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Why the GB market ®
environment differs .



State of the market in Great Britain

I LZZ British

1 I market . £16.8 billion (£12.6 billion excluding lotteries)

. 48% participation in latest annual report

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

Gambling Survey ¢ -
for Great Britain

Online casinos
and slots average
UK adults hours how much
who have spent online activity
£ 5 b n internet 4 online is using a
at home a day smartphone




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

Matt Butler (currently
reporting to Director of
people services)

Head of internall
communications

George Sinnott

Head of public affairs
and corporate
communications

Haroon Jabar

Head of external
communications

Ben Glass

Senior external
communications
manager

Matthew Heywood

Communications &
press officer

Anna Fawcett

Senior digital
communications
manager

Elliot Morgan

Digital
communications
manager

Anthony Tedd

Communications
apprentice

Rebecca Denton

Senior internal
communications
manager

Ella Hazell

Internal
communications
manager

Francesca Richards

Internal
communications
officer

Jeanette Lewis

Senior stakeholder
manager

Andrew Lysaght
Public affairs manager

Lewis Cooper
Events officer

Laura Wood
Stakeholder manager

Shakil Anjum

Corporate
communications
officer




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

Gambling Act

Review

Regulatory

excellence

The

Commission

Story

Consultations

and responses
incl. financial risk

checks

Implementation
and evaluation

Maximising use
of data and

evidence
incl. GSGB,
Evidence gaps and
priorities,
Industry stats (incl.
compliance
snapshots)

International

collaboration

Tackling illegal
gambling

Industry
compliance and
enforcement

incl. enforcement
activities,
Ops improvement,
Engagement

activities

National Great place Consumer
Lottery to work campaign
ANL full Employee Behavioural

implementation value diagnostic
proposition incl. personas
incl. values and
4NL ongoin

lii ? 9 ‘”""”:’ Phase one

igation Accommodation
strategy OASIS
NL 30th -
. Leadership Testing phase
blrthdqy excellence incl. messaging,
b i creative assets
management,
Leaders as

communicators,
Performance
excellence

Belonging
(diversity and

inclusion)

Channel

development




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

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

Stuck in the middle (of regulators comms) Real scenes of our stakeholders

* British newspapers — there’s a reason deciding who hates the
why they are (in)famous Gambling Commission the most

- Leveraging earned media via speeches
at 3" party events



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

Comms innovation
activity to support the ®
strategy

09®



External communications

Media liaison
reactive lines, responding
to enquiries (very little
proactive)

Media training and
briefing colleagues

Interviews
briefing and organising

Blogs
Supporting colleagues to
communicate their work,
sometimes ghostwritten

Social listening
using Orlo to listen in to
themes and trends

Social media and

podcast

LinkedIn, X, YouTube, Instagram
(coming soon)




Stakeholder engagement

Industry Roundtables
(CEQ, Chair, Bacta, Bingo
Association, Casino,
Horseracing)

Executive Visits
(CEO x6 visits annually,
other members of Exec x1
visit annually)

GC Industry Events
(CEO Briefing, Spring
Conference, Topic specific
webinars and supporting
other external GC events)

CEO & Chair 1:1s
(top 10 operators x1
annually, others on an ad
hoc basis)

International

Engagements

(examples include IAGR,
G2E, Gibraltar, Malta,
Sweden etc)

External Events &
Speaking Engagements
(invitation process,
drafting speeches &
briefings, OTD support)




Political engagement

Political Stakeholder

Engagement
(meetings with DCMS,
Ministers, MPs & other

Parliamentary

Questions
(monitoring of PQs and
supporting DCMS with

MP Correspondence

(reactive on constituent or

policy issues, proactive on
major announcements)

Government Bodies) responses)

Parliamentary

Political Monitoring Newsletters Receptions and Events

(debates, announcements, (parliamentary newsletter & (following GC invitation
consultations) Local Authority bulletin) process, briefings and on the

day support)




Operators' engagement forum

« Strengthening the relationship with —
the operators —

- Driving proactive and collaborative
regulation

« (3% of attendees left with an
Improved understanding of
compliance requirements

oy —

LN

CASINO

*  96% indicated they would share S e K
learnings with colleagues in their ST ) B f
organisations




Operators’ engagement forum

GAMBLING
COMMISSION



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_FeopIe
to talk to us about it!

* QR code for the YouTube
glaylgst. Also available on
potify, Apple and most
podcast platforms

Inside the
Commission

Inside the Commission

Gambling Commission

vvvvvvvvvvv

All Episodes



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

Communications dashboard February 2026

Summary of impact

Our three Communications disciplines successfully worked together to deliver positive outcomes and forward
planning for priority projects in support of key Commission objectives throughout February.

