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it

ly
 d

ir
ec

te
d 

at
 

m
in

or
s 

or
 v

ul
ne

ra
bl

e 
or

 
di

sa
dv

an
ta

ge
d 

gr
ou

ps

a)
 

En
su

ri
ng

 t
ha

t g
am

bl
in

g 
ad

ve
rt

is
in

g 
or

 
pr

om
ot

io
ns

 s
uc

h 
as

 u
si

ng
 m

ed
ia

, t
im

e 
sl

ot
s,

 m
er

ch
an

di
se

, c
el

eb
ri

ti
es

 a
nd

 
sy

m
bo

ls
 a

re
 n

ot
 d

ir
ec

te
d 

pr
im

ar
il

y 
at

 c
hi

ld
re

n,
 i

n 
ac

co
rd

an
ce

 w
it

h 
th

e 
Co

m
m

er
ci

al
 T

el
ev

is
io

n 
In

du
st

ry
 C

od
e 

of
 P

ra
ct

ic
e.

a)
 

Su
gg

es
ti

ng
 in

 w
or

ds
 a

nd
 im

ag
es

 a
nd

 e
it

he
r 

ex
pl

ic
it

ly
 o

r 
im

pl
ic

it
ly

 t
ha

t 
th

e 
fo

llo
w

in
g 

pe
op

le
 a

re
 e

sp
ec

ia
lly

 w
el

co
m

e 
to

 g
am

bl
e 

at
 t

he
 c

lu
b:

• m
in

or
s

• p
eo

pl
e 

w
ho

 n
ee

d 
ca

sh
 o

r 
ha

ve
 d

if
fi

cu
lt

ie
s 

pa
yi

ng
 b

il
ls

• u
ne

m
pl

oy
ed
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6.
8

co
nt

6.
9

D
oe

s 
no

t i
nv

ol
ve

 a
ny

 
ex

te
rn

al
 s

ig
ns

 a
dv

is
in

g 
of

 w
in

ni
ng

s 
pa

id

a)
 

A
dv

er
ti

si
ng

 o
r 

pr
om

ot
in

g 
ja

ck
po

ts
 

w
it

hi
n 

de
si

gn
at

ed
 g

am
bl

in
g 

ar
ea

s.
b)

 
En

su
ri

ng
 a

ny
 e

xt
er

na
l a

dv
er

ti
si

ng
 a

nd
 

pr
om

ot
io

ns
 f

oc
us

 o
n 

a 
ra

ng
e 

of
 v

en
ue

 
fa

ci
lit

ie
s 

an
d 

se
rv

ic
es

 a
nd

 n
ot

 ju
st

 
ga

m
bl

in
g.

a)
 

Pu
t s

ig
na

ge
 o

ut
si

de
 t

he
 c

lu
b 

or
 in

 a
n 

ar
ea

 t
ha

t i
s 

vi
si

bl
e 

fr
om

 o
ut

si
de

 to
 

sh
ow

 t
he

 m
aj

or
 a

m
ou

nt
s 

w
on

 in
 a

 p
re

vi
ou

s 
pe

ri
od

, s
uc

h 
as

:
• A

-f
ra

m
e 

si
gn

 o
n 

fo
ot

pa
th

• b
an

ne
r 

on
 r

oo
f 

• a
dv

er
ti

se
m

en
t s

ta
ti

ng
 p

ay
ou

ts
 s

o 
fa

r 
th

is
 m

on
th

 =
 $

X
X

X
,X

X
X

. 

6.
10

D
oe

s 
no

t i
nv

ol
ve

 a
ny

 
ir

re
sp

on
si

bl
e 

tr
ad

in
g 

pr
ac

ti
ce

s 
by

 t
he

 
ga

m
bl

in
g 

pr
ov

id
er

a)
 

En
su

ri
ng

 t
ha

t g
am

bl
in

g 
ad

ve
rt

is
in

g 
or

 p
ro

m
ot

io
ns

 c
om

pl
ie

s 
w

it
h 

re
le

va
nt

 
le

gi
sl

at
io

n 
an

d 
th

e 
Q

ue
en

sl
an

d 
Re

sp
on

si
bl

e 
G

am
bl

in
g 

Co
de

 o
f 

Pr
ac

ti
ce

. 

a)
 

Su
gg

es
ti

ng
 in

 w
or

ds
 a

nd
 im

ag
es

, e
it

he
r 

ex
pl

ic
it

ly
 o

r 
im

pl
ic

it
ly

, t
ha

t 
ce

rt
ai

n 
le

gi
sl

at
iv

e 
re

qu
ir

em
en

ts
, s

uc
h 

as
 t

he
 b

an
 o

n 
cr

ed
it 

be
tt

in
g,

 d
oe

s 
no

t a
pp

ly
 to

 t
he

 c
lu

b.

b)
 

U
si

ng
 o

th
er

 ir
re

sp
on

si
bl

e 
tr

ad
in

g 
pr

ac
ti

ce
s,

 s
uc

h 
as

:
• o

ff
er

in
g 

fr
ee

 m
on

ey
 o

r 
cr

ed
it 

fo
r 

th
e 

pu
rp

os
es

 o
f 

ga
m

bl
in

g
• e

nc
ou

ra
gi

ng
 p

la
ye

rs
 to

 s
pe

nd
 t

he
ir

 la
st

 d
ol

la
r

• t
ar

ge
ti

ng
 p

ro
m

ot
io

ns
 a

t d
is

ad
va

nt
ag

ed
 g

ro
up

s 
or

 r
eg

io
ns

• o
ff

er
in

g 
in

du
ce

m
en

ts
 t

ha
t w

ou
ld

 r
es

ul
t i

n 
a 

su
bs

ta
nt

ia
l a

lte
ra

ti
on

 to
 t

he
 

pe
rs

on
’s 

no
rm

al
 b

et
ti

ng
 s

ta
ke

 o
r 

ac
ti

vi
ty

• o
ff

er
in

g 
fr

ee
 o

r 
di

sc
ou

nt
ed

 a
lc

oh
ol

 f
or

 g
am

bl
in

g 
pa

tr
on

s 
on

ly
 

e.
g.

 g
am

in
g 

ro
om

 h
ap

py
 h

ou
r

• o
ff

er
in

g 
fr

ee
 m

ea
ls

 o
nl

y 
fo

r 
ga

m
in

g 
pa

tr
on

s 
e.

g.
 f

re
e 

br
ea

kf
as

t f
or

 
ga

m
in

g 
pa

tr
on

s 
be

fo
re

 1
0a

m
.

6.
11

D
oe

s 
no

t d
ep

ic
t 

or
 p

ro
m

ot
e 

th
e 

co
ns

um
pt

io
n 

of
 a

lc
oh

ol
 

w
hi

le
 e

ng
ag

ed
 in

 t
he

 
ac

ti
vi

ty
 o

f 
ga

m
bl

in
g 

a)
 

A
vo

id
in

g 
re

fe
re

nc
e 

to
 o

r 
of

fe
r 

of
 f

re
e 

al
co

ho
l a

s 
a 

re
w

ar
d 

fo
r 

ga
m

bl
in

g 
at

 t
he

 
cl

ub
.

a)
 

Sh
ow

in
g 

im
ag

es
 s

uc
h 

as
 t

he
 f

ol
lo

w
in

g:
• a

lc
oh

ol
 b

ei
ng

 s
er

ve
d 

at
 g

am
in

g 
m

ac
hi

ne
s 

• p
la

ye
rs

 h
ol

di
ng

 a
 g

la
ss

 c
on

ta
in

in
g 

al
co

ho
l 

• p
eo

pl
e 

pl
ay

in
g 

ga
m

in
g 

m
ac

hi
ne

s 
in

 a
n 

in
to

xi
ca

te
d 

st
at

e.

b)
 

A
dv

er
ti

si
ng

 a
nd

 p
ro

m
ot

in
g 

ga
m

bl
in

g 
in

 a
 w

ay
 t

ha
t i

t d
oe

s 
no

t a
pp

ea
l t

o 
th

e 
vu

ln
er

ab
le

 o
r 

di
sa

dv
an

ta
ge

d 
gr

ou
ps

, 
su

ch
 a

s 
no

t s
en

di
ng

 c
or

re
sp

on
de

nc
e 

or
 p

ro
m

ot
io

na
l m

at
er

ia
ls

 to
 g

am
bl

in
g 

cu
st

om
er

s 
w

ho
 a

re
 e

xc
lu

de
d 

or
 k

no
w

n 
to

 h
av

e 
fo

rm
al

ly
 r

eq
ue

st
ed

 t
ha

t t
hi

s 
in

fo
rm

at
io

n 
no

t b
e 

se
nt

 to
 t

he
m

.

• p
eo

pl
e 

w
ho

 a
re

 c
ul

tu
ra

lly
 o

r 
li

ng
ui

st
ic

al
ly

 d
is

ad
va

nt
ag

ed
 (e

.g
. n

ew
 

m
ig

ra
nt

s)
• p

eo
pl

e 
fr

om
 lo

w
 s

oc
io
-e

co
no

m
ic

 a
re

as
 

• p
eo

pl
e 

at
 r

is
k 

(e
.g

. h
om

el
es

s)
.

b)
 

Co
nv

ey
in

g 
th

e 
im

pr
es

si
on

 t
ha

t a
 p

er
so

n’
s 

so
ci

al
 o

r 
fi

na
nc

ia
l b

et
te

rm
en

t 
is

 d
ue

 to
 g

am
bl

in
g 

an
d 

an
yo

ne
 c

an
 a

ch
ie

ve
 a

 h
ig

h 
le

ve
l o

f 
so

ci
al

 a
nd

 
fi

na
nc

ia
l s

uc
ce

ss
 t

hr
ou

gh
 g

am
bl

in
g.

c)
 

Eq
ua

ti
ng

 g
am

bl
in

g 
w

it
h 

fr
ee

do
m

 o
r 

gl
am

ou
r 

or
 in

de
pe

nd
en

ce
.
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6.
12

H
as

 t
he

 c
on

se
nt

 o
f 

th
e 

pe
rs

on
 p

ri
or

 to
 

pu
bl

is
hi

ng
 o

r 
ca

us
in

g 
to

 b
e 

pu
bl

is
he

d 
an

yt
hi

ng
 w

hi
ch

 
id

en
ti

fi
es

 a
 p

er
so

n 
w

ho
 

ha
s 

w
on

 a
 p

ri
ze

a)
 

Co
m

pl
yi

ng
 w

it
h 

th
e 

pr
iv

ac
y 

le
gi

sl
at

io
n 

an
d 

th
e 

Q
ue

en
sl

an
d 

Re
sp

on
si

bl
e 

G
am

bl
in

g 
Co

de
 o

f 
Pr

ac
ti

ce
, s

uc
h 

as
 s

ee
ki

ng
 

pe
rm

is
si

on
 f

ro
m

 p
eo

pl
e 

be
fo

re
 u

si
ng

 
th

ei
r 

pe
rs

on
al

 in
fo

rm
at

io
n 

(e
.g

. n
am

e,
 

ph
ot

og
ra

ph
) i

n 
ga

m
bl

in
g 

ad
ve

rt
is

in
g.

b)
 

En
su

ri
ng

 t
ha

t t
he

 c
lu

b 
sa

fe
gu

ar
ds

 
pr

iv
ac

y 
(e

.g
. o

nl
y 

al
lo

w
s 

au
th

or
is

ed
 

pe
rs

on
s 

to
 a

cc
es

s 
th

e 
pe

rs
on

al
 r

ec
or

ds
 

of
 p

la
ye

rs
 a

nd
 k

ee
ps

 t
hi

s 
in

fo
rm

at
io

n 
in

 a
 s

ec
ur

e 
lo

ca
ti

on
 a

t t
he

 c
lu

b.
)

a)
 

Pu
bl

is
hi

ng
 p

ho
to

s 
of

 ja
ck

po
t w

in
ne

rs
 in

 t
he

 c
lu

b 
ne

w
sl

et
te

r 
w

it
ho

ut
 

ob
ta

in
in

g 
th

ei
r 

co
ns

en
t.

b)
 

Ig
no

ri
ng

 r
eq

ue
st

s 
by

 p
la

ye
rs

 to
 s

af
eg

ua
rd

 t
he

ir
 p

ri
va

cy
 w

he
n 

th
ey

 w
in

 
a 

m
aj

or
 p

ri
ze

.

6.
13

In
co

rp
or

at
es

, w
he

re
 

ap
pr

op
ri

at
e,

 p
os

it
iv

e 
re

sp
on

si
bl

e 
ga

m
bl

in
g 

m
es

sa
ge

s

a)
 

In
cl

ud
in

g 
w

or
ds

 a
nd

 im
ag

es
 t

ha
t 

co
nv

ey
 t

he
 m

es
sa

ge
 t

ha
t g

am
bl

in
g 

is
 

fu
n 

on
ly

 w
he

n 
pe

op
le

 p
la

y 
re

sp
on

si
bl

y,
 

su
ch

 a
s 

th
e 

fo
llo

w
in

g:
• “

ke
ep

 g
am

bl
in

g 
en

jo
ya

bl
e,

 g
am

bl
e 

re
sp

on
si

bl
y”

• “
be

t w
it

h 
yo

ur
 h

ea
d,

 n
ot

 o
ve

r 
it

”.

a)
 

U
si

ng
 r

es
po

ns
ib

le
 g

am
bl

in
g 

m
es

sa
ge

s 
in

 g
am

bl
in

g 
ad

ve
rt

is
in

g 
pr

om
ot

io
ns

 in
 a

n 
am

bi
gu

ou
s 

or
 m

is
le

ad
in

g 
w

ay
, s

uc
h 

as
:

• “
pl

ay
 r

es
po

ns
ib

ly
 to

 w
in

 b
ig

”
• “

ta
ke

 a
 b

re
ak

 a
nd

 p
re

pa
re

 f
or

 t
he

 n
ex

t r
ou

nd
 o

f 
pl

ay
”.
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Q
ue
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f P
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 A

dv
er
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m
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 G

ui
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Ca
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PR
A

CT
IC

E
A
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B

LE
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R
A
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—
C
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O
S

U
N

A
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EP
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B
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 P
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A
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—
C
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6.
1

Co
m

pl
ie

s 
w

it
h 

th
e 

A
dv

er
ti

se
r 

Co
de

 o
f 

Et
hi

cs
 a

s 
ad

op
te

d 
by

 t
he

 A
us

tr
al

ia
n 

A
ss

oc
ia

ti
on

 o
f 

N
at

io
na

l 
A

dv
er

ti
se

rs

a)
 

A
ll 

ad
ve

rt
is

in
g 

an
d 

pr
om

ot
io

na
l 

ac
ti

vi
ti

es
 a

re
 d

ev
el

op
ed

 a
nd

 d
el

iv
er

ed
 

to
 c

om
pl

y 
w

it
h 

th
e 

A
dv

er
ti

se
r 

Co
de

 o
f 

Et
hi

cs
 a

s 
ad

op
te

d 
by

 t
he

 A
us

tr
al

ia
n 

A
ss

oc
ia

ti
on

 o
f 

N
at

io
na

l A
dv

er
ti

se
rs

.
 

a)
 

D
ev

el
op

in
g 

or
 d

el
iv

er
in

g 
ad

ve
rt

is
in

g 
th

at
 d

oe
s 

no
t c

om
pl

y 
w

it
h 

th
e 

A
dv

er
ti

se
r 

Co
de

 o
f 

Et
hi

cs
 a

s 
ad

op
te

d 
by

 t
he

 A
us

tr
al

ia
n 

A
ss

oc
ia

ti
on

 o
f 

N
at

io
na

l A
dv

er
ti

se
rs

.

6.
2

Is
 n

ot
 f

al
se

, m
is

le
ad

in
g 

or
 d

ec
ep

ti
ve

a)
 

A
dv

er
ti

si
ng

 ja
ck

po
ts

 a
nd

 p
ro

vi
di

ng
 

in
fo

rm
at

io
n 

ab
ou

t t
he

 a
ct

ua
l d

ol
la

r 
pr

iz
e 

th
at

 c
an

 b
e 

w
on

. C
ur

re
nt

 ja
ck

po
t 

pr
iz

es
 t

ha
t a

re
 a

va
ila

bl
e 

al
so

 b
ei

ng
 

ad
ve

rt
is

ed
 o

n 
th

e 
in

te
rn

et
. 

b)
 

A
dv

er
ti

si
ng

 t
he

 in
tr

od
uc

ti
on

 o
f 

a 
ne

w
 

ga
m

in
g 

pr
od

uc
t (

el
ec

tr
on

ic
 g

am
in

g 
m

ac
hi

ne
 o

r 
ta

bl
e 

ga
m

es
) a

nd
 p

ro
vi

di
ng

 
in

fo
rm

at
io

n 
ab

ou
t p

ro
du

ct
 f

ea
tu

re
s 

th
at

 a
re

 n
ot

 f
al

se
 o

r 
m

is
le

ad
in

g
(e

.g
. n

um
be

r 
of

 li
ne

s 
on

 a
 m

ac
hi

ne
 o

r 
sp

ec
ia

l f
ea

tu
re

s 
of

 t
he

 g
am

e)
.

c)
 

H
av

in
g 

a 
ba

la
nc

e 
of

 w
in

ni
ng

 a
nd

 
no

n-
w

in
ni

ng
 p

la
y 

im
ag

er
y 

in
 

ga
m

bl
in

g 
ad

ve
rt

is
em

en
ts

 a
nd

 
pr

om
ot

io
ns

. F
or

 e
xa

m
pl

e:
 

a)
 

A
dv

er
ti

si
ng

 a
 m

ax
im

um
 ja

ck
po

t p
os

si
bi

lit
y 

w
he

n 
th

e 
am

ou
nt

 a
dv

er
ti

se
d 

is
 n

ot
 a

 t
ru

e 
pr

oj
ec

ti
on

 o
f 

th
e 

ex
pe

ct
ed

 ja
ck

po
t a

m
ou

nt
. 

b)
 

U
si

ng
 f

al
se

 o
r 

m
is

le
ad

in
g 

la
ng

ua
ge

, i
n 

re
la

ti
on

 to
 ja

ck
po

ts
 a

nd
 n

ew
 

pr
od

uc
t, 

th
at

 m
ay

 e
nc

ou
ra

ge
 v

is
ita

ti
on

 e
.g

. “
ge

t i
n 

no
w

 to
 w

in
 t

he
 

cu
rr

en
t j

ac
kp

ot
” 

or
 f

or
 n

ew
 p

ro
du

ct
, a

dv
er

ti
si

ng
 p

ot
en

ti
al

 “
m

ax
im

um
 

po
ss

ib
le

 ja
ck

po
ts

” 
w

he
n 

th
e 

ja
ck

po
t h

as
 n

ot
 a

ct
ua

lly
 r

ea
ch

ed
 t

ha
t 

am
ou

nt
. 

c)
 

A
ny

 a
dv

er
ti

si
ng

 o
r 

pr
om

ot
io

n 
th

at
 e

nc
ou

ra
ge

s 
th

e 
fa

ls
e 

be
lie

f, 
ei

th
er

 
ex

pl
ic

it
ly

 o
r 

im
pl

ic
it

ly
, t

ha
t t

he
 o

ut
co

m
e 

of
 c

er
ta

in
 g

am
es

 c
an

 b
e 

pr
ed

ic
te

d 
or

 c
on

tr
ol

le
d 

us
in

g 
w

ri
tt

en
 o

r 
vi

su
al
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ti
m

at
ed

” 
ja

ck
po

t a
m

ou
nt

.
d)

 
O

ff
er

in
g 

in
fo

rm
at

io
n 

on
 t

he
 o

dd
s 

in
 

la
ng

ua
ge

s 
ot

he
r 

th
an

 E
ng

lis
h.

 
e)

 
N

ot
 in

cl
ud

in
g 

pr
ed

ic
ti

on
s 

of
 o

ut
co

m
es

 
of

 g
am

es
 o

n 
ga

m
in

g 
m

ac
hi

ne
s.

