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“While regulatory change may close a number of doors to
sports marketing operators, the opportunities being

created by technological advances and consumer responses
to these should continue to open up plenty of new ones.”

– David Walmsley, Senior Leisure Analyst

This report looks at the following areas:

• What impact will new regulations and legislation's have?
• Will personalised and socialised betting become the standard?
• What are there opportunities in venue betting?

Growth in consumer expenditure on sports betting during 2014 will be dominated by football as the
FIFA World Cup adds its traditional uplift in business to a long-term upward trend in gambling on the
sport.

As these forces push football further towards value parity with horserace betting so too are they
moving the remote platforms that have facilitated soccer’s growth towards similar status against a
retail segment that remains dominated by stagnating racing products.

This pattern of football and remote sector-led growth is expected to persist into the medium term,
although online operators are likely to face significant cost challenges from the introduction of point-of-
consumption regulation and taxation from the end of 2014, which could reduce their ability to invest in
marketing and product development.
This report assesses current patterns of sports betting among British adults, examines the factors
influencing the development of, and demand for, the market’s key platforms and assesses the
opportunities likely to emerge around the 2014 World Cup.

Mintel defines sports betting as the placing of a bet on a sporting event with a bookmaker or on a
betting exchange. It excludes on-course and private betting but includes in-play betting as well as
wagers struck ante-post.
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