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Why the GB market 
environment differs



State of the market in Great Britain

48% participation in latest annual report

British 
market

£16.8 billion (£12.6 billion excluding lotteries)

Remote gambling £7.8 billion (61% of all gambling excluding lotteries)



Factors driving UK market complexity

• Gambling Act White Paper "High 
Stakes: Gambling Reform for the 
Digital Age"

• New taxes, statutory levy and 
fees proposal 

• Unlicensed market and 
channelisation 

"Being leader of the 

Gambling Commission 

seems often to be a 

thankless task, with a 

sense of 'dammed if you 

do, damned if you don't', 

as criticism comes from 

both the gambling 

industry and anti-

gambling activists."



Communications team structure

Director of 
communications

CURRENTLY VACANT

Haroon Jabar

Head of external 
communications

Ben Glass

Senior external 
communications 

manager

Matthew Heywood

Communications & 
press officer

Elliot Morgan

Digital 
communications 

manager

Anthony Tedd

Communications 
apprentice

Matt Butler (currently 
reporting to Director of 

people services)

Head of internal 
communications

Francesca Richards

Internal 
communications 

officer

George Sinnott

Head of public affairs 
and corporate 

communications

Andrew Lysaght

Public affairs manager

Laura Wood

Stakeholder manager

Ella Hazell

Internal 
communications 

manager

Lewis Cooper

Events officer

Anna Fawcett

Senior digital 
communications 

manager

Rebecca Denton

Senior internal 
communications 

manager

Jeanette Lewis

Senior stakeholder 
manager

Shakil Anjum

Corporate 
communications 

officer

Exec PA



Communications strategy

• Five campaign pillars 

• Some work on hold (consumer 
campaign)

• For now we continue the strategy’s 
direction, in the absence of a director

• No public health or safety remit 



Operators to the left of me, campaigners on the right…

Our aims

- Safer, fairer, crime free

- Compliance at earliest opportunity

Disconnect between what others believe 
we should be doing, in comparison to the 
above

Stuck in the middle (of regulators comms)

• British newspapers – there’s a reason 
why they are (in)famous

• Leveraging earned media via speeches 
at 3rd party events

This Photo by Unknown Author is licensed under CC BY-S

Real scenes of our stakeholders 

deciding who hates the 

Gambling Commission the most

https://es.wikipedia.org/wiki/Wikipedia:Caf%C3%A9/Portal/Archivo/Miscel%C3%A1nea/2018/08


Comms innovation 
activity to support the 
strategy



External communications

Media liaison
reactive lines, responding 

to enquiries (very little 
proactive)

Interviews
briefing and organising 

Social listening
using Orlo to listen in to 

themes and trends

Media training and 
briefing colleagues

Blogs
Supporting colleagues to 
communicate their work, 
sometimes ghostwritten

Social media and 
podcast

LinkedIn, X, YouTube, Instagram 
(coming soon)



Stakeholder engagement 

Industry Roundtables
(CEO, Chair, Bacta, Bingo 

Association, Casino, 
Horseracing) 

GC Industry Events
(CEO Briefing, Spring 

Conference, Topic specific 
webinars and supporting 
other external GC events)

International 
Engagements

(examples include IAGR, 
G2E, Gibraltar, Malta, 

Sweden etc)

Executive Visits
(CEO x6 visits annually, 

other members of Exec x1 
visit annually)

CEO & Chair 1:1s
(top 10 operators x1 

annually, others on an ad 
hoc basis)

External Events & 
Speaking Engagements

(invitation process, 
drafting speeches & 

briefings, OTD support)



Political engagement 

Political Stakeholder 
Engagement

(meetings with DCMS, 
Ministers, MPs & other 

Government Bodies)  

MP Correspondence
(reactive on constituent or 
policy issues, proactive on 

major announcements) 

Parliamentary 
Questions

(monitoring of PQs and 
supporting DCMS with 

responses)

Political Monitoring
(debates, announcements, 

consultations)

Newsletters
(parliamentary newsletter & 

Local Authority bulletin)

Parliamentary 
Receptions and Events

(following GC invitation 
process, briefings and on the 

day support)



• Strengthening the relationship with 
the operators

• Driving proactive and collaborative 
regulation 

• 73% of attendees left with an 
improved understanding of 
compliance requirements

• 96% indicated they would share 
learnings with colleagues in their 
organisations 

Operators' engagement forum



Operators’ engagement forum



Spring conference

• Brings together operators, 
researchers, academics and 
others to discuss and improve how 
we design, collect and use 
research and data and collaborate 
to improve the evidence base so 
we can improve gambling 
regulation and outcomes for 
consumers. 



‘Inside the Commission’ podcast

• Launched early 2025

• Aimed at industry 
professionals 

• Episodes are interviews 
with our own staff, with 
occasional external 
guests

• Anecdotal feedback 
matters – we want people 
to talk to us about it!