 (F
or

 
gu

id
an

ce
 in

 r
el

at
io

n 
to

 t
he

 w
or

ki
ng

 o
f 

ga
m

in
g 

m
ac

hi
ne

s,
 c

on
su

lt 
A

G
M

M
A’

s 
w

eb
si

te
 <

w
w

w
.a

gm
m

a.
co

m
.a

u/
pd

f/
pl

ay
er

in
fo

.p
df

>.
)

f)
 

A
dv

er
ti

se
m

en
ts

 w
hi

ch
 u

se
 ‘l

uc
k’

 in
 a

 
hu

m
or

ou
s 

w
ay

 w
hi

ls
t d

ep
ic

ti
ng

 p
eo

pl
e 

ga
m

bl
in

g 
an

d 
en

jo
yi

ng
 t

he
m

se
lv

es
—

th
er

e 
be

in
g 

no
 s

ug
ge

st
io

n 
th

at
 t

he
 

in
di

vi
du

al
 o

r 
th

e 
ve

nu
e 

ha
s 

‘in
tr

in
si

c 
lu

ck
’.

a)
 

A
dv

er
ti

si
ng

 in
 a

 w
ay

 t
ha

t m
is

le
ad

s 
or

 m
is

re
pr

es
en

ts
 t

he
 a

ct
ua

l c
ha

nc
e 

or
 

od
ds

 o
f 

w
in

ni
ng

. E
xa

m
pl

es
 o

f 
m

is
le

ad
in

g 
st

at
em

en
ts

 in
cl

ud
e:

• “
Yo

u 
ca

n 
be

 lu
ck

y 
to

o.
”

• “
O

ur
 ja

ck
po

t i
s 

du
e 

to
 g

o 
of

f.”
• S

ee
 a

ls
o 

re
la

te
d 

ex
am

pl
es

 in
 6

.2
 a

nd
 6

.3
. 

b)
 

Le
av

in
g 

ou
t-

of
-d

at
e 

ad
ve

rt
is

in
g 

m
at

er
ia

l (
Po

in
t o

f 
Sa

le
) d

is
pl

ay
ed

 t
ha

t 
sh

ow
s 

pr
iz

e 
am

ou
nt

s 
th

at
 a

re
 n

o 
lo

ng
er

 a
va

ila
bl

e.
 

c)
 

U
si

ng
 la

ng
ua

ge
 t

ha
t m

ay
 im

pl
y 

th
at

 c
us

to
m

er
s 

co
ul

d 
w

in
 t

he
 to

ta
l 

ja
ck

po
t p

os
si

bl
e.

d)
 

Su
pp

ly
in

g 
in

co
rr

ec
t o

dd
s 

or
 s

up
pl

yi
ng

 in
fo

rm
at

io
n 

in
 d

if
fi

cu
lt 

to
 

un
de

rs
ta

nd
 la

ng
ua

ge
.

e)
 

Re
fu

si
ng

 to
 s

up
pl

y 
od

ds
 o

f 
ga

m
es

 to
 c

us
to

m
er

s 
or

 m
ak

in
g 

th
em

 d
if

fi
cu

lt 
to

 a
cc

es
s.

f)
 

A
dv

er
ti

se
m

en
ts

 o
r 

pr
om

ot
io

ns
 w

hi
ch

 s
ug

ge
st

 t
ha

t a
 v

en
ue

 h
as

 in
tr

in
si

c 
lu

ck
. F

or
 e

xa
m

pl
e:

 
• S

ug
ge

st
in

g 
in

 a
 g

am
bl

in
g 

ad
ve

rt
is

em
en

t t
hr

ou
gh

 g
ra

ph
ic

s 
or

 im
ag

er
y 

th
at

 a
 p

ar
ti

cu
la

r 
ve

nu
e 

or
 g

am
in

g 
ar

ea
 is

 “
lu

ck
y”

 –
 o

r 
pr

ed
is

po
se

d 
to

w
ar

ds
 p

ay
in

g 
ou

t l
ot

s 
of

 ja
ck

po
ts

—
an

d 
th

at
 a

s 
a 

re
su

lt
, w

is
e 

pu
nt

er
s 

w
ou

ld
 c

ho
os

e 
to

 g
am

bl
e 

th
er

e 
ra

th
er

 t
ha

n 
el

se
w

he
re

.
• H

av
in

g—
an

d 
in

cl
ud

in
g 

in
 g

am
bl

in
g 

ad
ve

rt
is

em
en

ts
 o

r 
pr

om
ot

io
na

l 
m

at
er

ia
l—

a 
ve

nu
e 

“m
as

co
t”

 w
ho

 is
 c

la
im

ed
 to

 b
e 

un
na

tu
ra

lly
 “

lu
ck

y”
, 

w
ho

 “
ne

ve
r 

lo
se

s 
at

 g
am

es
 o

f 
ch

an
ce

”, 
w

ho
 “

al
w

ay
s 

ga
m

bl
es

 a
t t

he
 

ve
nu

e 
in

 q
ue

st
io

n”
 a

nd
 s

o 
fo

rt
h.

• S
ta

te
m

en
ts

, g
ra

ph
ic

s 
or

 im
ag

es
 w

hi
ch

 m
ay

 im
pl

y 
th

at
 w

in
ni

ng
 is

 m
or

e 
li

ke
ly

 a
t t

he
 c

as
in

o 
th

an
 a

t a
no

th
er

 v
en

ue
 (w

hi
ch

 m
ay

 s
ug

ge
st

 o
r 

im
pl

y 
th

at
 t

he
 c

as
in

o 
is

 e
sp

ec
ia

lly
 “

lu
ck

y”
.)

g)
 

Su
gg

es
ti

ng
 in

 g
am

bl
in

g 
ad

ve
rt

is
em

en
ts

 a
nd

 p
ro

m
ot

io
ns

 –
 t

hr
ou

gh
 

im
ag

er
y,

 w
ri

tt
en

 o
r 

ve
rb

al
 in

fo
rm

at
io

n—
th

at
 “

fe
el

in
g 

lu
ck

y”
 is

 s
om

e 
so

rt
 

of
 in

tu
it

io
n 

w
hi

ch
 s

ki
lle

d 
pe

op
le

 c
an

 u
se

 to
 d

et
er

m
in

e 
on

 w
ha

t d
ay

s,
 

ta
bl

e,
 o

r 
ga

m
in

g 
m

ac
hi

ne
s 

th
ey

 w
il

l w
in

 a
nd

 s
o 

im
pr

ov
e 

th
ei

r 
ch

an
ce

s 
of

 
w

in
ni

ng
. F

or
 e

xa
m

pl
e,

 a
n 

ad
ve

rt
is

em
en

t o
r 

pr
om

ot
io

n 
w

hi
ch

:
• D

ep
ic

ts
 a

 p
er

so
n 

se
le

ct
in

g 
ke

no
 n

um
be

rs
 o

n 
th

e 
ba

si
s 

of
 a

 “
lu

ck
y”

 
hu

nc
h 

an
d 

w
in

ni
ng

 a
s 

a 
re

su
lt

.
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• D
ep

ic
ts

 a
 p

er
so

n 
se

le
ct

in
g 

a 
ga

m
in

g 
m

ac
hi

ne
 o

n 
th

e 
ba

si
s 

of
 a

 “
lu

ck
y 

hu
nc

h”
 a

nd
 t

he
n 

de
pi

ct
s 

th
em

 w
in

ni
ng

 a
 ja

ck
po

t a
s 

a 
re

su
lt

.
• D

ep
ic

ts
 a

 p
er

so
n 

“f
ee

li
ng

 lu
ck

y”
, d

ec
id

in
g 

to
 g

o 
to

 t
he

 c
as

in
o 

to
 “

te
st

 
th

ei
r 

lu
ck

” 
an

d 
th

en
 w

in
ni

ng
. 

• D
ep

ic
ts

 a
 p

er
so

n 
ut

il
is

in
g 

a 
“l

uc
ky

 c
ha

rm
” 

w
he

n 
ga

m
bl

in
g 

an
d 

w
in

ni
ng

 
as

 a
 r

es
ul

t.
• S

ug
ge

st
s 

th
at

 “
lu

ck
” 

or
 “

fe
el

in
g 

lu
ck

y”
 o

r 
ha

vi
ng

 a
 “

hu
nc

h”
 is

 a
cc

ur
at

el
y 

in
di

ca
ti

ve
 o

f 
an

 im
m

in
en

t f
ut

ur
e 

w
in

.
h)

 
Ex

pl
ic

itl
y 

st
at

in
g 

or
 im

pl
yi

ng
 th

ro
ug

h 
im

ag
er

y 
or

 w
ri

tt
en

/v
er

ba
l i

nf
or

m
at

io
n 

th
at

 t
he

re
 a

re
 s

tr
at

eg
ie

s 
th

at
 p

eo
pl

e 
ca

n 
ad

op
t o

r 
em

pl
oy

 in
 o

rd
er

 to
 m

od
if

y 
th

ei
r 

“l
uc

k”
 s

o 
as

 to
 im

pr
ov

e 
th

ei
r 

ch
an

ce
s 

of
 w

in
ni

ng
. F

or
 e

xa
m

pl
e:

 
• A

n 
im

ag
e 

on
 a

 g
am

bl
in

g 
ad

ve
rt

is
em

en
t w

hi
ch

 s
ho

w
s 

so
m

eo
ne

 e
ng

ag
in

g 
in

 a
 s

up
er

st
it

io
us

 b
eh

av
io

ur
—

su
ch

 a
s 

ru
bb

in
g 

a 
Bu

dd
ha

 s
ta

tu
e,

 b
lo

w
in

g 
on

 s
om

e 
di

ce
 o

r 
ru

bb
in

g 
a 

ga
m

in
g 

m
ac

hi
ne

 f
or

 lu
ck

—
an

d 
su

gg
es

ti
ng

 
th

at
 t

hi
s 

re
su

lte
d 

in
 t

he
ir

 w
in

ni
ng

. (
Su

gg
es

ti
ng

 s
up

er
st

it
io

us
 p

ra
ct

ic
es

 
ar

e 
ef

fe
ct

iv
e 

st
ra

te
gi

es
 t

ha
t c

an
 b

e 
em

pl
oy

ed
 b

y 
pe

op
le

 if
 t

he
y 

w
is

h 
to

 
im

pr
ov

e 
th

ei
r 

ch
an

ce
s 

of
 w

in
ni

ng
 a

t t
he

 c
as

in
o.

)
• E

xp
lic

it
ly

 s
ta

ti
ng

 o
r 

im
pl

yi
ng

 (s
ug

ge
st

in
g)

 t
hr

ou
gh

 im
ag

er
y 

or
 w

ri
tt

en
 

or
 v

er
ba

l i
nf

or
m

at
io

n 
th

at
 n

um
be

rs
 c

ho
se

n—
fo

r 
ex

am
pl

e,
 in

 r
ou

le
tt

e—
in

 
a 

ce
rt

ai
n 

m
an

ne
r 

(e
.g

. h
or

os
co

pe
s,

 “
lu

ck
y”

 n
um

be
rs

) a
re

 a
ny

 lu
ck

ie
r 

th
an

 a
ny

 o
th

er
 n

um
be

rs
. F

or
 e

xa
m

pl
e,

 a
 g

am
bl

in
g 

ad
ve

rt
is

em
en

t w
hi

ch
 

de
pi

ct
s 

so
m

eo
ne

 s
el

ec
ti

ng
 t

he
ir

 r
ou

le
tt

e 
nu

m
be

rs
 (o

r 
a 

sp
ec

if
ic

 g
am

in
g 

m
ac

hi
ne

) o
n 

th
e 

ba
si

s 
of

 a
st

ro
lo

gy
 o

r 
so

m
e 

lu
ck

y 
in

tu
it

io
n 

or
 s

im
ila

r 
m

ea
ns

. S
uc

h 
su

gg
es

ts
 t

ha
t t

hi
s 

m
et

ho
d 

of
 s

el
ec

ti
on

 im
pr

ov
ed

 t
he

ir
 

ch
an

ce
s 

of
 w

in
ni

ng
 (e

.g
. d

ep
ic

ti
ng

 t
he

m
 w

in
ni

ng
 a

s 
a 

re
su

lt 
of

 t
hi

s 
‘s

el
ec

ti
on

 s
tr

at
eg

y’
.)

i) 
A

ny
 a

dv
er

ti
se

m
en

t o
r 

pr
om

ot
io

n 
w

hi
ch

 s
ug

ge
st

s—
th

ro
ug

h 
im

ag
er

y,
 v

is
ua

l 
or

 a
ud

ito
ry

 in
fo

rm
at

io
n—

th
at

 “
lu

ck
” 

is
 a

 c
au

se
 o

f 
so

m
eo

ne
’s 

w
in

ni
ng

. F
or

 
ex

am
pl

e,
 s

ug
ge

st
in

g 
in

 a
 g

am
bl

in
g 

ad
ve

rt
is

em
en

t o
r 

pr
om

ot
io

n 
th

at
 if

 y
ou

 
ar

e 
on

 a
 w

in
ni

ng
 s

tr
ea

k 
or

 “
ro

ll”
, t

he
 w

in
ni

ng
 s

tr
ea

k 
or

 r
ol

l w
il

l c
on

ti
nu

e 
be

ca
us

e 
of

 y
ou

r 
pr

es
en

t s
ta

te
 o

f 
“g

oo
d 

lu
ck

”. 
Fo

r 
ex

am
pl

e:
• D

ep
ic

ti
ng

 s
om

eo
ne

 o
n 

a 
w

in
ni

ng
 s

tr
ea

k 
w

it
h 

an
ot

he
r 

pa
tr

on
 s

ay
in

g 
“H

e 
ca

n’
t s

to
p 

(o
r 

le
av

e)
 n

ow
, h

e’
s 

on
 a

 r
ol

l.”
• D

ep
ic

ti
ng

 s
om

eo
ne

 o
n 

a 
w

in
ni

ng
 s

tr
ea

k 
w

it
h 

th
e 

qu
es

ti
on

 “
W

ou
ld

 Y
ou

 
Le

av
e 

N
ow

?”

6.
5
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j) 
A

ny
 a

dv
er

ti
se

m
en

t o
r 

pr
om

ot
io

n 
w

hi
ch

 e
nc

ou
ra

ge
s 

th
e 

fa
ls

e 
be

lie
f 

th
at

 c
er

ta
in

 p
eo

pl
e 

br
in

g 
go

od
 a

nd
 b

ad
 lu

ck
 a

nd
 t

ha
t t

hi
s 

lu
ck

 t
he

n 
ca

us
es

 w
in

ni
ng

 a
nd

 lo
si

ng
 g

am
e 

ou
tc

om
es

. F
or

 e
xa

m
pl

e,
 d

ep
ic

ti
ng

 in
 

an
 a

dv
er

ti
se

m
en

t s
om

eo
ne

—
pe

rh
ap

s 
w

in
ni

ng
—

w
ho

 b
ri

ng
s 

ot
he

r 
pl

ay
er

s 
lu

ck
, i

n 
th

at
 it

 is
 s

ug
ge

st
ed

 t
ha

t o
th

er
s 

ar
e 

m
or

e 
li

ke
ly

 to
 w

in
 d

ue
 to

 t
hi

s 
pe

rs
on

’s 
pr

es
en

ce
 o

r 
pr

ox
im

it
y.

6.
6

D
oe

s 
no

t o
ff

en
d 

pr
ev

ai
li

ng
 c

om
m

un
it

y 
st

an
da

rd
s

a)
 

U
nd

er
ta

ki
ng

 n
ot

 to
 u

se
 im

ag
es

 t
ha

t 
m

ay
 o

ff
en

d 
pr

ev
ai

li
ng

 c
om

m
un

it
y 

st
an

da
rd

s.
 

b)
 

A
dv

er
ti

si
ng

 is
 c

om
pl

ia
nt

 w
it

h
pr

ev
ai

li
ng

 c
om

m
un

it
y 

st
an

da
rd

s.

a)
 

U
si

ng
 im

ag
es

 o
f 

m
in

or
s 

ga
m

bl
in

g 
or

 p
ic

ki
ng

 n
um

be
rs

.
b)

 
Ex

ce
ed

in
g 

th
e 

re
le

va
nt

 r
eg

ul
at

or
y 

an
d 

ad
ve

rt
is

in
g 

co
de

s/
gu

id
el

in
es

 
e.

g.
 p

la
ci

ng
 a

du
lt 

th
em

e 
ad

ve
rt

is
em

en
ts

 in
 g

en
er

al
 e

xh
ib

it
io

n 
ti

m
e 

sl
ot

s.
c)

 
Su

gg
es

ti
ng

 t
ha

t e
nh

an
ce

m
en

t o
f 

on
e’

s 
so

ci
al

, f
in

an
ci

al
 o

r 
se

xu
al

 s
uc

ce
ss

 
an

d 
ge

ne
ra

l a
bi

lit
ie

s 
ca

n 
be

 a
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ri
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bl

e 
to

 g
am

bl
in

g.

