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“It's changing our lives, not for the better. It’s e
important that we have a say”. The role of young
people in informing public health and policy
decisions about gambling marketing
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Abstract

Background Marketing has a significant impact on the normalisation of gambling for youth across the globe. This
has included shaping positive attitudes towards gambling, as well as increasing the social and cultural acceptance
of gambling — particularly aligned with valued activities such as sport. Because of this, public health experts argue
that gambling marketing poses a significant risk to the health and wellbeing of youth. While young people are
increasingly exposed to, and impacted by marketing for gambling products, they are rarely consulted about policy
issues and options. This study aimed to explore young Australians' perceptions of current policy responses to gam-
bling advertising, whether they thought young people should be involved in discussions and decisions about gam-
bling marketing regulations, and their perceptions of the duty of governments to protect young people from gam-
bling industry marketing strategies.

Methods Qualitative focus groups (n=22) were held with n=64, 12-17 year olds in the Australian states of Victoria
and New South Wales. Participants were asked to reflect on current gambling policies, particularly relating to market-
ing, what they thought should be done about gambling marketing, and if and how young people should be included
in public health responses to gambling. An interpretivist ‘Big Qapproach to reflexive thematic analysis was used.

Results Young people highlighted the need for more effective regulations around the content and frequency

of gambling marketing. They also wanted to see more realistic representations of the negative impacts of gam-

bling to counter persistent positive commercial marketing messages. Most thought that young people should be
given an opportunity to have a say about responses to gambling due to their unique experiences. Participants identi-
fied mechanisms to increase young people’s engagement in decision making, such as direct lines of communication
to different levels of government, involvement in research, and diversifying ways of engagement. Specific recommen-
dations included more regulatory action such as bans on gambling advertising.

Conclusions Creating formal structures that facilitate the inclusion of young people’s perspectives in decisions made
about gambling can result in more innovative and effective strategies to prevent the harms from gambling industry
products, promotions, and practices.
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Introduction

Marketing is central to the gambling industry’s business
model

Driven by new technologies and sophisticated market-
ing strategies, the products and promotions of the gam-
bling industry present a public health risk to children,
young people, and future generations [1, 2]. Technologi-
cal advancements have significantly expanded the types
of gambling products that are available and accessible
within the community, the reach and availability of these
products, and the ways in which they are promoted [1].
There are many different types of gambling, and adver-
tising for newer forms of gambling is more prolific than
for others. For example, in Australia, an analysis by the
Australian Communications and Media Authority found
that while there were over one million gambling ads aired
on free-to-air TV (metro and regional) and metropoli-
tan radio from 1st May 2022 — 30th April 2023, over 50%
(502,800 spots) of these advertisements were from online
gambling providers [3].

Marketing is central to the gambling industry’s busi-
ness model across the world [4-6], and forms part of
the discursive power of the industry [7, 8]. Discursive
power involves influencing the framing of policy issues
and their solutions, as well as shaping the actors deemed
legitimate within the policy process [9]. This includes
using marketing techniques strategically to normalise the
socio-cultural acceptance of new and existing gambling
products [10, 11], stimulate consumer demand and build
product loyalty [12, 13], create perceptions that gambling
is a fun activity that is central to social connections [14],
embed gambling within valued social activities such as
sport [15-17], and frame gambling as an activity that can
be engaged with safely if individuals are informed and
responsible [18, 19]. The framing of gambling through
marketing is endorsed, facilitated, and amplified by a
range of organisations with vested interests in profiting
from gambling — including media companies, sporting
teams and codes, and at times governments — despite sig-
nificant public health and community concern about the
impact of marketing on children and young people [1].

Young people’s exposure to gambling marketing

in everyday environments

As the gambling landscape has changed, so has the way
that young people are exposed to gambling marketing.
Independent (i.e. not funded by the gambling industry or

organisations funded by the gambling industry) research
has demonstrated that young people see gambling prod-
ucts and marketing in a range of social, physical, and
symbolic environments [20, 21]. This includes a range of
physical and online settings — from shopping centres to
social media sites [20—22]. In a study with Danish adoles-
cents (12—16 years old), 43% of participants reported that
they saw gambling advertisements at least once a day in
the media or elsewhere [23]. Novel marketing strategies,
which often use celebrities and influencers and are com-
municated through a range of social media platforms,
capture the attention of young people, normalise prod-
ucts, build trust and legitimacy, and reduce perceptions
of risk [22, 24]. These novel strategies are of course not
unique to gambling, and have also been demonstrated
as strategies used by a range of industries that are harm-
ful to health, such as vaping [25]. As Boerman and col-
leagues [26] argue, one of the main problems associated
with these novel strategies — such as influencer market-
ing — is that young people may not be able to distinguish
between commercial and non-commercial content. Stud-
ies have demonstrated this in gambling, with research
showing that young people may not always recognise
these types of strategies as ‘marketing’ to promote or sell
a gambling product [22, 24].

