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3 Gambling advertising 

Summary 
Since September 2007, when the Gambling Act 2005 came into force, 
betting and gaming companies have been able to advertise across all media 
in Great Britain. 

Gambling operators selling into the British market must have a Gambling 
Commission licence to transact with, and advertise to, British consumers.1 
The Commission’s Licence Conditions and Codes of Practice (LCCP) require 
gambling operators to comply with the Advertising Codes, administered by 
the Advertising Standards Authority.   

In April 2017, the Gambling Commission fined BGO Entertainment Ltd 
£300,000 for misleading advertising.2 This was the first financial penalty 
imposed by the Commission for advertising failings. Other examples of 
Gambling Commission action include: 

• June 2017 - Lottoland fined £150,000 for misleading advertising.3 

• February 2018 - ElectraWorks fined £350,000 for repeatedly 
misleading consumers with adverts relating to free bonuses.4 

Industry Code and initiatives 

Gambling operators should also comply with an Industry Code for Socially 
Responsible Advertising (March 2018). This features as good practice in the 
Gambling Commission’s LCCP. 

In response to public concern about problem gambling, the gambling 
industry has taken a number of voluntary measures to make advertising 
more socially responsible. These include the “When the Fun Stops, Stop” 
message. 

Government reviews 

The Department for Digital, Culture, Media and Sport (DCMS) looked at 
gambling advertising in 2014, 2016 and 2017-18. In October 2017, DCMS 
published a range of proposals to strengthen protections around gambling. 
These included a package of measures relating to advertising. A responsible 
advertising campaign is expected to go live in 2018. GambleAware has 
commissioned new research on the effects of marketing and advertising on 
young people and vulnerable groups.  

 

 

 

                                                                                                                     
1  The Gambling (Licensing and Advertising) Act 2014 introduced regulation at the “point of 

consumption”. For background see the Library Briefing Papers RP13/55 
(17 September 2013) and RP13/68 (25 November 2013) 

2  “Gambling business fined £300,000 for misleading advertising”, Gambling Commission 
News, 2 May 2017 

3  “Lottoland to pay £150,000 for advertising failings”, Gambling Commission News, 
27 June 2017 

4  “Gambling business fined £350,000 for advertising failures”, Gambling Commission 
News, 14 February 2018 

http://www.gamblingcommission.gov.uk/Home.aspx
http://www.gamblingcommission.gov.uk/Home.aspx
http://www.gamblingcommission.gov.uk/PDF/LCCP/Licence-conditions-and-codes-of-practice-April-2018.pdf
https://www.cap.org.uk/Advertising-Codes.aspx
https://www.asa.org.uk/
http://igrg.org.uk/wp/wp-content/uploads/2018/03/gicsrav4.pdf
http://igrg.org.uk/wp/wp-content/uploads/2018/03/gicsrav4.pdf
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/655969/Consultation_on_proposals_for_changes_to_Gaming_Machines_and_Social_Responsibility_Measures.pdf
https://about.gambleaware.org/research/research-projects/
http://researchbriefings.files.parliament.uk/documents/RP13-55/RP13-55.pdf
http://researchbriefings.parliament.uk/ResearchBriefing/Summary/RP13-68
http://www.gamblingcommission.gov.uk/news-action-and-statistics/news/2017/Gambling-business-fined-for-misleading-advertising.aspx
http://www.gamblingcommission.gov.uk/news-action-and-statistics/news/2017/Lottoland-to-pay-150000-for-advertising-failings.aspx
http://www.gamblingcommission.gov.uk/news-action-and-statistics/news/2018/Gambling-business-fined-for-advertising-failures.aspx
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1. The Advertising Codes 
The Gambling Act’s third licensing objective seeks to protect children and 
other vulnerable persons from being harmed or exploited by gambling.5 
The sections of the Advertising Standards Authority’s (ASA) Advertising 
Codes that cover gambling are designed to protect these groups from being 
harmed by advertising featuring or promoting gambling. 

Gambling operators advertising to British customers must comply with: 

• chapter 17 of the UK Code of Broadcast Advertising (the Broadcast 
Committee of Advertising Practice (BCAP) Code)6 
 

• chapter 16 of the UK Code of Non-broadcast Advertising, Sales 
Promotion and Direct Marketing (the Committee of Advertising 
(CAP) Code)7 

The BCAP Code applies to all advertisements and programme sponsorship 
credits on radio and television services licensed by Ofcom. 

