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Abstract
The aim of the dissertation is to identify and evaluate marketing methods used by online sports betting companies. The researcher identified and evaluated academic literature, and looked at gaps or areas of research that the study could have further investigated.

An online survey was created and distributed to individuals who participate in online sports betting. This was distributed via WhatsApp groups and on social media. There were 83 participants in the study.

The objectives were supported by much of the literature outlined in chapter two, and research identified further areas of study.
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[bookmark: _Toc42519627]Chapter one - Introduction 
The purpose of this dissertation is to identify and evaluate marketing methods used by online sports betting companies. This chapter provides the background and rationale of the study, it will analyse who the online sports betting companies are targeting with their marketing (target market), investigate the online sports betting marketing strategies and critically analyse whether these marketing methods used by online sports betting companies are responsible and ethical.
[bookmark: _Toc42519628]1.1 Rationale 
The researcher decided to conduct research into identifying and evaluating marketing methods used by online sports betting companies. The researcher never had any interest in online sports betting until a year ago, when a sign-up offer resulted in him signing up to every betting provider and being unable to go a day without gambling. After overcoming a gambling problem, the researcher wants to better understand the marketing methods used to lure and encourage people to bet. Marketing is the researcher’s degree pathway, and understanding how a successful industry markets their product successfully, can expand the researcher’s knowledge and benefit him in his future endeavours in marketing.
A massive £1.56 billion was spent on marketing in 2018 in the gambling industry. As a result, the total gross revenue reached £14.3 billion from 2018- 2019 (Gambling Commission, 2020). The gambling industry uses highly successful marketing strategies to target their target market. Their marketing success can be measured by a year on year earnings increase.  
Sections of the topic has been researched previously and will assist the researcher with his own research. The following research looks at the target market of online sports betting companies and the marketing strategies used. A critical analysis will also be carried out to determine whether or not these marketing methods are responsible and ethical. 
[bookmark: _Toc42519629]1.2 Background
 
Information about online sports betting companies target market has been looked into by research before. Target marketing refers to the group of potential customers the company wants to sell their product or service to (McDonald & Bass, 2003). A recent study conducted stated that young men were the key target market for gambling companies. Young men’s gambling identities were shaped by the gambling companies marketing strategies (Deans et al,2017, p 5-14). 

Dr Robert Lefever (2018) who set up the first rehabilitation clinic for compulsive gamblers in the UK stated in a recent interview that men are seven and a half times more likely to become problem gamblers when compared to women. He believes there are three aspects that cause addiction, the first having an addictive behaviour which he believes is genetic. The second being sociological environments, and the third being the way in which gambling and sport are marketed. Problem gambling characteristics are young men, between the ages of 20-36 (Gambling commission UK, 2020). Through online sports betting operators conducting research, one can see that their target market is in fact those who are most prone to problem gambling (Gonzalez, Guerrero-Solé & Griffiths, 2018 ,pp.238-247.).

The second theme being examined is online sports betting companies marketing strategies. A marketing strategy refers to the businesses plan to reach its prospective customers and turn them into customers. Marketing strategies contain the companies key brand messages, data relating to the customers demographics and behaviours and value propositions (Varadarajan, 2018).

The gambling industry recorded a £14.3 billion total gross gambling yield from 2018 to 2019 in Great Britain (Gambling Comission, 2020). Online sports betting is an ever-growing market. A massive £1.56 billion was spent on marketing in 2018. Gambling adverts account for 8% of the total UK advertising market. A study conducted by the Victoria Derbyshire Programme on BBC 2 found that 95% of breaks during live football games have at least one gambling advert (Reed, 2017). Furthermore, a study done by a gambling charity called “Gamble Aware” found betting companies have increased their marketing spend by 56% since 2014, with five times more spent online than on traditional TV commercials (Gamble Aware, 2020). 

These stats show how the gambling industry has grown, and this growth is down to increased marketing and advertising spend by the gambling industry. Gambling companies have found a gap in the market and have seen the rise of online sports betting making up the majority of its revenue. Marketing strategies used by online sports betting companies are highly successful, and this is evident by the constant increase in revenue year on year.

In the third theme, an analysis into whether marketing methods used by online sports betting companies are responsible and ethical. For a business to be considered an ethical business, it looks at any negative impact it would have on society or the environment around them (Goel & Ramanathan, 2014). Ethical businesses generate both financial benefits as well as mission related benefits. The businesses goal is to achieve profits as well as fulfil a purpose (Westaway, 2017).     

If the statement above defines what it means for business to be considered ethical, then the gambling industry is doing the complete opposite(Griffiths,2015,p.15-25) Although the gambling industry has a set of rules and regulations they have to adhere to when marketing and advertising, these rules are not always adhered to. An example was when a betting company advertised with the title being “Bet to forget”. This sort of message could be considered a trigger for gamblers, which puts into question whether or not they are indeed adhering to their rules and regulations (Blinde, 2007). Adverts and marketing is everywhere one looks and is impossible to miss (Deans et al, 2017, p 5-14).  Although gambling companies cannot target those under the age of 18, under 18’s are still being exposed as they are still seeing betting and gambling being marketed on TV, at sports games, on social media, on billboards, on online pop ups, in newspapers and through many other forms of marketing. One cannot miss it, and with the gambling industry making 8% of the UK total advertising market, individuals are constantly exposed (Korn, Hurson & Reynolds, 2004).

In an annual report in 2017, the national gambling helpline stated that there was an increase in calls from the previous year by 2% (Gamcare, 2020). However, many gambling companies suggest that they are assisting problem gambling by contributing to major TV advertising campaigns to promote responsible gambling, and insuring advertising contains responsible gambling messages (Association of British Bookmakers, 2015). Many would argue that the marketing methods used by online sports betting companies are not responsible and ethical, and in fact could be considered the cause of the problem (BBC, 2019).

[bookmark: _Toc42519630]1.3 The aim and objectives

The aim of the dissertation is to identify and evaluate marketing methods used by online sports betting companies.
 
To achieve this aim, the research focuses on the following objectives.
1. To analyse who the online sports betting companies are targeting with their marketing (target market).                      
2. To investigate the online sports betting companies marketing strategies.
3. To critically analyse whether these marketing methods used by online sports betting companies are responsible and ethical.
[bookmark: _Toc42519631]1.4 Structure
To achieve the objectives of the study, chapter two will consist of a literature review that will look at academic literature that is already available on the topic. 
Chapter three is the methodology, which will look at the most suitable methods to collect the primary data.
Chapter four will analyse the primary data collected from the online surveys, and analyse the data in a way that is easy to understand using graphs and word diagrams.
Chapter five will look at whether the research achieved its objectives. A discussion on the main findings will be presented, as well as the limitations the researcher incurred during the dissertation. Recommendations and details for further research will be discussed.
[bookmark: _Toc42519632]1.5 Conclusion 

This chapter has outlined the aims and objectives of the dissertation. The background and rationale require further investigation to gain a deeper understanding. 
Chapter two will critically analyse previous academic literature, and will assess three themes, namely: target marketing, marketing strategies and ethics. 

