Most research in this area to date has focused on the
volume and placement of gambling advertising in sport-
ing environments [27], and the influence this may have
on normalising gambling for children and young people
[28]. Studies examining the extent and nature of gam-
bling promotions within sporting contexts demonstrate
the volume of different types of marketing strategies used
in these settings, including commercial break advertising,
social media communications, sponsorship announce-
ments, stadium signage, and jersey logos [22, 29, 30].
There is also extensive evidence regarding how young
people recall and interpret the gambling marketing they
see during sport. This includes how they symbolically
associate gambling messaging as being a normal part of
sport and associated with sports fan loyalty [15, 17, 31].

The impact of gambling marketing on young people

Reviews of academic literature about the impact of gam-
bling marketing on children and young people conclude
that gambling marketing has a ‘pervasive presence’ in
the daily lives of young people and plays a central role
in introducing young people to gambling [32]. From
a young age, children can recall brand names, specific
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advertising appeal strategies such as humour, celebrities,
detailed plot lines, and the colours of particular brands
[24, 31, 33]. Some of these appeal strategies can lead
young people to perceive gambling as a fun and exciting
activity to do with friends, and an easy way to win money
[17, 34, 35]. Inducements and promotions also influence
young people’s perceptions of the risks associated with
gambling [31], with young people reporting that market-
ing deals and promotions could encourage them to want
to gamble in the future [36].

There is some evidence that marketing may also play
a role in young people’s gambling behaviour. A study of
Australian adolescents (12—17 years) found that, among
other factors, the number of types of gambling advertise-
ments seen in the last month was associated with gam-
bling in the last month [37]. In a multi-national study of
15-25 year olds, consumer debt, online gambling com-
munity participation, online casino participation, and
exposure to online pop-up advertisements had strong
associations with ‘problem’ gambling [38]. Further, mar-
keting does not just occur through commercial advertis-
ing. For example, researchers engaging in critical analyses
of gambling industry funded education activities have
found that these types of activities may reproduce per-
sonal responsibility discourses — including encouraging
young people to control their impulses—thus shifting the
responsibility for gambling harm to children, young peo-
ple, and their families [19]. In a study investigating young
people and gambling in Nigeria, the authors outlined the
range of marketing strategies introduced by bookmak-
ers aimed at encouraging and increasing participation in
gambling [39]. They proposed that the range of innova-
tive strategies developed by the gambling industry “could
explain the prevalence of underage gambling, female par-
ticipation in gambling, and problematic gambling” [39],
pg. 60]. In a further example, a study of 8—17 year olds
in Ghana found that children who had radio access were
more likely to have participated in gambling than those
without radio access [40]. The authors highlighted that
radio is one of the main marketing channels for gambling
advertising in Ghana, particularly for sports betting [40],

pg. 10].

Restrictions on gambling marketing to protect children
and young people

Concerns about the impact of gambling marketing on
young people have led to calls for comprehensive public
health approaches to restrict or ban gambling advertising,
promotions, and sponsorship — similar to those that pro-
tect children from the marketing tactics of other harmful
commodity industries [41, 42]. Some countries such as
Belgium and Spain have enacted strong laws that aim to
restrict most gambling marketing, specifically to protect
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children [43, 44]. In 2022, the Belgium Gaming Commis-
sion announced regulations that would restrict gambling
marketing from most places including TV, social media,
on the street, and direct promotions through email and
text, as well as increasing the legal gambling age to 21
and introducing deposit limits [45]. However, these regu-
lations have not come without significant backlash from
the gambling industry and those with vested interests,
which resulted in some of the changes being scaled back
[46]. Researchers have highlighted that in other countries
such as those in sub-Saharan Africa there is very limited
legislation designed to regulate gambling marketing in a
digital age [47].

In Australia, regulatory approaches to protecting young
people from gambling advertising focus on restricting the
timing and placement of gambling advertising, including
banning gambling advertising near schools and on pub-
lic transport in some Australian states [48], and during
children’s television viewing hours [49]. However, there
is evidence to suggest that despite attempts to restrict
gambling advertising, the gambling industry has circum-
vented regulations by increasing the volume of advertis-
ing during other timeslots or on other media channels
to which young people are also exposed [50]. In 2023,
an Australian Federal Parliamentary Inquiry into online
gambling and its impacts on those experiencing gambling
harm recommended that a tobacco style ban on gam-
bling marketing should be implemented over a three-year
period with a specific aim to protect the “next generation
of young Australians” [42]. However, the Australian Fed-
eral government has at the time of writing not decided if
it will implement these recommendations.

Including children and young people in decisions

about their health and wellbeing

Young people have a right to be involved in decisions
about their future and there is growing recognition that
public health professionals should provide opportuni-
ties and mechanisms that allow for this involvement
[51]. Public health researchers and advocates have high-
lighted that the development of policies about harmful
marketing should involve considering the suggestions
and experiences of young people [52, 53]. This aligns
with principles outlined in the Convention on the Rights
of the Child, which recognises the right of young people
to voice their opinions and highlights the importance of
considering their perspectives when adults are making
decisions that impact them [54].

