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Executive summary

Key findings

Wagering direct marketing

The study’s most important contribution is providing, for the first time, real-
world experimental evidence that supports a causal relationship between
exposure to wagering direct marketing and increased betting, betting
expenditure and betting-related harm.

Participants who opted-out of receiving direct messages from wagering
operators during the experimental period placed 23% fewer bets, spent 39%
less on betting, and reported 67% fewer short-term harms from their betting,
compared to those who did not opt-out.

A longitudinal analysis of 4,020 observations found that, for each additional
direct message received from wagering operators, there were significant
increases in: 1) the number of bets placed, 2) betting expenditure, and 3)
betting-related harm.

The study concludes that exposure to wagering direct messages and the
inducements they promote directly increases betting, betting expenditure and
betting-related harm.

These findings imply that banning wagering direct marketing and the
inducements they routinely promote will reduce betting-related harm in the
Australian population.

Wagering affiliate marketing

Numerous features of affiliate marketing increase the risk of gambling harm.
Affiliate marketing: 1) is incentivised to recruit new customers and maximise
the losses of existing customers, 2) is very often deceptive in not disclosing
affiliate links with wagering operators, 3) can target people with moderate or
severe gambling problems, 4) encourages erroneous cognitions that betting
success is enhanced by using ‘expert’ tips, 5) is reported by bettors to be
particularly influential on their betting, and 6) occurs in a regulatory
environment with limited capacity to monitor and sanction breaches and
prevent harmful practices.

The ease with which affiliates can establish a business, the low cost involved,
the generous commissions paid, and the lack of licensing and due diligence
requirements have enabled wagering affiliates to proliferate.

These findings imply that greatly improved regulation of wagering affiliate
marketing in Australia would reduce gambling harm.




Study aims

Past research has consistently demonstrated an association between exposure to
wagering direct marketing and gambling harm. However, few studies have assessed
causality and they have small sample sizes. In addition, little is known about
wagering affiliates, particularly how their marketing impacts on gambling behaviour,
problems and harm. To address these gaps in knowledge, this study aimed to:

1. identify any causal relationships between receiving wagering direct messages,
experiences of gambling-related harm, and the development and maintenance of
problem gambling among existing customers, and

2. examine wagering affiliate marketing business models, practices, marketing
materials, and the risk of problem gambling and gambling-related harm for new
and existing customers.

Terminology

Wagering affiliate marketing is a performance-based marketing system where
wagering operators pay third-party affiliates to direct customers to their products.

However, wagering affiliates often do not disclose their affiliate relationships to
bettors. To avoid confusion when collecting data from bettors, the study’s survey
distinguished between three main sources of wagering marketing:

e Wagering operators (e.g., Sportsbet, Ladbrokes) that provide sports betting and
race betting services to customers, including calculating odds, taking bets, and
paying out winnings.

e Free betting information services including influencers, tipsters, odds comparison
sites, expert review sites, betting communities, and sports/racing news sites.
These services almost certainly have a commercial affiliation with the wagering
operator/s they promote, even if they do not disclose this relationship.

e Paid tipsters that charge customers a subscription fee to receive betting tips and
information. Paid tipsters may or may not have a commercial affiliation with one
or more wagering operators.

Methods

The study collected and analysed numerous sources of data:
Literature reviews — of research on wagering direct and affiliate marketing.

Regulatory review — of how direct and affiliate marketing is captured by regulatory
arrangements in Australia, relevant regulatory hearings and decisions, and
submissions to the National Self Exclusion Register draft bills consultation.

Website analysis — of the marketing practices, wagering inducements and affiliate
disclosures on the websites of 10 wagering operators and 10 wagering affiliate
marketers.

Twitter analysis — of marketing and inducements posted from the Twitter (now X)
accounts of 10 wagering operators and 10 wagering affiliate marketers.



Stakeholder interviews — with 44 individuals from 27 organisations representing 12
wagering operators, 4 wagering affiliates, 5 gambling regulators and legal advisors,
and 6 gambling support providers — to elicit their experiences and observations
about wagering direct and affiliate marketing practices.

Ecological momentary assessment (EMA) — of at-least fortnightly online sports
and/or race bettors. This provided data for 1) a cross-sectional EMA baseline study
(N =1,015) that analysed relationships between past-year exposure to wagering
direct and affiliate marketing, and gambling behaviour, problems and harm.
Participants then completed seven short surveys every 48 hours that allowed 2) an
EMA longitudinal analysis of these same relationships (N = 4,020 observations).
Participants also forwarded the wagering direct messages they received during the
EMA period to enable 3) a content analysis of direct messages (N = 678).

Experimental study — that involved EMA participants who indicated their willingness
to opt out of receiving direct messages from the wagering operators they had an
account with, for the two-week EMA period. Only the test group (n = 99), but not the
control group (n = 150), was asked to actually opt-out and they provided proof of
having done so. The experiment assessed the causal relationship between exposure
to direct marketing from wagering operators and 1) the number of bets placed, 2)
betting expenditure, and 3) betting harms during each 48-hour assessment period.