6.
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D
oe

s 
no

t f
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us
 

ex
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us
iv

el
y 

on
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m

bl
in

g 
w

he
re
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he

re
 

ar
e 

ot
he

r 
ac

ti
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ti
es

 to
 

pr
om

ot
e

a)
 

A
dv

er
ti

si
ng

 g
am

bl
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g 
pr

od
uc

ts
 w

it
hi

n 
th

e 
co

nt
ex

t o
f 

an
 o

ve
ra

ll 
m
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ke

ti
ng

 
st

ra
te

gy
 f

or
 t

he
ir
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us

in
es

s.
b)

 
W

he
re

 t
he

re
 a

re
 o

th
er

 p
ro

du
ct

s 
to

 
pr

om
ot

e,
 g

am
in

g 
m

es
sa

ge
s 

ar
e 

no
t o

ve
r 

re
pr

es
en

te
d 

as
 d

ef
in

ed
 b

y 
m

ed
ia

 s
pe

nd
.

a)
 

Pr
om

ot
in

g 
ga

m
in

g 
as

 t
he

 o
nl

y 
en

te
rt

ai
nm

en
t a

ct
iv

it
y 

av
ai

la
bl

e 
at

 a
 

ca
si

no
 p

ro
pe

rt
y.
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5
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6.
8

1.
 M

in
or

s

In
te

nt
io

na
lly

 p
la

ci
ng

 m
ed

ia
 w

he
re

 it
 t

ar
ge

ts
 m

in
or

s 
an

d 
di

sa
dv

an
ta

ge
d 

gr
ou

ps
. F

or
 e

xa
m

pl
e,

 g
am

bl
in

g 
ad

ve
rt

is
em

en
ts

 a
nd

 p
ro

m
ot

io
ns

 w
hi

ch
:

a)
 

A
dv

er
ti

se
 a

nd
 p

ro
m

ot
e 

ga
m

bl
in

g 
in

 m
ed

ia
 d

ir
ec

te
d 

pr
im

ar
ily

 a
t m

in
or

s.
 

(M
ed

ia
 s

el
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 a
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 p
la

ce
m

en
t o

f 
ad

ve
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or
ex

am
pl

e,
 in

fo
rm

at
io

n 
on

 o
r 

in
 a

ny
 m

ed
ia

 li
ke

:
• “

M
aj

or
 ja

ck
po

ts
 s

o 
fa

r 
th

is
 y

ea
r:

 $
26

,0
00

; $
28

,0
00

; $
32

,0
00

; $
52

,0
00

; 
$2

9,
00

0…
..”

• “
TW

O
 H

U
G

E 
JA

CK
PO

T 
W

IN
N

ER
S 

A
T 

X
X

X
X

”
• P

ay
ou

ts
 to

 o
ur

 c
us

to
m

er
s 

la
st

 w
ee

k,
 o

ve
r 

$3
00

,0
00

”.
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R

A
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—
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O
S

6.
9

co
nt

(A
dv

er
tis

in
g 

or
 p

ro
m

ot
io

n 
w

hi
ch

 in
vo

lv
es

 a
ny

 e
xt

er
na

l 
si

gn
s 

ad
vi

si
ng

 o
f w

in
ni

ng
s 

pa
id

. T
hi

s 
m

ay
 in

cl
ud

e,
 fo

r 
ex

am
pl

e,
 e

xt
er

na
l s

ig
ns

 
at

 th
e 

ve
nu

e,
 n

ew
sp

ap
er

 
ad

ve
rt

is
em

en
ts

, t
el

ev
is

io
n 

ad
ve

rt
is

em
en

ts
, r

ad
io

 
ad

ve
rt

is
em

en
ts

, m
ai

l-
ou

t 
m

at
er

ia
l, 

br
oc

hu
re

s,
 a

nd
 

an
y 

w
eb

-b
as

ed
 in

fo
rm

at
io

n 
th

at
 is

 c
on

si
de

re
d 

ex
te

rn
al

 
by

 th
is

 G
ui

de
lin

e.
)

b)
 

In
te

rn
al

ly
 a

dv
er

ti
si

ng
 a

ct
ua

l w
in

ni
ng

s 
pa

id
. F

or
 e

xa
m

pl
e,

 a
 li

gh
t b

ox
 s

ig
n 

in
di

ca
ti

ng
 a

 la
rg

e 
ja

ck
po

t h
as

 b
ee

n 
w

on
.

c)
 

In
te

rn
al

 s
ig

na
ge

 a
bo

ut
 a

ct
ua

l w
in

ni
ng

s 
pa

id
 n

ot
 b

ei
ng

 v
is

ib
le

 f
ro

m
 a

ny
ex

te
rn

al
 v

ie
w

po
in

t t
hr

ou
gh

 a
 d

oo
r, 

w
in

do
w

 o
r 

gl
as

s 
w

al
l. 

6.
10

D
oe

s 
no

t i
nv

ol
ve

 a
ny

 
ir

re
sp

on
si

bl
e 

tr
ad

in
g 

pr
ac

ti
ce

s 
by

 t
he

 
ga

m
bl

in
g 

pr
ov

id
er

a)
 

Co
nd

uc
ti

ng
 r

es
po

ns
ib

le
 p

ro
m

ot
io

na
l 

ac
ti

vi
ti

es
 f

or
 s

pe
ci

fi
c 

pr
od

uc
ts

 w
it

hi
n 

th
e 

bu
si

ne
ss

 a
nd

 n
ot

 d
ir

ec
ti

ng
 t

he
se

 
pr

om
ot

io
ns

 a
t d

is
ad

va
nt

ag
ed

 g
ro

up
s 

or
 e

nc
ou
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gi

ng
 ir

re
sp

on
si

bl
e 

ga
m

bl
in

g 
be

ha
vi

ou
r.

b)
 

Be
in

g 
co

m
m

it
te

d 
to

 b
es

t p
ra

ct
ic

e 
in

 
th

e 
pr

ov
is

io
n 

of
 r

es
po

ns
ib

le
 g

am
bl

in
g,

 
w

it
h 

th
e 

ai
m

 o
f 

m
in

im
is

in
g 

th
e 

po
te

nt
ia

l h
ar

m
 to

 in
di

vi
du

al
s 

in
 

th
e 

co
m

m
un

it
y 

th
ro

ug
h 

re
sp

on
si

bl
e 

ga
m

bl
in

g 
pr

ac
ti

ce
s.

a)
 

Pr
ov

id
in

g 
cu

st
om

er
s 

w
it

h 
cr

ed
it 

or
 le

nd
in

g 
m

on
ey

 to
 g

am
bl

e 
(a

s 
sp

ec
if

ie
d 

in
 r

eg
ul

at
io

ns
 a

nd
 P

ra
ct

ic
e 

5.
3 

of
 t

he
 C

od
e.

)
b)

 
O

ff
er

in
g 

cu
st

om
er

s 
im

pr
op

er
 in

du
ce

m
en

ts
 to

 g
am

bl
e.

 E
xa

m
pl

es
 o

f 
ir

re
sp

on
si

bl
e 

tr
ad

in
g 

pr
ac

ti
ce

s 
in

cl
ud

e:
• o

ff
er

in
g 

fr
ee

 m
on

ey
, g

am
in

g 
m

ac
hi

ne
 c

re
di

ts
 o

r 
pr

iz
es

 c
on

di
ti

on
al

 o
n 

in
cr

ea
se

d 
or

 m
or

e 
in

te
ns

iv
e 

pl
ay

• e
nc

ou
ra

gi
ng

 p
la

ye
rs

 to
 s

pe
nd

 m
on

ey
 w

hi
ch

 w
ou

ld
 o

th
er

w
is

e 
be

 u
se

d 
fo

r 
pu

rp
os

es
 o

th
er

 t
ha

n 
ga

m
bl

in
g 

e.
g.

 m
ea

ls
, t

ax
i

• t
ar

ge
ti

ng
 p

ro
m

ot
io

ns
 a

t d
is

ad
va

nt
ag

ed
 g

ro
up

s 
or

 r
eg

io
ns

• u
si

ng
 k

no
w

n 
pr

ob
le

m
 g

am
bl

in
g 

tr
ig

ge
r 

po
in

ts
 t

o 
en

co
ur

ag
e 

ir
re

sp
on

si
bl

e 
pl

ay
• i

nd
uc

em
en

ts
 t

ha
t w

ou
ld

 r
es

ul
t i

n 
a 

su
bs

ta
nt

ia
l i

nc
re

as
e 

to
 t

he
 p

er
so

n’
s 

no
rm

al
 b

et
ti

ng
 s

ta
ke

 o
r 

ac
ti

vi
ty

.

6.
11

Do
es

 n
ot

 d
ep

ic
t o

r p
ro

m
ot

e 
th

e 
co

ns
um

pt
io

n 
of

 
al

co
ho

l w
hi

le
 e

ng
ag

ed
 in

 
th

e 
ac

tiv
ity

 o
f g

am
bl

in
g

a)
 

N
ot

 u
nd

er
ta

ki
ng

 t
hi

s 
fo

rm
 o

f 
ad

ve
rt

is
in

g 
or

 p
ro

m
ot

io
n.

a)
 

U
si

ng
 im

ag
es

 o
f 

in
di

vi
du

al
s 

dr
in

ki
ng

 a
nd

 g
am

bl
in

g.
b)

 
Ru

nn
in

g 
a 

jo
in

t p
ro

m
ot

io
n 

w
it

h 
an

 a
lc

oh
ol

 s
up

pl
ie

r 
to

 p
ro

m
ot

e 
th

e
co

ns
um

pt
io

n 
of

 a
lc

oh
ol

 in
 a

ss
oc

ia
ti

on
 w

it
h 

ga
m

in
g 

ac
ti

vi
ti

es
. 

6.
12

H
as

 t
he

 c
on

se
nt

 o
f 

th
e 

pe
rs

on
 p

ri
or

 to
 

pu
bl

is
hi

ng
 o

r 
ca

us
in

g 
to

 b
e 

pu
bl

is
he

d 
an

yt
hi

ng
 w

hi
ch

 
id

en
ti

fi
es

 a
 p

er
so

n 
w

ho
 

ha
s 

w
on

 a
 p

ri
ze

a)
 

H
av

in
g 

st
ri

ct
 p

ri
va

cy
 g

ui
de

li
ne

s 
in

 
ke

ep
in

g 
w

it
h 

Pr
iv

ac
y 

La
w

s 
- 

th
es

e 
gu

id
el

in
es

 b
ei

ng
 im

pl
em

en
te

d 
ac

ro
ss

 
al

l a
dv

er
ti

si
ng

 a
nd

 p
ro

m
ot

io
na

l 
ac

ti
vi

ty
.

a)
 

D
is

pl
ay

in
g 

a 
pe

rs
on

’s 
id

en
ti

ty
/i

m
ag

e 
w

it
ho

ut
 t

he
ir

 c
on

se
nt

 a
nd

 w
it

ho
ut

 
th

ei
r 

kn
ow

le
dg

e.
b)

 
Ta

ki
ng

 f
oo

ta
ge

 o
f 

cu
st

om
er

s 
w

it
ho

ut
 t

he
ir

 k
no

w
le

dg
e 

fo
r 

ad
ve

rt
is

in
g 

an
d 

pr
om

ot
io

na
l p

ur
po

se
s.

c)
 

N
ot

 e
ns

ur
in

g 
th

at
 a

ny
 w

in
ne

r, 
in

cl
ud

in
g 

pe
rs

on
s 

w
ho

 a
re

 e
ld

er
ly

 o
r 

w
ho

se
 f

ir
st

 la
ng

ua
ge

 is
 n

ot
 E

ng
lis

h,
 u

nd
er

st
an

d 
th

ei
r 

ri
gh

ts
 to

 p
ri

va
cy

 
w

he
n 

w
in

ni
ng

 a
 m

aj
or

 p
ri

ze
.
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—
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6.
12

co
nt

b)
 

Cu
st

om
er

s 
ar

e 
al

w
ay

s 
ad

vi
se

d 
of

 
a 

ca
si

no
’s 

in
te

nt
io

ns
 in

 r
el

at
io

n 
to

 
pr

om
ot

io
na

l a
ct

iv
it

ie
s 

th
ro

ug
h 

Te
rm

s 
an

d 
Co

nd
it

io
ns

 a
nd

 p
os

te
rs

.
c)

 
A

dv
is

in
g 

w
in

ne
rs

 t
ha

t t
he

y 
ha

ve
 t

he
 

ri
gh

t t
o 

an
on

ym
it

y 
if

 t
he

y 
w

is
h.

d)
 

Ta
ki

ng
 p

ar
ti

cu
la

r 
ca

re
 to

 e
ns

ur
e 

th
at

 
an

y 
w

in
ne

r, 
in

cl
ud

in
g 

el
de

rl
y 

an
d 

pe
rs

on
s 

w
it

h 
En

gl
is

h 
as

 t
he

ir
 s

ec
on

d 
la

ng
ua

ge
, u

nd
er

st
an

ds
 t

he
ir

 r
ig

ht
s 

to
 

pr
iv

ac
y 

w
he

n 
w

in
ni

ng
 a

 m
aj

or
 p

ri
ze

.

6.
13

In
co

rp
or

at
es

, w
he

re
 

ap
pr

op
ri

at
e,

 p
os

it
iv

e 
re

sp
on

si
bl

e 
ga

m
bl

in
g 

m
es

sa
ge

s

a)
 

D
ev

el
op

in
g 

re
sp

on
si

bl
e 

ga
m

bl
in

g 
m

es
sa

ge
s/

ta
g 

li
ne

s 
th

at
 a

re
 

in
co

rp
or

at
ed

 in
 g

am
in

g 
ad

ve
rt

is
in

g 
an

d 
pr

om
ot

io
ns

 w
he

re
 a

pp
ro

pr
ia

te
e.

g.
 “

Be
t w

it
h 

yo
ur

 h
ea

d,
 n

ot
 o

ve
r 

it
.”
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Q
ue

en
sl

an
d 

Re
sp

on
si

bl
e 

G
am

bl
in

g 
Co

de
 o

f P
ra

ct
ic

e
A

dv
er

ti
si

ng
 a

nd
 P

ro
m

ot
io

ns
 G

ui
de

lin
e—

U
N

iT
A

B
PR

A
CT

IC
E

A
CC

EP
TA

B
LE

 P
R

A
CT

IC
ES

—
U
N

iT
A
B

U
N

A
CC

EP
TA

B
LE

 P
R

A
CT

IC
ES

—
U
N

iT
A
B

6.
1

Co
m

pl
ie

s 
w

it
h 

th
e 

A
dv

er
ti

se
r 

Co
de

 o
f 

Et
hi

cs
 a

s 
ad

op
te

d 
by

 t
he

 A
us

tr
al

ia
n 

A
ss

oc
ia

ti
on

 o
f 

N
at

io
na

l 
A

dv
er

ti
se

rs

U
N

iT
A

B 
Lt

d 
an

d 
it

s 
ad

ve
rt

is
in

g 
ag

en
cy

 
su

bs
cr

ib
in

g 
to

 t
he

 A
dv

er
ti
se

r 
Co

de
 o

f E
th

ic
s 

as
 a

do
pt

ed
 b

y 
th

e 
A

us
tr

al
ia

n 
A

ss
oc

ia
ti

on
 

of
 N

at
io

na
l A

dv
er

ti
se

rs
. A

ll 
ad

ve
rt

is
in

g 
de

ve
lo

pe
d 

an
d 

de
liv

er
ed

 c
om

pl
yi

ng
 w

it
h 

th
at

 C
od

e.

D
ev

el
op

in
g 

or
 d

el
iv

er
in

g 
ad

ve
rt

is
in

g 
th

at
 d

oe
s 

no
t c

om
pl

y 
w

it
h 

th
e 

A
dv

er
ti

se
r 

Co
de

 o
f 
Et

hi
cs

 a
s 

ad
op

te
d 

by
 t

he
 A

us
tr

al
ia

n 
A

ss
oc

ia
ti

on
 o

f 
N

at
io

na
l A

dv
er

ti
se

rs
.

6.
2

Is
 n

ot
 f

al
se

, m
is

le
ad

in
g 

or
 d

ec
ep

ti
ve

a)
 

W
he

n 
ad

ve
rt

is
in

g 
ja

ck
po

ts
 (F

ir
st

 4
 a

nd
 

Fo
ot

yB
et

), 
U

N
iT

A
B 

ad
vi

si
ng

 c
us

to
m

er
s 

of
 t

he
 “

es
ti

m
at

ed
” 

ja
ck

po
t a

m
ou

nt
. 

b)
 

W
he

n 
ad

ve
rt

is
in

g 
up

co
m

in
g 

Te
le

be
t 

Ex
pr

es
s 

Pa
yd

ay
 p

ay
ou

ts
, U

N
iT

A
B 

ad
vi

si
ng

 a
ll 

Te
le

be
t E

xp
re

ss
 C

us
to

m
er

s 
of

 “e
st

im
at

ed
” 

pa
yo

ut
 f

ig
ur

e.
c)

 
W

he
n 

ad
ve

rt
is

in
g 

Fi
xe

d 
O

dd
s 

pr
ic

es
 

fo
r 

TA
B 

Sp
or

ts
be

t i
n 

pr
in

t o
r 

el
ec

tr
on

ic
 

m
ed

iu
m

s,
 U

N
iT

A
B 

ad
vi

si
ng

 a
ud

ie
nc

e 
of

 
th

e 
ti

m
e 

at
 w

hi
ch

 t
he

 o
dd

s 
w

er
e 

cu
rr

en
t 

an
d 

w
he

re
 to

 a
cc

es
s 

th
e 

cu
rr

en
t o

dd
s.

a)
 

A
dv

er
tis

in
g 

a 
ja

ck
po

t (
Fi

rs
t 4

 a
nd

 F
oo

ty
Be

t) 
w

he
re

 th
e 

am
ou

nt
 a

dv
er

tis
ed

 
is

 n
ot

 a
 t

ru
e 

pr
oj

ec
ti

on
 o

f 
th

e 
ex

pe
ct

ed
 ja

ck
po

t a
m

ou
nt

.
b)

 
U

si
ng

 la
ng

ua
ge

 t
ha

t m
ay

 im
pl

y 
th

at
 c

us
to

m
er

s 
m

ay
 w

in
 t

he
 to

ta
l j

ac
kp

ot
 

am
ou

nt
 if

 t
he

y 
se

le
ct

 t
he

 c
or

re
ct

 o
ut

co
m

e.
 (F

ir
st

 4
 o

r 
Fo

ot
yb

et
).

c)
 

In
fe

rr
in

g 
Fi

xe
d 

O
dd

s 
pr

ic
es

 a
re

 n
ot

 s
ub

je
ct

 to
 c

ha
ng

e.