In some areas of public health such as tobacco, cli-
mate change, and junk food, young people have been
actively involved in advocating for policy reform
of harmful industry practices [51, 55, 56]. Youth-
led advocacy organisations such as Bite Back 2030,
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have facilitated and empowered young people to be
involved in advocating to governments, building skills
and capacity, and setting agendas and priority areas
[57]. Research shows that young people are highly
capable of discussing public health issues and present-
ing clear and considered recommendations regarding
how governments and the public health community
should respond [51, 58, 59]. However, there are still
only limited formal opportunities for young people to
participate in the policy decisions that are made about
gambling, or to recommend how they would like to be
engaged in these decisions.

The aim of this study was to gain insights into young
Australians’ perceptions of current policy responses
to gambling advertising, whether they thought young
people should be involved in discussions and decisions
about gambling marketing regulations, and the duty of
governments to protect young people from gambling
industry marketing strategies. Three research ques-
tions were used to guide the study:

1. What do young people think about current policy
responses to gambling marketing and would they do
anything differently?

2. How do young people want to be engaged in deci-
sions made about public health responses to gam-
bling marketing?

3. What are young people’s expectations of the role of
government in influencing the decisions that are
made about the promotion of gambling to protect
children?

Methods

Approach

This research was part of a broader interpretive quali-
tative investigation into young people’s perceptions
about gambling advertising, promotion, and spon-
sorship. Most qualitative public health research is
interpretive and experiential in its approach. This is
because the aim is not to provide generalisable find-
ings using representative samples, but rather to con-
textualise and understand people’s experiences in the
contexts of their everyday lives. Braun and Clarke
([60], pg. 3) describe this as being “centred on the
exploration of participants’ subjective experiences and
sense-making”. Importantly this includes thinking
about developing inclusive practices and opportunities
so that people can share their opinions about areas of
health that may be important to them [61]. One other
study has been published from this data set looking at
the impact of celebrity and influencer endorsement of
gambling [24].

Page 4 of 14

Criteria for recruitment

Participants were required to be 12—17 years old, be resi-
dents of the Australian states of Victoria or New South
Wales (NSW), have parental consent to participate, and
be proficient in English. The specified age range (12—
17 years) was chosen based on research indicating that
this is the developmental stage when young people begin
to understand marketing strategies and discern the per-
suasive intentions [62]. This may make them particularly
vulnerable to gambling marketing, as understanding the
intent does not mean that they will be able to “resist the
persuasive influence” of the strategies and potentially
positive messages that they are exposed to [63], pg. 1479].
The states of Victoria and NSW were chosen due to their
gambling expenditure (NSW the highest expenditure in
Australia and Victoria the third highest [64]) and slightly
different gambling cultures. Purposive and convenience
sampling methods were employed, with recruitment
facilitated through parents. Various recruitment meth-
ods, including posting on social media and sharing with
sporting and community groups, were utilised to dissem-
inate advertising material. Parents of prospective par-
ticipants contacted the research team directly to express
interest. Snowball sampling was also employed as parents
shared study details with others they believed might be
interested. Parents of interested participants received a
Plain Language Statement outlining the study details, and
informed written consent was obtained before organising
focus groups.

Prior to the commencement of focus groups, young
people were informed that they could stop or pause at
any time. They were also directed to confidential help
services if they felt the need to discuss any issues aris-
ing from the interview. Information about the study was
provided verbally to participants and their verbal consent
was obtained before the focus groups commenced. They
received a $50 gift voucher as a token of appreciation for
their time.

Approval for the study was granted by the Deakin Uni-
versity Human Research Ethics Committee [2021-304].

Data collection

Focus group discussions with 2—4 participants were con-
ducted via Zoom. The number of participants in each
group was kept small, as we have found that this enables
a more robust discussion among participants because
they can feel more comfortable with less people and
have an equal opportunity and more time to respond to
questions. Focus groups also allow participants to draw
on their own experiences, while also co-creating data
by engaging with other participants and the facilitator’s
perspectives. Focus groups were audio recorded with
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participants’ and their parents’ permission and lasted up
to 90 min.

The themes for investigation in the broader study
included; social norms related to gambling for young
people; gambling advertising, marketing, and sponsor-
ship; celebrity endorsement of gambling; perceptions of
the relationship between gambling and sport; and the
responsibility of protecting young people from gam-
bling advertising. The sections of the interview guide
discussed in this paper related to young people’s percep-
tions of policies and strategies aimed at protecting young
people from gambling advertising. Topics covered in the
discussion guide included the extent to which young peo-
ple should be included in decisions about their exposure
to gambling marketing, what could be done to protect
young people from gambling marketing, views on cur-
rent restrictions and regulations of gambling marketing
on television and social media, ways of educating young
people about the risks associated with gambling, and
what they would say to the Prime Minister about the
impact of gambling marketing on young people in Aus-
tralia. Photo elicitation methods were incorporated to
prompt discussion and co-create data and knowledge
[65]. The facilitator shared images and videos during the
focus groups, such as gambling advertisements, screen
shots of celebrity and influencer endorsements, news-
paper headlines demonstrating different gambling regu-
latory approaches, a gamble responsibly message, and
experiences of gambling harm, and invited participants
to comment on the materials used. This enabled a col-
laborative effort between the researcher and participants
to discuss and theorise the meanings of the images pre-
sented [65]. Data collection continued until focus group
data provided sufficient information power to answer the
research questions [66, 67].