Findings for each research objective

Key findings are summarised below. However, please see the Discussion chapter for
details, including the different sources of data that provide evidence for the findings.
Under each research objective and research question below, the key findings are
presented in bold, followed by a summary of the supporting evidence.

1. Describe the types of affiliate marketing business models and practices
being used.

Affiliate marketing is a major marketing tool for wagering operators, and is now
a widespread industry practice to recruit new customers and foster ongoing betting.

Web-based and direct contact wagering affiliates employ a diversity of
business models. Web-based affiliates operate mainly through websites and social
media, marketing themselves as betting experts through comparison sites, news
sites, tipster services, expert reviews, and betting communities. Affiliates post
advertisements or links to one or more of their affiliated operators to encourage
customers to open an account with them and/or take up specific inducements and
bets. When a customer clicks on the link, an embedded tracking code identifies the
referral as coming from the affiliate’s account, allowing operators to track earnings
and pay commissions to the affiliate. Web-based affiliates may also host advertising
for wagering operators and sell them lists of potential customers. Their scale varies
substantially, from individual influencers to multinational companies. Direct contact
affiliates use personal interactions to recruit bettors in sporting and social contexts,
such as TAB outlets, racetracks, sports matches, clubs and teams. They may also
receive commissions to encourage continued betting by the customers they recruit,
sometimes through extending free tickets to events, gifts and extensive hospitality.



Wagering affiliates are heavily incentivised to recruit bettors and encourage
betting losses. The most widely adopted affiliate payment model, known as
RevShare, entails operators compensating affiliates with trailing commissions,
typically ranging from 25% to 40% of the lifetime losses of each customer they
recruit. In contrast, Cost per Lead (CPL) and Cost per Acquisition (CPA) models
remunerate affiliates upon a referral's registration or initial deposit on the betting site,
respectively. Hybrid schemes enhance commission rates as referrals increase.
These models incentivise affiliates to continually source new customers for wagering
operators. RevShare also incentivises betting losses since the more a referred
customer loses, the more the affiliate earns. Additional affiliate payments can include
fees for hosting operator advertising, payments for lists of potential bettors, and
informal arrangements where operators reward influencers and affiliate staff with
bonus bets for each new recruit. Some affiliates also charge customers a
subscription fee to receive ‘premium’ betting tips.

Wagering affiliates are not licensed to provide betting services but contract
individually with wagering operators. Individual contracts govern the
arrangements between wagering operators and their affiliates who act as agents for
the operator. Contract details and payment models vary, with the affiliate’s
bargaining power dependent on their size and customer base relative to the
operator. Operators monitor their affiliates’ performance and retain those who meet
their contractual performance goals.

Wagering affiliate marketing is attractive for wagering operators. \Wagering
operators typically view affiliate marketing as a cost-effective strategy for customer
acquisition and engagement, especially for smaller operators competing against
firms with large marketing budgets. However, these partnerships carry legal and
reputational risks because operators are ultimately responsible for their affiliates'
marketing of the operator’s services.

Wagering affiliate partnerships are attractive for affiliates. Affiliate partnerships
are appealing and profitable for wagering affiliate marketers, due to the ease and low
cost of business start-up and ongoing commissions. They value attractive betting
inducements from operators, which help drive traffic and increase their commissions.

Wagering affiliates engage in prolific and aggressive marketing through a
range of online channels. Affiliates actively promote their services across social
media platforms, including Twitter (X), Facebook, Twitch, and YouTube Live,
attracting significant followings and fostering online betting communities. They can
integrate into Facebook groups, positioning themselves as expert tipsters to build
trust before promoting betting links to their affiliated operators. Affiliates might
engage online influencers to endorse their services or be influencers themselves.
Additionally, they may purchase email lists for direct marketing.

During our two-week observation of 10 wagering affiliate marketers on Twitter, they
posted 1,473 tweets, garnering 3,989 likes and 1,060 retweets. Most tweets included
links to betting tips that directed followers to the affiliate’s website that then linked to
the promoted operators. Our review of 10 wagering affiliate websites found they had
more advertising than the 10 wagering operator sites reviewed, with a strong
emphasis on promoting inducements and calls-to-action, urging customers to sign up
or ‘bet now’ with the promoted operators.



Wagering affiliates do not often disclose their commercial arrangements and
thereby attract unwarranted trust from consumers. Affiliates present as 'experts’,
but their affiliate relationships are typically not disclosed, not apparent in referral
links, and not otherwise discernible. It is very often impossible to know whether a
tipster, comparison site, review site, news site or betting community is a wagering
affiliate. These commercial relationships were not obvious on most of the 10 affiliate
websites we reviewed. This lack of disclosure can result in unwarranted consumer
trust and engagement. Where relationships were apparent on websites, affiliate
reviews showed a noticeable bias towards promoting betting with their partnered
operators, potentially providing misleading betting advice to customers.

2. Describe the types of direct marketing received by new and existing
customers from wagering operators, paid tipsters, and free betting information
services and how they are captured by regulatory arrangements in each
jurisdiction.