6.
3

A
dv

er
ti

si
ng

 o
r 

pr
om

ot
io

n 
do

es
 n
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im
pl

ic
it
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 o

r 
ex
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it
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m

is
re
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en
t t
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pr
ob
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il

it
y 
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 w

in
ni

ng
 

a 
pr

iz
e

a)
 

U
N

iT
A

B 
no

t u
si

ng
 la

ng
ua

ge
 t

ha
t 

su
gg

es
ts

 t
ha

t w
in

ni
ng

 w
it

h 
th

e 
TA

B 
is

 
ea

sy
.

b)
 

U
N

iT
A

B 
pr

ov
id

in
g 

cu
st

om
er

s 
w

ith
 s

ev
er

al
 

di
ff

er
en

t f
or

m
s 

of
 r

ac
in

g 
in

fo
rm
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io

n 
to

 a
ss

is
t c

us
to

m
er

s 
to

 m
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e 
th
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r 
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n 
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ct
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ns
 a

nd
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ed
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ti
on

s.
c)

 
D

es
cr

ib
in

g 
ho

w
 e

xo
ti

c 
be

t t
yp

es
 w

or
k 

an
d 

th
e 

co
m

bi
na

ti
on

s 
co

ve
re

d 
by

 a
 

pa
rt

ic
ul

ar
 e

xo
ti

c 
be

t.

a)
 

Su
gg

es
ti

ng
 t

ha
t a

 v
en

ue
, p

ro
du

ct
 o

r 
di

st
ri

bu
ti

on
 c

ha
nn

el
 is

 “
lu

ck
y”

.
b)

 
U

si
ng

 la
ng

ua
ge

 t
ha

t “
w

in
ni

ng
 is

 e
as

y”
, “

ha
ve

 a
 b

et
 a

nd
 w

in
” 

or
 “

to
da

y 
is

 
yo

ur
 lu

ck
y 

da
y”

.
c)

 
W

he
n 

ad
ve

rt
is

in
g 

an
 e

xo
ti

c 
be

t t
yp

e,
 im

pl
yi

ng
 t

he
 o

dd
s 

of
 w

in
ni

ng
 a

re
 

gr
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te
r 

th
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 t
he

y 
ac
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al

ly
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. 
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rm
en

t

a)
 

U
N

iT
A

B’
s 

m
ar

ke
ti

ng
 s

tr
at

eg
y 

fo
cu

si
ng

 
on

 f
un

 a
nd

 e
nt

er
ta

in
m

en
t a

nd
 w

ha
t 

di
ff

er
en

ti
at

es
 U

N
iT

A
B’

s 
pr

od
uc

ts
 f

ro
m

 
ra

nd
om

 o
ut

co
m

e-
ba

se
d 

ga
m

bl
in

g 
pr

od
uc

ts
. A

dv
er

ti
si

ng
 a

dd
re

ss
in

g 
is

su
es

 s
uc

h 
as

:
•H

av
in

g 
a 

be
t o

n 
a 

liv
e 

an
d 

un
fo

ld
in

g 
ev

en
t (

in
 S

po
rt

 a
nd

 R
ac

in
g)

.
•C

us
to

m
er

s 
ca

n 
us

e 
a 

de
gr

ee
 o

f 
kn

ow
le

dg
e 

an
d 

sk
il

l t
o 

in
fl

ue
nc

e 
th

e 
ch

an
ce

 o
f 

w
in

ni
ng

.
•M

ak
in

g 
in

fo
rm

at
io

n 
av

ai
la

bl
e 

th
at

 
en

ab
le

s 
cu

st
om

er
s 

to
 m

ak
e 

a 
re

as
on

ab
le

 in
fo

rm
ed

 d
ec

is
io

n.
•E

nh
an

ci
ng

 t
he

 e
nj

oy
m

en
t o

f a
 s

pe
ci

fi
c 

ev
en

t t
hr

ou
gh

 t
he

 u
se

 o
f U

N
iT

A
B 

pr
od

uc
ts

 o
ff

er
ed

 o
n 

th
e 

ev
en

t. 
b)

 
U

N
iT

A
B 

no
t i

m
pl

yi
ng

 t
ha

t u
si

ng
 it

s 
se

rv
ic

es
 is

 a
 li

fe
-c

ha
ng

in
g 

ev
en

t o
r 

w
in

ni
ng

 w
ill

 im
pr

ov
e 

st
an

da
rd

 o
f l

iv
in

g.

a)
 

U
si

ng
 la

ng
ua

ge
 t

ha
t w

ou
ld

 im
pl

y 
th

at
 w

in
ni

ng
 a

t t
he

 T
A

B 
is

 a
no

th
er

 
w

ay
 to

 e
ar

n 
an

 in
co

m
e 

or
 w

in
ni

ng
 a

t T
A

B 
m

ay
 a

lte
r 

yo
ur

 li
vi

ng
 

st
an

da
rd

s.

6.
5

D
oe

s 
no

t i
nc

lu
de

 
m

is
le

ad
in

g 
st

at
em

en
ts

 
ab

ou
t o

dd
s,

 p
ri

ze
s 

or
 

ch
an

ce
s 

of
 w

in
ni

ng

a)
 

W
he

n 
ad

ve
rt

is
in

g 
Fi

xe
d 

O
dd

s 
pr

ic
es

 
fo

r 
TA

B 
Sp

or
ts

be
t i

n 
pr

in
t o

r 
el

ec
tr

on
ic

 
m

ed
iu

m
s,

 U
N

iT
A

B 
ad

vi
si

ng
 a

ud
ie

nc
e 

of
 t

he
 t

im
e 

at
 w

hi
ch

 t
he

 o
dd

s 
w

er
e 

cu
rr

en
t a

nd
 w

he
re

 to
 a

cc
es

s 
th

e 
cu

rr
en

t o
dd

s.
b)

 
Pr

in
te

d 
m

at
er

ia
l i

n-
st

or
e 

ad
vi

si
ng

 
cu

st
om

er
s 

th
at

 t
he

 p
ri

ce
s 

fo
r 

Fi
xe

d 
O

dd
s 

(T
A

B 
Sp

or
ts

be
t) 

ar
e 

no
t s

et
 u

nt
il 

th
e 

be
t i

s 
so

ld
.

c)
 

O
n 

th
e 

ba
ck

 o
f 

al
l w

ag
er

in
g 

ti
ck

et
s 

an
d 

on
 t

he
 w

eb
si

te
, U

N
iT

A
B 

ad
vi

si
ng

 
cu

st
om

er
s 

of
 a

ll 
de

du
ct

io
ns

.
d)

 
W

he
n 

ad
ve

rt
is

in
g 

ja
ck

po
ts

 (F
ir

st
 4

 a
nd

 
Fo

ot
yB

et
), 

U
N

iT
A

B 
ad

vi
si

ng
 c

us
to

m
er

s 
of

 t
he

 “
es

ti
m

at
ed

” 
ja

ck
po

t a
m

ou
nt

.
(c

on
t. 

ov
er

)

a)
 

A
dv

er
ti

si
ng

 in
 a

 w
ay

 t
ha

t m
is

le
ad

s 
or

 m
is

re
pr

es
en

ts
 t

he
 a

ct
ua

l c
ha

nc
e 

or
 o

dd
s 

or
 w

in
ni

ng
.

b)
 

Le
av

in
g 

ou
t-

of
-d

at
e 

ad
ve

rt
is

in
g 

m
at

er
ia

l (
Po

in
t o

f 
Sa

le
) d

is
pl

ay
ed

 t
ha

t 
sh

ow
s 

pr
iz

e 
am

ou
nt

s 
th

at
 a

re
 n

o 
lo

ng
er

 a
va

ila
bl

e.
 

c)
 

U
si

ng
 la

ng
ua

ge
 t

ha
t m

ay
 im

pl
y 

th
at

 c
us

to
m

er
s 

m
ay

 w
in

 t
he

 to
ta

l j
ac

kp
ot

 
am

ou
nt

 if
 t

he
y 

se
le

ct
 t

he
 c

or
re

ct
 o

ut
co

m
e.

 (F
ir

st
 4

 o
r 

Fo
ot

yb
et

).
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PR
A

CT
IC

E
A

CC
EP

TA
B

LE
 P

R
A

CT
IC

ES
—
U
N

iT
A
B

U
N

A
CC

EP
TA

B
LE

 P
R

A
CT

IC
ES

—
U
N

iT
A
B

6.
5

co
nt

e)
 

W
he

n 
ad

ve
rt

is
in

g 
up

co
m

in
g 

Te
le

be
t 

Ex
pr

es
s 

Pa
yd

ay
 p

ay
ou

ts
, U

N
iT

A
B 

ad
vi

se
s 

Te
le

be
t E

xp
re

ss
 C

us
to

m
er

s 
of

 
“e

st
im

at
ed

” 
pa

yo
ut

 f
ig

ur
e.

6.
6

D
oe

s 
no

t o
ff

en
d 

pr
ev

ai
li

ng
 c

om
m

un
it

y 
st

an
da

rd
s

a)
 

U
N

iT
A

B 
no

t u
si

ng
 im

ag
es

 t
ha

t 
m

ay
 o

ff
en

d 
pr

ev
ai

li
ng

 c
om

m
un

it
y 

st
an

da
rd

s.
 

a)
 

U
se

 o
f 

im
ag

es
 a

nd
 w

or
ds

 t
ha

t a
re

 o
ve

rt
ly

 s
ex

ua
l i

n 
na

tu
re

.
b)

 
U

se
 o

f 
im

ag
es

 o
f 

m
in

or
s 

be
tt

in
g.

6.
7

D
oe

s 
no

t f
oc

us
 

ex
cl

us
iv

el
y 

on
 

ga
m

bl
in

g 
w

he
re

 t
he

re
 

ar
e 

ot
he

r 
ac

ti
vi

ti
es

 to
 

pr
om

ot
e

6.
8

Is
 n

ot
 im

pl
ic

it
ly

 o
r 

ex
pl

ic
it

ly
 d

ir
ec

te
d 

at
 

m
in

or
s 

or
 v

ul
ne

ra
bl

e 
or

 
di

sa
dv

an
ta

ge
d 

gr
ou

ps

a)
 

U
N

iT
A

B 
sp

ec
if

ic
al

ly
 t

ar
ge

ti
ng

 1
8+

 
au

di
en

ce
s 

vi
a 

el
ec

tr
on

ic
 a

nd
 p

ri
nt

 
m

ed
ia

. 
b)

 
U

N
iT

A
B 

no
t i

nt
en

ti
on

al
ly

 a
dv

er
ti

si
ng

 
or

 p
ro

m
ot

in
g 

se
rv

ic
es

 to
 m

in
or

s 
or

 
vu

ln
er

ab
le

 o
r 

di
sa

dv
an

ta
ge

d 
gr

ou
ps

.
c)

 
U

N
iT

A
B 

no
t u

si
ng

 im
ag

es
 o

f 
m

in
or

s 
be

tt
in

g.
d)

 
U

N
iT

A
B 

no
t p

ro
vi

di
ng

 s
po

ns
or

sh
ip

 to
, 

or
 s

up
po

rt
in

g 
or

ga
ni

sa
ti

on
s,

 c
lu

bs
 o

r 
sc

ho
ol

s 
th

at
 a

re
 m

ad
e 

up
 o

f 
m

in
or

s.
(U

N
iT

A
B’

s 
en

cu
m

be
re

d 
ad

ve
rt

is
in

g 
ag

en
ci

es
, K

W
P 

A
dv

er
ti

si
ng

 a
nd

 T
he

 
Pa

rt
ne

rs
, o

pe
ra

te
 u

nd
er

 t
he

 A
dv

er
ti

se
r 

Co
de

 o
f 
Pr

ac
ti

ce
 a

nd
 c

on
du

ct
 a

ll 
m

ed
ia

 
bu

yi
ng

.)

a)
 

In
te

nt
io

na
lly

 p
la

ci
ng

 m
ed

ia
 w

he
re

 it
 t

ar
ge

ts
 m

in
or

s 
an

d 
di

sa
dv

an
ta

ge
d 

gr
ou

ps
.

b)
 

Sp
on

so
r/

su
pp

or
t c

lu
bs

, o
rg

an
is

at
io

ns
 o

r 
sc

ho
ol

s 
th

at
 a

re
 m

ad
e 

up
 o

f 
m

i-
no

rs
.

6.
9

D
oe

s 
no

t i
nv

ol
ve

 a
ny

 
ex

te
rn

al
 s

ig
ns

 a
dv

is
in

g 
of

 w
in

ni
ng

s 
pa

id

a)
 

U
N

iT
A

B 
no

t a
dv

er
ti

si
ng

 v
ia

 e
xt

er
na

l 
si

gn
s 

ad
vi

si
ng

 o
f 

w
in

ni
ng

s 
pa

id
.
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PR
A

CT
IC

E
A

CC
EP

TA
B

LE
 P

R
A

CT
IC

ES
—
U
N

iT
A
B

U
N

A
CC

EP
TA

B
LE

 P
R

A
CT

IC
ES

—
U
N

iT
A
B

6.
10

D
oe

s 
no

t i
nv

ol
ve

 a
ny

 
ir

re
sp

on
si

bl
e 

tr
ad

in
g 

pr
ac

ti
ce

s 
by

 t
he

 
ga

m
bl

in
g 

pr
ov

id
er

a)
 

U
N

iT
A

B 
an

d 
it

’s 
ag

en
ts

 c
on

du
ct

in
g 

re
sp

on
si

bl
e 

pr
om

ot
io

na
l a

ct
iv

it
ie

s 
fo

r 
sp

ec
if

ic
 p

ro
du

ct
s 

w
it

hi
n 

th
e 

bu
si

ne
ss

 
an

d 
no

t d
ir

ec
ti

ng
 t

he
se

 p
ro

m
ot

io
ns

 a
t 

di
sa

dv
an

ta
ge

d 
gr

ou
ps

 o
r 

en
co

ur
ag

in
g 

ir
re

sp
on

si
bl

e 
ga

m
bl

in
g 

be
ha

vi
ou

r.
b)

 
U

N
iT

A
B 

ha
vi

ng
 a

ge
nt

s’
 a

gr
ee

m
en

ts
 in

 
pl

ac
e 

w
hi

ch
 p

ro
vi

de
 f

or
 t

er
m

in
at

io
n 

of
 

th
e 

op
er

at
or

 if
 it

 is
 f

ou
nd

 t
ha

t c
re

di
t 

be
tt

in
g 

ha
s 

ta
ke

n 
pl

ac
e.

a)
 

Pr
ov

id
in

g 
cu

st
om

er
s 

cr
ed

it 
fo

r 
th

e 
pu

rp
os

e 
of

 b
et

ti
ng

.
b)

 
O

ff
er

in
g 

cu
st

om
er

s 
im

pr
op

er
 in

du
ce

m
en

ts
 to

 b
et

.
c)

 
Ru

nn
in

g 
pr

om
ot

io
ns

 o
n 

sp
ec

if
ic

 d
ay

s 
(p

en
si

on
 d

ay
s)

 to
 e

nc
ou

ra
ge

 p
eo

pl
e 

to
 c

om
e 

w
he

n 
th

ey
 h

av
e 

m
on

ey
.

6.
11

D
oe

s 
no

t d
ep

ic
t 

or
 p

ro
m

ot
e 

th
e 

co
ns

um
pt

io
n 

of
 a

lc
oh

ol
 

w
hi

le
 e

ng
ag

ed
 in

 t
he

 
ac

ti
vi

ty
 o

f 
ga

m
bl

in
g 

a)
 

U
nd

er
ta

ki
ng

 a
dv

er
ti

si
ng

 o
r 

pr
om

ot
io

n 
th

at
 d

oe
s 

no
t u

se
 im

ag
es

 o
f 

in
di

vi
du

al
s 

dr
in

ki
ng

 w
hi

le
 g

am
bl

in
g.

a)
 

U
si

ng
 im

ag
es

 o
f 

in
di

vi
du

al
s 

dr
in

ki
ng

 a
nd

 g
am

bl
in

g.
b)

 
Ru

nn
in

g 
a 

jo
in

t p
ro

m
ot

io
n 

w
it

h 
an

 a
lc

oh
ol

 s
up

pl
ie

r 
to

 m
ut

ua
lly

 p
ro

m
ot

e 
go

od
s 

an
d 

se
rv

ic
es

.

6.
12

H
as

 t
he

 c
on

se
nt

 o
f 

th
e 

pe
rs

on
 p

ri
or

 to
 

pu
bl

is
hi

ng
 o

r 
ca

us
in

g 
to

 b
e 

pu
bl

is
he

d 
an

yt
hi

ng
 w

hi
ch

 
id

en
ti

fi
es

 a
 p

er
so

n 
w

ho
 

ha
s 

w
on

 a
 p

ri
ze

a)
 

U
N

iT
A

B’
s 

pr
iv

ac
y 

gu
id

el
in

es
 in

 
ke

ep
in

g 
w

it
h 

Pr
iv

ac
y 

La
w

s 
an

d 
im

pl
em

en
te

d 
ac

ro
ss

 a
ll 

ad
ve

rt
is

in
g 

an
d 

pr
om

ot
io

na
l a

ct
iv

it
y.

b)
 

Cu
st

om
er

s 
be

in
g 

ad
vi

se
d 

of
 U

N
iT

A
B’

s 
in

te
nt

io
ns

 in
 r

el
at

io
n 

to
 p

ro
m

ot
io

na
l 

ac
ti

vi
ti

es
 t

hr
ou

gh
 T

er
m

s 
an

d 
Co

nd
it

io
ns

 a
nd

 p
os

te
rs

.
c)

 
U

N
iT

A
B 

A
ge

nt
s 

ru
nn

in
g 

in
-s

to
re

 
pr

om
ot

io
ns

 d
is

pl
ay

in
g 

Te
rm

s 
an

d 
Co

nd
it

io
ns

 p
os

te
rs

 to
 a

dv
is

e 
cu

st
om

er
s 

of
 t

he
ir

 in
te

nt
io

ns
.

d)
 

U
N

iT
A

B 
ad

vi
si

ng
 w

in
ne

rs
 t

ha
t t

he
y 

ha
ve

 t
he

 r
ig

ht
 to

 a
no

ny
m

it
y 

if
 t

he
y 

w
is

h.

a)
 

D
is

pl
ay

in
g 

a 
pe

rs
on

’s 
id

en
ti

ty
/i

m
ag

e 
w

it
ho

ut
 t

he
ir

 c
on

se
nt

 a
nd

 w
it

ho
ut

 
th

ei
r 

kn
ow

le
dg

e.
b)

 
Ta

ki
ng

 f
oo

ta
ge

 o
f 

cu
st

om
er

s 
w

it
ho

ut
 t

he
ir

 k
no

w
le

dg
e 

fo
r 

ad
ve

rt
is

in
g 

an
d 

pr
om

ot
io

na
l p

ur
po

se
s.