The CAP Code applies to non-broadcast advertisements, sales promotions 
and direct marketing communications. 

In summary, the Codes aim to ensure that gambling advertisements do not: 

• portray, condone or encourage gambling behaviour that is socially 
irresponsible or could lead to financial, social or emotional harm  

• exploit the susceptibilities, aspirations, credulity, inexperience or 
lack of knowledge of children, young persons or other vulnerable 
persons 

• suggest that gambling can be a solution to financial concerns  

• link gambling to seduction, sexual success or enhanced 
attractiveness 

• be of particular appeal to children or young persons, especially by 
reflecting or being associated with youth culture 

• feature anyone gambling or playing a significant role in the ad if 
they are under 25 years old (or appear to be under 25) 

Adverts that breach the Codes have to be amended or withdrawn. If serious 
or repeated breaches occur, the ASA can refer advertisers to the Gambling 
Commission and broadcasters to Ofcom. 

Guidance on free bets and bonuses (February 2018) 
In February 2018, CAP published guidance for advertisers offering free bets 
or bonuses in gambling advertising.8 

                                                                                                                     
5  Gambling Act 2005 s1 
6  The Broadcast Committee of Advertising Practice (BCAP), The UK Code of Broadcast 

Advertising, 2010 
7  The Committee of Advertising Practice (CAP), The UK Code of Non-broadcast Advertising, 

Sales Promotion and Direct Marketing, 2014 
8  “Hedge your bets – New guidance on free bets and bonuses”, CAP News, 

14 February 2018 

https://www.asa.org.uk/codes-and-rulings/advertising-codes/broadcast-code.html
https://www.asa.org.uk/codes-and-rulings/advertising-codes/non-broadcast-code.html
https://www.asa.org.uk/codes-and-rulings/advertising-codes/non-broadcast-code.html
https://www.ofcom.org.uk/
https://www.asa.org.uk/uploads/assets/uploaded/08173495-b3af-40a3-943fd92505be58c2.pdf
https://www.asa.org.uk/codes-and-rulings/advertising-codes/broadcast-code.html
https://www.asa.org.uk/codes-and-rulings/advertising-codes/broadcast-code.html
https://www.asa.org.uk/codes-and-rulings/advertising-codes/non-broadcast-code.html
https://www.asa.org.uk/codes-and-rulings/advertising-codes/non-broadcast-code.html
https://www.asa.org.uk/news/hedge-your-bets-new-guidance-on-free-bets-and-bonuses.html
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Advertising guidance (April 2018) 
In April 2018, CAP guidance came into force to help marketers and agencies 
interpret CAP’s and BCAP’s gambling rules relating to responsibility and 
problem gambling issues. The guidance was based on ASA rulings and a 
review of the evidence around advertising’s impact. New standards on 
problem gambling: 

• Restrict ads that create an inappropriate sense of urgency like 
those including “Bet Now!” offers during live events; 

• Curb trivialisation of gambling (e.g. encouraging repetitive play); 

• Prevent approaches that give an irresponsible perception of the risk 
or control (e.g. “Risk Free Deposit Bonus”); 

• Provide greater detail on problem gambling behaviours and 
associated behaviours that should not be portrayed, even 
indirectly; 

• Prevent undue emphasis on money-motives for gambling; and 

• Provide more detail on vulnerable groups like problem gamblers 
that marketers need to work to protect. 

On the evidence reviewed, a CAP news release explained: 

Evidence reviewed in developing the CAP guidance suggests 
advertising does not play a causal or even significant role in problem 
gambling or harm in general. Problem gambling rates have in fact 
remained relatively stable during a period of considerable growth in 
advertising volumes.  Although the overall impact is small, the 
evidence points to potential risk factors in the form of claims, 
imagery or approaches that might unduly influence people to behave 
irresponsibly. That’s why CAP is setting tougher standards to tackle 
any potential for harm. Ads must not play on individuals’ 
susceptibilities (financial concerns, self-esteem) or contain anything 
that might exploit vulnerable groups such as those with problem 
gambling issues. 