Direct wagering marketing is prolific and is mainly received from wagering
operators, but also from the free betting info services and paid tipsters that
customers engage with. Wagering direct marketing primarily uses emails, texts and
app notifications, while phone calls are less frequent. In the EMA baseline study,
participants reported receiving each of emails, texts and app notifications from
wagering operators on a weekly or fortnightly basis. Amongst EMA baseline
participants, 37.7% reported they engaged with free betting info services and 10.8%
with paid tipsters. These participants reported receiving direct messages from paid
tipsters about weekly or fortnightly for each of emails, texts and app notifications,
and about monthly for each type of message from free betting info services.

More involved bettors receive more wagering direct marketing. Prior research
has found that frequent bettors, those experiencing a gambling problem, and bettors
with multiple wagering accounts receive the most wagering direct messages,
sometimes almost daily. Wagering operators reported increasing their messaging in
the lead up to weekends and major betting events, and tailoring their messaging and
inducements to customer profiles. Overall, the more a customer engages with the
operator, the more direct marketing they are sent.

In the EMA baseline survey, younger participants, the moderate risk/problem
gambling group, and multiple account holders more frequently reported receiving
direct messages from betting operators, free betting info services and paid tipsters.

Direct marketing from wagering operators mainly promotes inducements. The
literature review and stakeholder interviews found that most wagering direct
messages promote inducements. In the content analysis, about half the messages
promoted an inducement. In the EMA baseline study, ‘some’ to ‘most’ messages
participants received from wagering operators promoted an inducement, as well as
‘some’ messages from free betting info services and paid tipsters.
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A complexity of Commonwealth and state/territory regulations govern
wagering direct marketing and apply to affiliates as agents of the wagering
operator. Key regulations that govern wagering operators and their affiliates in
Australia include the Interactive Gambling Act and the Spam Act (overseen by
ACMA); the National Consumer Protection Framework for Online Wagering
(enforced by state and territory regulations, ACMA and AUSTRAC); the Northern
Territory Racing Commission which regulates most online wagering operators;
advertising standards set by the Australian Association of National Advertisers; and
the Australian Privacy Principles that govern the use of personal data. Despite this
complex regulatory framework, there is little material difference between states and
territories on what wagering direct marketing practices are permitted.

Importantly, regulations for direct marketing apply to affiliates as agents of the
wagering operator, but responsibility for compliance reverts to the operator as the
licensed provider of gambling services.

Key regulatory breaches and concerns include sending direct marketing
without a customer’s consent, lack of functional unsubscribe options, and
messaging to customers experiencing gambling harm. Wagering operators and
affiliates sometimes breach regulations by sending direct messages to self-excluded
individuals, customers who have opted-out of messages, and non-account holders.
Regulators noted an increase in complaints about affiliates cold-calling individuals
offering inducements to bet with a particular operator. Messages can also breach
regulations by lacking a functional unsubscribe option. Some regulators felt that the
current system, where opting-in to receive direct marketing is integrated into account
sign-up, lacks genuine informed consent. They also considered that unsubscribing
can be unnecessarily complicated, e.g., requiring the customer to opt-out separately
from each of an operator’s channels (texts, emails, etc). Regulators and gambling
support providers were highly critical that direct messages target customers
experiencing gambling harm. In the EMA baseline study, the moderate risk/problem
gambling group reported receiving more messages, compared to other participants.

Challenges to regulation arise from the limited ability to monitor both direct
messages and wagering affiliate marketing. Regulators noted the challenge of
monitoring wagering direct marketing because it is not visible to them. They
suggested improved oversight through requiring operators to maintain records of
their and their affiliates’ direct marketing activities, including phone conversations.
Operators, affiliates and regulators called for national regulations to simplify the
regulatory environment for direct marketing.

Regulators also noted challenges to monitoring wagering affiliates because they are
not licensed and therefore do not receive the direct regulatory oversight applied to
wagering operators. Their sheer volume, inconsistent disclosure of their affiliations,
and their dynamic and obscured marketing also create difficulties for regulation. In
essence, both the affiliate sector and its marketing are largely hidden from
regulators, who must rely on complaints to identify breaches. This leaves gaps that
affiliates can exploit. Gambling regulators highlighted that current regulations give
them no authority over affiliates because affiliates are outside the wagering licensing
system. They identified the need for further regulations and oversight of affiliate
marketing.
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3. Describe the impact of wagering direct marketing from wagering operators,
paid tipsters and free betting information services on gambling-related harm
and problem gambling.

Wagering direct marketing encourages more betting and harmful betting,
particularly amongst involved bettors. The literature review found that direct
messages, especially those with inducements, encourage more betting and harmful
betting than other wagering advertising. Direct messages and inducements appeal
particularly to bettors with a gambling problem. Direct marketing can therefore both
create and exacerbate gambling harm. Regulators and gambling support providers
similarly highlighted these negative effects, since direct marketing increases harm,
amplifies the risk of relapse, and exploitatively targets vulnerable people.