6.
13

In
co

rp
or

at
es

, w
he

re
 

ap
pr

op
ri

at
e,

 p
os

it
iv

e 
re

sp
on

si
bl

e 
ga

m
bl

in
g 

m
es

sa
ge

s

In
cl

ud
in

g 
w

or
ds

 o
r 

im
ag

es
 t

ha
t c

on
ve

y 
th

e 
m

es
sa

ge
 t

ha
t g

am
bl

in
g 

is
 f

un
 o

nl
y 

w
he

n 
pe

op
le

 p
la

y 
re

sp
on

si
bl

y 
su

ch
 a

s:
• 

“g
am

bl
e 

re
sp

on
si

bl
y”

.
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Q
ue

en
sl

an
d 

Re
sp

on
si

bl
e 

G
am

bl
in

g 
Co

de
 o

f P
ra

ct
ic

e
 A

dv
er

ti
si

ng
 a

nd
 P

ro
m

ot
io

ns
 G

ui
de

lin
e—

Ke
no

PR
A

CT
IC

E
A

CC
EP

TA
B

LE
 P

R
A

CT
IC

ES
—
K
EN

O
U

N
A

CC
EP

TA
B

LE
 P

R
A

CT
IC

ES
—
K
EN

O

6.
1

Co
m

pl
ie

s 
w

it
h 

th
e 

A
dv

er
ti

se
r 

Co
de

 o
f 

Et
hi

cs
 a

s 
ad

op
te

d 
by

 t
he

 A
us

tr
al

ia
n 

A
ss

oc
ia

ti
on

 o
f 

N
at

io
na

l 
A

dv
er

ti
se

rs

a)
 

A
ll 

ad
ve

rt
is

in
g 

an
d 

pr
om

ot
io

na
l 

ac
ti

vi
ti

es
 d

ev
el

op
ed

 a
nd

 d
el

iv
er

ed
 to

 
co

m
pl

y 
w

it
h 

th
e 

A
dv

er
ti

se
r 

Co
de

 o
f 

Et
hi

cs
 a

s 
ad

op
te

d 
by

 t
he

 A
us

tr
al

ia
n 

A
ss

oc
ia

ti
on

 o
f 

N
at

io
na

l A
dv

er
ti

se
rs

.

a)
 

D
ev

el
op

in
g 

or
 d

el
iv

er
in

g 
ad

ve
rt

is
in

g 
th

at
 d

oe
s 

no
t c

om
pl

y 
w

it
h 

th
e 

A
dv

er
ti

se
r 

Co
de

 o
f 

Et
hi

cs
 a

s 
ad

op
te

d 
by

 t
he

 A
us

tr
al

ia
n 

A
ss

oc
ia

ti
on

 o
f 

N
at

io
na

l A
dv

er
ti

se
rs

.

6.
2

Is
 n

ot
 f

al
se

, m
is

le
ad

in
g 

or
 d

ec
ep

ti
ve

a)
 

A
dv

er
ti

si
ng

 ja
ck

po
ts

 a
nd

 p
ro

vi
di

ng
 

in
fo

rm
at

io
n 

ab
ou

t t
he

 a
ct

ua
l d

ol
la

r 
pr

iz
e 

th
at

 c
an

 b
e 

w
on

 in
 t

he
 v

en
ue

. 
Cu

rr
en

t j
ac

kp
ot

 p
ri

ze
s 

th
at

 a
re

 
av

ai
la

bl
e 

al
so

 b
ei

ng
 a

dv
er

ti
se

d 
on

 t
he

 
in

te
rn

et
.

b)
 

H
av

in
g 

a 
ba

la
nc

e 
of

 w
in

ni
ng

 a
nd

 
no

n-
w

in
ni

ng
 p

la
y 

im
ag

er
y 

in
 

ga
m

bl
in

g 
ad

ve
rt

is
em

en
ts

 a
nd

 
pr

om
ot

io
ns

. F
or

 e
xa

m
pl

e:
 

• A
dv

er
ti

se
m

en
ts

 w
hi

ch
 s

ho
w

 p
eo

pl
e 

ga
m

bl
in

g 
an

d 
en

jo
yi

ng
 t

he
m

se
lv

es
 in

 
lic

en
se

d 
pr

em
is

es
 b

ut
 w

hi
ch

 s
ho

w
 a

 
ba

la
nc

e 
of

 g
am

bl
in

g 
an

d 
no

n-
ga

m
bl

in
g 

ac
ti

vi
ti

es
.

a)
 

A
dv

er
ti

si
ng

 a
 m

ax
im

um
 ja

ck
po

t p
os

si
bi

lit
y 

w
he

n 
th

e 
am

ou
nt

 a
dv

er
ti

se
d 

is
 n

ot
 a

 t
ru

e 
pr

oj
ec

ti
on

 o
f 

th
e 

ex
pe

ct
ed

 ja
ck

po
t a

m
ou

nt
. 

b)
 

U
si

ng
 f

al
se

 o
r 

m
is

le
ad

in
g 

la
ng

ua
ge

 in
 r

el
at

io
n 

to
 ja

ck
po

ts
 o

r 
a 

ne
w

 
pr

od
uc

t t
ha

t m
ay

 e
nc

ou
ra

ge
 v

is
ita

ti
on

 e
.g

. “
ge

t i
n 

no
w

 to
 w

in
 t

he
 c

ur
re

nt
 

ja
ck

po
t”

 o
r 

fo
r 

ne
w

 p
ro

du
ct

, a
dv

er
ti

si
ng

 p
ot

en
ti

al
 “

m
ax

im
um

 p
os

si
bl

e 
ja

ck
po

ts
” 

w
he

n 
th

e 
ja

ck
po

t h
as

 n
ot

 a
ct

ua
lly

 r
ea

ch
ed

 t
ha

t a
m

ou
nt

. 
c)

 
A

ny
 a

dv
er

ti
si

ng
 o

r 
pr

om
ot

io
n 

th
at

 e
nc

ou
ra

ge
s 

th
e 

fa
ls

e 
be

lie
f, 

ei
th

er
 

ex
pl

ic
it

ly
 o

r 
im

pl
ic

it
ly

, t
ha

t t
he

 o
ut

co
m

e 
of

 c
er

ta
in

 g
am

es
 c

an
 b

e 
pr

ed
ic

te
d 

or
 c

on
tr

ol
le

d 
us

in
g 

w
ri

tt
en

 o
r 

vi
su

al
 im

ag
es

 s
uc

h 
as

: p
la

n 
yo

ur
 p

la
y,

 b
ea

t t
he

 o
dd

s,
 w

or
k 

yo
ur

 s
ys

te
m

, t
he

 u
se

 o
f 

su
pe

rs
ti

ti
ou

s 
be

ha
vi

ou
r. 

Fo
r 

ex
am

pl
e,

 a
n 

im
ag

e 
on

 a
 g

am
bl

in
g 

ad
ve

rt
is

em
en

t w
hi

ch
 

sh
ow

s 
so

m
eo

ne
 e

ng
ag

in
g 

in
 a

 s
up

er
st

it
io

us
 b

eh
av

io
ur

—
su

ch
 a

s 
ru

bb
in

g 
a 

Bu
dd

ha
 s

ta
tu

e,
 b

lo
w

in
g 

on
 s

om
e 

di
ce

 o
r 

ru
bb

in
g 

a 
ga

m
in

g 
m

ac
hi

ne
 f

or
 

lu
ck

—
an

d 
su

gg
es

ti
ng

 t
ha

t t
hi

s 
re

su
lte

d 
in

 t
he

ir
 w

in
ni

ng
. 

d)
 

A
ny

 a
dv

er
ti

se
m

en
t o

r 
pr

om
ot

io
n 

th
at

 s
ug

ge
st

s 
th

er
e 

is
 s

om
e 

re
la

ti
on

sh
ip

 
be

tw
ee

n 
pa

st
, p

re
se

nt
 a

nd
 f

ut
ur

e 
ev

en
ts

, w
he

n 
th

er
e 

is
 n

ot
. F

or
 e

xa
m

pl
e:

• “
Ja

ck
po

t h
as

 n
ot

 g
on

e 
of

f 
fo

r 
th

e 
la

st
 8

 w
ee

ks
, i

t m
us

t g
o 

of
f 

so
on

…
”

e)
 

Ex
pl

ic
it

ly
 s

ta
ti

ng
 o

r 
im

pl
yi

ng
 t

hr
ou

gh
 im

ag
er

y 
or

 w
ri

tt
en

/v
er

ba
l 

in
fo

rm
at

io
n 

th
at

 n
um

be
rs

 c
ho

se
n—

fo
r 

ex
am

pl
e 

in
 K

en
o—

in
 a

 c
er

ta
in

 
m

an
ne

r 
(e

.g
. h

or
os

co
pe

s,
 “

lu
ck

y”
 n

um
be

rs
) a

re
 a

ny
 lu

ck
ie

r 
th

an
 a

ny
 

ot
he

r 
nu

m
be

rs
. F

or
 e

xa
m

pl
e:
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6.
2

co
nt

• A
 g

am
bl

in
g 

ad
ve

rt
is

em
en

t w
hi

ch
 d

ep
ic

ts
 s

om
eo

ne
 s

el
ec

ti
ng

 t
he

ir
 K

en
o 

nu
m

be
rs

 (o
r 

ev
en

 a
 s

pe
ci

fi
c 

ga
m

in
g 

m
ac

hi
ne

) o
n 

th
e 

ba
si

s 
of

 a
st

ro
lo

gy
 

or
 s

om
e 

lu
ck

y 
in

tu
it

io
n 

or
 s

im
ila

r 
m

ea
ns

, a
nd

 s
ug

ge
st

in
g 

th
at

 t
hi

s 
m

et
ho

d 
of

 s
el

ec
ti

on
 im

pr
ov

ed
 t

he
ir

 c
ha

nc
es

 o
f 

w
in

ni
ng

 (d
ep

ic
ti

ng
 t

he
m

 
w

in
ni

ng
 a

s 
a 

re
su

lt 
of

 t
hi

s 
‘s

el
ec

ti
on

 s
tr

at
eg

y’
).

f)
 

G
am

bl
in

g 
ad

ve
rt

is
em

en
ts

 t
ha

t i
m

pl
y 

th
at

 p
la

ye
rs

 c
an

 w
in

 a
ft

er
 lo

si
ng

 
m

an
y 

ti
m

es
. F

or
 E

xa
m

pl
e:

 
• “

Yo
ur

 t
im

e 
to

 w
in

 is
 c

om
in

g 
up

” 
• “

H
an

g 
in

 t
he

re
 a

nd
 y

ou
’ll

 w
in

 s
oo

ne
r 

or
 la

te
r”

• “
Ch

an
ce

s 
ar

e 
…

 y
ou

’ll
 w

in
 s

om
et

im
e”

.

6.
3

D
oe

s 
no

t i
m

pl
ic

it
ly

 o
r 

ex
pl

ic
it

ly
 m

is
re

pr
es

en
t 

th
e 

pr
ob

ab
il

it
y 

of
 

w
in

ni
ng

 a
 p

ri
ze

a)
 

Th
e 

fo
cu

s 
of

 a
dv

er
ti

se
m

en
ts

 r
el

at
in

g 
to

 g
am

bl
in

g 
is

 o
n 

th
e 

‘f
un

’ a
nd

 
‘e

nt
er

ta
in

m
en

t’ 
va

lu
e 

of
 v

is
it

in
g 

th
e 

ve
nu

e 
ra

th
er

 t
ha

n 
up

on
 w

in
ni

ng
 (F

or
 

ex
am

pl
e,

 d
ep

ic
ti

ng
 p

eo
pl

e 
la

ug
hi

ng
 

an
d 

en
jo

yi
ng

 t
he

m
se

lv
es

 w
hi

le
 p

la
yi

ng
 

K
en

o.
)

K
en

o 
us

in
g 

la
ng

ua
ge

 o
r 

im
ag

er
y 

th
at

:
a)

 
Su

gg
es

ts
 t

ha
t w

in
ni

ng
 K

en
o 

is
 e

as
y.

 F
or

 e
xa

m
pl

e:
• “

W
in

ni
ng

 is
 e

as
y”

• “
H

av
e 

a 
be

t a
nd

 w
in

”
• “

To
da

y 
is

 y
ou

r 
lu

ck
y 

da
y”

• “
W

IN
 $

$$
 W

IN
 $

$$
 W

IN
 $

$$
”.

W
hi

ls
t s

om
e 

of
 t

he
se

 s
ta

te
m

en
ts

 m
ig

ht
 b

e 
tr

ue
, t

he
y 

co
ul

d 
im

pl
ic

it
ly

 
m

is
re

pr
es

en
t t

he
 p

ro
ba

bi
lit

y 
of

 w
in

ni
ng

 a
 p

ri
ze

.
b)

 
D

ep
ic

ts
:

• L
ar

ge
 w

ad
s 

of
 $

10
0 

no
te

s 
in

 g
am

bl
in

g 
ad

ve
rt

is
em

en
ts

 a
nd

 p
ro

m
ot

io
ns

.
• P

eo
pl

e 
w

in
ni

ng
 in

 a
ll,

 o
r 

th
e 

m
aj

or
it

y 
of

, i
m

ag
es

 d
ep

ic
ti

ng
 a

ct
ua

l 
ga

m
bl

in
g 

be
ha

vi
ou

r. 
• L

ar
ge

 a
m

ou
nt

s 
of

 m
on

ey
 w

hi
ch

 c
an

 b
e 

w
on

, e
sp

ec
ia

lly
 w

he
n 

th
is

 
do

m
in

at
es

 a
dv

er
ti

se
m

en
ts

. F
or

 e
xa

m
pl

e,
 t

el
ev

is
io

n 
ad

ve
rt

is
em

en
ts

 w
it

h 
fi

gu
re

s 
li

ke
 $

60
,0

00
 a

nd
 $

10
0,

00
0 

fl
as

hi
ng

 u
p 

on
 t

he
 s

cr
ee

n 
in

 la
rg

e 
go

ld
 le

tt
er

in
g.

• L
ad

y 
ju

m
pi

ng
 o

ut
 o

f 
a 

ga
m

in
g 

m
ac

hi
ne

 w
it

h 
a 

fi
st

 f
ul

l o
f 

ca
sh

.

c)
 

Im
pl

ie
s 

th
e 

od
ds

 o
f 

w
in

ni
ng

 a
 p

ri
ze

 a
re

 g
re

at
er

 t
ha

n 
th

ey
 a

ct
ua

lly
 a

re
. 

Fo
r 

ex
am

pl
e:

• M
or

e 
ja

ck
po

ts
, m

or
e 

of
te

n—
w

hi
ls

t t
hi

s 
m

ig
ht

 b
e 

tr
ue

 it
 c

ou
ld

 im
pl

y 
th

e 
ch

an
ce

s 
of

 w
in

ni
ng

 a
 p

ri
ze

 a
re

 g
re

at
er

 t
ha

n 
th

ey
 a

ct
ua

lly
 a

re
.

• G
am

bl
in

g 
ad

ve
rt

is
em

en
ts

 w
hi

ch
 c

on
ta

in
 im

ag
es

 o
f 

la
rg

e 
pi

le
s 

of
 c

as
h,

 
bu

ck
et

s 
of

 m
on

ey
 o

r 
pe

op
le

 h
ol

di
ng

 la
rg

e 
am

ou
nt

s 
of

 c
as

h 
w

hi
le

 s
it

ti
ng

 
at

 p
ok

ie
s 

or
 t

ab
le

s 
an

d 
lo

ok
in

g 
ra

th
er

 p
le

as
ed

.
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6.
3 

co
nt

• I
m

ag
er

y 
su

ch
 a

s 
la

rg
e 

w
ad

s 
of

 c
as

h/
la

rg
e 

go
ld

en
 d

ol
la

r 
si

gn
s/

la
rg

e 
te

xt
 

of
 la

rg
e 

do
lla

r 
am

ou
nt

s 
(e

.g
. $

80
,0

00
) f

la
sh

in
g 

up
 o

n 
te

le
vi

si
on

 s
cr

ee
ns

 
du

ri
ng

 g
am

bl
in

g 
ad

ve
rt

is
em

en
ts

 a
nd

 p
ro

m
ot

io
ns

. 
• P

eo
pl

e 
w

in
ni

ng
 in

 a
ll,

 o
r 

th
e 

m
aj

or
it

y 
of

, i
m

ag
es

 d
ep

ic
ti

ng
 a

ct
ua

l 
ga

m
bl

in
g 

be
ha

vi
ou

r 
in

 a
dv

er
ti

se
m

en
ts

 a
nd

 p
ro

m
ot

io
ns

. 
• I

m
ag

er
y 

de
pi

ct
in

g 
fl

ow
in

g 
ri

ve
rs

 o
f 

go
ld

 c
oi

ns
 s

pe
w

in
g 

fo
rt

h 
fr

om
 

po
ke

r 
m

ac
hi

ne
s,

 o
r 

pe
op

le
 s

w
im

m
in

g 
in

 o
ce

an
s 

of
 m

on
ey

.

6.
4

D
oe

s 
no

t g
iv

e 
th

e 
im

pr
es

si
on

 t
ha

t 
ga

m
bl

in
g 

is
 a

 
re

as
on

ab
le

 s
tr

at
eg

y 
fo

r 
fi

na
nc

ia
l b

et
te

rm
en

t

a)
 

K
en

o 
m

ar
ke

ti
ng

 s
tr

at
eg

y 
fo

cu
si

ng
 o

n 
th

e 
fu

n 
an

d 
en

te
rt

ai
nm

en
t a

sp
ec

ts
 o

f 
pl

ay
in

g.
b)

 
M

ak
in

g 
in

fo
rm

at
io

n 
av

ai
la

bl
e 

th
at

 e
na

bl
es

 c
us

to
m

er
s 

to
 m

ak
e 

a 
re

as
on

ab
le

 in
fo

rm
ed

 d
ec

is
io

n.
 

a)
 

U
si

ng
 la

ng
ua

ge
 o

r 
im

ag
er

y 
th

at
 w

ou
ld

 im
pl

y 
th

at
 w

in
ni

ng
 o

n 
K

en
o 

is
 

an
ot

he
r 

w
ay

 to
 e

ar
n 

an
 in

co
m

e 
or

 w
in

ni
ng

 o
n 

K
en

o 
m

ay
 a

lte
r 

yo
ur

liv
in

g 
st

an
da

rd
s.

 F
or

 e
xa

m
pl

e:
 

• A
n 

ad
ve

rt
is

em
en

t o
r 

pr
om

ot
io

n 
w

hi
ch

 d
ep

ic
ts

 s
om

eo
ne

 g
iv

in
g 

up
 t

he
ir

 
jo

b 
as

 a
 r

es
ul

t o
f 

a 
bi

g 
w

in
 o

n 
K

en
o.

• A
n 

ad
ve

rt
is

em
en

t o
r 

pr
om

ot
io

n 
w

hi
ch

 d
ep

ic
ts

 s
om

eo
ne

 a
s 

w
ea

lt
hy

 a
nd

 
su

cc
es

sf
ul

 a
nd

 s
ug

ge
st

s 
th

at
 t

hi
s 

w
ea

lt
h 

an
d 

su
cc

es
s 

is
 a

 r
es

ul
t o

f—
or

 is
 

li
nk

ed
 to

—
w

in
ni

ng
 o

n 
K

en
o.

• A
n 

ad
ve

rt
is

em
en

t o
r 

pr
om

ot
io

n 
w

hi
ch

 d
ep

ic
ts

 s
om

eo
ne

 p
ay

in
g 

of
f 

bi
lls

 
or

 s
ch

oo
l f

ee
s 

or
 lo

an
s 

w
it

h 
th

ei
r 

ga
m

bl
in

g 
w

in
ni

ng
s 

fr
om

 K
en

o.
 