[bookmark: _Toc42519633]Chapter Two – Literature Review

[bookmark: _Toc42519634]2.1 Chapter Overview

This chapter will use a variety of sources that include textbooks, articles and journals to gain a further upstanding on marketing techniques, concepts and theories used within the gambling industry. The literature review will be broken up into three themes, the first being the target market, the second being marketing strategies and the third being ethics.  The chapter will provide definitions and academic literature that will assist the researcher in achieving the objectives of the dissertation.
	
[bookmark: _Toc42519635]2.2 Major Concepts

This section will provide the definitions and key concepts that will be related to in this dissertation.

[bookmark: _Toc42519636]2.3 The STP model

The following strategy is used in modern marketing. The segmentation, targeting and positioning model (STP model) assists marketeers in creating a marketing communication plan which would help prioritise propositions, and develop and deliver personalised and relevant messages in order to engage with different audiences (Smith,1956, P3-8).
[image: ]
Figure 2.1: STP Model (Smith,1956, P3-8).



[bookmark: _Toc42519637]2.3.1 Market Segmentation 

The segment divides the target market into smaller more defined categories. These categories segment customers and audiences into groups that share similar characteristics such as interests, demographics or needs. By conducting this analysis organisations are able to create stronger marketing messages, identify niche opportunities, attract quality leads and design hyper-targeted ads, just to mention a few (Halon, 2020).
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Figure 2.2: Types of Market Segmentation (Wind & Bell, D, 2008, (pp. 260-282)

There are four types of segmentation as seen in figure 2.2. The demographic market segmentation looks at factors such as age, income, gender, ethnicity, education, family situation and location. It shows statistical data about a group. The next being psychographic market segmentation which assesses personality traits, attitudes, interests, values, priorities, motivations, subconscious and conscious beliefs, phycological influences and lifestyles. Psychographic factors are more subjective and does not focus on data, yet it requires research to uncover and understand (Lynn, 2011). The next type of segmentation is behavioural which examines user status, brand interactions and spending habits. This type of segmentation requires organisations to know and understand its customers actions. The last is geographic segmentation which looks at radius around a location, whether it is urban or rural, country or city and even zip code (Tynan & Jennifer, 1987).

[bookmark: _Toc42519638]2.3.2 Target Market 
[bookmark: OLE_LINK1][bookmark: OLE_LINK2]
Target marketing refers to the group of potential customers the company wants to sell their product or service to. Consumers who make up a target market share similar traits. Identifying the target market is an essential step when drafting up a marketing plan, and will ensure that organisations focus their marketing efforts on the correct group of customers (Ward, 2020). 

[bookmark: _Toc42519639]2.3.3 Market positioning 

Market positioning refers to “the processes of establishing the image or brand identity in order for customers to perceive it in a particular way” (Hatch, 2018). Companies must ensure they position themselves with the right values, branding, messaging and experience. 

[bookmark: _Toc42519640]2.3.4 Marketing mix

McCarthy (1960) best explains the marketing mix as the 4P’s.  The 4P’s look at product, place, price and promotion. McCarthy’s model works well with physical products and manufacturing, but with the increase in service-based businesses, the model lacks. As online sports betting providers offer customers a service, this model will not be explained further, as it is more relevant to a product-based industry, yet it is important that it is mentioned.

[image: Product Price Place Promotion-The 4 P's of Marketing | Pro LifeStyler]









Figure 2.3 McCarthy (1960) 4P’s marketing mix

[bookmark: _Toc42519641]2.5 Marketing 

Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably (Chartered Institute of Marketing, 2020). 

[bookmark: _Toc42519642]2.6 Marketing communication mix

The marketing communication mix refers to a variety of tools that organisations can adopt to persuade, inform and remind customers about the product or service they are selling (Kolter, 2012). The marketing communication mix includes 8 tools: advertising, sales promotion, events and experiences, public relations and publicity, direct marketing, interactive marketing and word of mouth marketing. 
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Figure 2.3 Marketing communications mix

[bookmark: _Toc42519643]2.6.1 Advertising

Advertising is used by organisations to inform customers about their goods or services they are providing. This is done via radio, television, print media and online websites just to mention a few. This is an indirect paid method used by organisations to reach a broad target audience (Todorova, 2015).

[bookmark: _Toc42519644]2.6.2 Sales promotion

Sales promotions are short term incentives to encourage a customer to purchase the product or service. Incentives are a common practise in the online sports betting industry to get customers to place a bet. This promotion assists organisations in retaining existing customers, and provides additional incentives for new potential customers. An example of these promotions with regard to online sports betting are, bet and get, sign up bonus, money back and free bets.

[bookmark: _Toc42519645]2.6.3 Events and experiences 

Organisations try reinforcing their brand in customers minds, and try to create a long-term association with them through sponsorship opportunities in either sports, through community events or entertainment.  Many betting companies sponsor professional football teams and large sporting events to create a link for fans between the club or sporting event, and the betting operator (Kolter, 2012).

[bookmark: _Toc42519646]2.6.4 Public relations and publicity 

Organisations use social media to show customers the good work they do through cooperate social responsibility (CSR) which intern creates a positive brand image. The gambling industry makes charitable donations, including to those who help problem gamblers. By doing this betting companies are trying to preserve a positive brand image (Pratten & Walton, 2008)

[bookmark: _Toc42519647]2.6.5 Direct marketing 

With the use of email and mobile phones, organisations are able to communicate directly with potential and existing customers and target them directly. Online sports betting companies use this to send promotional emails and texts to customers, which encourage them to place a bet.

[bookmark: _Toc42519648]2.6.6 Interactive marketing 

Interactive marketing allows customers to interact with organisations online and get queries resolved. This tool has become one of the most popular ways in the marketing communication mix ensuring complete customer satisfaction. Many online sports betting companies make use of chatbots which deals with customers queries and ensures customer satisfaction through quick and convenient service, this is just one example of interactive marketing used(Malthouse, Hofacker,2010 ,pp.181-184).

[bookmark: _Toc42519649]2.6.7 Word of mouth marketing 

Customers share their experiences with friends and peers about the good or bad service they received. It is vital that customers portray a positive image of the brand as it is the message they will be conveying to others. A negative experience could steer away potential customers. Online sports betting is a competitive industry and a bad experience from a customer could result in gamblers signing up with the competition instead (Kolter, 2012).