In the EMA baseline survey, participants estimated that between ‘a few’ and ‘about
half of the wagering direct messages they received directly resulted in them placing
bets. The most frequently reported influences were to remind or trigger them to bet,
place more bets, place impulsive and unplanned bets, and take up an inducement.
Compared to other participants, younger bettors, the moderate risk/problem
gambling group, and participants with multiple betting accounts reported that
wagering direct messages more frequently influenced their betting.

The longitudinal and experimental studies provide evidence for a causal
relationship between exposure to wagering direct marketing and increased
betting and betting-related harm. The longitudinal analysis of the seven EMA
survey waves found that, for each additional direct message received from wagering
operators, there were significant increases in the number of bets placed, betting
expenditure, and betting-related harm.

The experimental study provides stronger causal evidence. On average over the
two-week EMA period, participants who had opted-out of receiving direct messages
from wagering operators (by random assignment) placed 23% fewer bets, spent 39%
less on betting, and reported 67% fewer short-term harms from their betting,
compared to those who had not opted-out. This evidence indicates that receiving
wagering direct marketing directly increases betting and betting-related harm.

Direct and other marketing from wagering affiliates has additional features that
can negatively impact on gambling problems and harm. Several features of
affiliate marketing can exacerbate gambling problems and conflict with harm
minimisation objectives. RevShare commissions incentivise affiliates to promote bets
and inducements that maximise losses, and to target individuals with high-loss
potential. The non-transparency of these affiliations can mislead bettors into trusting
that affiliates are well-meaning experts, disguising their true intent of profiting from
the customer’s betting and losses. Affiliate marketing also perpetuates the false
belief that betting success stems from expertise, enticing further betting and loss-
chasing, particularly amongst highly involved bettors who are more likely to have
erroneous cognitions. Further, affiliates are unable to monitor the betting behaviour
of their referrals due to data privacy, so they cannot detect or respond to signs of
problem gambling. Gambling support providers noted that affiliate marketing is
particularly effective in encouraging excessive gambling, contributing to harmful
outcomes.
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The EMA baseline survey corroborated these concerns. Participants reported that
direct messages from paid tipsters and free betting info services were more likely to
prompt them to bet, compared to messages from wagering operators. Participants
who used paid tipsters reported ‘most’ to ‘almost all’ of their bets were influenced by
the information that tipsters provide, particularly betting tips. Nonetheless,
participants were not confident they could trust paid tipsters or free betting info
services to disclose any wagering affiliate arrangements they might have.

4. Document the types of direct marketing messages from wagering operators,
paid tipsters, and free betting information services, including inducements to
bet, that are harmful to bettors.

Direct messages with wagering inducements particularly increase the risk of
harm to bettors. Most wagering direct messages promote inducements.
Inducements have been linked to several potentially harmful behaviours, including
increased expenditure, riskier betting and impulse betting. Inducements are
particularly attractive to bettors with a gambling problem. Further, bettors can
misunderstand the terms and conditions of inducements (see findings for Research
Question 2). Wagering operators and affiliates noted that inducements have become
an industry norm, are demanded by customers, and required to remain competitive.
Regulators and gambling support providers considered that inducements exploit and
harm vulnerable people.

In the EMA baseline survey, younger participants, the moderate risk/problem
gambling group, and those with multiple betting accounts more frequently reported
taking up inducements and misunderstanding some aspects of inducements.
Moreover, in the longitudinal EMA study, betting, betting expenditure and betting-
related harm all significantly increased with the take-up of inducements.

Inducements incentivised with bonus bets and matched deposits present a
greater risk of harm. The most frequently promoted inducements in direct
marketing are refund/stake-back offers, multi-bet offers, bonus odds/winnings, and
matched stake/deposit offers. These inducements are associated with harmful
betting behaviours, such as increased betting frequency and expenditure. Notably,
these inducements are incentivised with bonus bets or deposits that provide credit
for further betting, encouraging persistence and loss-chasing.

Gambling support providers considered all inducements to increase the risk of harm,
but especially bonus bets. These bonuses, often perceived as 'free money," are
highly attractive and significantly contribute to relapse amongst clients in treatment.
Some regulators and wagering operators concurred, noting that bonus bets not only
pose considerable harm but have cultivated a culture of 'bonus-hunting’, where
customers expect and demand bonuses to keep their account open.

The content analysis also found that the predominant inducements in messages are
refund/stake-back offers, multi-bet offers, bonus/better odds, and matched
stakes/deposits. The vast majority (95%) of these inducements offer bonus bets.
These four types of inducements were also the most utilised by participants in the
EMA baseline survey. Notably, younger individuals, the moderate-risk/problem
gambling group, and participants with multiple betting accounts reported a higher
frequency of using these inducements. Moreover, the longitudinal EMA analysis



indicated a significant increase in the number of bets placed and betting expenditure
with the use of these inducements. Using matched stake/deposit and multi-bet offers
was also linked to an increase in betting-related harm.

