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Abstract

Online and physical gambling activity has increased exponentially in the UK, Ireland, and Europe over the last 15 years. In Ireland, the 
National Lottery logo depicts a friendly, anthropomorphic ‘dancing star’, which is reminiscent of a nursery rhyme character. This research 
sought to examine children’s recognition of the National Lottery logo. A child-friendly survey was administered in nine Irish primary 
schools in the mid-west region of Ireland. This convenience sample facilitated the gathering of information from 671 participants aged 
6-13 years. The results indicate widespread familiarity with the National Lottery logo amongst children in Ireland. Forty percent of the 
youngest age group examined (7 years) and 85% of the oldest age group examined (12 years) identified the National Lottery logo. The 
level of familiarity with the logo suggests a high level of cultural recognition of gambling advertising among younger and older children. 
The proportion of children who correctly identified the National Lottery logo is an issue of concern. The ‘dancing star’ logo may appeal 
to younger audiences, which may be a violation of the National Lottery Advertising and Promotion Code of Practice.
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Main points

	• Problem Gambling (PG) is a significant issue for a minority of people and is increasingly acknowledged as a public health issue.
	• Exposure to marketing predicts uptake/participation, and early gambling is linked to problem gambling in later life.
	• This research identified high levels of recognition of the National Lottery logo in Ireland.
	• Ireland’s National Lottery logo is overly child-friendly and should be amended.
	• Further research in this field is required.
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Twinkle, twinkle, little star,
How I wonder what you are?

(Taylor, 1811)

Introduction

Gambling worldwide was estimated to have a turnover of 
roughly US$711.4 Billion in 2020 (Cision, 2021) and is projected 
to rise by over US$150 Billion over the subsequent five years 
(Cision, 2021). The gambling industry in Ireland, as in many 
other countries, continues to expand. Its estimated worth is 
now in the region of €10 billion annually (Michael, 2019). In 
the context of this examination, it is important to note that 

Irish National Lottery sales recently passed the €1 Billion per 
annum mark (Slattery, 2022). Ireland has been identified as 
having the leading gross gambling revenue on a per capita 
basis in Europe, making it an attractive target for gambling 
marketing (Griffiths et al., 2009). A recent Lancet Public 
Health Commission on gambling noted the international 
dimension of the gambling industry (Wardle et al., 2021). It 
may be no surprise, therefore, that Ireland’s National Lottery is 
now operated by the French firm La Française des Jeux (FDJ), 
having been previously controlled by the Ontario Teachers’ 
Pension Plan (Daly, 2014). It has been suggested that a key 
element of the success of PLI was its ability to facilitate online 
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gambling (Burke-Kennedy, 2023). Particular concerns have 
been raised over the last decade in connection with the growth 
of online gambling, both globally and specifically in Ireland 
(Columb & O’Gara, 2018; Columb et al., 2022, 2023; Cooney 
et al., 2021; McMahon, 2022). Concerns have increased in 
recent years over gambling advertising during sporting events 
(Columb et al., 2023), and the issue of co-addiction in relation 
to gambling (Condron et al., 2022).

This paper concentrates on children’s familiarity with 
trademarks used by the National Lottery. In particular, the 
quantitative research underpinning this paper examines local 
school children’s recognition of the National Lottery ‘dancing 
star’ logo. To provide context, this paper first highlights the 
public health dimension of gambling, reports on underage 
gambling in Ireland, and draws attention to emerging concerns 
over gambling advertising. The research methodology, results, 
and discussion sections are then presented. Overall, the paper 
highlights the child-friendly nature of the National Lottery 
trademark and addresses the implications of this design 
direction.

The harms of gambling should not be underestimated. 
Figure 1 details the many dimensions of gambling harm from 
life course and intergenerational perspectives. The College 
of Psychiatrists of Ireland (2020) stated that gambling in 
Ireland is a ‘major public health concern’. Gambling represents 
an important Commercial Determinant of Health (CDoH) 
in Ireland for a vulnerable minority (McAvoy et al., 2023; 
Mialon, 2024; van Schalkwyk & Cassidy, 2023). Concerns 

over gambling, and particularly gambling advertising, have 
in part prompted the development of Ireland’s Gambling 
Regulation Bill 2022. Research by Fulton (2015) has identified 
the problematic perception of National Lottery purchases 
as gambling that “wasn’t really gambling.” This research also 
noted concerns from Addiction Service Providers about 
underage teenagers engaging in online gambling using new 
technologies.

In recent years, a growing body of Irish research has explored 
this issue (Condron et al., 2022; Kerr et al., 2021; National 
Advisory Committee on Drugs and Alcohol [NACDA], 2018). 
An in-depth exploration of gambling in Ireland states that 0.3% 
of the population (or 12,000 people) were problem gamblers 
(Mongan et al., 2022). This report suggested that a further 
0.9% (35,000 adults) should be designated moderate-risk 
gamblers, while 2.3% (90,000 adults) of the adult population 
were deemed low-risk gamblers. Other investigations of 
gambling in Ireland have also explored its impact across the 
general population, with other studies examining groups of 
particular concern, including young athletes (Murphy, 2019; 
Turk et al., 2023).

