage of participants in each wave who received direct messages 
from PT, by PGSI group 

Wave (N) NP/LR MR/PG 
 Nothing 

from PT 
Any from 

PT 
Any from PT Nothing 

from PT 
Any from 

PT 
Any from PT 

 n n % n n % 
1 (N = 588) 263 7 2.6 288 30 9.4 
2 (N = 573) 265 5 1.9 281 22 7.3 
3 (N = 538) 250 6 2.3 255 27 9.6 
4 (N = 589) 276 6 2.1 281 26 8.5 
5 (N = 589) 271 6 2.2 289 23 7.4 
6 (N = 550) 256 8 3.0 256 30 10.5 
7 (N = 593) 276 5 1.8 288 24 7.7 

 

Table H.5. Number and percentage of participants in each wave who received direct messages 
from FI, by PGSI group 

Wave (N) NP/LR MR/PG 
 Nothing 

from FI 
Any from 

FI 
Any from FI Nothing 

from FI 
Any from 

FI 
Any from FI 

 n n % n n % 
1 (N = 588) 241 29 10.7 256 62 19.5 
2 (N = 573) 246 24 8.9 258 45 14.9 
3 (N = 538) 230 26 10.2 231 51 18.1 
4 (N = 589) 259 23 8.2 268 39 12.7 
5 (N = 589) 259 18 6.5 271 41 13.1 
6 (N = 550) 235 29 11 242 44 15.4 
7 (N = 593) 260 21 7.5 273 39 12.5 

 

Table H.6. Number and percentage of participants in each wave who received inducements 
from WO, by PGSI group 

Wave (N) NP/LR MR/PG 
 No induce 

from WO 
Induce from 

WO 
Induce from 

WO 
No induce 
from WO 

Induce from 
WO 

Induce from 
WO 

 n n % n n % 
1 (N = 588) 172 98 36.3 115 203 63.8 
2 (N = 573) 177 93 34.4 134 169 55.8 
3 (N = 538) 152 104 40.6 112 170 60.3 
4 (N = 589) 222 60 21.3 185 122 39.7 
5 (N = 589) 226 51 18.4 190 122 39.1 
6 (N = 550) 186 78 29.5 151 135 47.2 
7 (N = 593) 198 83 29.5 162 150 48.1 

 

Table H.7. Mean (and SD) and median number of direct messages from WO 
Wave (N) Number of DMs from WO 
 Mean SD Median 
1 (N = 588) 1.90 6.47 1 
2 (N = 573) 3.15 4.62 2 
3 (N = 538) 1.32 5.17 0 
4 (N = 589) 2.72 6.67 1 
5 (N = 589) 1.52 6.59 0 
6 (N = 550) 2.16 3.55 1 
7 (N = 593) 1.20 6.26 0 
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Table H.8. Mean (and SD) and median number of direct messages from PT 
Wave (N) Number of DMs from PT 
 Mean SD Median 
1 (N = 588) 0.13 1.22 0 
2 (N = 573) 0.53 2.58 0 
3 (N = 538) 0.05 0.45 0 
4 (N = 589) 0.40 1.92 0 
5 (N = 589) 0.07 0.52 0 
6 (N = 550) 0.37 1.43 0 
7 (N = 593) 0.14 1.92 0 
	

Table H.9. Mean (and SD) and median number of direct messages from FI 
Wave (N) Number of DMs from FI 
 Mean SD Median 
1 (N = 588) 0.65 6.24 0 
2 (N = 573) 0.81 2.28 0 
3 (N = 538) 0.26 1.41 0 
4 (N = 589) 0.85 4.65 0 
5 (N = 589) 0.64 6.32 0 
6 (N = 550) 0.70 2.87 0 
7 (N = 593) 0.56 6.04 0 
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