[bookmark: _Toc42519650]2.6.8 Personal selling 

This is the traditional way in which organisations sell their product or service. It is considered the “salesman” approach as it requires organisations to contact potential or existing customers and inform them on the goods or service they are providing. This can be done face-to-face, by email or text. An example of online betting companies using this method, by sending either emails, texts or making phone calls to offer customers promotional offers and free bets to encourage them to place bets (Keller, 2001).

[bookmark: _Toc42519651]2.7 Incentivised marketing concepts

This marketing strategy encourages customers to do what the company requires of them to do, by offering them an incentive in exchange for achieving an objective. An example in relation to sports betting would be a bet and get example. If the customer wagers five pound they will receive five pounds free. This form of marketing ensures customers will stay loyal to company’s brand. In order for this marketing method to be successful, the company must understand their target markets behaviours. In order for these sorts of promotions to be successful, timing is of the utmost importance. This is done by studying the target markets purchasing and sales behaviour during the year (Foreman & Money, 1995).

[bookmark: _Toc42519652]2.8 Endorsement marketing 

Endorsement marketing is leveraging the trust between an influencer and their audience to a brand, product or service (Lawrence, 2013). Organisations use this to channel their marketing through a source that is already trusted. There are a number of advantages when it comes to endorsement marketing. The first being the fact that customers are six times more engaged with a product if athletes endorse a business, and this is due to the reputation of the athlete. Ensuring that organisations select the perfect athlete can have a positive effect when it comes to reaching their audience. Endorsement marketing turns social media users into brand ambassadors, this is down to users sharing posts and creating brand awareness between their users (Schouten, Janssen & Verspaget, 2020). In sports betting, Paddy Power uses Tottenham Hotspurs boss Jose Mourinho to market their brand. This example relates to how betting companies use popular sports figures to endorse online sports betting through endorsement marketing. 





[bookmark: _Toc42519653]2.8 Marketing ethics 

Ethical marketing focuses on a philosophy that emphases fairness, honesty and responsibility (Schlegelmilch & Öberseder, 2010, pp,1-19). There are guidelines to ensure companies are adhering to these principles: 

· Endorsements should be clear and transparent.
· Privacy of the customer must be maintained constantly.
· Marketeers must ensure that they are adhering to the regulations and standards enforced by an authority or government.
· A clear division must be made between advertising and sensationalism. 
· Marketing communications must have a standard of truth.

[bookmark: _Toc42519654]2.8.1 Ethical values
Marketeers are expected to uphold the six ethical values, these values were constructed by the American Marketing Association (2020):

1. Honesty – Be upfront when communicating and offer value and integrity.

2. Responsibility – Ensure all customers’ needs are served and accept the consequences of marketing practices.

3. Fairness – Ensure buyers needs and sellers’ interests are fair, and insure there is no manipulation while protecting the customers information.

4. Respect – The ability to acknowledge the fundamental human dignity of all who are involved, through communication, and to understand that the needs and appropriate contributions of all people need to be met.

5. Transparency – Communication within the marketing practice must be open and honest, this is created through action, disclosure, constructive criticism and communication.

6. Citizenship –Ensure to protect the environment and give back to the community, as well as guarantee all legal, economic, philanthropic and social responsibilities are upheld to all stakeholders. 

[bookmark: _Toc42519655]2.9 Conclusion 

The literature review chapter has provided the definitions, models and theories that are essential to the study. It has identified key themes within the dissertation which are target market, marketing strategies and ethics. 











[bookmark: _Toc42519656]Chapter Three – Methodology

[bookmark: _Toc42519657]3.1 Chapter overview

The chapter will provide definitions on what research is and why it is an essential process, as well as reinforce how the researcher will structure their research by using the Sanders, Lewis and Thorn research onion. The research onion will break down the research methodology and lay out a step-by-step guide. This will be done by using definitions and academic resources to substantiate why the researcher has chosen a particular structure. To meet objectives the researcher will conduct primary research utilising online surveys.

[bookmark: _Toc42519658]3.2 Research definitions 

Research can be defined as a systematic process of investigation and inquiry in order to increase one’s knowledge (Collis & Hussey, 2014, P.2).

[bookmark: _Toc35900093][bookmark: _Toc42519659]3.3 Methodology

Kothari (2006) defines research as the “pursuit of the truth with the help of study, observation, comparison and experiment; the search for knowledge through objective and systematic method of finding solutions to a problem”. Certain research methods are enforced and strategies, processes or techniques must be utilized in the collection of data or evidence for analysis in order to discover new information, or to create a better understanding of the topic.

In order to provide one with a route to conducting suitable research, the “Research Onion” was developed by Saunders et al (2007) which illustrates the stages involved in the development of research. Sanders et al (2012) stated that while using the research onion one has to make their way from the outer layer in. The research onion involves various stages which looks at the philosophy, approach, strategies, choices and time horizons. The following image depicts the research onion and the chosen direction in which one’s research will be conducted.
[image: Research onion]

Figure 3.1: Saunders Research Onion (Sanders, Lewis & Thorn,2009)
[bookmark: _Toc35900094]
[bookmark: _Toc42519660]3.3.1 Philosophy

Philosophy is the outer layer of the research onion; this can be seen in figure 3.1 above.
Philosophy refers to the set of beliefs concerning the nature of the reality being investigated (Bryman, 2012).  The philosophy simply provides justification for the research methodology. This will allow the exploration of various perspectives held to be compared and analysed. The study will be based on a critical realism approach. The approach is suitable to one’s research as it looks at attitudes, perceptions and beliefs. 

[bookmark: _Toc35900095][bookmark: _Toc42519661]3.3.2 Research Approach

There are two research approaches namely inductive and deductive. Deductive reasoning works from the more general to the more specific. This is also known as the “top down” approach. The conclusion can be logically followed from the premises (Burney & Saleem, 2008). Quantitative research is associated with deductive research.  
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			       Figure 2: Inductive & deductive approach

Inductive reasoning works the other way, moving from specific observations to broader generalizations and theories. This is also known as the “bottom down” approach. The conclusion is likely based on the premises. Qualitative research is generally associated with inductive research. The researcher will be using the inductive research approach in this dissertation as it is the approach that allows collection, analysis and findings to be drawn from the results.

[bookmark: _Toc35900096][bookmark: _Toc42519662]3.3.3 Research method and strategy 

There are two approaches to collecting and analysing data. One could either use qualitative research which focuses on exploring ideas and formulating a theory or hypothesis. It is analysed by interpreting, summarizing and categorizing data. The following research project will make use of a quantitative research approach. Quantitative research focuses on testing theories and hypothesis. It is analysed through maths and statistical analysis, and can be expressed by using graphs or tables. Quantitative research requires many respondents, and this was done through distributing surveys (Arghode, 2012). These surveys where online surveys due to the current Coronavirus pandemic.