• T
he

 in
cl

us
io

n 
of

 t
ex

t o
r 

ve
rb

al
 in

fo
rm

at
io

n 
in

 g
am

bl
in

g 
ad

ve
rt

is
em

en
ts

 
an

d 
pr

om
ot

io
ns

 li
ke

:
- “

W
ho

 n
ee

ds
 to

 w
or

k?
”

- “
W

hy
 w

ou
ld

 a
ny

bo
dy

 w
or

k?
“

- “
Yo

u’
d 

be
 c

ra
zy

 to
 w

or
k”

- “
W

or
ki

ng
 is

 f
or

 m
ug

s”
- “

W
ho

 w
an

ts
 (n

ee
ds

) a
 d

ay
 jo

b?
”

b)
 

A
n 

ad
ve

rt
is

em
en

t w
hi

ch
 d

ep
ic

ts
 a

 p
er

so
n 

or
 a

 f
am

ily
 m

ov
in

g 
fr

om
 a

 
si

tu
at

io
n 

of
 r

el
at

iv
e 

po
ve

rt
y 

(e
.g

. o
ld

 c
ar

, r
un

 d
ow

n 
ho

us
e 

an
d 

w
or

ry
in

g 
ov

er
 b

il
ls

) t
o 

re
la

ti
ve

 a
ff

lu
en

ce
 (n

ew
 lu

xu
ry

 c
ar

, l
ar

ge
 n

ew
 h

ou
se

 a
nd

 s
o 

fo
rt

h)
 a

s 
a 

re
su

lt 
of

 t
he

ir
 w

in
ni

ng
 K

en
o.

 

c)
 

A
n 

ad
ve

rt
is

em
en

t w
hi

ch
 s

ug
ge

st
s 

th
at

 g
am

bl
in

g 
on

 K
en

o 
is

 a
 r

el
ia

bl
e 

or
 

vi
ab

le
 s

tr
at

eg
y 

a 
re

as
on

ab
le

 p
er

so
n 

w
ou

ld
 a

do
pt

 if
 t

he
y 

ne
ed

ed
 m

on
ey

 to
 

pa
y 

bi
lls

.

d)
 

En
co

ur
ag

in
g 

cu
st

om
er

s 
to

 s
pe

nd
 t

he
ir

 la
st

 d
ol

la
r 

w
it

h 
th

e 
ex

pe
ct

at
io

n 
to

 
w

in
.

e)
 

Li
nk

in
g 

pr
iz

es
 to

 e
du

ca
ti

on
, f

or
 e

xa
m

pl
e 

pa
ym

en
t o

f 
sc

ho
ol

 f
ee

s.
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6.
5

D
oe

s 
no

t i
nc

lu
de

 
m

is
le

ad
in

g 
st

at
em

en
ts

 
ab

ou
t o

dd
s,

 p
ri

ze
s 

or
 

ch
an

ce
s 

of
 w

in
ni

ng

a)
 

Th
e 

K
en

o 
lic

en
se

e 
ha

s 
a 

pl
ay

er
 

in
fo

rm
at

io
n 

gu
id

e,
 d

et
ai

li
ng

 t
he

 o
dd

s 
of

 w
in

ni
ng

 K
en

o,
 o

n 
th

ei
r 

w
eb

si
te

. 
b)

 
A

dv
er

ti
se

m
en

ts
 w

hi
ch

 u
se

 ‘l
uc

k’
 in

 a
 

hu
m

or
ou

s 
w

ay
 w

hi
ls

t d
ep

ic
ti

ng
 p

eo
pl

e 
ga

m
bl

in
g 

an
d 

en
jo

yi
ng

 t
he

m
se

lv
es

. 
Th

er
e 

is
 n

o 
su

gg
es

ti
on

 t
ha

t t
he

 
in

di
vi

du
al

 o
r 

th
e 

ve
nu

e 
ha

s 
‘in

tr
in

si
c 

lu
ck

’.

a)
 

A
dv

er
ti

si
ng

 in
 a

 w
ay

 t
ha

t m
is

le
ad

s 
or

 m
is

re
pr

es
en

ts
 t

he
 a

ct
ua

l c
ha

nc
e 

or
 

od
ds

 o
f 

w
in

ni
ng

. E
xa

m
pl

es
 o

f 
m

is
le

ad
in

g 
st

at
em

en
ts

 in
cl

ud
e:

• “
Yo

u 
ca

n 
be

 lu
ck

y 
to

o.
”

• “
O

ur
 ja

ck
po

t i
s 

du
e 

to
 g

o 
of

f.”
• S

ee
 a

ls
o 

re
la

te
d 

ex
am

pl
es

 in
 6

.2
 a

nd
 6

.3
.

b)
 

Le
av

in
g 

ou
t-

of
-d

at
e 

ad
ve

rt
is

in
g 

m
at

er
ia

l (
Po

in
t o

f 
Sa

le
) d

is
pl

ay
ed

 t
ha

t 
sh

ow
s 

pr
iz

e 
am

ou
nt

s 
th

at
 a

re
 n

o 
lo

ng
er

 a
va

ila
bl

e.
 

c)
 

U
si

ng
 la

ng
ua

ge
 t

ha
t m

ay
 im

pl
y 

th
at

 c
us

to
m

er
s 

co
ul

d 
w

in
 t

he
 to

ta
l 

ja
ck

po
t p

os
si

bl
e.

d)
 

Su
pp

ly
in

g 
in

co
rr

ec
t o

dd
s 

or
 s

up
pl

yi
ng

 in
fo

rm
at

io
n 

in
 d

if
fi

cu
lt 

to
 

un
de

rs
ta

nd
 la

ng
ua

ge
. 

e)
 

A
dv

er
ti

se
m

en
ts

 o
r 

pr
om

ot
io

ns
 w

hi
ch

 s
ug

ge
st

 t
ha

t a
 v

en
ue

 h
as

 in
tr

in
si

c 
lu

ck
. F

or
 e

xa
m

pl
e:

 
• S

ug
ge

st
in

g 
in

 a
 g

am
bl

in
g 

ad
ve

rt
is

em
en

t t
hr

ou
gh

 g
ra

ph
ic

s 
or

 im
ag

er
y 

th
at

 a
 p

ar
ti

cu
la

r 
ve

nu
e 

or
 g

am
in

g 
ar

ea
 is

 “
lu

ck
y”

—
or

 p
re

di
sp

os
ed

 
to

w
ar

ds
 p

ay
in

g 
ou

t l
ot

s 
of

 ja
ck

po
ts

—
an

d 
th

at
 a

s 
a 

re
su

lt
, w

is
e 

pu
nt

er
s 

w
ou

ld
 c

ho
os

e 
to

 g
am

bl
e 

th
er

e 
ra

th
er

 t
ha

n 
el

se
w

he
re

.
• H

av
in

g—
an

d 
in

cl
ud

in
g 

in
 g

am
bl

in
g 

ad
ve

rt
is

em
en

ts
 o

r 
pr

om
ot

io
na

l 
m

at
er

ia
l—

a 
ve

nu
e 

“m
as

co
t”

 w
ho

 is
 c

la
im

ed
 to

 b
e 

un
na

tu
ra

lly
 “

lu
ck

y”
, 

w
ho

 “
ne

ve
r 

lo
se

s 
at

 g
am

es
 o

f 
ch

an
ce

”, 
w

ho
 “

al
w

ay
s 

ga
m

bl
es

 a
t t

he
 

ve
nu

e 
in

 q
ue

st
io

n”
 a

nd
 s

o 
fo

rt
h.

• C
al

li
ng

 a
 g

am
in

g 
ar

ea
 s

om
e 

na
m

e 
th

at
 s

ug
ge

st
s 

th
e 

ar
ea

 is
 “

lu
ck

y”
 o

r 
in

he
re

nt
ly

 p
re

di
sp

os
ed

 to
 r

es
ul

t i
n 

m
or

e 
w

in
s 

fo
r 

pl
ay

er
s 

th
an

 o
th

er
 

ga
m

in
g 

ar
ea

s 
(T

he
 n

am
e 

of
 t

he
 a

re
a 

it
se

lf
 a

s 
w

el
l a

s 
th

e 
pr

om
ot

io
n 

of
 it

 
in

 t
he

 m
ed

ia
 w

ou
ld

 b
e 

in
ap

pr
op

ri
at

e.
)

• S
ta

te
m

en
ts

, g
ra

ph
ic

s 
or

 im
ag

es
 w

hi
ch

 m
ay

 im
pl

y 
th

at
 w

in
ni

ng
 is

 m
or

e 
li

ke
ly

 o
n 

K
en

o 
th

an
 o

n 
an

ot
he

r 
ga

m
e 

or
 f

or
m

 o
f 

ga
m

bl
in

g.

f)
 

Su
gg

es
ti

ng
 in

 g
am

bl
in

g 
ad

ve
rt

is
em

en
ts

 a
nd

 p
ro

m
ot

io
ns

—
th

ro
ug

h 
im

ag
er

y,
 w

ri
tt

en
 o

r 
ve

rb
al

 in
fo

rm
at

io
n—

th
at

 “
fe

el
in

g 
lu

ck
y”

 is
 s

om
e 

so
rt

 
of

 in
tu

it
io

n 
w

hi
ch

 s
ki

lle
d 

pe
op

le
 c

an
 u

se
 to

 d
et

er
m

in
e 

on
 w

ha
t d

ay
s 

th
ey

 
w

il
l w

in
 a

nd
 s

o 
im

pr
ov

e 
th

ei
r 

ch
an

ce
s 

of
 w

in
ni

ng
. F

or
 e

xa
m

pl
e:

• A
n 

ad
ve

rt
is

em
en

t w
hi

ch
 d

ep
ic

ts
 a

 p
er

so
n 

se
le

ct
in

g 
K

en
o 

nu
m

be
rs

 o
n 

th
e 

ba
si

s 
of

 a
 “

lu
ck

y”
 h

un
ch

 a
nd

 w
in

ni
ng

 a
s 

a 
re

su
lt

. 
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6.
5

co
nt

• A
n 

ad
ve

rt
is

em
en

t w
hi

ch
 d

ep
ic

ts
 a

 p
er

so
n 

ut
il

is
in

g 
a 

“l
uc

ky
 c

ha
rm

” 
w

he
n 

ga
m

bl
in

g 
an

d 
w

in
ni

ng
 a

s 
a 

re
su

lt
.

• A
ny

 a
dv

er
ti

se
m

en
t o

r 
pr

om
ot

io
n 

th
at

 s
ug

ge
st

s 
th

at
 “

lu
ck

” 
or

 “
fe

el
in

g 
lu

ck
y”

 o
r 

ha
vi

ng
 a

 “
hu

nc
h”

 is
 a

cc
ur

at
el

y 
in

di
ca

ti
ve

 o
f 

an
 im

m
in

en
t 

fu
tu

re
 w

in
.

g)
 

Ex
pl

ic
itl

y 
st

at
in

g 
or

 im
pl

yi
ng

 th
ro

ug
h 

im
ag

er
y 

or
 w

ri
tt

en
/v

er
ba

l i
nf

or
m

at
io

n
th

at
 th

er
e 

ar
e 

st
ra

te
gi

es
 th

at
 p

eo
pl

e 
ca

n 
ad

op
t o

r e
m

pl
oy

 in
 o

rd
er

 to
 m

od
if

y 
th

ei
r 

“l
uc

k”
 s

o 
as

 to
 im

pr
ov

e 
th

ei
r 

ch
an

ce
s 

of
 w

in
ni

ng
. F

or
 e

xa
m

pl
e:

• A
n 

im
ag

e 
on

 a
 g

am
bl

in
g 

ad
ve

rt
is

em
en

t w
hi

ch
 s

ho
w

s 
so

m
eo

ne
 e

ng
ag

in
g 

in
 a

 s
up

er
st

it
io

us
 b

eh
av

io
ur

—
su

ch
 a

s 
ru

bb
in

g 
a 

Bu
dd

ha
 s

ta
tu

e,
 b

lo
w

in
g 

on
 s

om
e 

di
ce

 o
r 

ru
bb

in
g 

a 
ga

m
in

g 
m

ac
hi

ne
 f

or
 lu

ck
—

an
d 

su
gg

es
ti

ng
 

th
at

 t
hi

s 
re

su
lte

d 
in

 t
he

ir
 w

in
ni

ng
 (S

ug
ge

st
in

g 
su

pe
rs

ti
ti

ou
s 

pr
ac

ti
ce

s 
ar

e 
re

lia
bl

e 
st

ra
te

gi
es

 t
ha

t c
an

 b
e 

em
pl

oy
ed

 b
y 

pe
op

le
 if

 t
he

y 
w

is
h 

to
 

im
pr

ov
e 

th
ei

r 
ch

an
ce

s 
of

 w
in

ni
ng

 o
n 

K
en

o.
)

• E
xp

lic
it

ly
 s

ta
ti

ng
 o

r 
im

pl
yi

ng
 (s

ug
ge

st
in

g)
 t

hr
ou

gh
 im

ag
er

y 
or

 w
ri

tt
en

 
/v

er
ba

l i
nf

or
m

at
io

n 
th

at
 n

um
be

rs
 c

ho
se

n—
fo

r 
ex

am
pl

e 
on

 K
en

o—
in

 a
 

ce
rt

ai
n 

m
an

ne
r 

(e
.g

. h
or

os
co

pe
s,

 “
lu

ck
y”

 n
um

be
rs

) a
re

 a
ny

 lu
ck

ie
r 

th
an

 
an

y 
ot

he
r 

nu
m

be
rs

. F
or

 e
xa

m
pl

e:
 

- A
 g

am
bl

in
g 

ad
ve

rt
is

em
en

t w
hi

ch
 d

ep
ic

ts
 s

om
eo

ne
 s

el
ec

ti
ng

 t
he

ir
 

K
en

o 
nu

m
be

rs
 o

n 
th

e 
ba

si
s 

of
 a

st
ro

lo
gy

 o
r 

so
m

e 
lu

ck
y 

in
tu

it
io

n 
or

 
si

m
ila

r 
m

ea
ns

, a
nd

 s
ug

ge
st

in
g 

th
at

 t
hi

s 
m

et
ho

d 
of

 s
el

ec
ti

on
 im

pr
ov

ed
 

th
ei

r 
ch

an
ce

s 
of

 w
in

ni
ng

 (d
ep

ic
ti

ng
 t

he
m

 w
in

ni
ng

 a
s 

a 
re

su
lt 

of
 t

hi
s 

‘s
el

ec
ti

on
 s

tr
at

eg
y’

.)
h)

 
A

ny
 a

dv
er

ti
se

m
en

t o
r 

pr
om

ot
io

n 
w

hi
ch

 s
ug

ge
st

s—
th

ro
ug

h 
im

ag
er

y,
 

vi
su

al
 o

r 
au

di
to

ry
 in

fo
rm

at
io

n—
th

at
 “

lu
ck

” 
is

 a
 c

au
se

 o
f 

so
m

eo
ne

’s 
w

in
ni

ng
. F

or
 e

xa
m

pl
e:

• S
ug

ge
st

in
g 

in
 a

 g
am

bl
in

g 
ad

ve
rt

is
em

en
t o

r 
pr

om
ot

io
n 

th
at

 if
 y

ou
 a

re
 

on
 a

 w
in

ni
ng

 s
tr

ea
k 

or
 “

ro
ll”

, t
he

 w
in

ni
ng

 s
tr

ea
k 

or
 r

ol
l w

il
l c

on
ti

nu
e 

be
ca

us
e 

of
 y

ou
r 

pr
es

en
t s

ta
te

 o
f 

“g
oo

d 
lu

ck
”. 

Fo
r 

ex
am

pl
e:

- D
ep

ic
ti

ng
 s

om
eo

ne
 o

n 
a 

w
in

ni
ng

 s
tr

ea
k 

w
it

h 
an

ot
he

r 
pa

tr
on

 s
ay

in
g 

“H
e 

ca
n’

t s
to

p 
(o

r 
le

av
e)

 n
ow

, h
e’

s 
on

 a
 r

ol
l.”

- D
ep

ic
ti

ng
 s

om
eo

ne
 o

n 
a 

w
in

ni
ng

 s
tr

ea
k 

w
it

h 
th

e 
qu

es
ti

on
 “

W
ou

ld
 Y

ou
 

Le
av

e 
N

ow
?”

i) 
A

ny
 a

dv
er

ti
se

m
en

t o
r 

pr
om

ot
io

n 
w

hi
ch

 e
nc

ou
ra

ge
s 

th
e 

fa
ls

e 
be

lie
f 

th
at

 
ce

rt
ai

n 
pe

op
le

 b
ri

ng
 g

oo
d 

an
d 

ba
d 

lu
ck

 a
nd

 t
ha

t t
hi

s 
lu

ck
 t

he
n 

ca
us

es
 

w
in

ni
ng

 a
nd

 lo
si

ng
 g

am
e 

ou
tc

om
es

. F
or

 e
xa

m
pl

e:
 

• D
ep

ic
ti

ng
 in

 a
n 

ad
ve

rt
is

em
en

t s
om

eo
ne

—
pe

rh
ap

s 
w

in
ni

ng
—

w
ho

 b
ri

ng
s 

ot
he

r 
pl

ay
er

s 
lu

ck
, s

uc
h 

th
at

 it
 is

 s
ug

ge
st

ed
 t

ha
t o

th
er

s 
ar

e 
m

or
e 

li
ke

ly
 

to
 w

in
 d

ue
 to

 t
hi

s 
pe

rs
on

’s 
pr

es
en

ce
 o

r 
pr

ox
im

it
y.
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6.
6

D
oe

s 
no

t o
ff

en
d 

pr
ev

ai
li

ng
 c

om
m

un
it

y 
st

an
da

rd
s

a)
 

U
nd

er
ta

ki
ng

 n
ot

 to
 u

se
 im

ag
es

 t
ha

t 
m

ay
 o

ff
en

d 
pr

ev
ai

li
ng

 c
om

m
un

it
y 

st
an

da
rd

s.
 

b)
 

A
dv

er
ti

si
ng

 c
om

pl
yi

ng
 w

it
h 

pr
ev

ai
li

ng
 

co
m

m
un

it
y 

st
an

da
rd

s.

a)
 

U
si

ng
 im

ag
es

 o
f 

m
in

or
s 

ga
m

bl
in

g 
or

 p
ic

ki
ng

 n
um

be
rs

.
b)

 
Ex

ce
ed

in
g 

th
e 

re
le

va
nt

 r
eg

ul
at

or
y 

an
d 

ad
ve

rt
is

in
g 

co
de

s/
gu

id
el

in
es

 
e.

g.
 p

la
ci

ng
 a

du
lt 

th
em

e 
ad

ve
rt

is
em

en
ts

 in
 g

en
er

al
 e

xh
ib

it
io

n 
ti

m
e 

sl
ot

s.
c)

 
Su

gg
es

ti
ng

 t
ha

t e
nh

an
ce

m
en

t o
f 

on
e’

s 
so

ci
al

, f
in

an
ci

al
 o

r 
se

xu
al

 s
uc

ce
ss

 
an

d 
ge

ne
ra

l a
bi

lit
ie

s 
ca

n 
be

 a
tt

ri
bu

ta
bl

e 
to

 g
am

bl
in

g.