These findings underscore that bonus odds/winnings, multi-bet, refund, and matched
stake/deposit offers are not only the most aggressively marketed and widely used
inducements, but also pose the greatest risk of harm. This risk is likely driven more
by the allure of 'free’ betting credits from bonus bets and deposits rather than the
structural features of the inducements themselves.

Direct messages, whether sent through emails, texts or app notifications, are
linked to significant increases in the number of bets placed, betting
expenditure, and betting-related harm. Limited prior research has examined any
differential effects of wagering direct marketing channels — emails, texts, app
notifications and phone calls. Gambling support providers particularly highlighted the
immediate impact of texts and notifications that can instantaneously shift a client's
focus to betting, posing a continuous challenge to their recovery. Some wagering
operators, acknowledging the distinctive influences of these channels, use emails to
build awareness and anticipation for upcoming betting events. They then use text
messages containing inducements closer to the event to instil a sense of urgency
amongst bettors.

The EMA baseline survey found minimal differences in the reported influence of
emails, texts, and notifications on participants’ betting, but that phone calls were less
frequent and influential. This finding is consistent with the longitudinal EMA findings
that, for each additional email, text and app notification participants received (but not
phone calls), the number of bets placed, betting expenditure, and betting-related
harm all significantly increased.

Betting, betting expenditure, and betting-related harm significantly increase
with the number of customised direct messages received. The behavioural
betting data that operators collect enables message customisation. In prior research,
bettors report receiving customised messages such as: inducements to encourage
their return after a break; reminders to bet on their favourite team or horse or that
promote inducements they have previously used; being banned from inducements if
they win too much; and being inundated with inducements if they are less
successful. Highly involved bettors report that customised direct messages make
them feel special, can be very persuasive, and undermine their attempts to control
their gambling.

Several wagering operators described using behavioural betting data to segment
their customers and curate the content, channel and frequency of their direct
marketing accordingly. Based on a customer’s activity on their platform, this tailored
approach considers seasonality, code preferences and betting frequency to optimise
the relevancy of messages to each customer. Several operators discussed direct
marketing to non-active customers to try to re-engage them before their account
became permanently inactive after 12 months. Some operators segmented ‘good
customers’ (who bet steadily over a long period of time); ‘bad customers’ (who bet
only in response to inducements, or who were winning and may be professional
gamblers); and ‘problem gamblers’ (showing red flag behaviours). However, it was
unclear exactly how they tailored their direct marketing to these segments.



Our content analysis of 678 messages found that 12.4% reminded customers that a
specific team, player or horse they had previously bet on was competing. The EMA
baseline participants reported that ‘some’ direct messages they received included
customised content based on personalised knowledge or their betting history.

Importantly, the longitudinal EMA data indicated that the number of bets placed,
betting expenditure and betting-related harm all significantly increased with the
number of customised messages that participants received.

Findings for each research question

Seven research questions were addressed, with the key findings detailed below.

1. How do affiliate marketers operate, particularly with regard to business
models and promoting wagering services of Australian and offshore providers
to new and existing Australian customers?

The findings for Objective 1 describe how wagering affiliate marketers operate, their
business models and how they promote the services of wagering operators.
Additional findings below relate to 1) affiliate marketing to new vs existing customers
and 2) their promotion of offshore wagering providers.

All affiliates focus their marketing on recruiting new customers, but RevShare
and subscription models incentivise affiliates to also market to their existing
customers. Many affiliates focus on building big lists of new customers to sell to
wagering operators, or to earn commissions when these customers sign up with a
partnered operator. RevShare and direct contact affiliates also market to encourage
betting by their existing customers to earn ongoing commissions from their continued
betting and consequent losses. In addition, some affiliates charge customers a
subscription fee for betting advice - and therefore market to their existing customers
to retain subscribers and to potential new customers to attract more subscriptions.

Most direct marketing by affiliates appears to be to existing customers who have
provided their contact details to receive tips and other betting information. However,
affiliates are also known to cold-contact new potential customers using lists of
customers from previous employers or purchased email lists.

Little is known about affiliate promotion of offshore wagering providers.
Regulators have few tools available to detect and sanction affiliates who promote
offshore wagering sites. Affiliates tend to promote their services on social media
platforms that may not act to prevent the promotion of illegal products. Bettors are
often not aware what sites are domestic versus international and that offshore sites
are illegal, reducing the likelihood of complaints. This study did not find any
conclusive evidence about affiliate promotion of offshore wagering sites because it
largely occurs ‘under the radar’ of the study’s participants.
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2. Do existing customers of wagering operators, paid tipsters and free betting
information services understand the content in direct messages and the
expected return-to-player, and are there any misperceptions of inducements
being a safer betting strategy?

Customers can misunderstand certain elements of wagering inducements that
are promoted in direct messages. Bettors can misunderstand aspects of wagering
inducements, including the initial outlay required, conditions for using bonuses, and
their true worth. The terms and conditions governing these inducements are often
hard to find and challenging to decipher, leading some bettors to overlook them or to
not properly assess the inducement’s relative value. Inducements commonly
promote complex bets with combined contingencies that bettors tend to overvalue,
when in fact they usually have long odds and poor returns. Perversely, although
inducements incentivise potentially harmful betting behaviours, some bettors wrongly
view them as a safer betting strategy to reduce their losses.

