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Abstract 

s established by various research findings, 

betting has become one of the booming 

businesses in most nations of the world, 

as it contributes billions of dollars to the gross 

domestic product (GDP) of several nations that 

allow it.  It equally provides employment 

opportunities for job seekers just as it is regarded 

as a means of income generation for the 

unemployed. The recent boom experienced in the 

betting industry, can be strongly connected with 

the role played by betting advertisements, 

aggressively deployed by betting operators.  Due 

to the high level of exposure to betting 

advertisements in the society over time, the act of 

betting has grown to seem normal, acceptable, 

harmless and credible activity.  This portends 

great danger to the nation, as the moral values of 

hardwork, diligence and perseverance has been 

eroded and replaced with the get-richquick 

syndrome promised by 

betting. Though the 

powerful impact of 

advertising on 

adolescents and youths 

have been studied in 

several public health and 

advertising fields 

(including alcohol, 

tobacco and junk food 

consumption) with a 

view to minimising 

potential harms caused 

by certain marketing 

techniques, the effects of 

betting advertisements 

on youths, particularly in 

Nigeria, have been largely 

neglected by scholars but 

have been widely 

reported in the media. 

This paper therefore is an 
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attempt to examine the relationship between 

online football betting advertisement and the 

Nigerian youths and establish the nexus between 

advertisements on the 

Nigerian online space and 

the youths betting habit.  

 

Introduction 

The powerful effect the media have on people’s behaviours and attitudes 

have been widely established by several research findings; just as it has been 

acknowledged that the objective of any commercial advertisement is to 

capture consumer attention, convey positive attitudes towards a product, 

and encourage the adoption of the messages canvassed.(Monaghan, 

Derevensky & Sklar, 2008).  The enduring effects of advertising on youths 

have equally been established, as they appear to be particularly vulnerable 

to the effects of advertising than any other age groups. Collins, Ellickson, 

McCaffrey, & Hambarsoomians (2007) for example in their study on early 

Adolescent Exposure to Alcohol Advertising and its relationship to early 

drinking, found out that young adolescents (aged 11 to 12 years) exposed to 

high levels of advertising for alcohol from multiple sources, were 50% more 

likely to drink and 30% more likely to have intentions to drink in the 

upcoming year than those at lower levels of advertising exposure. Gambling 

advertisements also according to research, directly creates awareness for 

gambling opportunities by informing individuals about where, when and 

how to gamble, and attempting to influence and modify attitudes through 

their communicative processes (Hastings, Anderson, Cooke, & Gordon, 

2005). Due to high level of exposure to gambling advertisements in the 

society over time, the act of gambling has fast grown to seem normal, 

acceptable, harmless, and credible activity (Moore & Ohtsuka, (1999). This 

is largely due to the fact that adverts give credence to products advertised. 

Griffiths and Wood (2001) posits that advertising introduces children and 

teens to the principles of gambling which occurs in a social context where 

gambling is generally viewed as an exciting and harmless form of 

entertainment.  Adolescents perceive the central messages of gambling 

advertisements to be that gambling leads to winning (easy money) and that 

gambling is fun and enjoyable and part of worry-free and entertaining 
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lifestyle, requiring none of the real efforts of school or an actual job. 

(Derevensky, Sklar, Gupta, Messerlain, Laroche & Mansour, 2007).  

All over the world, there is increasing evidence to suggest that minors and 

youths engage in gambling and develop more gambling-related problems 

than any other age groups. Research findings from Canada, United State of 

America, United Kingdom, Norway and Australia show that 63% to 82% of 

teenagers (12to 17years) gamble each year; 46% to 72% of adolescents exhibit 

serious patterns of pathological gambling and 10% to 15% are at risk for either 

developing or returning to a serious gambling problem (Delfabbro&Thrup, 

2003; Derevensky& Gupta, 2004; Johansson & Gotestam, 2003; National 

Research Council, 1999).  