[bookmark: _Toc35900097][bookmark: _Toc42519663]3.3.4 Sample

The sampling method used is a convenience sample. Convenience sampling is a non-probability sampling technique where subjects are selected because of their convenient accessibility and proximity to the researcher (Crossman, 2019). The first available primary data sources will be used for the research without additional requirements. An advantage to using this method is that data collection can be facilitated in a short amount of time. A disadvantage to convivence sampling is that it could be highly vulnerable to selection bias, and influences beyond the researchers control (Saunders, Lewis & Thornhill, 2012) The population of interest will be gamblers or participants that place bets.

[bookmark: _Toc42519664]3.3.5 Time horizon 

The time horizon within the research onion specifies the time it can take to conduct research and data collection. The most appropriate time horizon would be most beneficial as this is a short-term study.

[bookmark: _Toc35900098][bookmark: _Toc42519665]3.4 Data Collection 
Using multiple data collection methods would enable the researcher to gather a wider understand according to Saunders et al (2016). During level five, students have been advised to either make use interviews or surveys to collect data. Interviews are beneficial when the topic being reviewed relates to issues that require complex questioning and considerable probing (Klenke, 2008). The dissertation will make use of surveys. Survey data is defined as subsequent data that is collected from a sample of participants who took part in the survey (Bhat, 2020). By distributing online surveys the results are collected in real time which enables the researcher to analyse and decide on corrective measures. Surveys allow the researcher to ask either open or closed questions.
[bookmark: _Toc42519666]3.4.1 Survey design

The online survey consists of twelve closed questions and three open ended questions.  The longer the survey, the less likely people will complete it. Therefore, the survey distributed for the dissertation is short, clear and to the point. Any unnecessary questions and items were omitted through conducting a pilot study before distribution of the survey. The language used in the survey is appropriate vocabulary to those who place online sports bets. There is no technical jargon that may make questions difficult to understand (Collis & Hussey, 2013).

[bookmark: _Toc35900099][bookmark: _Toc42519667]3.5 Data analysis

Data analysis is the process of systematically applying logical and statistical techniques to describe and illustrate, condense and recap, and evaluate data. The quantitative data will be collected from online surveys. Microsoft Excel was to used to analyse the data. Pivot tables enabled the researcher to sort through the data and present it in a way that is easy to understand. Adobe Illustrator was used as a visual representation of open-ended answers.

[bookmark: _Toc42519668]3.5.1 Pilot study

A pre-pilot study was conducted to ensure that the questions and the layout of the survey was suitable. The process of re-piloting with multiple individuals occurred until the survey was deemed acceptable for respondents. Once the pre-pilot study was conducted, the researcher progressed to the next stage to test the survey and to ensure that the data collected from the surveys were valid and reliable (Williams, 2003).









[bookmark: _Toc42519669]3.5.2 Survey and literature review matrix  
	Questions in Survey
	Purpose

	Q1 What do you identify as?
Q2 What is your age range?
	· Question 1 and 2 was all about demographics which will help gather relevant information on participants and access who the online sports betting companies are targeting with their marketing 

	Q3 Have you placed an online sports bet before?
Q4 How often would you say your place online sports bet?
Q6 How many online sports betting companies are you registered with?
Q8 Have you received marketing communications from betting companies?
	· Question 1,4 and 6 give the researcher information on participants in regard to online sports betting and their participation.

	Q5 Why do you think online sports betting has become so popular?
Q7 What was the reason for signing up to these online sports betting sites?
	· Open ended questions that will be used to understand participants thinking in relation to online sports betting

	Q10 Which online sports betting promotions have you acted on?
Q11 Where have you seen online sports betting being marketed?
	· Marketing Strategies used within online sports betting.
· It also looks at Marketing Channels. 

	Q12 Do you think betting companies marketing strategies encourage problem gamblers.
Q13 Would you say online sports betting has become accepted as the norm in society?
	· Gather opinions of participants and gather their feelings on online sports betting. 
(Deans et al,2017, p 5-14)

	Q14 Are betting companies marketing and advertising ethically?
Q15 Are betting companies responsibly adhering to the code of ethics?
	· Gage opinions of participants in regard to how marketing and ethics work hand in hand.
· Gambling Commission UK code of conduct 
· Are they adhering to the principles mentioned in chapter two? (literature review)
(Schlegelmilch & Öberseder,2010, pp,1-19)

	Q16 Why do you think betting companies need to adhere to a code of conduct?
	· Open ended, finding out participants opinion 



[bookmark: _Toc35900101][bookmark: _Toc42519670]3.6 Time management and sampling 

Time is a factor in the following dissertation. This factor could limit the amount of research carried out, thus limiting the findings of the study. The proposed sample will be a convenience sample due to time limitations and the current state of affairs due to the Coronavirus. The sample may incur bias, and may not represent a variety of perspectives. 

[bookmark: _Toc35900102][bookmark: _Toc42519671]3.6.1 Ethical considerations

Due to the nature of the research being conducted, ethics plays an integral part and would need great consideration for everyone participating in the research. The UWTSD ethics form required approval prior to the research. The online survey needed prior approval by the module supervisor, and required the following consent from participants: “I hereby acknowledge that the data collected from the survey will be confidential, anonymous and only used by the University of Wales Trinity St David’s for educational and academic purpose”.  The survey also included a disclaimer which clearly stated that underage gambling is prohibited and illegal in the United Kingdom, and in the majority of countries worldwide, and that only individuals who are over the age of 18 would be allowed to partake in the research (Gambling Commission, N.D). This information was visible before undertaking the survey.

[bookmark: _Toc35900103][bookmark: _Toc42519672]3.7 Reliability and Validity

Reliability refers to how consistently a method measures something (Middleton, 2019). It looks at whether the same result can be achieved by using the same methods under the same circumstances, which would then deem the results reliable. Validity looks at how accurately a method measures what it is intended to measure. If research has high validity, then it concludes that it produces results that correspond to real properties, variations and characteristics in the social or physical world. An indicator to find whether a measurement is valid, is high reliability. If a method is not valid, then one would consider it unreliable (Golafshani, 2003).



[bookmark: _Toc42519673]3.7.1Triangulation

Triangulation is a mixed method approach. Triangulation enables the researcher to validate data through cross verification from more than two to sources. This enables the researcher to test the consistency of the findings, ensuring there are no threats to validity of results. This method will be used in the dissertation (Heale, Forbes, 2013, pp.98-98).

[bookmark: _Toc42519674]3.8 Conclusion 
This chapter successfully identified and explained the research methodology. The chosen method used for primary data collection was online surveys. These surveys were distributed to a convivence sample. Chapter four will collect, analyse and present the findings using the methods explained in this chapter.