By publishing the new standards, we are also meeting our 
commitment as set out in the UK Government’s recent consultation 
on proposals for changes to Gaming Machines and Social 
Responsibility Measures…9 

The ASA will use the guidance when considering complaints about adverts. 

2. The Industry Code for Socially 
Responsible Advertising 

An Industry Code for Socially Responsible Advertising supplements the 
BCAP and CAP Codes and was developed to set minimum standards in areas 
not covered by those Codes.  

The Industry Code was originally published in 2007, for when the Gambling 
Act came into force, and included the following measures: 

                                                                                                                     
9  “Tougher standards on gambling advertising announced”, CAP News, 14 February 2018 

https://www.asa.org.uk/uploads/assets/uploaded/9d0bca96-290b-4fad-9ba33df7103a3fa9.pdf
https://www.asa.org.uk/news/tougher-standards-on-gambling-advertising-announced.html
https://www.asa.org.uk/news/tougher-standards-on-gambling-advertising-announced.html
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• the 9pm television watershed for all gambling products 
except for bingo and sports betting around televised sports 
events 

• the requirement for advertisements to carry information 
about the Gamble Aware website 

• the removal of sponsoring operators’ logos from all children’s 
merchandise, such as replica football kits 

A revised edition of the Code (August 2015)10 followed a DCMS review of 
gambling advertising (see section 3.1 below). Changes included: 

• a requirement to have socially responsible gambling 
messages at the end of all television and radio adverts 

• the removal from pre-watershed television advertising of 
sign up offers that are targeted at new customers 

• pre-watershed television advertising cannot make reference 
to other gambling products that would not normally qualify 
for pre-9pm exemption  

• improved prominence to be given to gambleaware.co.uk in 
all print and broadcast adverts  

• reference to gambleaware.co.uk will now have to be included 
in all television programmes sponsorship undertaken by 
gambling operators 

• the inclusion of clear 18+ or ‘no under 18s’ messaging on all 
print and television adverts 

• new provisions to cover aspects of marketing on social media 
(for example, all gambling operators should have on their 
corporate webpages (i) responsible gambling messaging and 
(ii) links through to sources of more detailed information)11 

A third edition (October 2017)12 included: 

• new measures relating to social media to limit further the access of 
under-18s to inappropriate gambling marketing material on 
YouTube and Twitter. 

• for the first time a specific reference to the need for all operators to 
do their best to ensure that any affiliates that market on their 
behalf also comply with the requirements of the Code. 

The fourth edition (March 2018) requires a responsible gambling message 
or reference to www.begambleaware.org to appear throughout each 
television advert.13  

                                                                                                                     
10  Industry Group for Responsible Gambling, Gambling Industry Code for Socially 

Responsible Advertising, 2nd edition, August 2015 
11  “IGRG announces improvements to the industry code for socially responsible  

advertising”, IGRG press release, 20 August 2015 
12  “IGRG announces further enhancements to the industry code for socially responsible  

advertising”, IGRG press release, 2 October 2017 
13  IGRG, Gambling Industry Code for Socially Responsible Advertising, 4th edition, 

March 2018, para 36 

http://igrg.org.uk/wp/wp-content/uploads/2015/12/Gambling-Industry-Code-for-Socially-Responsible-Advertising-Final-2nd-Edition-August-2015.pdf
http://www.gambleaware.co.uk/
http://igrg.org.uk/wp/wp-content/uploads/2017/10/gicodev3.pdf
http://igrg.org.uk/wp/wp-content/uploads/2018/03/gicsrav4.pdf
http://www.begambleaware.org/
http://igrg.org.uk/wp/wp-content/uploads/2015/12/Gambling-Industry-Code-for-Socially-Responsible-Advertising-Final-2nd-Edition-August-2015.pdf
http://igrg.org.uk/wp/wp-content/uploads/2015/12/Gambling-Industry-Code-for-Socially-Responsible-Advertising-Final-2nd-Edition-August-2015.pdf
http://igrg.org.uk/wp/wp-content/uploads/2017/10/igrgpr.pdf
http://igrg.org.uk/wp/wp-content/uploads/2017/10/igrgpr.pdf
http://igrg.org.uk/wp/wp-content/uploads/2018/03/gicsrav4.pdf
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The Industry Group for Responsible Gambling (IGRG) maintains and reviews 
the Code and is responsible for compliance.14 IGRG members are the 
Association of British Bookmakers, the British Amusement Catering Trade 
Association, the Bingo Association, the National Casino Forum, and the 
RGA.  