Data interpretation

The data was analysed using a reflexive approach to the-
matic analysis [68]. We used a ‘Big Q” approach, which
embraces researcher subjectivity and interpretivist para-
digms [69]. ‘Big Q  approaches situate knowledge as
partial and contextual, see researcher subjectivity as a
strength, and contrast positivist approaches in which
researchers aspire for objectivity and the minimisation of
bias [69], pg. 2].

To initiate this analytical process, the researchers
immersed themselves in the data by reviewing the Zoom
transcripts generated automatically during record-
ing, listening attentively to the focus group discussions,
and refining the transcripts to rectify any inaccuracies.
Detailed notes were taken throughout the familiarisation
phase to develop a nuanced understanding of the content
of the data. During this process, the researchers critically
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engaged with the data to develop a deep understanding
of young people’s responses. This involved collaborative
sessions whereby the team deliberated on interpreta-
tions, challenged any pre-existing assumptions, and scru-
tinised our own perspectives on the data. This rigorous
approach contributed to the robustness and credibility of
the research findings.

Data were managed through Microsoft Excel. Open
coding techniques were applied to generate initial codes
in line with the research questions, identifying both
recurrent patterns and unique variations in participant
responses. These initial codes were grouped into sub-
themes and overarching top-level themes were then
refined, providing a comprehensive framework across
the dataset. The analysis process occurred concurrently
with data collection. This ensured that the interview
schedule could be adapted in response to emerging ideas
and themes. Regular team meetings were conducted
to encourage discussions and reflections on the evolv-
ing interpretation of the data. During the write up of
the results the theme names and content were refined,
with themes reviewed to ensure they were distinct and
addressed the research questions. Consistent with Braun
and Clarke’s [70] approach, we did not assign numeric
information for each idea presented in the themes to
ensure that we were avoiding any “positivist creep” [71],
pg. 2] and instead provided a selection of quotes to reflect
our interpretations of the core meanings coming through
from the data. The themes that were constructed from
the data are shown in Fig. 1.

Results
Participant characteristics
Table 1 outlines the participant characteristics. The sam-
ple consisted of n=64 young people aged 12-17 years
across 22 focus groups. The focus groups were config-
ured of 2—4 participants, with most focus groups con-
taining three people (n=14, 63.6%). There were nine
focus groups of only boys (40.9%), nine mixed gender
groups (40.9%), and four groups of only girls (18.2%). This
resulted in two thirds of the sample being male (n=44,
68.8%), and over half were aged 12-13 years (n=33,
51.6%). Almost half of the focus groups were made up
of Victorian only participants (#=10; 45.5%), followed
by focus groups of both Victorian and NSW participants
(n=8; 36.4%). Over half of the participants lived in Vic-
toria (=38, 59.4%) and, based on SEIFA scores, the
majority of participants were from middle to high areas
of socio-economic advantage (n =60, 93.8%).

There were four key themes that were constructed
from the data. The themes and subthemes from the data
are represented in Fig. 1.
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Strategies to reduce the exposure and
influence of gambling marketing
Effective regulation of

content and frequency
of gambling marketing

Enforcing and improving
restrictions on social
media (e.g. age gating)

Realistic
representations of
the potential
negatives associated
with gambling

Embedding gambling
risk education in school
curriculums and
utilising lived
experiences

The role of young
people in informing
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Bringing the perspectives of young people
into decision making

Offer more authentic and
first hand knowledge of
the issues faced by young
people

Desire to be involved in
decisions about
gambling

Some doubt if politicians
would listen to young
people or if young people
were educated enough to
have a say

Shape gambling health
messaging and
education

public health and
policy decisions

Accessible ways for young people to
engage in discussions and
contribute opinions

Have direct lines of
communication with
different levels of
governments

Involvement in
research

Educating young people

about gambling through

innovative channels like
social media

Diversifying channels
for young people’s
voices to be heard and
anonymous options

about gambling
marketing.

Key messages about gambling
marketing for political leaders

Counter the positive
messages with more
accurate information
about the risks and harms
of gambling

The need to do more

and act more urgently Use their power to

influence key
stakeholders who also
have arole to play in
protecting young
people from gambling
marketing.