[bookmark: _Toc42519675]Chapter 4 - Data analysis

[bookmark: _Toc42519676]4. Introduction

Chapter three assessed the methodology used in order to collect the primary data. Chapter four will analyse the findings of the online surveys in a systematic way. The survey was sent to numerous football groups and friends, which resulted in 83 online surveys being filled out. Qualitative data was collected through online surveys, and the researcher made use of Excel to analyse data and to present it, as well as Adobe Illustrator to present a visual representation of the answers.

[bookmark: _Toc42519677]4.1 Data Analysis 

Data analysis interprets, rearranges, modifies and transforms data into useful information (Coghlan, 2014). 

[bookmark: _Toc42519678]4.2.1 Question 1 – Consent

Question one required all participants to consent in order to partake in the survey.

[bookmark: _Toc42519679]4.2.2 Question 2 – Gender 

Figure 4.1 refers to question two which shows the gender of the participants. Research showed 87% were male and 13% were female. There were no participants that identified as non-binary.







Figure 4.1 Participants identify as Male, female, non- binary

[bookmark: _Toc42519680]4.2.3 Question 3 – Age Range 

Out of 83 participants, the age range with the majority of participants (46%) were aged between 18 and 25. There were no participants between the ages of 56 and 65 or 65 plus that took part in the survey. Please refer to figure 4.2.1 for the age ranges, along with the percentages for each group that took part.











Figure 4.2.1: Age group of participants


	Q2. What do you identify as? * Q3 What is your age range?  Crosstabulation 

	

	 
	 
	 
	What is your age range? 

	 
	Count 
	Age Range
	 
	 
	 
	 

	 
	Gender
	18-25
	26 -35
	36 - 45
	46 - 55
	Grand Total

	What do you identify as?
	Female 
	7
	3
	1
	0 
	11

	
	Male 
	31
	26
	8
	7
	72

	 
	Grand Total
	38
	29
	9
	7
	83



Figure (4.2.1) Cross tabulation between gender and age range.

The table below figure 4.2.2 shows the expected values. Once this process was completed the researcher used the formula in excel =Chaitest (range of observed values, expected values). The P value is greater than 0.05, which states that the variables and independent (not linked).

This produced a P Value which was = 0.73536445 

	Q2. What do you identify as? * Q3 What is your age range?  Crosstabulation

	

	
	
	
	What is your age range?

	
	Count
	Age Range
	
	
	
	

	
	Gender
	18-25
	26 -35
	36 - 45
	46 - 55
	Grand Total

	What do you identify as?
	Female
	5.04
	3.84
	1.19
	0.93
	11

	
	Male
	32.96
	25.16
	7.81
	6.07
	72

	
	Grand Total
	38
	29
	9
	7
	83



Figure (4.2.2) Chi- Square test between gender and age range.
P Value = 0.73536445

[bookmark: _Toc42519681]4.2.4 Question 4 – Participants who have placed an online sports bet

The online survey was distributed to participants who would make up the so-called online sports betting target market. An astonishing 79 out of the 83 participants (96%) in fact placed an online sports bet in their lifetime. 













Figure 4.3.1: Participants who have placed an online sports bet

Figure 4.3.2 shows the frequency and the percentage in column one and two. The third column labelled valid percent is a percent that does not include missing cases such as those participants that said they “prefer not to say” (Flom, 2017).The fourth column adds the percentages of each region from the top of the table to the bottom cumulating to 100% (McBride, 2018).

	4. Have you placed an online sports bet before?

	
	Answers
	Frequency
	Percentage
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	79
	96
	98
	98

	
	no
	2
	2
	2
	100

	
	Total
	81
	98
	100
	

	Missing
	Prefer not to say
	2
	2
	
	

	
	TOTAL
	83
	100
	
	



Figure 4.3.2 The Chart shows frequency and percentage of participants who placed online sports bet before

	Q2. What do you identify as? * Q4 Have you placed an online sports bet before? Crosstabulation

	
	
	Have you placed an online sports bet before?
	

	
	Count
	Have you placed online sports bet
	
	
	

	
	Gender
	No
	Prefer not to say
	Yes
	Grand Total

	What do you identify as?
	Female
	1
	2
	8
	11

	
	Male
	1
	0
	71
	72

	
	Grand Total
	2
	2
	79
	83



Figure (4.3.2) Cross tabulation between gender and participants who have placed an online sports bet before


The table below Figure 4.3.3 shows the expected values. Once this process was completed the researcher used the formula in excel =Chaitest (range of observed values, expected values). The P value is less than 0.05, which states that the variables and dependent.
This produced a P Value which was  = 0.000317242


	Q2. What do you identify as? * Q4 Have you placed an online sports bet before? Crosstabulation

	
	
	Have you placed an online sports bet before?
	

	
	Count
	Have you placed online sports bet
	
	
	

	
	Gender
	No
	Prefer not to say
	Yes
	Grand Total

	What do you identify as?
	Female
	0.27
	0.27
	10.47
	11

	
	Male
	1.73
	1.73
	68.53
	72

	
	Grand Total
	2
	2
	79
	83


Figure (4.3.3) Chi- Square test between Cross tabulation of gender and participants who have placed an online sports bet before.

P Value = 0.000317242


[bookmark: _Toc42519682]4.2.5 Question 5 – How often participants place online sports bets 

 For many participants, placing an online sports bet was either a daily or a once a week occurrence. This can be seen in figure 4.5 below which portrays the full results. While 39 out of the 83 (47%) said about once a week, while 24 out of 83 (29%) said a few times a week. The two findings were the most frequently chosen options, therefore supporting the statement made above.

Figure 4.4: How often participants place an online sports bet 

[bookmark: _Toc42519683]4.2.6 Question 6 –why sports betting has become so popular 

An open-ended question was put towards the participants. The question asked participants why they think online sports betting companies have become so popular. Many participants used words such as convenient, cheap-fun, to earn an income, marketing incentives and welcome bonuses. These are just some of the words participants used in the survey to answer the question. The visual below, explains the process, as well as the software used to design figure 4.5
[image: ]The data was collected and categorised in data sets that firstly, reflected the same or similar answer choices, and secondly, reflected answers that were more uncommon. After completing that step, the researcher used Adobe Illustrator to create a visual presentation of the data that was collected from the online surveys.

The visual diagram below (4.5) shows that the more common the answers are, the bigger and bolder the word or phrase. The less common and more original the answers were, the smaller the word or phrase. 

Figure 4.5: Why online sports betting has become so popular 


[bookmark: _Toc42519684]4.2.7 Question 7 – Number of online sports betting companies participants are registered with 

Research showed that many participants did not just sign up with one betting provider, but in fact with various providers. This was in order to take advantage of welcome bonuses and other promotional incentives. Figure 4.6 depicts this by showing that 37 participants (45%) are registered with six or more online sports betting companies, 2 participants (2%) are registered with two online sports betting providers, while only 4 participants (5%) are registered with one. According to Deans et al (2017, p 5-14) many believed that they could maximise their winnings through large signup bonuses. Gamblers open accounts with numerous online sports betting companies to take advantage of such offers, with the mindset of walking away after using the signup bonus. However, this is not the case but in fact the first step to long term gambling (Griffiths, 2015).