6.
7

D
oe

s 
no

t f
oc

us
 

ex
cl

us
iv

el
y 

on
 

ga
m

bl
in

g 
w

he
re

 t
he

re
 

ar
e 

ot
he

r 
ac

ti
vi

ti
es

 to
 

pr
om

ot
e

6.
8

Is
 n

ot
 im

pl
ic

it
ly

 o
r 

ex
pl

ic
it

ly
 d

ir
ec

te
d 

at
 

m
in

or
s 

or
 v

ul
ne

ra
bl

e 
or

 
di

sa
dv

an
ta

ge
d 

gr
ou

ps

(D
is

ad
va

nt
ag

ed
 p

er
so

ns
 

m
ay

 in
cl

ud
e 

pe
rs

on
s 

la
ck

in
g 

ac
ce

ss
, d

ue
 

la
rg

el
y 

to
 in

ad
eq

ua
te

 
in

co
m

e,
 a

n 
in

ad
eq

ua
te

 
st

an
d

ar
d 

of
 li

vi
ng

 in
 te

rm
s 

of
 h

ou
si

ng
, f

oo
d

, c
lo

th
in

g 
an

d 
he

al
th

 c
ar

e 
an

d 
la

ck
in

g 
op

po
rt

un
it

ie
s 

to
 

fu
lly

 p
ar

ti
ci

pa
te

 in
 s

oc
ie

ty
 

th
ro

ug
h 

ed
uc

at
io

n,
 

em
pl

oy
m

en
t a

nd
 s

oc
ia

l 
pu

rs
ui

ts
.)

 

(V
ul

ne
ra

bl
e 

pe
rs

on
s 

m
ay

 in
cl

ud
e 

pe
rs

on
s 

at
 

ri
sk

 o
f h

ar
m

 o
r 

ha
rm

fu
l 

pa
tt

er
ns

 o
f b

eh
av

io
ur

 d
ue

 
to

 e
xt

er
na

l i
nfl

 u
en

ce
s 

or
 

in
te

rn
al

 s
us

ce
pt

ib
ili

ti
es

.)

 

a)
 

M
ar

ke
ti

ng
 p

ro
du

ct
s 

to
 a

du
lt 

au
di

en
ce

s 
vi

a 
el

ec
tr

on
ic

 a
nd

 p
ri

nt
 m

ed
ia

. 
b)

 
N

ot
 in

te
nt

io
na

lly
 a

dv
er

ti
si

ng
 o

r 
pr

om
ot

in
g 

se
rv

ic
es

 to
 m

in
or

s 
or

 
vu

ln
er

ab
le

 o
r 

di
sa

dv
an

ta
ge

d 
gr

ou
ps

.
c)

 
N

ot
 u

si
ng

 im
ag

es
 o

f 
m

in
or

s 
ga

m
bl

in
g.

d)
 

Be
in

g 
pa

rt
 o

f 
en

te
rt

ai
nm

en
t 

op
po

rt
un

it
ie

s 
or

 p
ro

m
ot

io
ns

 f
or

 a
 

pa
rt

ic
ul

ar
 g

ro
up

 (e
.g

. s
en

io
rs

) t
ha

t 
of

fe
r 

ch
ea

p 
en

te
rt

ai
nm

en
t t

ha
t i

s 
no

t 
co

nd
it

io
na

l u
po

n 
ga

m
bl

in
g,

 
e.

g.
 “

Tr
ea

su
re

 D
ay

”.
e)

 
A

 g
am

bl
in

g 
ad

ve
rt

is
em

en
t o

r 
pr

om
ot

io
n 

w
hi

ch
 a

pp
ea

rs
 in

 m
ed
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ra
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 c
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 D
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. c
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 p
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l h
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ov
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er
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ed
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g 
m
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ey

 to
 g

am
bl
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nd
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5.
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of
 t

he
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od
e.

)
b)

 
O

ff
er

in
g 

cu
st

om
er

s 
im
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op

er
 in

du
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m
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 g
am

bl
e.

 E
xa

m
pl

es
 o

f 
ir
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sp
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e 
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ac
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cl
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ff
er

in
g 
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ee

 m
on

ey
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in

g 
m
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hi

ne
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re
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r 
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on

di
ti

on
al

 o
n 

in
cr

ea
se

d 
or

 m
or

e 
in

te
ns

iv
e 
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ay

• e
nc

ou
ra

gi
ng

 p
la

ye
rs
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 s

pe
nd

 m
on

ey
 w
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ch

 w
ou

ld
 o

th
er

w
is

e 
be

 u
se

d 
fo

r 
pu

rp
os

es
 o

th
er

 t
ha

n 
ga

m
bl

in
g 

e.
g.

 m
ea

ls
, t

ax
i

•t
ar

ge
ti

ng
 p

ro
m

ot
io

ns
 a

t d
is

ad
va

nt
ag

ed
 g

ro
up

s 
or

 r
eg

io
ns

 
•u

si
ng

 k
no

w
n 

pr
ob

le
m

 g
am

bl
in

g 
tr

ig
ge

r 
po

in
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 e

nc
ou

ra
ge

 ir
re
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on

si
bl

e 
pl
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• i

nd
uc
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en
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 t
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t w

ou
ld

 r
es

ul
t i
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a 
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nt

ia
l i
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 p

er
so
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s 
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ng
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r 
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.

6.
11

D
oe

s 
no

t d
ep

ic
t 

or
 p

ro
m

ot
e 

th
e 

co
ns

um
pt

io
n 

of
 a

lc
oh

ol
 

w
hi

le
 e

ng
ag

ed
 in

 t
he

 
ac

ti
vi

ty
 o

f 
ga

m
bl

in
g 

a)
 

K
en

o 
no

t u
nd

er
ta

ki
ng

 a
dv

er
ti

si
ng

 
or

 p
ro

m
ot

io
ns

 s
ho

w
in

g 
pl

ay
er

s 
co

ns
um

in
g 

al
co

ho
l w

hi
le

 p
la

yi
ng

 K
en

o.

a)
 

U
si

ng
 im

ag
es

 o
f 

in
di

vi
du

al
s 

dr
in

ki
ng

 a
nd

 g
am

bl
in

g.
b)

 
Ru

nn
in

g 
a 

jo
in

t p
ro

m
ot

io
n 

w
it

h 
an

 a
lc

oh
ol

 s
up

pl
ie

r 
to

 p
ro

m
ot

e 
ga

m
in

g 
ac

ti
vi

ti
es

. 

6.
12

H
as

 t
he

 c
on

se
nt

 o
f 

th
e 

pe
rs

on
 p

ri
or

 to
 

pu
bl

is
hi

ng
 o

r 
ca

us
in

g 
to

 b
e 

pu
bl

is
he

d 
an

yt
hi

ng
 w

hi
ch

 
id

en
ti

fi
es

 a
 p

er
so

n 
w

ho
 

ha
s 

w
on

 a
 p

ri
ze

a)
 

H
av

in
g 

st
ri

ct
 p

ri
va

cy
 g

ui
de

lin
es

 in
 

ke
ep

in
g 

w
it

h 
Pr

iv
ac

y 
La

w
s—

th
es

e 
gu

id
el

in
es

 b
ei

ng
 im

pl
em

en
te

d 
ac

ro
ss

 a
ll 

ad
ve

rt
is

in
g 

an
d 

pr
om

ot
io

na
l a

ct
iv

it
y.

b)
 

Cu
st

om
er

s 
ar

e 
al

w
ay

s 
ad

vi
se

d 
of

 
K

en
o’

s 
in

te
nt

io
ns

 in
 r

el
at

io
n 

to
 

pr
om

ot
io

na
l a

ct
iv

it
ie

s 
th

ro
ug

h 
Te

rm
s 

an
d 

Co
nd

it
io

ns
 a

nd
 p

os
te

rs
.

c)
 

A
lw

ay
s 

ad
vi

si
ng

 w
in

ne
rs

 t
ha

t t
he

y 
ha

ve
 

th
e 

ri
gh

t t
o 

an
on

ym
ity

 if
 th

ey
 w

is
h.

d)
 

Ta
ki

ng
 p

ar
ti

cu
la

r 
ca

re
 to

 e
ns

ur
e 

th
at

 
an

y 
w

in
ne

r, 
in

cl
ud

in
g 

el
de

rl
y 

an
d 

pe
rs

on
s 

w
it

h 
En

gl
is

h 
as

 t
he

ir
 s

ec
on

d 
la

ng
ua

ge
, u

nd
er

st
an

d 
th

ei
r 

ri
gh

ts
 to

 
pr

iv
ac

y 
w

he
n 

w
in

ni
ng

 a
 m

aj
or

 p
ri

ze
.

e)
 

A
lw

ay
s 

en
su

ri
ng

 t
ha

t a
ny

 w
in

ne
r 

ag
re

ei
ng

 to
 p

ub
lic

it
y 

si
gn

s 
a 

Re
le

as
e 

Fo
rm

 a
gr

ee
in

g 
to

 h
av

e 
th

ei
r 

de
ta

il
s 

an
d/

or
 p

ho
to

 r
el

ea
se

d.

a)
 

D
is

pl
ay

in
g 

a 
pe

rs
on

’s 
id

en
ti

ty
/i

m
ag

e 
w

it
ho

ut
 t

he
ir

 c
on

se
nt

 a
nd

 w
it

ho
ut

 
th

ei
r 

kn
ow

le
dg

e.
b)

 
Ta

ki
ng

 f
oo

ta
ge

 o
f 

cu
st

om
er

s 
w

it
ho

ut
 t

he
ir

 k
no

w
le

dg
e 

fo
r 

ad
ve

rt
is

in
g 

an
d 

pr
om

ot
io

na
l p

ur
po

se
s.

c)
 

N
ot

 e
ns

ur
in

g 
th

at
 a

ny
 w

in
ne

r, 
in

cl
ud

in
g 

pe
rs

on
s 

w
ho

 a
re

 e
ld

er
ly

 o
r 

w
ho

se
 f

ir
st

 la
ng

ua
ge

 is
 n

ot
 E

ng
lis

h,
 u

nd
er

st
an

d 
th

ei
r 

ri
gh

ts
 to

 p
ri

va
cy

 
w

he
n 

w
in

ni
ng

 a
 m

aj
or

 p
ri

ze
.
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6.
13

In
co

rp
or

at
e,

 w
he

re
 

ap
pr

op
ri

at
e,

 p
os

it
iv

e 
re

sp
on

si
bl

e 
ga

m
bl

in
g 

m
es

sa
ge

s.

a)
 

D
ep

lo
yi

ng
 r

es
po

ns
ib

le
 g

am
bl

in
g 

m
es

sa
ge

s/
ta

g 
li

ne
s 

th
at

 a
re

 
in

co
rp

or
at

ed
 in

 g
am

in
g 

ad
ve

rt
is

in
g 

an
d 

pr
om

ot
io

ns
 e

.g
. “

Be
t w

it
h 

yo
ur

 
he

ad
, n

ot
 o

ve
r 

it
”.
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en
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R
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U
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R
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TT
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6.
1

Co
m

pl
ie

s 
w

it
h 

th
e 

A
dv

er
ti

se
r 
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de

 o
f 

Et
hi
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 a

s 
ad
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te

d 
by

 t
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 A
us
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ia
n 

A
ss
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ti
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 o
f 

N
at

io
na

l 
A
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er
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rs

6.
2

Is
 n

ot
 f

al
se

, m
is

le
ad

in
g 

or
 d

ec
ep

ti
ve

a)
 

Fo
r 

ga
m

es
 s
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h 
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 S

at
ur

da
y 

G
ol

d 
Lo

tt
o,

 
w

he
re

 t
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 f
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 d

iv
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n 
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e 
po

ol
 is
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ed

 b
y 
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e 
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 w

in
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, u
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ng

 w
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 w

hi
ch
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di
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te

 
th

at
 p

eo
pl

e 
w

il
l w

in
 a

 s
ha

re
 in

 $
22

 
m

il
lio

n 
ra
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ha

n 
w

in
 t

he
 e

nt
ir

e 
$2
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m
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lio

n 
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t d
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n 
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iz

e 
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ol
. 
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W
he

re
 in

fo
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at
io
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y 
dr
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n 

nu
m

be
rs

 is
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 b
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G
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de
n 
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vi

di
ng

 a
 p
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 E
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h 
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 e
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s 
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e 

ra
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 a

nd
 

un
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y 
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 a
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in
g 

ev
en

t.
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W
he
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a 

m
aj

or
 p

ri
ze
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 w
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 a

t a
 G

ol
de

n 
Ca

sk
et
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ho
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 t

he
 v

en
ue
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is

pl
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in
g 

pr
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ot
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at
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ia
l t

ha
t p
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w
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n 
re

le
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nt
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f 

th
e 

ve
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e,
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r 

a 
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ite
d 

pe
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od
 o

nl
y 

(e
.g

. u
p 

to
 t

w
o 

w
ee

ks
).

d)
 

D
is

pl
ay

in
g 

a 
pe

rm
an

en
t p
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e 
in
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n 

ag
en

cy
 th
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 in
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s 
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 f

ir
st

 d
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e 

w
as

 s
ol

d 
by

 t
he

 a
ge

nc
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 p
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n 
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et
 u

si
ng

 p
hr

as
es

 s
uc
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m
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aj

or
 p

ri
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g 

ou
t-
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.g
. p
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, f
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f)
 

A
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 p
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m
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oe
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si
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el
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en
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an
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 w
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ay
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r 
yo

ur
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G
ol

de
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Ca
sk

et
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ud

in
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a 
se
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n 
w
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hi
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it
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eb
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 w

hi
ch
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ne
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en
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 r
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 p

ro
m

ot
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on
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su
al

 w
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pe
op

le
 p
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th
ei
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lo
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nu
m

be
rs

 o
r 

sc
ra

tc
h 

th
ei
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t S
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ch
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un
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he
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te
d 

m
an

ne
r, 

w
it

ho
ut

 
im

pl
yi

ng
 t
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 m
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ho

d 
of
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nu
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be
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 “
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ck
ie
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 t
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ot

he
r. 
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U
si
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 w
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G
ol

de
n 

Ca
sk

et
 is

su
in

g 
an

 e
xp

la
na

ti
on

 
re

ga
rd

in
g 

th
e 

ra
nd

om
ne

ss
 o

f 
w

in
ni

ng
 

w
he

n 
pr

ov
id

in
g 

in
fo

rm
at

io
n 

ab
ou

t 
fr

eq
ue

nt
ly

 d
ra

w
n 

lo
tt

o 
nu

m
be

rs
.

g)
 

Ch
an

gi
ng

 th
e 

“L
uc

ky
 n

um
be

rs
” 

ge
ne

ra
to

r
on

 t
he

 G
ol

de
n 

Ca
sk

et
 w

eb
si

te
 to

 r
ea

d 
“F

av
ou

ri
te

 n
um

be
rs

”.

a)
 

Lu
ck

 u
se

d 
in

 a
dv

er
ti

si
ng

 a
nd

 p
ro

m
ot

io
ns

 in
 a

 m
an

ne
r 

th
at

 im
pl

ie
s 

th
at

 
w

in
ni

ng
 is

 a
 p

ro
ba

bl
e 

or
 li

ke
ly

 o
ut

co
m

e.

b)
 

U
si

ng
 w

or
ds

 t
ha

t i
m

pl
y 

th
at

 it
 is

 a
ut

om
at

ic
 to

 w
in

 s
uc

h 
as

 “
Pl

ay
 t

hi
s 

ga
m

e 
an

d 
w

in
” 

or
 “

W
in

ni
ng

 is
 e

as
y”

 a
nd

 “
Yo

u 
w

il
l w

in
”. 

U
si

ng
 lu

ck
 to

 
im

pl
y 

th
at

 s
om

e 
en

tr
ie

s 
or

 g
am

es
 a

re
 lu

ck
ie

r 
th

an
 o

th
er

s 
e.

g.
 “

Q
ui

ck
pi

ck
s 

ar
e 

lu
ck

ie
r 

th
an

 r
ec

or
de

d 
nu

m
be

rs
” 

or
 “

Th
is

 is
 y

ou
r 

lu
ck

y 
en

tr
y”

. 

c)
 

U
si

ng
 s

up
er

st
it

io
us

 t
he

m
es

 (s
uc

h 
as

 “
Lu

ck
 o

f 
th

e 
Ir

is
h”

 o
r 

“B
la

ck
 F

ri
da

y”
) 

or
 t

he
 w

or
d 

“l
uc

ky
” 

on
 I

ns
ta

nt
 S

cr
at

ch
-I

ts
 t

ic
ke

ts
 a

nd
 in

 a
dv

er
ti

si
ng

 a
nd

 
pr

om
ot

io
ns

 in
 a

 m
an

ne
r 

th
at

 im
pl

ie
s 

th
at

 w
in

ni
ng

 is
 a

 p
ro

ba
bl

e 
or

 li
ke

ly
 

ou
tc

om
e.

d)
 

U
si

ng
 t

he
 w

or
ds

 “
as

 a
 r

es
ul

t”
 to

 d
es

cr
ib

e 
a 

di
re

ct
 li

nk
 b

et
w

ee
n 

th
e 

in
tr

in
si

c 
lu

ck
 o

f 
a 

pe
rs

on
 o

r 
G

ol
de

n 
Ca

sk
et

 a
ge

nc
y 

an
d 

“t
he

 r
es

ul
t”

 
of

 w
in

ni
ng

. F
or

 e
xa

m
pl

e,
 a

 w
in

ne
r 

ru
bb

ed
 a

 B
ud

dh
a 

st
at

ue
 a

nd
 “

as
 a

 
re

su
lt

”, 
w

on
 o

n 
an

 I
ns

ta
nt

 S
cr

at
ch

-I
ts

 t
ic

ke
t. 

e)
 

St
at

in
g 

as
 a

 f
ac

t o
r 

im
pl

yi
ng

 t
ha

t c
er

ta
in

 lo
tt

o 
nu

m
be

rs
 a

re
 “

lu
ck

ie
r”

 
th

an
 o

th
er

 lo
tt

o 
nu

m
be

rs
.

f)
 

U
si

ng
 s

up
er

st
it

io
n 

or
 t

he
 e

le
m

en
t o

f 
“l

uc
k”

 to
 s

ca
re

 o
r 

co
er

ce
 p

eo
pl

e 
in

to
 b

uy
in

g 
a 

pr
od

uc
t. 