Ban or restrict
gambling marketing

Fig. 1 The role of young people in informing public health and policy decisions about gambling marketing

Table 1 Participant characteristics (n=64)

n %

Age

12-13 years 33 516

14-15 years 21 328

16-17 years 10 15.6
Gender

Male 44 68.8

Female 19 29.7

Non-binary 1 1.6
State of residence

Victoria 38 594

New South Wales 26 40.6
Socio-economic area

Low (score 1-3) 4 6.3

Middle (score 4-7) 17 26.6

High (score 8-10) 43 67.2

Strategies to reduce the exposure and influence

of gambling marketing

Young people highlighted the need for more effective
regulation that addresses the content and frequency
of gambling marketing because of the excessive expo-
sure and the potential negative impact this may have
on young people. There was a belief that exposure to

gambling marketing, especially during the formative
years, could shape young people’s attitudes and deci-
sions related to gambling. For example, one 14-year-old
girl stated that young people’s minds were “very vulner-
able” to the influence of marketing and she believed this
to be ‘quite dangerous” Participants pointed out that
current restrictions on gambling marketing on televi-
sion, whereby gambling marketing was permitted after
7 pm, were insufficient because many young people stay
up later than that. Young people reflected on their own
bedtimes and called the 7 pm regulations “outdated”.
Participants suggested a need to extend time restric-
tions to better align with the actual viewing habits of
young people today.

The discussion extended to the importance of age
verification mechanisms on social media, especially on
platforms like YouTube where users could input their
age, to ensure that only individuals above a certain age
receive gambling-related marketing content. Partici-
pants criticised current age restrictions and rules gov-
erning gambling marketing, noting that some young
people misrepresented their age on social media plat-
forms. Some mentioned seeing gambling marketing
content on social media despite having their age input-
ted correctly as under 18. Some participants suggested
that the most effective way to protect young people
would be to remove gambling marketing all together:
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Specific gambling ads, like on Snapchat I get gam-
bling ads. On games that you have to put your age
in, I get gambling ads like a lot. I think they should
be banned, get rid of them because they don’t have
a good impact at all. — 13 year old girl, Victoria.

Participants noted that young people are often only
exposed to the positive sides of gambling without suf-
ficient information about the downsides and risks
involved. They felt that the current marketing landscape
placed an emphasis on winning and positive outcomes,
which created a distorted view of the risks of gambling.
Young people suggested making marketing messages less
appealing and more reflective of the potential negative
consequences:

My advice is just putting the negatives in the ads
or just not having the ads at all. — 13 year old girl,
NSW.

Others suggested that governments could do more to
raise awareness of the issues by creating gambling mes-
sages that countered the positive messages. Participants
highlighted the importance of educating young people
about the financial risks and negative consequences,
emphasising that awareness of potential negative impacts
might deter excessive gambling:

Seeing like an actual image of what like effects could
actually happen to you personally. Say if you see
someone just there having a hard time and you say,
“This is after so and so has gone too far and tried
to risk it all on a bet” And saying like showing the
actual possibilities of what could actually happen.
And just, just to get in people’s head, “Oh no, that
could actually happen to me. I'll start taking bet-
ter care and more consideration in what I'm — how
much I'm gambling and all that. — 15 year old boy,
NSW.

Young people suggested embedding education about
gambling in the school curriculum “from a young age’.
They believed that early exposure to the potential nega-
tive aspects of gambling could contribute to building
a strong understanding of the risks of gambling. They
emphasised the effectiveness of using real-life stories,
including from individuals who had recovered from gam-
bling addiction. They believed that personal narratives
could make the educational content more impactful for
students:

I think like in a school they could have a speaker
come in [and] give the whole school a talk about why
they shouldn’t gamble. Because they can show them
as many videos as they want, but like if they have
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somebody who has probably felt the effects of gam-
bling right there, they will probably not gamble. — 12
year old boy, Victoria.

Bringing the perspectives of young people into decision
making

Young people expressed an interest in being involved in
decision making processes related to gambling, empha-
sising the need for their voices to be heard. Participants
highlighted that they are the ones directly influenced by
gambling advertisements, and believed that their insights
could provide a more accurate understanding of the
impact on people their age:

We are the young people that they are influencing,
and getting our opinion and our insight instead of
adults trying to guess what we know. — 14 year old
girl, Victoria.

Participants believed that involving young people in dis-
cussions and decision making would offer a more authen-
tic perspective, as opposed to adults making assumptions
about their experiences in relation to gambling. They indi-
cated a desire to contribute to decisions aimed at protect-
ing young people from the potential harms of gambling,
because they had firsthand knowledge of the issues and
challenges they faced in the current media landscape:

Teenagers watch TV, they see the ads. Like over 70%
of teenagers follow sport, play a sport. Kids play
sport. It’s very known to us and very out there. So, you
know, if they were asking us when we were watching
TV, what we were watching, when do we look at that?
When do we look at this? Stuff like that. If they were
involving us, trying to protect us, it would be better.
But they don’t care. Like it’s, it comes down to the
care, I don’t think they care. — 15 year old girl, NSW.
It’s affecting us more than it’s affecting, you know, you.
1It’s changing our lives, not for the better. It’s important
that we have a say. — 13 year old girl, Victoria.