February began with the Commission Story news of Andrew Rhodes’ decision to resign as Chief Executive of the
Gambling Commission which saw the Comms teams proactively releasing information on across our channels,
internal, external and with stakeholders. This led to changes to some planned engagements with Tim Miller

stepping in to give a speech at the BGC that touched on the Gambling Act Review implementation amongst
other areas such as crypto. February saw National Lottery engagement in Wales with a valuable meeting with
Distributors as well as further 1-2-1s with Allwyn. There were also productive visits to Flutter and the
Hippodrome Casino in pursuit of Regulation that works for All. We also continued to promote and strengthen
our People and Culture with the launch of our Contract management matters campaign and content in support
of Diversity and Inclusion such as Ramadan guidance, vitamin D information and a celebration of Reggae Month.

Campaign Progress

A major announcement was the resignation of the Chief Executive on the 9 February. This process was

Th : .
= N managed across internal and external channels, with a House story and external news story on the day
Commission 4 : g : :
ee- and a follow up Connect with the Chair to follow. Reactive lines have been issued as required and
Y proactive stakeholder engagement has been organised with leading industry bodies and operators.
A consultation on the destination of regulatory settlements was launched at the start of the month with
Gurnkiing news stories on the website and House. Following the launch of the Fees Review by DCMS at the end of
1

January, Sarah Gardner held calls with the three main trade bodies and Louise Notley did the same with

At B the Lotteries bodies. At the end of the month Tim Miller delivered key messages on GAR and next steps at

James Holdaway attended a meeting with the leadership of TNL Distributors in Wales following a visit to
National St Fagans National History Museum. Topics discussed included society lotteries, prize draws and Allwyn’s
Lottery progress on RtGC. Sarah met with Andria Vidler in the first of a renewed sequence of fortnightly calls
and Charles also had further engagement with Justin King covering DCO and the future relationship.

Regulation Members of the Exec and Board participated in visits to Flutter's UK head office in Leeds & the

that works Hippodrome Casino in London, with valuable insights gained on both and topics from illegal gambling to
for all the budget discussed. We organised & hosted 2 visits to William Hill (Evoke) betting shops as part of our
non-exec visits pilot for more junior colleagues. Market Impact data was also published

In support of the Commission’s wider drive we launched a Contract management matters campaign in
People and our internal comms in February, to encourage relevant colleagues to complete training and read up on
Culture their responsibilities. In support of our Staff Networks Reggae Month was celebrated, information on
vitamin D was shared and guidance was shared with regard.to supporting colleagues with Ramadan.

Q4 deliverables
Prio otal priorities - 104 P Delayed
Platinum 4 1(25%) 3 0
Gold 10 5 (50%) 5 0
Silver 12 7 (58%) 5 0
Bronze 78 38 (49%) 30 10

The launch of the Fees Consultation at the end of January led to calls with the three

main Trade Bodies, whilst the team also managed the reaction to the news of Andrew
Rhodes’ resignation, the news of which added further deliverables into an already
busy period. We rounded off the month with Tim Miller & lan Angus at the BGC AGM.

Spotlight: BGC AGM

illegal gambling.

BGC AGM 2026 - Tim Miller speech




Continued: the monthly dashboard

Communications channels dashboard February 2026

External engagements

At the start of the month, we announced - via a news story on our website - that Andrew will be leaving his role as CEO in April, with reactive media lines agreed. We also launched a consultation on a proposed update to the

destination of regulatory settlements and published three blogs. The first outlined our stance on prediction markets, a topic currently receiving increased media attention. The second provided an update on our GAR
evaluation, and the third highlighted our official statistics publications, coinciding with the release of new industry stats and GSGB wave data.

Monthly mentions by outlet Media headlines Website news and blog posts Social media - LinkedIn impressions and engagement
o
The Sun EEEEEEETOE—— gllal‘dlall Official statistics publications - Feb26 December January February
: Unlicensed gambling firms could be : 60000 1000
bEtang oo dl barred from sponsoring Premier League Eyalugliomupcetes (20126
NEXT.io g clubs Prediction markets - here's what you... 50000 255
EGR |—— The @flfgl'ﬂpl] BGCAGM-TM [ 40000
iGB g — Richard Desmond loses court case over £70m Commission Chief Executive announces... 30000 500
. e s e lottery handout
Hacing Rost Consultation on update to destination... 20000 327 304
e o] 250
LeXOIOgy RACING POST Market impact data - operator data to... 10000 198
The Independent NS n 5 e . : 154213 24197 32841
Gambling Commission chief executive 0 500 1000 1500 0 L ] i i
0 5 10 15 20 Andrew Rhodes to step down at the end of -
April m Speech views Blog views News views Impressions Engagement
Stakeholder engagements T A Social media - LinkedIn stats Highest performing content
13 engagements supported in February 173 this financial vear Political engagements —
@ 1,343 page views (+37%) B
* No meetings O Manday c
* SG meeting with Trade Bodies (BGC, BACTA, Bingo Association) but comms sent
» CC introductory meeting with Kirsty Caldwell, Interim Chair, out to political 669 unique visitors(+40%)
Meetings Industry Forum stakeholders re
* Louise Notley meeting with Trudi Ogden, Chair, HLA Chief Exec
+ SG meeting with Andria Vidler, CEO, Allwyn annsuncement, +193 (-20%) followers
* 2 MP responses
sent out.
» CC, DR, TM and BH visit to Flutter in Leeds *+ 3PQs
Visits * SG, visit to Hippodrome Casino supported 2edatteniiollowers
* JH visit to National Lottery ¢ Fees comms
plan assets sent
Stealin + TM speaking at BGC AGM out as planned. 9.6% engagement s
P! i) o |A taking part on a panel session regarding lllegal - rate average Hﬁ .
Engagements Gombling LEEOARE 5.