• QR code for the YouTube 
playlist. Also available on 
Spotify, Apple and most 
podcast platforms



Moving away from 
vanity metrics – how 
we measure impact



Measuring impact when less is more

• Quality & impact metrics 

• Stakeholder meetings - Sentiment & Productivity Analysis 

• Media coverage (e.g. GSGB) - Sentiment Analysis

• Events – Audience Perception (Outtake)



The monthly dashboard

• To add



Continued: the monthly dashboard

• To add



Our final thoughts

• PROGRESS: we are getting a lot of things right and we know 
where else we could be doing better

• SHARED CHALLENGES: the communications challenge is 
common to all jurisdictions – we try to explain rules, prevent 
harm and build trust and transparent relationships with 
stakeholders

• SHARING IDEAS: we’ve loved sharing our work in Great Britain 
with you all and welcome questions and thought-provoking 
discussions



@GamRegGB

making gambling 
safer, fairer and crime free

www.gamblingcommission.gov.uk

Presentation end slide



Swedish Gambling Authority

Communications and Campaigns

Yvonne Hejdenberg & Cecilia Forsberg



Seven years on

a re-regulated

Swedish gambling 

market.



Storlek på foto

H. 19,05 cm x B. 13,25 cm

Our priority areas

Preventing 

match-fixing
Preventing 

illegal gambling

Preventing 

money

laundering

Responsible

gambling

Our assignment

Safety in 

gambling



Storlek på foto

H. 19,05 cm x B. 13,25 cm

About us

Organisation

• 78 employees

• 55% in core business

• 45% legal, administration and 

communications

• Communications department

7 employees



Storlek på foto

H. 19,05 cm x B. 13,25 cm

Communications

Communications as a 
strategic tool

• Internal

• External

• PR, Media and SoMe

• Business Intelligence

• Employer Branding

• Contact Center



Storlek på foto

H. 19,05 cm x B. 13,25 cm

Communications

Communications as a 
strategic tool

• Campaigns

• Dialog meetings with industry

• Seminars and webinars

• Web communications and development

• News feed, newsletters and SoMe

• Films as means of communications

• Employer branding



2026-03-26 Spelinspektionen30

Diversified and wide range of target groups



Campaigns



Campaigns

Campaigns Spelpaus.se (self-exclusion) 
2020-2022

Are you hiding 

your gambling?

Are you gambling with 

borrowed money?

Do you know someone 

who gambles too much?



Campaigns

Campaign Spelpaus.se (self-exclusion) 
2025-2026

The use of Spelpaus.se has increased since its launch 2019, but we chose to 

expand our campaign about Spelpaus.se during 2025 with two new films.

These were advertised on social media channels and on TV4 streaming.

https://spelinspektionen.screen9.tv/media/mQzqFvyWcEpbE0kK1OqY6Q/St%C3%A4ng av dig fr%C3%A5n spel om pengar p%C3%A5 Spelpaus.se, part 1
https://spelinspektionen.screen9.tv/media/hGwG6HhDYROKMEscsHq8bg/St%C3%A4ng av dig fr%C3%A5n spel om pengar p%C3%A5 Spelpaus.se, part 2


Campaigns

Campaigns licensed gambling
2022-2023

Increase knowledge and awareness 

about unlicensed/licensed gambling.

Where: The ads and films were shown 

on social media channels, web TV.

The goal was to achieve many video 

views and link clicks leading to the 

campaign page on Spelinspektionen.se, 

where more information and a longer 

informational video were available.

https://spelinspektionen.screen9.tv/media/UerUN-ZKJbvjwxfutFvWPQ/Spel beh%C3%B6ver regler


Campaigns

Campaigns licensed gambling
2024-2025

Increase knowledge and awareness about 

unlicensed/licensed gambling.

Where: The ads and films were shown on 

social media channels.

The goal was to achieve many video views 

and link clicks leading to the campaign 

page on Spelinspektionen.se, where more 

information were available.

https://spelinspektionen.screen9.tv/media/KXbrlDcRLoqb0nDh2T2OTg/G%C3%B6r inte livet on%C3%B6digt sp%C3%A4nnande, spela tryggt.
https://spelinspektionen.screen9.tv/media/WIhJ0no_76bZXEVkpL_lLg/G%C3%B6r inte livet on%C3%B6digt sp%C3%A4nnande, spela tryggt.


Campaigns

Campaign aimed at young people
2024-2025

Target audience: 18 – 25 years old

Where: Social media channels

Through the campaign, we inform 

about the consequences of unhealthy 

gambling. The target audience will gain 

increased awareness of the risks 

associated with gambling.



Campaigns

Campaign aimed at young people
2024-2025

Three boys in your high school

class have risky gambling habits.

Take care of yourself and your

future

With your future at stake:      

Never bet more than you can

afford to lose



Campaigns

Campaign aimed at young people 2.0
2026-

Target audience: 18 – 25 years old

Where: ?

We now need to take a big further step 

in our campaign work, we are targeting 

young people, where we see a worrying 

increase in gambling for money. 

?
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