Fo
r 

ex
am

pl
e,

 “
If

 y
ou

 d
on

’t 
bu

y 
a 

ti
ck

et
 o

n 
Bl

ac
k 

Fr
id

ay
, y

ou
 m

ay
 n

ev
er

 h
av

e 
th

e 
ch

an
ce

 to
 b

e 
lu

ck
y 

ag
ai

n.
”

g)
 

Pr
od

uc
in

g 
ad

ve
rt

is
em

en
ts

 t
ha

t i
m

pl
y 

th
at

 p
la

ye
rs

 c
an

 w
in

 a
ft

er
 lo

si
ng

 
m

an
y 

ti
m

es
 s

uc
h 

as
 “

Yo
ur

 t
im

e 
to

 w
in

 is
 c

om
in

g 
up

” 
or

 “
H

an
g 

in
 t

he
re

 
an

d 
yo

u’
ll 

w
in

 s
oo

ne
r 

or
 la

te
r”

 o
r 

“C
ha

nc
es

 a
re

 …
 y

ou
’ll

 w
in

 s
om

et
im

e”
. 

h)
 

St
at

in
g 

as
 a

 f
ac

t o
r 

im
pl

yi
ng

 t
ha

t p
eo

pl
e 

ha
ve

 a
 b

et
te

r 
ch

an
ce

 o
f 

w
in

ni
ng

 
by

 b
uy

in
g 

en
tr

ie
s 

at
 o

ne
 a

ge
nc

y 
ra

th
er

 t
ha

n 
an

ot
he

r.

i) 
St

at
in

g 
as

 a
 f

ac
t o

r 
im

pl
yi

ng
 t

ha
t c

er
ta

in
 e

nt
ry

 t
yp

es
 h

av
e 

a 
gr

ea
te

r 
ch

an
ce

 o
f 

w
in

ni
ng

 c
om

pa
re

d 
to

 o
th

er
 e

nt
ry

 t
yp

es
 (u

nl
es

s 
th

e 
od

ds
 f

or
 

th
e 

en
tr

y 
ty

pe
s 

in
 q

ue
st

io
n 

ar
e 

ac
tu

al
ly

 m
or

e 
fa

vo
ur

ab
le

.)

j)  
G

ol
de

n 
Ca

sk
et

 a
dv

er
ti

si
ng

 a
nd

 p
ro

m
ot

io
na

l c
am

pa
ig

ns
 s

ho
w

in
g 

on
ly

 w
in

ni
ng

 im
ag

es
. F

or
 e

xa
m

pl
e,

 a
ll 

In
st

an
t S

cr
at

ch
-I

ts
 c

am
pa

ig
n 

ad
ve

rt
is

em
en

ts
 o

nl
y 

fe
at

ur
in

g 
w

in
ni

ng
 im

ag
es

 a
nd

 n
o 

ad
ve

rt
is

em
en

ts
 

fo
cu

si
ng

 o
n 

th
e 

dr
ea

m
in

g 
or

 e
nj

oy
m

en
t o

f 
pl

ay
 a

sp
ec

ts
.
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6.
4

D
oe

s 
no

t g
iv

e 
th

e 
im

pr
es

si
on

 t
ha

t 
ga

m
bl

in
g 

is
 a

 
re

as
on

ab
le

 s
tr

at
eg

y 
fo

r 
fi

na
nc

ia
l b

et
te

rm
en

t

a)
 

D
ep

ic
ti

ng
 a

 lo
tt

er
y 

w
in

 b
ei

ng
 u

se
d 

in
 v

ar
io

us
 w

ay
s 

in
cl

ud
in

g 
m

or
tg

ag
e 

pa
ym

en
ts

 a
nd

 p
ay

in
g 

ot
he

r 
bi

lls
 in

 
a 

m
an

ne
r 

th
at

 d
ep

ic
ts

 a
n 

ev
er

yd
ay

 
ac

ce
pt

ab
le

 s
it

ua
ti

on
 r

at
he

r 
th

an
 in

 a
 

de
sp

er
at

e 
an

d 
re

sc
ue

-l
ik

e 
m

an
ne

r. 

a)
 

Su
gg

es
ti

ng
 t

ha
t l

ot
te

ry
 e

nt
ri

es
 a

re
 a

n 
al

te
rn

at
iv

e 
to

 in
ve

st
m

en
t, 

e.
g.

 
“W

ou
ld

 y
ou

 li
ke

 to
 i
nv

es
t 

yo
ur

 m
on

ey
 in

 b
uy

in
g 

a 
lo

tt
er

y 
en

tr
y”

 o
r 

su
gg

es
ti

ng
 t

ha
t s

om
eo

ne
 s

ho
ul

d 
ch

an
ne

l t
he

ir
 m

on
ey

 in
to

 lo
tt

er
y 

en
tr

ie
s 

in
st

ea
d 

of
 in

ve
st

in
g 

in
 s

up
er

an
nu

at
io

n 
or

 t
he

 li
ke

.
b)

 
Pr

om
ot

in
g 

ga
m

bl
in

g 
as

 a
n 

ea
sy

 a
nd

 a
ut

om
at

ic
 w

ay
 to

 p
ay

 o
ff

 b
il

ls
. 

U
si

ng
 im

ag
er

y 
an

d 
w

or
ds

 s
uc

h 
as

 “
Pl

ay
 t

hi
s 

lo
tt

er
y 

ga
m

e 
as

 a
no

th
er

 w
ay

 
to

 p
ay

 o
ff

 b
il

ls
”. 

Fo
r 

ex
am

pl
e,

 “
Pl

ay
 to

da
y 

an
d 

ch
as

e 
th

os
e 

bi
lls

 a
w

ay
”. 

c)
 

U
si

ng
 im

ag
er

y 
an

d 
te

xt
 in

 a
dv

er
ti

se
m

en
ts

 w
hi

ch
 im

pl
y 

th
at

 c
us

to
m

er
s 

ca
n 

re
lie

ve
 t

he
ir

 p
er

so
na

l, 
ph

ys
ic

al
 a

nd
 f

in
an

ci
al

 p
ai

n 
an

d 
an

gu
is

h 
by

 
bu

yi
ng

 lo
tt

o 
en

tr
ie

s.
 F

or
 e

xa
m

pl
e,

 “
Bu

y 
a 

lo
tt

o 
en

tr
y 

an
d 

ch
as

e 
al

l y
ou

r 
pa

in
s 

aw
ay

” 
or

 “
Re

lie
ve

 a
ll 

yo
ur

 p
er

so
na

l p
ro

bl
em

s 
by

 b
uy

in
g 

a 
lo

tt
o 

en
tr

y”
. 

d)
 

A
dv

er
ti

si
ng

 a
nd

 p
ro

m
ot

io
ns

 o
f 

lo
tt

er
y 

en
tr

ie
s 

ar
e 

po
rt

ra
ye

d 
in

 a
 

de
sp

er
at

e 
an

d 
re

sc
ue

-t
yp

e 
m

an
ne

r. 
Fo

r 
ex

am
pl

e,
 “

Bu
y 

a 
lo

tt
o 

en
tr

y 
an

d 
sa

ve
 y

ou
r 

lif
e”

.
e)

 
U

si
ng

 im
ag

es
 a

nd
 w

or
ds

 s
uc

h 
as

 “
Pl

ay
 t

he
 lo

tt
er

y 
ga

m
e 

an
d 

yo
u 

ca
n 

gi
ve

 
up

 y
ou

r 
jo

b”
.

f)
 

Sa
yi

ng
 to

 a
 c

us
to

m
er

 w
ho

 is
 c

ol
le

ct
in

g 
a 

su
bs

ta
nt

ia
l p

ri
ze

, “
Im

ag
in

e 
w

ha
t y

ou
 w

ou
ld

 w
in

 if
 y

ou
 in

ve
st

ed
 a

ll 
yo

ur
 w

in
ni

ng
s 

in
 m

or
e 

en
tr

ie
s.”

g)
 

A
dv

er
ti

se
m

en
ts

 a
nd

 p
ro

m
ot

io
ns

 w
hi

ch
 e

nc
ou

ra
ge

 c
us

to
m

er
s 

to
 s

pe
nd

 
th

ei
r 

la
st

 d
ol

la
r.

h)
 

Pr
es

en
ti

ng
 g

am
bl

in
g 

as
 a

 g
ua

ra
nt

ee
d 

w
ay

 to
 g

et
 r

ic
h.

 F
or

 e
xa

m
pl

e,
 “

Pu
t 

a 
lo

tt
er

y 
en

tr
y 

in
 a

nd
 y

ou
’ll

 g
et

 r
ic

h”
 o

r 
“P

la
y 

th
e 

lo
tt

er
y 

an
d 

yo
u’

ll 
ne

ve
r 

ha
ve

 to
 w

or
ry

 a
t a

ll”
. 

6.
5

D
oe

s 
no

t i
nc

lu
de

 
m

is
le

ad
in

g 
st

at
em

en
ts

 
ab

ou
t o

dd
s,

 p
ri

ze
s 

or
 

ch
an

ce
s 

of
 w

in
ni

ng

a)
 

H
av

in
g 

th
e 

od
ds

 o
f 

w
in

ni
ng

 a
 lo

tt
er

y 
ga

m
e 

ea
si

ly
 a

cc
es

si
bl

e 
to

 c
us

to
m

er
s 

(f
or

 e
xa

m
pl

e,
 m

ak
in

g 
th

e 
od

ds
 o

f
w

in
in

g 
on

 a
ny

 lo
tt

er
y 

ga
m

e 
ac

ce
ss

ib
le

 
fr

om
 t

he
 h

om
e 

pa
ge

 o
f 

G
ol

de
n 

Ca
sk

et
’s 

w
eb

si
te

 o
r 

ha
vi

ng
 in

fo
rm

at
io

n 
ab

ou
t 

th
e 

od
ds

 o
f 

w
in

ni
ng

 a
va

ila
bl

e 
at

 t
he

 
pl

ac
e 

of
 p

ur
ch

as
e.

)
b)

 
O

ff
er

in
g 

in
fo

rm
at

io
n 

on
 t

he
 o

dd
s 

in
 

la
ng

ua
ge

s 
ot

he
r 

th
an

 E
ng

lis
h.

 

a)
 

Su
pp

ly
in

g 
in

co
rr

ec
t o

dd
s 

or
 s

up
pl

yi
ng

 in
fo

rm
at

io
n 

in
 d

if
fi

cu
lt 

to
 

un
de

rs
ta

nd
 la

ng
ua

ge
. 

b)
 

Re
fu

si
ng

 to
 s

up
pl

y 
od

ds
 o

f 
ga

m
es

 to
 c

us
to

m
er

s 
or

 m
ak

in
g 

th
em

 
un

re
as

on
ab

ly
 in

ac
ce

ss
ib

le
. 

c)
 

U
si

ng
 im

ag
es

 o
r 

te
xt

 in
 a

dv
er

ti
se

m
en

ts
 s

uc
h 

as
 “

Re
m

em
be

r 
th

e 
fi

rs
t 

ti
m

e 
yo

u 
ha

d 
a 

bi
g 

w
in

, w
hy

 n
ot

 m
ak

e 
it 

ha
pp

en
 a

ga
in

 a
nd

 b
uy

 a
 lo

tt
er

y 
en

tr
y.

”
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6.
6

D
oe

s 
no

t o
ff

en
d 

pr
ev

ai
li

ng
 c

om
m

un
it

y 
st

an
da

rd
s

a)
 

U
si

ng
 im

ag
es

 w
hi

ch
 a

re
 in

 s
te

p 
w

it
h 

pr
ev

ai
li

ng
 c

om
m

un
it

y 
st

an
da

rd
s.

 
a)

 
U

si
ng

 im
ag

es
 o

r 
pe

op
le

 w
ho

 a
re

 d
re

ss
ed

 in
 a

 m
an

ne
r 

th
at

 is
 in

ap
pr

op
ri

at
e 

to
 t

he
 c

on
te

xt
 o

f 
th

e 
ad

ve
rt

is
em

en
t a

nd
 d

oe
s 

no
t c

on
fo

rm
 to

 p
re

va
il

in
g 

co
m

m
un

it
y 

st
an

da
rd

s.
 F

or
 e

xa
m

pl
e,

 a
n 

ad
ve

rt
is

em
en

t t
ha

t f
ea

tu
re

s 
a 

lo
tt

er
y 

w
in

ne
r 

hi
ri

ng
 a

 s
tr

ip
pe

r 
as

 a
 r

es
ul

t o
f 

w
in

ni
ng

 L
ot

to
.

b)
 

Su
gg

es
ti

ng
 t

ha
t e

nh
an

ce
m

en
t o

f 
on

e’
s 

so
ci

al
, f

in
an

ci
al

 o
r 

se
xu

al
 s

uc
ce

ss
 

an
d 

ge
ne

ra
l a

bi
lit

ie
s 

ca
n 

be
 a

tt
ri

bu
ta

bl
e 

to
 g

am
bl

in
g.

c)
 

U
si

ng
 im

ag
er

y 
or

 t
ex

t i
n 

ad
ve

rt
is

em
en

ts
 w

hi
ch

 a
im

s 
to

 e
nc

ou
ra

ge
 o

r 
in

ci
te

 v
io

le
nc

e.
 

d)
 

U
si

ng
 r

ac
is

t l
an

gu
ag

e 
an

d 
im

ag
er

y 
in

 a
dv

er
ti

se
m

en
ts

. 

6.
7

D
oe

s 
no

t f
oc

us
 

ex
cl

us
iv

el
y 

on
 

ga
m

bl
in

g 
w

he
re

 t
he

re
 

ar
e 

ot
he

r 
ac

ti
vi

ti
es

 to
 

pr
om

ot
e

6.
8

Is
 n

ot
 im

pl
ic

it
ly

 o
r 

ex
pl

ic
it

ly
 d

ir
ec

te
d 

at
 

m
in

or
s 

or
 v

ul
ne

ra
bl

e 
or

 
di

sa
dv

an
ta

ge
d 

gr
ou

ps

a)
 

Fo
cu

si
ng

 o
n 

a 
fa

m
ily

 a
s 

a 
w

ho
le

 a
nd

 
th

e 
pa

re
nt

 f
ig

ur
es

 in
 p

ar
ti

cu
la

r 
in

 a
n 

ad
ve

rt
is

em
en

t r
at

he
r 

th
an

 f
oc

us
in

g 
so

le
ly

 o
n 

ch
ild

re
n.

b)
 

A
vo

id
in

g 
pr

om
ot

io
n 

of
 “

de
sp

er
at

e”
 

w
in

ne
rs

 s
uc

h 
as

 “
A

 w
om

an
 u

se
d 

he
r 

la
st

 $
2 

to
 b

uy
 a

n 
en

tr
y 

an
d 

w
on

$1
 m

il
lio

n”
. 

a)
 

Fo
cu

si
ng

 s
ol

el
y 

on
 c

hi
ld

re
n 

an
d 

pe
op

le
 t

ha
t a

re
 c

le
ar

ly
 u

nd
er

ag
e 

in
 a

 
lo

tt
er

y 
ad

ve
rt

is
em

en
t. 

b)
 

Fe
at

ur
in

g 
ch

ild
re

n 
an

d 
pe

op
le

 w
ho

 a
re

 c
le

ar
ly

 u
nd

er
-a

ge
 p

ar
ti

ci
pa

ti
ng

 in
 

lo
tt

er
y 

ac
ti

vi
ti

es
.

c)
 

U
si

ng
 im

ag
es

 o
f 

ch
ild

re
n 

pi
ck

in
g 

nu
m

be
rs

 f
or

 g
am

es
.

d)
 

A
dv

er
ti

si
ng

 a
nd

 p
ro

m
ot

io
n 

re
la

ti
ng

 to
 g

am
bl

in
g 

ap
pe

ar
in

g 
in

 m
ed

ia
 

di
re

ct
ed

 p
ri

m
ar

ily
 a

t m
in

or
s.

 (M
ed

ia
 s
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l b
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 o
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l m
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t b
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 c
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 p
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 d
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 d
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g.

 t
ho

se
 a

re
as

 t
ha

t a
re

 k
no

w
n 

to
 e

xh
ib

it 
un

us
ua

lly
 

hi
gh

 le
ve

ls
 o

f 
pe

op
le

 w
ho

:
• h

av
e 

a 
m

en
ta

l d
is

ab
il

it
y 

or
 il

ln
es

s
• a

re
 u

ne
m

pl
oy

ed
 

Industry Examples—Lotteries



Queensland Responsible Gambling Advertising & Promotions Guideline

52

PR
A

CT
IC

E
A

CC
EP

TA
B

LE
 P

R
A

CT
IC

ES
—
LO
TT
ER
IE
S

U
N

A
CC

EP
TA

B
LE

 P
R

A
CT

IC
ES

—
LO
TT
ER
IE
S

6.
8

co
nt

• a
re

 k
no

w
n 

to
 b
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l d
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at
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 c
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 c
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 c
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ad

in
g 

pr
ac

ti
ce

s 
by

 t
he

 
ga

m
bl
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 m
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APPENDIX 3

Correlates for Problem Gambling
Consideration must be given to the potential impact of advertising and promotion 
on a person with a problem with gambling or at risk of developing a gambling 
problem. The Queensland Gambling Household Survey 2001 and other research 
identifi es a number of correlates for problem gambling that can be used to build a 
profi le that may assist in identifying those at risk of developing gambling problems.

Possible Problem Gambling Risk Indicators
for use by Gambling Staff 

RISK FACTORS EXAMPLES OF RISK INDICATORS
Faulty cognition Player reports:

• having a perception of chances of winning which is apparently 
unrealistic.

Loss of control Player reports:
• having a problem with gambling
• having tried unsuccessfully to stop gambling
• spending too much time gambling.
Player is observed:
• threatening or causing physical harm to others or self
• selling valuables to gamble
• behaving in an aggressive manner towards property.

Negative impacts of gambling Player reports:
• having lost an important relationship due to gambling
• having lied to others to hide their gambling
• having lost a job due to gambling. 
Third party reports player:
• gambling instead of performing family responsibilities,

e.g. picking children up after school
• trying to borrow or “scam” money for gambling from others,

e.g. customers. 

Use of alcohol or drugs while gambling Player is observed as being unduly intoxicated.

Depression or thoughts about suicide Player reports he/she is suffering from depression and/or has 
thoughts of suicide due to gambling.
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RISK FACTORS EXAMPLES OF RISK INDICATORS
Involvement in multiple simultaneous 
gambling activities

Player is observed to be participating in three or more gambling 
activities simultaneously (playing more than one gaming machine at 
a time is multiple gambling activities). 

Personal remorse Player reports:
• losing household money on gambling (e.g. money that was

supposed to buy groceries or pay the rates or electricity bill)
• selling valuables to gamble
• borrowing money to live due to gambling
• being unable to meet loan repayments due to gambling
• depending on others to repay their gambling debts
• having committed illegal acts due to gambling (e.g. stealing, 

fraud or domestic violence).
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