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



making gambling
safer, fairer and crime free

www.gamblingcommission.gov.uk
W GamRegGB



Swedish Gambling Authority
Communications and Campaigns

Yvonne Hejdenberg & Cecilia Forsberg



Spel
inspek

tionen

Seven years on
a re-regulated
Swedish gambling
market.




Our assignment

: Spel
. R A inspek
Our priority areas | tionen
E;;;; Qig§£31i§I||
Preventing Preventing
illegal gambling match-fixing
& A
- \Z
A
o .
Preventing Safety in Responsible
money gambling gambling

laundering




Spel
inspek

Organisation A

« 78 employees
e 55% in core business

* 45% legal, administration and
communications

« Communications department
7/ employees




inspek

Communications as a i tionen
strategic tool ..

* Internal

« External

PR, Media and SoMe
« Business Intelligence
« Employer Branding

e (Contact Center




Communications

Communications as a
strategic tool

« Campaigns

« Dialog meetings with industry

e Seminars and webinars

« Web communications and development
* News feed, newsletters and SoMe

* Films as means of communications

« Employer branding




Diversified and wide range of target group :

. &

-

-

"

-



Campaigns



Campaigns Spelpaus.se (self-exclusion)

2020-2022

Det finns flera tecken som kan tyda pd att du h:
problem med ditt spelande. Och dé &r det dags

att ta en paus.

Smyger du
med ditt

spelande?

Hv d polproblom?
Ta en spelpau
—

E ® o o
/\
N
Are you hiding
your gambling?

Spel
inspek
tionen

Att l&na pengar for att spela ér ett tecken pa
det gétt dverstyr. Har du svért att kontrollera
spelandet - ta en paus.

]

Spelar du
for lanade
pengar?

nskar har égf

spelprol bImOmdb
spelpau: Dblmmrjalfhlégld

orm av
em -

av de ta

SPEL —_
Ta mnpdpw [ LAsmer
Bestém sjélv for hur lang tid

9 o =

@
/\
=/
Are you gambling with
borrowed money?

Kénner du nagon
som spelar

for mycket?

S.SE
Pausa ditt spelande [ LASMER |
IIIIIIIIIIIIIIII len
Il =

B ® o
/\
-/

Do you know someone
who gambles too much?



Spel
inspek

Campaign Spelpaus.se (self-exclusion) tionen
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 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.

Spel behdver regler

- Las mer om varfor du ska vélja ett sp...

Spelbolag utan svensk licens
betalar ingen skatt i Sverige

Spel behéver regler

- Las mer om varfor du ska valja ett sp...

Spel behdver regler

- Las mer om varfor du ska valja ett sp...

Spel behéver regler

- Las mer om varfor du ska valja ett sp..

. 69

Hur manga VM-slutspel
spelade Maradona?

Spel
inspek
tionen

Spel behéver regler

- Las mer om varfér du ska vilja ett sp...

)

Spelbolag utan svensk licens bryr
iig inte om du far spelproblem

Spel behéver regler

- Las mer om varfor du ska vélja ett sp..

Da ar det din tur.


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

Spel
inspek

Campaigns licensed gambling tionen
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.

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.

Tva killar i varje

Spel
inspek
tionen

Med din framtid BB\

gymnasieklass har som insats har ingen

ett riskabelt spelande

Ta hand om dig och din framtid

Var radd om
din ljusnande
framtid

Lat inte spelandet ta éver

o respawn

Spela inte for att vinna tillbaka det du har férlorat

Med din framtid Med din framtid
som insats som insats

Satsa aldrig mer &n du har rad att forlora
Satsa aldrig mer an du har rad att férlora

/ . ad v.u
i

)/ 'Spel

’
inspek o . n
inspek tionen .~

tionen

I samarbete med|

Folkhélsomyndimv f

och Kronofogden



Spel
inspek
tionen

Campaign aimed at young people
2024-2025

Tre killar i varje
gymnasieklass har

Med din ett riskabelt spelande
framtld Ta hand om dig och din framtid

Som

insats

Satsa aldrig mer an du
har rad att forlora

Spel
inspek
tionen

With your future at stake: Three boys in your high school
Never bet more than you can class have risky gambling habits.
afford to lose Take care of yourself and your

future



Spel
inspek

Campaign aimed at young people 2.0 tionen
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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