As the gambling industry expands, new technology introduced, and social 

acceptability continues, several national commissions and researchers in 

the developed world have predicted that there will likely be a progressive 

increase in serious gambling-related problems experienced by youths 

(Derevensky & Gupta, 2004; Jacobs, 2004).  Although most nations have 

legislations prohibiting minors from engaging in many regulated forms of 

gambling, the opportunities to control underage gambling are limited and 

youths are increasingly exposed to messages from wide range of media 

which makes it apparent for further efforts to be made in dissuading these 

vulnerable age group from gambling-related harm.  

Though the powerful impact of advertising on adolescents and youths have 
been studied in several public health and advertising fields (including 
alcohol, tobacco and junk food consumption) with a view to minimising 
potential harms caused by certain marketing techniques, the effects of 
gambling advertisements on youths, particularly in Nigeria, have been 
largely neglected by scholars but have been widely reported in the media. 
This study therefore is an attempt to examine the relationship between 
online football advertising and the Nigerian youths and establish the nexus 
between advertisements on the Nigerian public space and the youths 
betting habit.   
 

THE CONCEPT OF ONLINE ADVERTISEMENT 

The rapid growth of the internet, and the unceasing flow of information 

made possible by the internet, has transformed the business of advertising. 
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Today, it is difficult to surf the web without seeing online advertising, often 

in the form of visual display adverts on websites (including popups and pop-

downs) and textual adverts on search sites. There is little doubt that online 

advertising has taken business away from traditional modes of advertising 

such as newspaper, mails and the broadcast media.   

There appears to be no consensus on precisely when advertising on the 

internet began. Tim O’Reilly, founder of the web portal Global Network 

Navigator (GNN), claims that the first advertising appeared in 1993 on GNN 

and required special dispensation from the National Science Foundation. 

Others cite a banner advert sold to AT & T and displayed on the Hotwired 

site in 1994 (Ratliff & Rubinfielsd, 2011).  

It is however on record that in March, 2009, Google began a beta test of a 

new advert-targeting system for its non-search: Adsense adverts. Until that 

time, Google had chosen the adverts it displayed on a web site owned by an 

Adsense partner. Under this new ‘interest based’ advertising method, 

Google takes into account; additional information about the user’s 

browsing history.  

According to Susan Wojcicki who is the spokesperson for Google, ‘these 

adverts will associate categories of interest-say sports, gardening, cars, 

pets-with your browser, based on the types of sites you visit and the pages 

you view. We may then use those interest categories to show you more 

relevant text and display ads’. Google introduced AdSense for Mobile in 

September, 2007, which allows owners of websites optimized for mobile 

devices to monetize those sites by allowing Google to display Adsense text 

adverts on them. Moving further in the mobile direction (and away from the 

web) in June 2009, Google released a beta version of AdSense for Mobile 

Applications that pays developers when adverts are shown in iPhone and 

Android applications.   

Online adverts can vary substantially in their graphic format. The simplest 

adverts are texts which are fully described by a string of words, the colour 

and size of the characters, and the dimensions of the adverts’ bounding text 

box. These adverts allow only the most basic interactivity. In other words, 

the viewer can click on the advert and be transported to the advertiser’s 

web site or more specifically, the adverts’ landing page.             
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Issues in online football advertisement in Nigeria    

The act of betting is a worldwide phenomenon, though more pronounced 

in some countries than others. While most developed countries put 

measures like legislations and licences in place to control the act, it is loosely 

controlled by most developing countries, including Nigeria. For example in 

the United Kingdom, there is the Gambling Industry Code for Socially 

Responsible Advertising, 2007 (Binde, 2014).   

In Nigeria, the body set up for the regulation of gambling is The National 

Lottery Regulatory Commission, following the legalization of lottery 

generally with the enactment of the National Lottery Act, 2005. Before then, 

what constitutes illegal gambling had been defined by Chapter 22 of the 

Criminal Code Act enacted in 1990.  The law splits the games into two 

categories: the legal and illegal games.  The legal games are lottery, land-

based casino and sports betting.  The games of roulette, dice games and 

non-skilled card games are illegal.  The Nigerian law regulates the slot 

machines’ activity and only licensed operators can provide slot machines 

gaming.  The law equally stipulates gambling age to be 18years, and people 

below that age cannot gamble.  