Young people also felt that they should have a voice in
shaping gambling messaging and education. They com-
mented on the power of peer influence and relatability,
suggesting that young people should be involved in con-
veying messages about the dangers of gambling to their
peers. This approach was seen as more impactful than
relying solely on older people to deliver the message. Par-
ticipants believed that young people’s perspectives were
crucial in designing educational content, as they can offer
unique insights and connect more effectively with their
peers. Incorporating young voices into anti-gambling
marketing was suggested:
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If I saw on TV [someone] telling me not to gamble
and they were like an older person, maybe middle
aged or older, man or woman, versus a person my
age telling me not to gamble and why, I would most
likely pay more attention to the one with my age tell-
ing me. — 15 year old girl, NSW.

However, some young people expressed doubt about
including very young people in these decisions. They
considered that some children were too young (under
10 years old), and they might not comprehend the com-
plexities of gambling-related decisions. Some believed
that young people were already sufficiently engaged
in decision making around gambling marketing. They
considered that voting in political elections, which is
required from age 18 in Australia, is an appropriate way
and age for people to contribute to policy decisions.
Other young people believed that decision makers would
not consider young people’s opinions or take them seri-
ously due to their age:

I still think people probably won't listen to them
because they’re younger generations. — 13 year old
boy, NSW.

Accessible ways for young people to engage in discussions
and contribute opinions

Participants suggested mechanisms to engage young
people in decisions made about gambling marketing.
Some suggested direct lines of communication with gov-
ernments as a way of expressing concerns and propos-
ing solutions. For example, a 14 year old boy proposed
assemblies within schools involving parliamentarians. He
envisioned a scenario where representatives from each
class would attend meetings with key decision makers,
providing a platform for sharing students’ opinions on
various matters, including gambling marketing. Another
participant discussed the idea of integrating younger
people into government teams and boards. This was seen
as a way to making decision-making bodies more reflec-
tive of diverse age ranges, employing younger people who
could bring fresh perspectives of younger people who
were navigating modern society:

If they get younger people on like government teams.
‘Cause generally 1 find its older people that are on -
it’s definitely generally older people. So I think that
the people that are working with the government
should be able to hire 30 year olds, and younger than
30 year olds. They need to be able to do that to, so
that younger people can share their experiences and
to help. Because they generally have, they've grown
up in the current world so they can understand it
easier than older. — 15 year old boy, NSW.
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Participants appreciated being asked their opinions
in the current study and stressed that research aimed at
understanding the younger generation’s perceptions of
gambling could contribute effectively to policy decisions.
They claimed that focusing solely on adults might over-
look valuable insights and innovative ideas. Young people
also discussed the importance of diversifying channels
for young people’s voices to be heard and considered.
They suggested that creating different avenues for young
people to voice their opinions anonymously could pro-
vide valuable information from those who otherwise
might be less comfortable talking directly with decision
makers:

We could probably involve young people more just
by like putting a way out there for them to voice their
opinions even if it’s like anonymous, an option to be
anonymous. And just a way that young people can
voice their opinions and that those opinions can
have an impact. — 13 year old boy, NSW.

Participants believed that, given the right knowledge
and information, young people could contribute mean-
ingfully to decisions regarding gambling-related issues.
Young people considered that one way to do this was to
utilise social media, particularly platforms like TikTok,
to engage their peers on the issue of gambling. They
believed that such social media platforms could effec-
tively communicate messages about the dangers and
potential consequences of gambling, especially given
their popularity among young people. Participants sug-
gested creating impactful videos that highlighted per-
sonal stories, losses, and recovery journeys to resonate
with audiences:

I reckon advertising or showing videos of people
losing money, or showing how they recovered. Or
showing people who were addicted to gambling and
how they stopped, showing like their recovery story
or showing how much money they lost would help
a lot. Younger audiences could go “Yes, I could win
$10,000 but I'm going to probably lose more. — 12
year old boy, Victoria.

Key messages about gambling marketing for political
leaders

When participants were asked what they would say to
the Prime Minister about gambling marketing and young
people, participants articulated clear and concise mes-
sages about the need to “do more” They questioned the
lack of decisions about gambling from the Prime Min-
ister and his government, and the negative impact that
this lack of action may have on future generations. There
was a level of frustration from some participants that the
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government was not acting quickly enough to address
gambling marketing, and that its complacency about
gambling marketing and unwillingness to take decisive
action were negatively impacting Australian society:

Do something about it before it gets worse. — 16 year
old boy, Victoria.

Be more serious about it [gambling marketing], 1
guess, he’s kind of just letting it slide. — 16 year old
boy, NSW.

He’s supposed to be responsible for having a good
country but we're making a bad country because of
gambling. — 12 year old boy, NSW.

Some participants stated they would like to ask the
Prime Minister to ban or restrict gambling market-
ing. They wanted the Prime Minister to know that posi-
tive gambling messages were contributing to the overall
harm that was occurring in communities, normalising
gambling, and encouraging adults and young people to
want to gamble. One participant wanted to convey to the
Prime Minister that it was not a surprise that people were
gambling so much when all the messages were positive:

There’s so many ads saying yes. Why are you sur-
prised that there’s so many people [gambling] and
now you've come into this mess, where a lot of people
are [gambling], because there’s nothing saying no. It's
like saying yes, yes, yes it's just peer pressure all the
time. — 14 year old boy, NSW.

