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Your campaigns and the way they are promoted must be fair, balanced, and transparent. These rules are
specifically applicable to the British market:

Do Don’t

Include 18+ and BeGambleAware.org Mislead

Include Significant Terms & Link to Full Terms Use prohibited themes, imagery, and terms
Target opted-in audiences Place ads on prohibited sites

Get WHG pre-approval Change terms mid-promotion

Rules applicable to all forms of communications:

You must ensure that your ads do not:

Display, suggest, create, or encourage socially irresponsible, emotional, financial, antisocial,
seductive, strength/ resilience, transformative or criminal behaviour(s). Examplesinclude (but are
not limited to):
o Gambling as a way of overcoming debt-related problems or traditional employment.
Gambling transforming somebody’s life (or an aspect of their life).
Linking gambling with other habits and addictions such as alcohol and/or drugs.
Suggesting that gambling can enhance personal qualities, such as self-image.
Gambling privately and losing track of time and knowledge of those around you.
Gambling taking priority in somebody’s life (against family and friends, for example).
Providing an escape from personal, professional, or educational problems.
Exploiting religious, spiritual, or cultural beliefs, including those associated with luck.
Promoting peer pressure or the “fear of missing out”. You must not imply any sort of
urgency in your Communications.
Exploiting those who are vulnerable to gambling.
Featuring (directly or otherwise) generally unacceptable or offensive behaviour.
o Suggesting that gambling is related to a level of skill when games (or otherwise) are purely
based on chance.

O O O O O O O O

o O

Have a strong appeal to minors and young people. Both imagery and promotional text may have a
“strong appeal”.

Display, show or feature anyone under the age of 25 in advertising content. This includes featuring
athletes who are under 25.

Display, link or encourage gambling to seduction, sexual success, or enhanced attractiveness.
Examples include but are not limited to:
o Theuse of an attractive model to show the success of gambling.
o The portrayal of gambling in the context of sexual bravado or the use of overly sexualised
scenarios.

Mislead. Examples include but are not limited to:
o Failing to display terms and conditions in a clear and comprehensive manner.
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o Distorting or misrepresenting information to cloud its true effect (particularly around
“free” promotions- see below).

o Implying or suggesting a sense of urgency where there isn’t one. This includes the use of
taglines such as “what are you waiting for?”, “don’t miss out”, etc.

o Advertising an offer as being “exclusive” when it isn’t.

Presenting expressions of opinion as objective claims.

o Comparing your brand(s) to competitors or the broader market without a basis of
objective data (which must be included within the relevant communication).

(@)

e Feature any prohibited terms for the British market. These include any references to “VIP” (we
don’t run any VIP programs), as well as credit cards or “Buy Now, Pay Later” forms of payment
(which we don’t accept).

“Free” and “Bonus”:

e  “Free” can only be used when giving the player:
o cash funds or cash spins;
o thatare not tied to a deposit; and where
o any winnings are credited in cash and can be immediately withdrawn (i.e., not subject
to wagering requirements).

e “Bonus” is for spins or funds that have any conditions attached (e.g., they are deposit-based, or
have wagering requirements etc.)

The use of alternative terms such as “complimentary” can be used interchangeably subject to approval
and sufficient clarity being provided in the relevant promotional content and terms.

Appeal to minors and young people

An ad may have a strong appeal to restricted audiences because of its content and form, where it’s
displayed (placement), and the audience being targeted.

Social media, influencers, apps, general websites (programmatic),

High Risk: physical ads.
Medium Risk: Our Sites; gambling affiliate sites/platforms.
Low risk: Platforms with independent age-verification (including our sites after a

player is age-verified)

Social Media advertising and use of influencers:

Any ad campaigns and public profiles on social media must be pre-approved. Your pre-approval request
must include the following:
e Detailed description of campaign.
e Campaign content (copy + imagery).
e Placement list and relevant exclusions.
e Positive and negative targeting criteria (targeting towards your desired audience and away from
restricted audiences).