However, Nigerian law is silent on online space for gambling or betting. As 

such, there is no restriction for the people to reach local or foreign 

gambling/betting sites. In other words, Nigerian legal provisions on 

gambling did not include nor limit internet access to betting. This gives room 

for all types of online betting to thrive in Nigeria generally, and in South 

West Nigeria specifically. This factor has driven significant growth in online 

betting and also led to the emergence of more betting outlets, springing up 

so rapidly by the day.    

Advances in mobile payments also allow sports betting companies to 

expand their reach, in some cases, by reducing the process of placing bets 

and topping up accounts down to a simple text message. This aptly 

captured by Olaore, Adejare and Udofia (2020).  According to them, the 

ability and comfort they betting companies give betting game players make 

it easy to place a stake on games and also check online if they win; this has 

been made easy through innovation and the use of internet.  
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In this era of technology, access to the internet and smart phone is all that 

is required to place a bet online. This accessibility makes the number of 

youth gamblers or bettors increase at alarming rate in the last ten years. 

There are so many forms of gambling in Nigeria, but the most prevalent is 

the online sports betting, especially football betting. According to News 

Agency of Nigeria (NAN), ₦1.8billionis spent on sports betting daily in 

Nigeria. Involvement in this sports gaming is not limited to the males, as 

female youths are also active participants. While some youth stay in the 

comfort of their houses to watch football matches of their favourite teams, 

before staking their monies or monitor their stakes; some do not mind going 

through the stress of watching the games at football viewing centres. While 

some youths stake as low as 100 naira to bet, some stake as much as a million 

naira or more, depending on their ability to take risks.  

This development becomes worrisome due to the negative consequences 

this act of gambling portends for the society. Aside the addictive tendency 

that bettors are prone to in the near future, other consequences include, 

but not limited to social, economic, health and security challenges it pose to 

the society.  

Socially, the society is at risk of losing her cultural values of hard work, 

dignity of labour and decent earnings, to the tempting lure of income 

promised by participation in gambling generally, and football betting 

specifically.  This social malaise comes with other consequences like peer 

influence, laziness, reckless living, drug use and abuse, alcoholism, truancy 

and school drop-outs, amongst other vices.  

Football betting equally has negative consequences on the economy. 

Though betting companies pay to obtain operating licenses, create 

employment for operators of betting outlets as well as pay taxes to 

government, these do not neutralize the negative effects of undermining 

human productivity.  Rather than strive to contribute to the gross domestic 

product (GDP) of the country by engaging in productive ventures, youths 

channel their focus on making quick money through all forms of gambling.  

Some youths even go to the extent of borrowing to stake.  There were cases 

of youths who sold their valuables, as well as those of their parents, in the 

quest to raise substantial money to stake high premium.  
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Health wise, the act of football betting has resulted into serious health 

challenges for some youths who have become addicted to it. Addiction sets 

in when a bettor thinks he or she cannot quit staking money for football 

betting, or he/she cannot survive without the money ‘realized’ from the 

stakes. Health issues that addictive bettors are prone to include alcoholism, 

anxiety, depression, mood swing, high blood pressure, and in extreme 

cases, suicide; when they lose high stakes.  

The security challenges posed by football betting cannot be undermined 

too, as bettors keep late nights watching foreign football matches in sports 

viewing centres in their neighbourhoods.  The results of these matches 

often times determine their fates in their stakes.  Such viewing centres are 

hot spots for theft, robbery and other crimes.  A case in point was an 

explosion that rocked a football viewing centre at Damaturu, Yobe State on 

June 17, 2014 where 14 people were confirmed dead and 26 others sustained 

injuries.  According to reports, the police confirmed that the explosive 

device was kept in a car parked near the viewing centre.  This occurrence led 

to the issuance of closure order given to operators of all viewing centres in 

the state, for security reasons (Vanguard, 2014).  