Regulators and gambling support providers noted that bettors often misunderstand

bonus bets and deposits. Customers can see these bonuses as 'free money', when
instead they offer credit for further betting that encourages persistence and has no

value if the bet loses. In fact, these inducements cost more if matching the bonus is
a prerequisite for their use.

The EMA baseline survey revealed significant misunderstandings about wagering
inducements. Roughly half the participants agreed with statements suggesting that
inducements made their betting safer, and that after using an inducement they
realised they had misjudged their eligibility for a bonus, the expected payout, or the
turnover requirements. Younger participants, those in the moderate risk/problem
gambling group, and those with multiple betting accounts were significantly more
likely to agree with these misconceptions.

3. In what ways do wagering operators use wagering account data to
customise and target direct messaging and what are the effects on gambling-
related harm and risk of problem gambling?

Please see the findings for Research Objective 4.

4. In what ways do direct messages from wagering operators, paid tipsters,
and free betting information services impact on gambling behaviour of new
and existing customers, e.g., frequency, gambling intensity and impulsivity,
loss of control of gambling?

Please see the findings for Research Objective 3. We also note that comparing the
effects of direct marketing between new and existing customers is not possible
because this marketing can only be sent to existing customers who have provided
their contact details — with some exceptions (e.g., cold calling from obtained lists).

5. How do wagering operators, paid tipsters and free betting information
services use messaging, marketing practices (such as inducements) and
media (such as social media and online media e.g., gambling news websites)
to promote wagering services to new and existing customers?

Please see the findings for Research Objectives 1 and 2, and Research Question 1.
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6. What is the impact of marketing practices such as volume, direct messaging
channels (email, text, phone call), use of online forums (such as news
websites), and types of messaging (including inducements to bet) received by
existing customers from wagering operators, paid tipsters, and free betting
information services? Is this compounded when consumers have more than
one betting account?

Please see the findings for Research Objectives 3 and 4.

7. How much gambling-related harm and risk of problem gambling is

associated with direct wagering marketing from wagering operators, paid
tipsters, and free betting information services and for single and multiple
betting account holders? Is there a threshold for gambling-related harm?

Please see the findings for Research Objectives 3 and 4. Some additional findings
are presented below on multiple account holders.

Having multiple betting accounts is associated with more betting, but not
necessarily more harmful betting. Customers with multiple betting accounts have
a higher incidence of gambling problems and receive more wagering direct
marketing, compared to single account holders. Bettors report that they open
multiple wagering accounts to shop around for inducements. Stakeholders noted that
this ‘incentive-chasing’ has become normalised amongst customers.

The EMA baseline survey revealed that nearly 60% of respondents held accounts
with more than one online betting service. These multi-account bettors more
frequently reported a range of potentially exacerbating influences on their betting.
These factors include taking up inducements, misunderstanding inducements,
greater use of paid tipsters and free betting info services, more exposure to digital
wagering advertising, more frequently receiving direct messages, and being more
frequently influenced by these messages. The longitudinal EMA analysis found that
having multiple betting accounts was positively associated with the number of bets
placed and betting expenditure, but not significantly with greater short-term betting
harm. These findings indicate that bettors with multiple betting accounts tend to bet
more but do not necessarily experience more immediate harm. Factors other than
multiple accounts have a greater impact on short-term betting-related harm.

Limitations of the study

The samples of website and Twitter marketing, stakeholders and bettors may not be
representative of their broader populations. Some data were based on self-report,
which may be subject to social desirability, selection and recall biases. Unfortunately,
we were able to recruit only a few wagering affiliates for interviews, despite best
efforts. Because many, or possibly most, wagering affiliates do not disclose their
affiliate arrangements, we were unable to ask bettors directly about ‘affiliate
marketing’. We instead asked them about free betting info services and paid tipsters.
While free betting info services are nearly certainly affiliated with wagering operators,
some paid tipsters may not be affiliated and instead earn their revenue through
subscriptions. These ancillary services are nonetheless important sources of
wagering marketing to understand, even if some operate outside of affiliate models.
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Conclusions and implications

Wagering direct marketing

This study analysed multiple sources of data to greatly strengthen the evidence for
the harmful effects of wagering direct marketing, using larger samples and more
rigorous research designs than previous studies.

Key findings include that wagering direct marketing is prolific and targets more
involved bettors, including those with a moderate or severe gambling problem.
These direct messages most often promote inducements to bet that create and
exacerbate gambling harm, and inducements incentivised with bonus bets and
deposits present particular risk of harm.

Customers receive wagering direct marketing not only from wagering operators, but
also from paid tipsters and free betting information services they engage with — most
of whom are wagering affiliates who receive commissions from wagering operators.

The study’s most important contribution to new knowledge is providing, for the first
time, real-world experimental evidence that supports a causal relationship between
exposure to wagering direct marketing and increased betting, increased betting
expenditure, and increased betting-related harm.