Figure 4.6: Number of online sports betting companies’ participants are registered with


[bookmark: _Toc42519685]4.2.8 Question 8 – reasons for signing up to online sports betting sites 

Figure 4.8 shows participants responses to reasons why they have signed up to online sports betting sites. Many participants in fact recalled promotions such as £10 risk free that encouraged them to sign up. These promotional incentives for many were the reason they signed up to not one, but many online sports betting sites( Binde,2007 ,p.167-191)

Adobe illustrator was used to create a visual presentation displayed below in figure 4.7. The same steps were taken as in question 6 with regard to the design, just incorporating different answers.
[image: ]









Figure 4.7: Reasons for participants sign in up to online sports betting sites 

[bookmark: _Toc42519686]4.2.9 Question 9 – marketing communications from betting companies 

Figure 4.8 shows that out of the 83 participants, 79 (96%) received marketing communications from betting companies. These marketing communications sent by betting companies would encourage participants to place bets by offering a variety of promotional incentives (Kolter, 2012).

: 
Figure 4.8: Participants who received marketing communications from betting companies 

[bookmark: _Toc42519687]4.2.10 Question 10 – Online sports betting promotions 

Figure 4.9 shows the online sports betting promotions participants of the survey acted on. The data below shows that online sports betting companies’ promotional incentives are in fact extremely successful, as 81 participants (98%) acted upon welcome offers, while 77 participants (93%) acted upon a bet and get offer, 75 participants (90%) acted upon money back offers, and finally 81 participants (98%) acted on a free bet offer. 



 
Figure 4.9: Online sports betting promotions participants have acted on

[bookmark: _Toc42519688]4.2.11 Question 11- Marketing Channels 

Figure 4.10 shows where participants saw online sports betting being marketed. 

Figure 4.10: Where participants have seen online sports betting being marketed

[bookmark: _Toc42519689]4.2.12 Question 12 – whether marketing strategies encourage problem gambling

The survey asked participants opinion on whether they think betting companies marketing strategies are encouraging problem gambling. Out of 83 participants 60 (72%) said yes, while 13 (16%) said maybe and 10 (12%) said no. 

Figure 4.11.1 Participants opinion on whether they think betting companies marketing strategies encourage problem gambling

	12. In your opinion, do you think betting companies marketing strategies encourage problem gamblers?

	
	Answers
	Frequency
	Percentage
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	60
	72
	72
	72

	
	No
	10
	12
	12
	84

	
	Maybe
	13
	16
	16
	100

	
	TOTAL
	83
	100
	100
	



Figure 4.11.2 The chart shows frequency and percentage of participants that think betting companies marketing strategies encourage problem gamblers 

[bookmark: _Toc42519690]4.2.13 Question 13 – has online sports betting become accepted as the norm in society

Figure 4.12.1 looked at whether participants think online sports betting has become accepted as a norm in society. Marketing of online sports betting is everywhere one looks, and society has just accepted it (Deans, Thomas & Derevensky, 2017). The statement above is supported by the researcher found in figure 4.12.1 



Figure 4.12.1 Participants who think online sports betting has become accepted as a norm in society
	13. Would you say that online sports betting has become accepted as a norm in society?

	
	Answers
	Frequency
	Percentage
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	77
	93
	93
	93

	
	No
	2
	2
	2
	95

	
	Maybe
	4
	5
	5
	100

	
	TOTAL
	83
	100
	100
	




Figure 4.12.2 The chart shows frequency and percentage of participants that think online sports betting has become accepted as the norm in society




[bookmark: _Toc42519691]4.2.14 Question 14 –Are betting companies marketing and advertising ethically

Many participants when asked their opinion on whether betting companies are marketing and advertising ethically, the results concluded that (37%) suggested they were on the fence and neatural, while (33%) disagreed and said the marketing and advertising strategies where in fact unethical. Very few participants suggested that they think that the marketing and advertising strategies used were ethical. One can see this by the low percentages that either strongly agreed (6%) or agreed (11%).

Figure 4.13.1: Participants opinion on whether betting companies are marketing and advertising ethically 








	Q4. Have you placed an online sports bet before? *Q14. Are betting companies marketing and advertising ethically in your opinion? Crosstabulation

	 
	 
	Q14. Are betting companies marketing and advertising ethically in your opinion?

	 
	Count
	Are betting companies marketing and advertising ethically?
	 
	 
	 
	 
	 

	 
	Have you placed a sports bet before?
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Disagree
	Grand Total

	Q4. Have you placed an online sports bet before?
	No
	0
	2
	0
	0
	0
	2

	
	Prefer not to say
	2
	0
	0
	0
	2
	2

	
	Yes
	9
	25
	31
	9
	9
	79

	 
	Grand Total
	11
	27
	31
	9
	11
	83




Figure (4.13.2) Cross tabulation participants who placed an online sports bet before and are betting companies marketing and advertising ethically

The table below Figure 4.13.3 shows the expected values. Once this process was completed the researcher used the formula in excel =Chaitest (range of observed values, expected values). The P value is less than 0.05, which states that the variables and dependent.
This produced a P Value which was = P Value = 0.000298627


	Q4. Have you placed an online sports bet before? *Q14. Are betting companies marketing and advertising ethically in your opinion? Crosstabulation

	 
	 
	Q14. Are betting companies marketing and advertising ethically in your opinion?

	 
	Count
	Are betting companies marketing and advertising ethically?
	 
	 
	 
	 
	 

	 
	Have you placed a sports bet before?
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Disagree
	Grand Total

	Q4. Have you placed an online sports bet before?
	No
	0.27
	0.65
	0.75
	0.22
	0.27
	2

	
	Prefer not to say
	0.27
	0.65
	0.75
	0.22
	0.27
	2

	
	Yes
	10.47
	25.70
	29.51
	8.57
	10.47
	79

	 
	Grand Total
	11
	27
	31
	9
	11
	83



Figure (4.13.3) Chi- Square test between participants who placed an online sports bet before and are betting companies marketing and advertising ethically

P Value = 0.000298627








[bookmark: _Toc42519692]4.2.15 Question 15 – Are betting companies responsibility adhering to their code of ethics

Data displays that 34 of the 84 participants (41%), which could be considered the mode, as it occurs most in the data set that believe betting companies are not responsibility adhering to their code of ethics. 