White Hat Gaming GB Guidelines | 5.0 | July 2025 2



e Detailed description of measures in place to take down / rectify non-compliant content.

In the case of influencer or public personality engagement, you need to provide us with audience data for
the last six months across all relevant social media platforms.

Postal Ads:

In accordance with ASA guidance, any ad submitted by post must clearly be designated as such. This must
be achieved through clear messaging on the envelope or postal labels (where material is not enclosed in
an envelope). Examples of such messaging include: “Advert from [BRAND] enclosed” or similar. This
message should not be in a font size smaller than the one used for the recipient address, and in any case,
must be sufficiently prominent to be clearly and immediately visible.

The submission list must be cross-checked against the latest internal database no later than 24 hours
before the material is sent out. The date when the database was checked must be disclosed in the ad. In
the case of recurring postal campaigns, a fresh cross-check must take place before each batch is sent out,
following the same procedures.

SMS:

SMSis the only space-limited communication, where some exceptions may be made. (e.g. full Significant
Terms aren’t required). However, you need to include the following:

e 18+ andthe URL BeGambleAware.org.

e Link to landing page of the promotion including the full terms (no more than 1 click away).

e Alive opt-out link enabling the recipient to change their marketing preferences.

Remember, SMS ads must also include clear details relating to the offer being promoted.

Data Compliance:

Communications must only be sent to players who have opted-in expressly to receiving promotions:
i) for the specific gambling vertical (sportsbook / casino); and
i) via the relevant promotional channel.

Notable exceptions:
e Adsvia XtremePush and Track and Trigger may be sent to all players regardless of opt-in status.
e Transactional (service) emails can be submitted to players regardless of opt-in status, strictly
following review and approval from the Data Compliance and Ad Compliance teams. Please use
the pre-approved and provided email footer when preparing transactional emails.

Cross marketing ads must be only directed towards players who have specifically opted in to receive both
the specific form of ad and cross marketing in general. Any cross-marketing proposals are to be reviewed
and approved by the Data Compliance and Ad Compliance teams.

All Communications (except transactional messages) must have the opt-out information included for the
customer, with no exception.

Audience Criteria:

All requests, particularly concerning email, SMS, postal, and web ad campaigns should always include a
detailed overview of the targeting and audience criteria. Be sure to provide these when submitting your
request for approval. We may ask for more details and measures to ensure that targeting is appropriate
and compliant.
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Significant and Promotional Terms:

Significant terms are the most important terms relating to an offer or promotion. Reading them should
enable a player to get a full idea of the main benefits and limitations of an offer.

All marketing material across all platforms (except for SMS - see above) must carry Significant Terms
whenever advertising a promotion.

Furthermore, onsite banners must similarly feature Significant Terms if a promotion is being specifically
advertised. In this section, the term “specific advertisement” refers to instances where the principal
benefit/s of a promotion are presented.

Significant Terms must be placed as close to the corresponding specific advertisement as possible, and
preferably in such a manner as to be visible simultaneously with the promotional content. Therefore, for
example, in the case of onsite and email banners, Significant Terms must be displayed directly above or
below them.

In any case, Significant Terms are to include a live link to a compliant landing page wherein the full terms
and conditions of the particular offer are presented.

Detailed advice concerning the content of Promotional Terms and Conditions can be found in our
Promotional Compliance Guidance Note.

Proportionality in promotions:

Campaigns must be proportional in the way they’re designed, particularly in respect of the value of the
spend vs the reward of the benefit. Specifically, you must ensure that you the value or amount of the benefit
from any offer is not:
e dependent on the customer gambling for a predetermined length of time or with a predetermined
frequency; or
e altered or increased if the qualifying activity or spend is reached within a shorter time than the
whole period over which the benefit is offered.

If the value of the benefit increases with the amount the customer spends, it must do so at arate no greater
than that at which the amount spent increases.
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