Consistent results from the literature review, stakeholder interviews, EMA baseline
study, EMA longitudinal analysis, and the experimental study provide confidence in
our main conclusion that exposure to wagering direct messages and the
inducements they promote directly increases betting, betting expenditure and
betting-related harm.

This finding implies that banning wagering direct marketing, and the inducements
they routinely promote (especially bonus bets and bonus deposits), would reduce
betting-related harm in the Australian population. This assertion is consistent with the
recommendation of the Inquiry into online gambling and its impacts on those
experiencing gambling harm that the Australian Government prohibit all online
gambling inducements and inducement advertising, and that it do so without delay
(Standing Committee on Social Policy and Legal Affairs, 2023).

Wagering affiliate marketing

This study provides new evidence about wagering affiliate marketing, including
business models, marketing practices, regulation, and links with gambling problems
and harm. This evidence addresses a gap in knowledge about a widely used
marketing practice that has attracted little scrutiny.

The study’s evidence from multiple data sources points to a strong link between
exposure to affiliate marketing and increased betting and betting-related harm.
Inherent in affiliate business models is that affiliates are incentivised to recruit new
customers and maximise the losses of existing customers — which elevates the risk
of gambling harm in the Australian population. Their marketing practices often
deceive customers by not disclosing their commercial links with wagering operators,
are predatory in targeting people with moderate or severe gambling problems, and
reinforce the myth that betting success can be enhanced by using ‘expert’ tips.
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Further, participants reported that direct messages from affiliates have a greater
influence on their betting than messages from wagering operators.

Wagering affiliate marketing occurs in a regulatory environment with limited capacity
to monitor and sanction breaches and to limit this marketing and its harmful effects.
The ease with which affiliates can establish a business, the low cost involved, the
generous commissions paid, and the lack of licensing and due diligence
requirements have enabled wagering affiliates to proliferate. This poses a serious
regulatory challenge for consumer protection and harm minimisation.

Overall, the multiple data sources analysed consistently reveal that exposure
to wagering affiliate marketing increases the risk of gambling harm. This
evidence points to a high likelihood of continued increases in gambling harm if
wagering affiliate marketing remains unchecked. The implication is that, to reduce or
contain gambling harm in Australia, greatly improved regulation of wagering affiliate
marketing is needed — or a complete ban.
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Chapter 1. Introduction to the study

1.1. Aims

Research has consistently demonstrated an association between exposure to
wagering direct marketing and gambling harm. However, few studies have assessed
causality and they have small sample sizes. In addition, little is known about
wagering affiliates, particularly how their marketing impacts on gambling behaviour,
problems and harm.

To address these gaps in knowledge, this study was commissioned by Gambling
Research Australia and conducted by researchers at CQUniversity.

The study aimed to:

1. identify any causal relationships between receiving wagering direct messages,
experiences of gambling-related harm, and the development and maintenance of
problem gambling among existing customers, and

2. examine wagering affiliate marketing business models, practices, marketing
materials, and the risk of problem gambling and gambling-related harm for new
and existing customers.

The specific research objectives and questions are presented at the end of the
literature review.

1.2. Report structure
After this introductory chapter, the report is structured into nine chapters:

Chapter 2 reviews the literature review on wagering direct and affiliate marketing.

Chapter 3 presents a regulatory review of how direct and affiliate marketing is
captured by regulatory arrangements in Australia, relevant regulatory hearings and
decisions, and submissions to the National Self Exclusion Register draft bills
consultation.

Chapter 4 contains a website analysis of the marketing practices, wagering
inducements and affiliate disclosures on the websites of 10 wagering operators and
10 wagering affiliate marketers.

Chapter 5 presents a Twitter analysis of marketing and inducements posted from the
Twitter (now X) accounts of 10 wagering operators and 10 wagering affiliate
marketers over a two-week period.

Chapter 6 analyses stakeholder interviews with 44 individuals from 27 organisations
representing 12 wagering operators, 4 wagering affiliates, 5 gambling regulators and
legal advisors, and 6 gambling support providers — to elicit their experiences and
observations about wagering direct and affiliate marketing practices.

Chapter 7 contains the results of an ecological momentary assessment (EMA) of at-
least fortnightly online sports and/or race bettors. Results are presented for 1) a



cross-sectional baseline study (N = 1,015) that analysed relationships between past-
year exposure to wagering direct and affiliate marketing, and gambling behaviour,
problems and harm, 2) a longitudinal analysis of these same relationships based on
seven short surveys that participants completed every 48 hours over a two-week
period (N = 4,020 observations), and 3) a content analysis of wagering direct
messages (N = 678) that participants forwarded to the research team during the
EMA period.

Chapter 8 contains results of an experimental study that involved EMA participants
who indicated their willingness to opt out of receiving direct messages from the
wagering operators they had an account with, for the two-week EMA period. Only the
test group (n = 99), but not the control group (n = 150), was asked to actually opt-out
and they provided proof of having done so. The experiment assessed the causal
relationship between exposure to direct marketing from wagering operators and 1)
the number of bets placed, 2) betting expenditure, and 3) betting harms during each
48-hour assessment period.