Figure 4.14 Participants opinion on whether betting companies are responsibly adhering to their code of ethics 

[bookmark: _Toc42519693]4.2.16 Question 16 – do betting companies have to adhere to the code of ethics

The data collected for Question 16 was used to design a diagram graph which was drawn in Adobe Illustrator, as a visual representation of answers presented in order to show the benefits of adhering to the code of ethics, and the disadvantages of not adhering to the code of ethics. This Chart is represented below by figure 4.15. The benefits mentioned below were in line with the participants responses.
[image: ]Figure 4.15 code of ethics 

[bookmark: _Toc42519694]4.3 Conclusion 

The objective of this chapter was to present the data collected from primary research. Common themes have been discovered and connections have been made with the literature.















[bookmark: _Toc42519695]Chapter Five- Conclusions and Recommendations

[bookmark: _Toc42519696]5.1 Introduction 

Chapter four looked at analysing the data and presenting the data in a way that is easy to interpret. This chapter will assess whether the researcher has achieved their objectives.  This chapter will include recommendations, main findings, limitations and conclusions.

[bookmark: _Toc42519697]5.2 Achievement of the objectives

The first objective of the study:
· To analysis who the online sports betting companies are targeting with their marketing (target market).          
This was achieved using secondary research in chapter one, while chapter three conducted primary research that indicated similar findings to that of chapter one. These findings analysed who online sports betting companies were in fact targeting with their marketing strategies. 
Secondly, another objective of the study:        
· To investigate the online sports betting marketing strategies 
Again, chapter one and two looked at a few marketing strategies used by online sports betting companies. After analysing the data in chapter four’s results, one could in fact see that these marketing strategies used are extremely successful in encouraging people to place online sports bets.
The final objective of the study was to:
· Critically analyse whether these marketing methods used by online sports betting companies are responsible and ethical.
Chapter two looked at the theoretical part of ethics and the 6 values marketeers are expected to uphold. One would argue that these values are not upheld by some online sports betting companies in their marketing. Chapter four’s findings showed that participants do not believe that the marketing methods used by online sports betting companies are in fact responsible or ethical. The primary and secondary analysis both draw on the same conclusion.

[bookmark: _Toc42519698]5.2 Main Findings
The main findings are supported by chapter one and two, and chapter four confirms what the secondary data portrays. The online sports betting companies target market is covered in the first theme. Online sports betting companies have conducted in depth analysis on their target market. Dr Robert Lefever (2018) states that men are seven and a half times more likely to become a problem gambler when compared to women, as young men between the ages of 20 and 36 are targeted (Gambling commission UK, 2012). This particular age range is also seen to be the most prone to problem gambling, however it would take further investigation to prove this finding. The link between problem gambling and their target market means that online sports betting companies do not have to look too far to know who their target audience is. 
The second objective was to investigate the online sports betting marketing strategies, which are the main findings. Online sports betting companies spent a massive amount on marketing year on year. Chapter one stated that in 2018 £1.56 billion was spent on marketing in the UK (Gambling Commission UK, 2020). Chapter four’s findings showed the vast amount of participants that recalled seeing online sports betting being marketed through various marketing channels. The marketing channels are working hand in hand with their marketing strategies. 
The marketing communication mix in the literature review looked at events and experience, whereby companies try reinforcing their brand into customers minds, and try to create a long-term association with them through sponsorship opportunities in either sports, through community events or entertainment. This sort of marketing is an integral part of online sports betting companies marketing strategy (Kolter, 2012). 
Endorsement marketing leverages the trust between an influencer and their audience to a brand, product or service (Lawrence, 2013). Companies use this to channel their marketing through a source that is already trusted. Ensuring that organisations select the perfect athlete can have a positive effect when it comes to reaching their target audience. This type of marketing strategy has benefited numerous online sports betting companies.
Promotional offers, as discussed in chapter one and two, play a massive part in encouraging people to place an online sports bet. After conducting primary analysis, the researcher found that on average 95% of participants acted on a promotional offer of some sort. Data produced by the researcher showed that participants believed these sorts of bets where “free money” with very “little risk” involved. This false illusion drawing them in. This illusion therefore resulted in them signing up to not just one online sports betting provider, but numerous providers, to try take advantage of these promotional incentives and then walk away after using the bonus. However, this is not the case but in fact the first step to long term gambling (Griffiths, 2015, p.69-72).
The third objective critically analysed whether marketing methods used by online sports betting companies are responsible and ethical. Chapter two highlighted six values that marketeers are expected uphold. Research obtained by the online survey the researcher distributed, showed that very few participants suggested that they think that the marketing and advertising strategies used were ethical. One can see this by the low percentages that either “strongly agreed” (6%), or “agreed” (11%). 93% of participants believed that online sports betting had become accepted as a norm in society. This proving the statement by Deans, Thomas & Derevensky (2017) stating that marketing of online sports betting is everywhere one looks, and society has just accepted it. Research from the online survey stated that (72%) of participants believed marketing strategies encouraged problem gambling. These findings support the statement made in chapter one that argued that the marketing methods used by online sports betting companies are not responsible and ethical, and in fact could be considered the cause of the problem (Griffiths, 2015, p.15-25.).

[bookmark: _Toc42519699]5.3 Recommendations
The following recommendations have been made due to the findings of this dissertation showing that although betting companies encourage people placing online sports bets to be gamble aware, extensive marketing through various channels as well as multiple promotional incentives constantly being pushed upon people, contradict their gamble aware message. Although there are strict marketing rules and regulations set out by the UK gambling commission and other authorities, as well as ethical obligations that need to be upheld by betting companies, there are still loopholes in the system. 
Therefore, extensive monitoring and penalties need to be enforced, as online sports betting companies are using marketing strategies that are not always ethical to target a vulnerable target market, and consequently take advantage of the loopholes in the system. 

[bookmark: _Toc42519700]5.4 Limitations
The most notable limitation was due to the Coronavirus. The researcher distributed over 140 online surveys, yet only 83 respondents replied. This was done online via WhatsApp groups, as well as social media such as Facebook and Instagram. The researcher did everything in their power to try and ensure that 100 or more surveys were completed, however, due to the Coronavirus and not being able to physically go ask participants to partake, this was not possible. 
Time was also a limitation. The researcher would have liked to conduct more in-depth research on this topic by carrying out interviews with people that place online sports bets. By asking them questions face-to-face, this would have provided the researcher with even more valuable information that could have assisted in substantiating the researchers aims and objectives.