The question is, why is gambling in the form of football betting still on the 

rise in Nigeria, despite all the problems associated with it? More worrisome 

is the fact that the youths are more involved in this act. One begins to 

wonder why youths indulge in football betting more than other categories 

of people. Ajomale (2017) found out that a lot of Nigerians partake in it 

because they have to survive, while some others want to make extra cash 

and quick money by the side.  In other words, the high unemployment and 

poverty rate in the country, which makes it expedient for people to find a 

way to make money and survive, are the major push or drive towards sports 

gambling in general, and football betting in particular, despite the problems 

they pose.  

A. Effect of online football betting advertisement  

The enduring effects of advertising on youths have equally been 

established, as they appear to be particularly vulnerable to the effects of 

advertising than any other age groups. This is supported by the findings of 

a study carried out by Collins, Ellickson, McCaffrey, & Hambarsoomians 
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(2007) who found out that young adolescents (aged 11 to 12 years) exposed 

to high levels of advertising for alcohol from multiple sources, were 50% 

more likely to drink and 30% more likely to have intentions to drink in the 

upcoming year than those at lower levels of advertising exposure. In the 

same vein, gambling advertisements directly create awareness for gambling 

opportunities by informing individuals about where, when and how to 

gamble, and attempting to influence and modify attitudes through their 

communicative processes (Hastings, Anderson, Cooke, & Gordon, 2005).  

Due to high level of exposure to gambling advertisements in the society 

over time, the act of gambling has been perceived to be normal, acceptable, 

harmless, and credible activity (Moore &Ohtsuka, 1999). This is largely due 

to the fact that adverts give credence to products advertised. Griffiths and 

Wood (2001) have argued that advertising introduces children and teens to 

the principles of gambling which occurs in a social context where gambling 

is generally viewed as an exciting and harmless form of entertainment. 

Adolescents perceive the central messages of gambling advertisements to 

be that gambling leads to winning (easy money) and that gambling is fun 

and enjoyable and part of worry-free and entertaining lifestyle, requiring 

none of the real efforts of school or an actual job (Derevensky, Sklar, Gupta, 

Messerlain, Laroche& Mansour, 2007).  

Adolescents are frequently exposed to football betting advertisements, 

most often on television (reportedly viewed by 96% of youth in Ontario, 

Canada), closely followed by the internet (93%), with advertisements on 

billboards and in newspapers and magazines also commonly viewed 

(Derevensky et al, 2007; Felsher, Derevensky, & Gupta, 2004).  Similar to 

what has been found in studies of alcohol advertising, gambling 

commercials appear to have a significant influence on youths. A study 

conducted in Ontario by Derevensky, et al (2007) found 42% of youths report 

that gambling advertisements make them want to try gambling and 61% 

imagine or dream about what they could buy with their winnings. An earlier 

study by Felsher, Derevensky, & Gupta, (2004) found out that 39% of 

adolescents would be more likely to purchase a lottery ticket after viewing 

an advertisement.  
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These high rates of addictive online football betting amongst youths, which 

are significantly higher than those found in adult populations, are 

particularly worrisome, given the strong associations found between 

pathological gambling and other maladaptive behaviours, including 

delinquency, substance use, mood and personality disorders, criminality, 

disrupted social relationships, poorer educational outcomes, and suicidal 

ideation and attempts (Derevensky & Gupta, 2004; Fisher, 1999; Yeoma& 

Griffiths, 1996).  