Chapter 9 summarises and discusses the study’s findings to address the research
objectives and research questions, and highlights the study’s limitations, conclusions
and implications.



Chapter 2. Literature review

Summary

Direct marketing of wagering services

Direct messages to customers through emails, texts, notifications from
wagering apps and phone calls are an easy, low-cost marketing channel for
wagering operators, and have fewer restrictions and less visibility to regulators
than mass advertising.

Frequent bettors, those with higher problem gambling severity, and bettors with
multiple accounts report receiving the most direct messages from wagering
operators — sometimes daily.

Most wagering direct messages promote inducements that incentivise betting,
including with bonus bets, bonus deposits, odds boosts and partial refunds.

Bettors can misunderstand aspects of wagering inducements because their
terms and conditions are difficult to access and comprehend. Further, bettors
tend to overestimate the probability of winning complex bets that are frequently
incentivised, and some bettors do not read the terms and conditions or
consider the relative value of inducements.

Perversely, while inducements often incentivise and facilitate harmful betting
behaviours, bettors tend to perceive inducements as a safer betting strategy
that helps to minimise their losses.

Behavioural online betting data provides opportunities for wagering operators
to customise direct messages to individual account holders. However, little is
known about how, and how much, operators use message personalisation.

More so than other types of wagering advertising, direct messages, particularly
those with inducements, have been implicated in fostering harmful behaviours,
including increased expenditure, riskier betting and impulse betting.

Direct messages and inducements particularly attract responses from bettors
with a gambling problem. This may be because they are exposed to them more
often, tend to have higher impulsivity, and because addictive drivers of a
gambling problem increase the salience, arousal and desire to bet that these
messages and inducements can elicit.

Direct messages and inducements can therefore exacerbate existing harm
among bettors already at-risk or currently experiencing a gambling problem. In
Australia, these tend to be young adult men, who are consequently most
negatively affected by wagering direct messages and inducements.

Affiliate marketing of wagering services

Wagering affiliate marketing is a performance-based marketing system where
wagering operators pay third-party affiliates to direct customers to their
products.




e Catalysed by the rise of social media and online content, affiliate marketing is
now a major source of new customers and ongoing business for wagering
operators.

e Gambling affiliates position themselves as betting experts and present their
services as comparison sites, news sites, tipster services, expert reviews, or
betting communities. However, not all tipsters are affiliates and may instead
earn income through subscriptions to their service. Some earn a mix of affiliate
commissions and subscriptions.

e Wagering operators pay affiliate commission rates that far exceed those in
other industries. Based on the widely used RevShare model, operators pay
affiliates 30%-40% of the lifetime losses of each customer they refer.

e Despite wagering affiliates promoting the idea of ‘beating the bookie’, these
commissions incentivise them to promote long shot bets and inducements to
encourage more betting, and to seek customers with high loss-potential.

o Affiliates may not disclose their commercial arrangements with wagering
operators. Bettors can therefore see affiliates as experts who aim to help them
win, rather than their true interest in maximising customer losses.

o Affiliate advertising can be indistinguishable from spontaneously generated
user content on social media, making it more persuasive than traditional
advertising.

o Wagering affiliates may target vulnerable populations in their advertising by
using computer algorithms and email lists.

e People experiencing gambling problems may be particularly influenced by
affiliate marketing, especially those who see betting as a skill.

o Affiliate marketers may increase gambling harm because their guidance can
arouse false confidence in the likelihood of winning, which increases betting.
Perversely, their tips are likely to increase financial losses.

o Wagering affiliates may breach advertising regulations and offer illegal
products and inducements. Regulation is challenging because of their sheer
volume, inconsistent disclosure of their affiliate arrangements, and the dynamic
and obscured nature of their advertising in online and social media and through
direct marketing to customers.

e Very limited research has examined the practices of wagering affiliates, and
how their marketing impacts on gambling behaviour, problems and harm.

2.1. Wagering direct marketing literature review

2.1.1. Introduction

Two-fifths of Australians who bet at-least once a month on sports or races currently
report one or more indicators of a gambling problem (Armstrong & Carroll, 2017a,
2017b). These bettors are also the focus of intense marketing through direct
messages from wagering operators via emails, text messages, notifications from
wagering apps and phone calls. Most of these messages promote an inducement



with an incentive to bet (Rawat et al., 2020). However, questions remain unanswered
about the relationship between wagering direct marketing (including inducements)
and gambling problems. While this association has been demonstrated across
dozens of studies, causal relationships have not yet been demonstrated. This is not
because research has found conflicting evidence; instead, it is because there are a
limited number of studies designed to assess causality, and they have small sample
sizes.

To address this gap in knowledge, this study assesses the causal relationship
between wagering direct marketing and gambling harm. It also provides insights into
the direct marketing practices used by wagering operators and how customers
respond to them. The first stage of this study comprises the literature review
presented in this chapter.