[bookmark: _Toc42519701]5.5 Further Research
Time was a factor – the researcher could have conducted further research and obtained more responses which could have proved the findings the researcher made even further. Although the research obtained was sufficient to prove the researchers aims and objectives, more research into the link between marketing methods of online sports betting companies, and their effect on problem gambling needs to be carried out. Further research into the link between the two could further support the researchers two objectives further, which where to analyse who the online sports betting companies target market is, and critically analyse whether these marketing methods used by online sports betting companies are responsible and ethical.
[bookmark: _Toc42519702]5.6 Conclusion
The study has fulfilled its aim and objectives. The researcher has increased his knowledge of identifying and evaluating online sports betting companies marketing methods. The three themes within the dissertation were identified and elaborated on. 
Chapter one and two provided an introduction to the study, as well as providing relevant literature from similar research that could be used. Chapter three identified the methods that would assist the researcher in obtaining the aim and objective, which then was followed in chapter four by analysing the data. Chapter five assessed whether the researcher has achieved his objectives.  The chapter included recommendations, main findings, limitations and conclusions.

It is concluded that the marketing methods used by online sports betting companies are extremally successful in appealing to their target market, although these marketing methods are successful, they provide a false illusion which could suggest that some marketing methods used are not always responsible nor ethical.
[bookmark: _Toc42519703]Bibliography 
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Gender

[VALUE]%
[VALUE]%
[VALUE]%

Male 	Female 	Non- binary	86.746987951807228	13.253012048192772	0	Gender


Percentage (%)



Age Range Of Participants

[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%

18-25	26 -35	36 - 45	46 - 55	56 -65	65 +	45.783132530120483	34.939759036144579	10.843373493975903	8.4337349397590362	0	0	Age Range


Number of Participants



Participants Who Have Placed An Online Sports Bet

[VALUE]%
[VALUE]%
[VALUE]%

Yes 	no	Prefer not to say	96.385542168674704	2.4096385542168677	2.4096385542168677	
Percentage (%)



How Often Participants Place Online Sport Bets

[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%

Every day	A few times a week	About once a week	A few times a month	Once a month	Less then once a month	Not applicable 	8.4337349397590362	28.915662650602407	46.987951807228917	8.4337349397590362	4.8192771084337354	1.2048192771084338	2.4096385542168677	
percentage (%)



Number Of Online Sports Betting Companies Participants Are Registered with

[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%

1	2	3	4	5	6+	Not applicable 	4.8192771084337354	2.4096385542168677	7.2289156626506017	15.66265060240964	22.891566265060241	44.578313253012048	2.4096385542168677	Number ofCompanies


Percentage (%)



Participants Who Recieved Marketing Communications From Betting Companies

[VALUE]%

[VALUE]%
[VALUE]%

Yes	No	Prefer not to say	96.385542168674704	2.4096385542168677	2.4096385542168677	
Percentage (%)



Online Sports Betting Promotions Participants Have Acted On

[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%


Welcome Offers	Bet and Get	Money Back	Free Bets 	Not applicable	97.590361445783131	92.771084337349393	90.361445783132538	97.590361445783131	2.4096385542168677	Welcome Offers	Bet and Get	Money Back	Free Bets 	Not applicable	100	100	100	100	100	Types of Promotions


Percentage (%)



Where Participants Have Seen Online Sports Betting Being Marketed

Social Media ( facebook, instagram )	TV	Advertisements online ( pop- up adds)	By affiliated tipsters 	On billboard posters	Newspapers	[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%

Social Media ( facebook, instagram )	TV	Advertisements online ( pop- up adds)	By affiliated tipsters 	On billboard posters	Newspapers	100	96.385542168674704	97.590361445783131	92.771084337349393	18.072289156626507	13.253012048192772	Social Media ( facebook, instagram )	TV	Advertisements online ( pop- up adds)	By affiliated tipsters 	On billboard posters	Newspapers	100	100	100	100	100	100	Marketing Channels


Percentage (%)



Participants Opinion On Whether They  Think Betting Companies Marketing Strategies Encourage Problem Gambling

[VALUE]%
[VALUE]%
[VALUE]%

Yes	No	Maybe	72.289156626506028	12.048192771084338	15.66265060240964	Yes	No	Maybe	
Percentage (%)



Participants Who Think Online Sports Betting Has Become Accepted As A Norm In Society

[VALUE]%
[VALUE]%
[VALUE]%

Yes	No 	Maybe	92.771084337349393	2.4096385542168677	4.8192771084337354	
Percentage  (%)



Participants Opinion On Whether Betting Companies Are Marketing And Advertising Ethically

[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%

Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	6.024096385542169	10.843373493975903	37.349397590361441	32.53012048192771	13.253012048192772	
Percentage (%)



Participants Opinion On Whether Betting Companies Are Responsibly Adhering To Their Code Of Ethics

[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%

Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	6.024096385542169	7.2289156626506017	36.144578313253014	40.963855421686745	9.6385542168674707	
Percentage (%)
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Survey of marketing methods used by
online sports betting companies

My name is Kyle Stuart, | am currently in my second year at UNTSD studying Business
Management. | am required to complete a research project which looks to identify and
evaluate marketing methods used by online sports betting companies.

The minimum legal age for gambling in the UK is 18 years old, therefore all participants
MUST be over the age of 18 in order to take part in the following survey.

This survey takes approximately 4 minutes to complete. Your participation in the survey is

greatly appreciated.
If you have any questions or concerns regarding this survey, please contact me at:
1811687 @student.uwtsd.ac.uk

1. I herby acknowledge that the data collected from the survey will be
confidential, anonymous and only used by the University of Wales Trinity St
Davids for educational and academic purposes.

O Yes
O No
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2. What do you identify as ?

O Prefer not to say

3. What is your age range ?

4. Have you placed an online sports bet before ?

O Yes
O No

O Prefer not to say




image13.png
5. How often would you say you place an online sports bet ?

Every day

A few times a week

About once a week

A few times a month

Once a month

Less then once a month

Not applicable

6. Why do you think online sports betting has become so popular ?

Your answer

7. How many online sports betting companies are you registered with ?

O Not applicable
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8. What was the reason for signing up to these online sports betting sites?

Your answer

9. Have you received marketing communications from betting companies ?

O Yes
O No

O Prefer not to say

10. Which online betting promotions have you acted on ?

Welcome Offers

Bet and Get

Money Back

Free Bets

Not applicable
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11. Where have you seen online sports betting being marketed ? (select all that
are relevant)

Social Media ( facebook, instrgram )

TV

Advertisements online ( pop- up adds)

By affiliated tipsters

On billboard posters

Newspapers

12. In your opinion, do you think betting companies marketing strategies
encourage problem gamblers ?

13. Would you say that online sports betting has become accepted as a normin
society ?
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14. Are betting companies marketing and advertising ethically in your opinion ?

Strongly Agree
Agree
Neutral

Disagree

O O0OO0OO0O0

Strongly Disagree

15. Are betting companies responsibly adhering to their code of ethics in your
opinion ?

Strongly agree
Agree
Neutral

Disagree

O O0OO0OO0O0

Strongly Disagree

16. Why do you think betting companies need to adhere to a code of ethics ?

Your answer
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