Further industry initiatives 
The Senet Group was established in September 2014 in response to public 
concerns about gambling, in particular gambling advertising.15 The Group 
was founded by William Hill, Ladbrokes, Coral and Paddy Power. According 
to its website, the Group is “an independent body set up to promote 
responsible gambling standards and ensure that the marketing of gambling 
is socially responsible”. Membership is open to any gambling operator.  

In October 2014, member companies committed to: 

• a voluntary ban on advertising sign-up offers (free bets and 
free money) on TV before 9pm 

• the withdrawal of all advertising of gaming machines from 
betting shop windows 

• dedicating 20% of shop window advertising to responsible 
gambling messages16 

From January 2015, television, online and betting shop advertising by Senet 
Group members has included a “When the Fun Stops, Stop” message.17  

An October 2017 survey found that half of all adults and more than 80% of 
regular gamblers were aware of the campaign and that more than 75% of 
players and the public were familiar with the tips used in the campaign.18 In 
addition, 11% of adults said that responsible gambling campaigning had 
prompted them to warn others about their gambling, while 23% of 
gamblers said it made them approach gambling more responsibly and 18% 
said it had helped them, at least once, to stop gambling more than they 
should. 

 

 

                                                                                                                     
14  IGRG’s member associations represent 640 operators and 8,500 licensed premises across 

the gambling industry 
15  “New gambling body launches prominent warnings on TV betting ads”, Senet Group 

press release, 30 December 2014 
16  “Gambling industry responds to public concerns”, Senet Group press release, 

15 September 2014 
17  “New gambling body launches prominent warnings on TV betting ads”, Senet Group 

press release, 30 December 2014 
18  Report on campaign evaluation for The Senet Group, October 2017; “Responsible 

Gambling campaigning works – when sustained, consistent and tuned to its audience”, 
Senet Group press release, 6 November 2017 

http://www.igrg.org.uk/
http://senetgroup.org.uk/
https://senetgroup.org.uk/wp-content/uploads/2017/11/senet-group-report-sept-2017-v2.pdf
https://senetgroup.org.uk/new-gambling-body-launches-prominent-warnings-tv-betting-ads/
https://senetgroup.org.uk/gambling-industry-responds-to-public-concerns/
https://senetgroup.org.uk/new-gambling-body-launches-prominent-warnings-tv-betting-ads/
https://senetgroup.org.uk/wp-content/uploads/2017/11/senet-group-report-sept-2017-v2.pdf
http://senetgroup.org.uk/responsible-gambling-campaigning-works-sustained-consistent-tuned-audience/
http://senetgroup.org.uk/responsible-gambling-campaigning-works-sustained-consistent-tuned-audience/
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3. Government reviews 
3.1 Review of gambling advertising (April 2014) 
In April 2014, the DCMS published a document looking at “gambling 
protections and controls”. This included a review of gambling advertising, 
made up of four strands: 

• The Remote Gambling Association will make recommendations to 
Government on any changes needed to the industry voluntary 
code, including on the suitability of the 9pm watershed 
arrangements.  

• The Committee of Advertising Practice and the Broadcast 
Committee of Advertising Practice will evaluate the latest evidence 
in relation to gambling advertising and problem gambling to 
consider what regulatory implications arise as a result.  

• The Advertising Standards Authority will report on the 
proportionality, robustness and consistency of its enforcement 
action on the gambling rules.  

• The Gambling Commission will ensure that its current review of 
licence conditions and codes of practice (which includes a focus on 
free bets and bonuses) ensures that all gambling advertising 
continues to comply with the licensing objectives of the 
Gambling Act 200519 

The ASA published its review of how it applied the Codes in October 2014.20 
The review included the commissioning of independent research.21 This 
found that “in nearly all instances, [ASA] decision-making was in line with 
public opinion”.22  

In December 2014 CAP and BCAP published their assessment of the 
evidence on gambling advertising and its impact on young people and 
problem gambling.23 This found that the impact was “limited”.24 CAP and 
BCAP said they were “confident that the strict content and scheduling rules 
in place set the right level of protection for young and vulnerable people”.  

