o
WHITEHAT

GAMING

Marketing Guidelines for Rest of World
Version 2.0 - July 2025

General Rules:

Do Don’t

Include the minimum requirements in ads Engage in socially irresponsible advertising
Have full terms no more than 1 click away Use prohibited themes, imagery, and terms
Target opted-in audiences Place ads on prohibited sites

Get pre-approval where required (Media Buying / Postal + | Change terms mid-promotion

Physical Ads)

Rules applicable to all forms of communications:

Gambling advertising must be socially responsible in that it must avoid portraying gambling in certain
contexts or use messaging or imagery which might be potentially harmful. Consequently, licensees’
advertising (including all social media posts) must not, directly, or indirectly:
e encourage antisocial behaviour (this includes portraying gambling with the consumption of
alcohol);
e suggest that gambling can be a resolution to social, educational, personal, or professional
problems;
e suggest that gambling can be an alternative to employment, a solution to financial concerns or a
form of financial investment (e.g., “A life-changing win!”);
e portray gambling as socially attractive;
e portray gambling in a context of toughness or link it to resilience or recklessness;
e portray gambling as indispensable or as taking priority in life, for example over family, friends or
professional or educational commitments;
e suggest peer pressure to gamble or disparage abstention from gambling (e.g., “What are you
waiting for?”, “Hurry Up!” and similar messaging);
e suggest that skill can influence the outcome of a game that is purely a game of chance;
e exploit cultural beliefs or traditions about gambling or luck; or
e suggestthatsolitary gamblingis preferable to social gaming (e.g., “Bored at home? Play with us!”).

Appeal to minors:

Ads must not appeal to minors in any way. This includes both the messaging and especially the imagery
used. Examples include the use of games named after popular children’s fairy tales, books, TV series and
movies for promotional purposes. Under no circumstances are minors to be featured in advertising.

Minimum requirements in advertising:

Allforms of advertising must exclude users under 18 (if possible), and must feature the following elements,
regardless of the platform on which they are being published, the audience, and the content therein:

° 18+

e The MGA logo

e The WHG License Number

e The words: PLAY or GAMBLE RESPONSIBLY

e The URL to the Gambling Therapy Site: www.gamblingtherapy.org
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All the above elements must be included in every ad and be incorporated within the creatives themselves,
in a manner that’s clearly legible.

Terms and Conditions in promotional campaigns

When promoting campaigns, offerings, or other benefits (across all platforms), all terms and conditions
and any other material information must be presented in full to the player. For banner and social media
ads, full terms and conditions must always be available no more than one click away. Promotions runvia
emails or on landing pages must include the full terms and conditions of the offer in the email/webpage
itself. Where a space limitation (e.g., XtremePush notifications) precludes the inclusion of full terms, a link
to the full terms and conditions must be provided instead.

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

Postal Ads:

Ads submitted by post must be clearly marked as such, ideally through a clear notice on the envelope (e.g.
“Advert from [BRAND] enclosed”).

You must not include any imagery that’s highly appealing to minors on the envelope. If you’re sending out
material thatis not enclosed in an envelope, we’ll recommend that you avoid any such imagery altogether.

If promoting an offer, you must include either (a) the full terms of the offer; or (b) the significant terms of
the offer and a link or QR code directly leading to the full terms.

SMS:

SMS ads must include the following:
e 18+ andthe URL GamblingTherapy.org.
e Linkto 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.

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.
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