Nigeria has had her fair share of the negative effects of this social malaise as 

evident in various newspapers which reported (more frequently) the 

maladaptive behaviours exhibited by youth gamblers. It ranges from 

depression, crime and suicide. For example, an agent of Nairabet, a sports 

betting platform was reported to have ended his life over his inability to pay 

a customer who allegedly won six hundred thousand naira in Lagos (Punch 

Newspaper, 2017).  In another development, a Lagos High Court in Ikeja 

sentenced a 29-year-old woman to seven years’ imprisonment for killing her 

husband with a kitchen knife during an argument over Premier Lotto 

popularly known as ‘Baba Ijebu’. On the day of the murder, the deceased 

reportedly came home angry for losing to ‘Baba Ijebu’, which resulted in a 

fight between him and his wife (Punch, May 9, 2017). Another incident 

involved a 29-year-old man who admitted to killing his 99-year-old aunt 

whom he accused of using her spiritual powers to change his ‘Baba Ijebu’ 

lottery winning number. According to the police, the suspect admitted 

before homicide detectives that he used cutlass to kill the old woman 

because he had an inclination that the woman was responsible for most of 

his spiritual problems (Guardian Newspaper, 2019).     

More recently, the Wednesday, 5th February, 2020 edition of Nigerian 

Tribune also featured a report on Nigeria’s growing multi-million dollar 

betting industry, and the challenges it pose to the society. In the report, an 

expose of the sports betting industry in Nigeria was carried out, and most 

people interviewed agreed that the act is fast becoming a great challenge 

on the social, health, economic, educational and security spheres of the 

country.  
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CONCLUSIONS   

Globally, football has been described as king of sports. In Nigeria, it is so 

popular that it is regarded as a national sport. The situation has led to the 

popularity of major European football leagues such as English Premier 

League, Italian Seria A, Spanish La Liga, German Bundesliga and French 

Ligue 1young people, estimated to be around 60 million between the ages 

of 18 and 40,who are involved in active sports betting, according to Business 

Wire, in its 2019/2020 report.   

Nigeria is home to major sports betting companies such as Bet King, 

Betway, Nairabet, Merrybet, Bet9ja, Naijabet, Lovingbet, Surebet247, 

Supabets, 1960bet, Nairastake, Parknbet, 360bet, Sportybet, Plusbet, 

Skybetnaija, 9jadollarbet, Visabet, Winners Golden Bet (WGB), etc. This has 

made online sports gambling, especially football related gambling, to be 

well entrenched and has greatly influenced the youths to develop attitudes 

towards gambling with some degree of negative outcomes.   

Since young Nigerians love football, whether local or foreign, the major 

sports betting companies sponsor football matches and tournaments in 

order to capture the attention of this category of people. For instance, in 

the season that just ended in England, Bet9ja sponsored the FA Cup 

matches shown on DSTV. In the same season, Winners Golden Bet 

sponsored Fans Zone, a football programme on the same cable channel that 

Nigerians love to watch. The summation of this is that football has become 

a major betting product driving online sports betting and advertising.  

In general, results from these studies show that young people as well as 

adults are familiar with online football betting advertisements – most have 

seen it. However, the general attitude towards these advertisements as 

expressed by participants in the studies that were reviewed is often quite 

critical. Football betting advertisements have been perceived as biased, 

exaggerated and as exhorting people to gamble using a variety of 

approaches and psychological tricks.   

Though the powerful impact of advertisements on adolescents and youths 

have been studied in several public health domains (including alcohol, 

tobacco and junk food consumption) with a view to minimizing potential 

harms caused by certain marketing techniques, the effects of gambling 
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advertisements on youths have been largely neglected.  Despite the 

increasing awareness of the importance of addressing the issue of youth 

gambling, most especially football betting, there is little empirical research 

on the influence of gambling advertising on youths’ perception, attitudes 

and involvement in gambling in Nigeria.  

Conclusively, these is the urgent need for government to critically regulate 

online football betting advertisements with a view to plugging all loopholes 

in the existing regulations being exploited by online football betting 

operators in Nigeria.  The negative effects of online football betting 

advertisements on vulnerable youths outweigh the economic gains 

accruable to government through licensing and taxes.  If left unchecked, 

erosion of moral values  shall worsen, and this portends great danger for 

the society; given the age bracket (youths) that bettors majorly fall into.  In 

ten years time, there will be more bettor youths than those who do not, 

(because of the wins it promises) thereby making youths more desirous of 

making money in a seamless way, other than by dint of hard work.  
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