The Gambling Commission strengthened provisions in its LCCP by requiring 
the marketing of promotional offers – such as free bets and bonuses – to 
adhere to the CAP/BCAP rules and guidance and be open, transparent and 
not mislead.25 

                                                                                                                     
19  DCMS, Gambling Protections and Controls, April 2014, p6, emphasis in the original 
20  ASA, Gambling advertising: review of the ASA’s application of the UK Advertising Codes, 

October 2014 
21  Public perceptions of gambling advertising in the UK, Qualitative Research prepared for 

the ASA by Research Works Ltd, October 2014 
22  “ASA publishes review of gambling advertising”, ASA news release, 30 October 2014 
23  CAP and BCAP Gambling Review: an assessment of the regulatory implications of new 

and emerging evidence for the UK Advertising Codes, December 2014 
24  “CAP and BCAP publish gambling advertising review”, CAP news release, 

12 December 2014 
25  “Gambling industry toughens code on television adverts”, DCMS news story, 

20 August 2015 

https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/307458/Gambling_Protections_and_Controls_.pdf
https://www.asa.org.uk/asset/3CFADBC6-5BD9-4550-AC953501031A5477/
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/307458/Gambling_Protections_and_Controls_.pdf
https://www.asa.org.uk/asset/B6C18F98-B303-419F-9075397BB8808BD6/
https://www.asa.org.uk/news/asa-publishes-review-of-gambling-advertising.html
https://www.asa.org.uk/asset/3CFADBC6-5BD9-4550-AC953501031A5477/
https://www.asa.org.uk/asset/3CFADBC6-5BD9-4550-AC953501031A5477/
https://www.asa.org.uk/news/cap-and-bcap-publish-gambling-advertising-review.html
https://www.gov.uk/government/news/gambling-industry-toughens-code-on-television-adverts


9 Gambling advertising 

3.2 Review of gaming machines and social 
responsibility measures (October 2016) 

In October 2016, the DCMS announced a review of gaming machines and 
social responsibility measures to “ensure that we have the right balance 
between a [gambling] sector that can grow and contribute to the economy, 
and one that is socially responsible and doing all it can to protect 
consumers and communities”.26 

The review sought views on gambling advertising and whether the existing 
rules were appropriate to protect children and vulnerable people.27 

A call for evidence closed on 4 December 2016. 

3.3 Consultation on changes to gaming machines 
and social responsibility measures 
(October 2017) 

On 31 October 2017, following its analysis of responses to the review, the 
DCMS announced a range of measures to strengthen protections around 
gambling.28  A consultation on the proposals closed on 23 January 2018.29  

What did the October 2016 review find? 
On advertising, the consultation document said that the 2016 review found, 
among other things, that: 

• The number of betting and gaming advertisements had increased 
substantially over the past decade i.e. since the Gambling Act 2005 
came into force. 
 

• Children were seeing more than three times as many gambling 
adverts in 2012 than 2005. 
 

• Since 2005 the use of social media, and advertising via social media 
sites, has grown very significantly. 
 

• Problem gambling has remained statistically stable despite the rise 
in advertising, although gambling-related harm is harder to 
measure. Children’s participation in gambling and their levels of 
problem gambling have declined since 2007.30 

Responses to the 2016 review focused mainly on television adverts. Many 
of the public responses argued that there was too much gambling 
advertising on TV, cited the effects of problem gambling, and called for 

                                                                                                                     
26  DCMS, Review of Gaming Machines and Social Responsibility Measures: Call for Evidence, 

October 2016, p3 
27  Ibid, p14 
28  “Government to take action on fixed odds betting terminals”, DCMS press release, 

31 October 2017 
29  DCMS, Consultation on proposals for changes to gaming machines and social 

responsibility measures, October 2017 
30  Ibid, pp40-1 

https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/562122/Call_for_evidence_-_Review_of_Gaming_Machines_and_Social_Responsibility_Measures.pdf
https://www.gov.uk/government/news/government-to-take-action-on-fixed-odds-betting-terminals
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/655969/Consultation_on_proposals_for_changes_to_Gaming_Machines_and_Social_Responsibility_Measures.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/562122/Call_for_evidence_-_Review_of_Gaming_Machines_and_Social_Responsibility_Measures.pdf
https://www.gov.uk/government/news/government-to-take-action-on-fixed-odds-betting-terminals
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/655969/Consultation_on_proposals_for_changes_to_Gaming_Machines_and_Social_Responsibility_Measures.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/655969/Consultation_on_proposals_for_changes_to_Gaming_Machines_and_Social_Responsibility_Measures.pdf
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advertising to be banned or heavily restricted because it promoted or 
normalised gambling.  