To counter these positive messages, participants
wanted to tell the Prime Minister to ensure that there
were more genuine representations of the risks associ-
ated with gambling, the gambling industry, and gambling
promotions. However, there were also a few participants
who thought that the Prime Minister needed his own
education on gambling so that he was more aware of the
real-life impact that gambling was having on communi-
ties. Some young people felt that the Prime Minister was
disconnected from the reality of everyday life and the
impact that gambling was having:

I would like [the Prime Minister] to know that we
want the more negative impacts shown instead of
just [the positive]. .... We don’t want it [harm pre-
vention messages] washed over, we want it actually
done in a meaningful way, so it has an impact. — 13
year old boy, NSW.

Maybe like just encourage [the Prime Minister] to
actually go and see all the aspects of gambling for
himself. Coz like people can tell him lots of things,
but if you never see that, like, he won’t really under-
stand that. So, like, I would just encourage [the
Prime Minister] to get out there more and kind of get
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to know, like more about gambling in our commu-
nity. Because I feel like he’s always like in Parliament
and never really gets out and never really sees what
it looks like outside of that. — 16 year old girl, NSW.

They also discussed a range of mechanisms that the
Prime Minister could use to change attitudes towards
gambling. For example, participants suggested that he
could influence sporting organisations and social media
providers to ensure that young people were not exposed
to advertising:

[The Prime Minister] needs to put more pressure on
social media and media networks and stuff to make
sure that children aren’t exposed to gambling ads,
and ads for things that can harm them. — 16 year
old girl, Victoria.

Finally, young people stressed the importance of
the Prime Minister having a duty to care for the health
and wellbeing of Australians and prioritise people over
profits:

The wellbeing of the population is more important
than the revenue that comes in from these sorts of
businesses. — 15 year old boy, NSW.

Discussion

There is limited research that aims to understand
whether young people are confident that governments
and policy makers are responding adequately to the
marketing tactics of the gambling industry, and whether
young people are being engaged in discussions about
the public health responses and policy decisions that are
made about gambling marketing and are aware of the
government actors that could have a powerful influence
in creating policy change. Therefore, this study aimed to
gain insights from young Australians about their percep-
tions of current policy responses to gambling advertis-
ing, whether they thought that young people should be
involved in discussions and decisions about gambling
marketing regulations, and the duty of governments to
protect young people from gambling industry marketing
strategies. There are three areas for discussion that relate
to the research questions. A summary of the key recom-
mendations is presented in Fig. 2.

Findings from this research suggests that young peo-
ple—like many other public health and related stake-
holders [42, 72]—are not confident that the decisions
being made by policy makers about gambling market-
ing are effectively protecting children. Their discussions
about current policies and regulations relating to gam-
bling marketing revealed a range of perceived limita-
tions. While current regulations restrict the timing and
placement of gambling marketing messages [50], young
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Recommendations

The role of young people in informing public health and
policy decisions about gambling marketing

Implement tighter regulation

Young people advocate for stricter regulations on gambling marketing, including a
complete ban on gambling marketing. Existing marketing restrictions are inadequate
due to the changing media consumption habits of young people and the
ineffectiveness of age gating practices in protecting them from gambling marketing
on social media platforms.

Reform education initiatives

Young people support the inclusion of gambling education in schools starting at an
early age. These educational initiatives should be evidence-based and conducted
independently of the gambling industry and those with vested interests. Programs
aimed at young people should involve young people and highlight the risks associated
with the gambling industry and its products, rather than emphasising personal
responsibility.

Consult and involve young people in
decision making

Young people want more opportunities to share their opinions and experiences about
gambling marketing. Decision-making should shift from adult-centric approaches to
directly consulting and involving young people about responses to gambling. Young
people are highly capable and their voices are essential in decision making processes

Develop mechanisms to meaningfully
engage young people

For young people to be effectively involved in addressing gambling marketing,
structural barriers must be addressed. Mechanisms are needed that allow for
meaningful participation in decision making and young people want direct
communication channels established with those in power. Engagement approaches

P
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B
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that impact their lives, yet opportunities for their involvement remain limited. ./

\

should be innovative and tailored to their preferences and experiences. o
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Fig. 2 Recommendations for engaging young people in public health responses to gambling marketing

people expressed concerns about the pervasive nature
of gambling marketing across various media platforms,
including social media. They viewed current regula-
tions as outdated and insufficient, particularly given the
evolving media consumption habits of young people,
mainly via social media platforms, which is consistent
with the findings of other studies [21, 73]. Young people
were particularly concerned about the lack of regula-
tions associated with social media platforms, with cur-
rent policies (such as age gating) considered inadequate
to prevent the exposure of young people to gambling
marketing. Research from other areas of public health
has also found age restriction controls to be ineffec-
tive in preventing children from accessing harmful
industry content (such as alcohol marketing) on social
media [74]. There is no reason to believe that gambling
marketing messages would be any different. The pre-
sent study adds to the growing body of evidence that
young people support tighter regulation of gambling

marketing, including outright banning of gambling
marketing messages [75].