Responses from academics pointed out that many children watch television 
after the watershed, especially from the age of 11. On advertising in 
general, they argued for a need to focus on the impact on vulnerable 
people, not the general population.  

Broadcasters, the ASA/CAP, the Advertising Association and sporting bodies 
cited Per Binde’s research31 showing that the impact of advertising on 
problem gambling was small. They also pointed out that investment in sport 
and sports coverage, in particular free-to-air coverage, depends heavily on 
gambling advertising.32 

The Government’s proposals on gambling advertising 
The October 2017 consultation sought views on a package of proposals on 
gambling advertising including:  

• The Committee of Advertising Practice to produce new guidance to 
help protect those at risk of problem gambling, children and young 
people, by ensuring that the content of gambling adverts does not 
encourage impulsive or socially irresponsible gambling.33 
 

• The Gambling Commission to encourage social media companies, 
with GambleAware support, to develop user-friendly guides on how 
a person wishing to limit their exposure to gambling advertising can 
do so by using settings and preferences within the platforms.34 
 

• A responsible gambling campaign - GambleAware, broadcasters and 
gambling industry groups to draw up a major two year responsible 
gambling advertising campaign. This will have a budget of £5-7 
million per year and will include TV adverts, including around live 
sport, as well as radio, cinema, online and print. The campaign will 
be funded by gambling operators, including online-only betting 
firms, with airspace and digital media provided by broadcasters. 
GambleAware will lead the campaign.35 

 
• New research, commissioned by GambleAware, on the effects of 

marketing and advertising on children, young people and 
vulnerable groups.36 

Government response (17 May 2018) 
The October 2017 consultation asked whether people supported the 
measures on gambling advertising. The Government’s response, published 

                                                                                                                     
31  Per Binde, Gambling advertising: a critical research review, Responsible Gambling Trust, 

2014; An updated bibliography to the report was published in December 2015 
32  Ibid, pp42-3 
33  Ibid, pp46-8 
34  Ibid, p49 
35  Ibid, pp49-50 
36  Ibid, p50 

https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/707815/Government_response_to_the_consultation_on_proposals_for_changes_to_gaming_machines_and_social_responsibility_measures.pdf
http://responsiblegamblingtrust.org.uk/user_uploads/binde_rgt_report_gambling_advertising_2014_final_color_115p.pdf
http://about.gambleaware.org/media/1166/binde_rgt_report_gambling_advertising_appendix_update.pdf
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on 17 May 2018, said that 80% of those answering supported the 
proposals.37 Supplementary submissions of evidence were also supportive.  

Some respondents said that more should be done to restrict direct 
marketing, the total volume of gambling advertising, sponsorship and 
broadcast advertising around sporting events, in particular football, before 
the watershed. Concerns were also raised about the impact of advertising 
on young and vulnerable people.38 

The Government said that substantial progress had been made against 
many of the actions outlined in the consultation document – e.g. the the 
updated Industry Code (p7 above) and the CAP guidance (pp4-5 above).39 

A responsible advertising campaign is expected to go live later in 2018.40 

GambleAware has commissioned new research on the effects of marketing 
and advertising on children, young people and vulnerable groups. The 
research project will run for twelve months, until the beginning of 2019.41 

 

 

 

 

 

                                                                                                                     
37  DCMS, Government response to the consultation on proposals for changes to Gaming 

Machines and Social Responsibility Measures, May 2018, p46 
38  Ibid, p46 
39  Ibid, pp46-7 
40  Ibid, p47 
41  Ibid, p48 

https://about.gambleaware.org/research/research-projects/
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/707815/Government_response_to_the_consultation_on_proposals_for_changes_to_gaming_machines_and_social_responsibility_measures.pdf
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/707815/Government_response_to_the_consultation_on_proposals_for_changes_to_gaming_machines_and_social_responsibility_measures.pdf
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