Participants in this study emphasised the impor-
tance of raising awareness about the risks of gambling
for young people. They discussed the need to counter-
frame gambling marketing strategies, and suggested
this could be done with campaigns that featured young
people encouraging other young people not to gamble.
These suggestions are very different from current educa-
tion initiatives targeting young people (often funded by
the gambling industry and legitimised by governments)
that focus on personal responsibility paradigms of gam-
bling harm minimisation [19]. In addition, young people
proposed initiatives to enhance education and awareness
about gambling-related harms, advocating for the inclu-
sion of gambling education in schools from a young age.
While education programs are an important part of a
comprehensive public health approach to gambling harm
prevention, they must be evidence based and delivered
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independently from the gambling industry and those
with vested interests in the industry. Researchers have
shown the significant issues that can arise when the gam-
bling industry, or organisations funded by the gambling
industry, are involved in developing and delivering youth
education programs [19, 76].

Young people felt that they had important contribu-
tions to make, based on their own experiences and opin-
ions, about the decisions that are made about gambling
marketing. They stressed the importance of moving away
from adult-centric approaches, to directly engage young
people in discussions about gambling. Like other areas of
public health concern, such as the climate crisis, young
people have significant awareness of the strategies harm-
ful industries are using to promote their products, and
ideas about how to protect young people from the harms
they may cause. Young people recognised that current
policies and regulations are based around adult assump-
tions and entail approaches that limit young people from
‘having a say. We would argue that this also extends to
public health research which often collects data from
young people about what they see in gambling marketing,
but has rarely consulted them about what should be done.
The young people in this study argued that they should
be consulted and involved in decision making. This was
because their demographic group is being directly influ-
enced by gambling marketing, and because decisions
being made by governments about gambling marketing
are likely to have intergenerational consequences.

According to the principles outlined in international
frameworks such as the Convention on the Rights of the
Child (CRC), the voices of young people are essential in
decision making processes that impact their lives [54].
Despite this recognition and many governments includ-
ing Australia being a signatory to the CRC, opportuni-
ties for young people to participate in decisions related to
gambling remain limited. This highlights a significant gap
in current public health and policy practices.

Overcoming structural barriers to meaningful engage-
ment is essential to realise the full potential of youth
involvement in shaping policies and programs related to
gambling and other public health issues related to the
commercial determinants of health [51]. Young people
highlighted the importance of direct communication
channels, diverse representation (including in govern-
ment departments), and innovative approaches tailored
to their preferences and experiences. This includes
mechanisms to bridge the gap between young people
and people in positions of influence and power. Youth-
led advocacy organisations Bite Back 2030 (address-
ing food systems) and the Campaign for Tobacco Free
Kids (tobacco control) [77, 78] are focused on providing
opportunities for young people to advocate for policy
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change. They have done this through enabling young
people to share their experiences and solutions directly
with decision makers. For example, in 2024 young people
were invited to share their insights and experiences with
the UK House of Lords Food, Diet and Obesity Commit-
tee [79]. The US Campaign for Tobacco Free Kids has a
Youth Ambassador program that provides “comprehen-
sive advocacy training, mentorship and opportunities...
and helps youth foster strong relationships with peers,
their community and their legislators” [80]. While there
are some effective initiatives that enable young people to
meet with politicians to discuss policy issues impacting
them, researchers have criticised the lack of meaningful
involvement of young people in formal decision-making
processes [51, 58, 81]. Consistent with a public health
approach, it is important that any strategies or initiatives
that are developed are free from industry funding and
involvement. By incorporating mechanisms to engage
young people, policymakers can ensure that policies and
interventions are more reflective of the needs, experi-
ences, and perspectives of young people. This is impor-
tant in empowering young people and creating a culture
whereby young people’s perspectives about gambling are
valued and integrated into decision making. Ultimately,
this will enhance the effectiveness of initiatives that seek
to addressing the risks associated with young people’s
exposure to gambling marketing.

Limitations

Participants in this study were young people from Aus-
tralia’s two most populous states — NSW and Victoria.
Different geographical areas may have different cultures
associated with gambling products which may influence
young people’s gambling attitudes. For example, unlike
other states and territories, the state of Western Australia
does not have gaming machines in the community. There
were more boys than girls in the sample. This may sug-
gest that parents see gambling as an issue that impacts
males more than females. Given latest research that
shows that young women are increasingly targeted by the
gambling industry, researchers should make particular
efforts to ensure that girls are invited into studies about
the gambling and gambling marketing. This paper did
not look to explore social factors that might be influenc-
ing young people’s attitudes towards gambling market-
ing and responses, such as parental gambling attitudes or
behaviours.

Conclusions

Findings from this study demonstrate that young peo-
ple are aware of gambling marketing and have creative
ideas about what should be done by governments and
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policy makers to minimise the negative impact of gam-
bling marketing on children and young people. Creat-
ing formal structures that facilitate the inclusion of
young people’s perspectives in decisions made about
gambling will result in more innovative and effective
strategies to prevent the harms associated with the
gambling industry, and their products, and promotions.
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