Historically, information on gambling prevalence in Ireland 
has been a notable deficit (Institute of Public Health, 2010). 
The Institute of Public Health (2010) specifically noted 
this information gap concerning high-risk groups, such as 
adolescents. However, substantial information on this topic 
has emerged over the last decade in Ireland. Youth gambling 
is of significant concern as a recent examination of 3,000 

Figure 1. Dimensions of gambling harm identified by Langham et al. (2016)
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people treated for problem gambling in Ireland between 2008-
2019 found that half of these people had started to gamble 
before the age of 17 (Condron et al., 2022). On this point, 
the longitudinal Growing Up in Ireland (GUI) cohort study 
identified the prevalence of online gambling among 17-year-
olds as 4.4% in males and 0.9% in females. Online gambling 
at age 17 was an independent and significant predictor of 
future engagement in online gambling at age 20, alongside 
participation in team sports (Duggan & Mohan, 2023; Mohan 
& Duggan, 2023).

Prior examinations of youth gambling in Ireland have also 
noted issues of concern. For example, the 2015 ESPAD 
Secondary School data identified a 21.1% prevalence of 
gambling with money (30.0% of males and 11.9% of females). 
This comprised a prevalence rate of 14.0% for gambling online 
for money (20.7% of males and 7.1% of females) and a 17.3% 
prevalence of gambling offline for money (24.9% of males and 
9.5% of females). Looking specifically at lottery gambling for 
money in Ireland, an online prevalence of 4.4% was noted, 
while the equivalent rate for offline lottery gambling was 5.6% 
(Molinaro et al., 2018). In European terms, Ireland is identified 
in this research as a medium gambling prevalence country 
(GPC) (Molinaro et al., 2018).

Another study conducted in Ireland in 2015 noted a prevalence 
of gambling in the last year among adults of 64.5% (NACDA, 
2018). Among respondents aged 15 and older, 56.7% had 
bought a lottery ticket or scratch card in person, while just 3% 
had played lottery games online in the last year. Although 0% 
of 15–17-year-olds reported playing lottery games online, 9.7% 
reported buying a lottery ticket or scratch card in person, and 
4.6% reported having bought one or more in the last month. 
The figures for males were higher than those for females in 
this age group. The last year’s prevalence of having bought a 
lottery ticket or scratch card in person among males aged 15-
17 years was 11.6%, whereas the figure for females was 8.5%. 
Alarmingly, there was already a 0.8% prevalence of DSM-IV 
Problem Gambling among those aged just 15-17 (0.8% among 
males and 0.7% among females). 

In 2018, the Office of the Regulator of the National Lottery 
(ORNL) commissioned a test purchasing exercise on the 
underage purchase of National Lottery products in retail 
premises by Ipsos MRBI. In this exercise, 510 retail premises were 
tested. This research noted that 63% of underage purchasers 
were challenged for ID, and 6 out of 10 test purchases were 
refused. Following this, the ORNL commissioned a subsequent 
piece of research. This consisted of several questions included 
in Ireland’s first Children’s Omnibus survey conducted by Ipsos 
MRBI in August 2018. In this research, Ipsos MRBI asked a 
nationally representative sample of over 1,000 children aged 
10 to 17 years whether they had ever purchased National 
Lottery tickets themselves with their own money. The results 
indicated that approximately 4% of respondents reported 
having done so. A more recent examination of underage test-
purchase attempts commissioned by the ORNL noted that, 
although the situation had improved, only 71% of underage 
test purchasers were refused (Regulator of the National 
Lottery, 2024).

A more recent analysis of the Irish element of the European 
School Survey Project on Alcohol and Other Drugs (ESPAD) 
data collected in 2019, examining 16-year-olds, noted that 
28.2% of males and 17.9% of females of the same age reported 
having gambled for money in the last 12 months (McAvoy et al., 
2023). Of these, almost a third of males (30.8%) and just over 
a tenth of females (11.8%) had used the internet to gamble. 
Among gamblers, 51.8% had gambled on lotteries. In response 
to this research, Minister Browne stated, “The findings of this 
report are deeply troubling and serve to highlight why we, as 
a society, must protect children and vulnerable citizens from 
the harms associated with gambling” (Department of Justice, 
Home Affairs and Migration, 2023). 

Recent research conducted in Ireland has specifically 
examined problem gambling. This research found strong 
links between underage gambling and later adult problem 
gambling. It identified that almost two-thirds of a nationally 
representative sample of adults (64%) had gambled before 
turning 18. The research also noted that 31% of respondents 
had gambled through scratch cards and 20% through lotteries 
(Ó Ceallaigh et al., 2024). The Northern Ireland Assembly All 
Party Group on Reducing Harm Related to Gambling (2024) 
has similarly noted the negative impacts of gambling, including 
its adverse effects on children.

A major concern in Ireland in recent years has been what one 
member of the Seanad (upper house of the Irish Parliament) 
described as the ‘tsunami of gambling advertisements’ to 
which the public is exposed (Wall, 2022). Warnings about this 
issue have been voiced repeatedly by the former President 
of Ireland, Michael D. Higgins (Burnhill, 2023; Independent.ie 
Newsdesk, 2018; MacNamee, 2021). 

Of particular concern and relevance to this paper is the 
impact of gambling advertising on young people. Children 
are identified as a demographic that is highly receptive to 
advertising (Kopelman et al., 2007), and the ubiquity of 
gambling advertising has been noted by children, adolescents, 
young adults, and parents (David, Thomas, Randle, Pitt et al., 
2020; McMullen et al. 2012; Pitt et al., 2016; Torrance et al., 
2021). Familiarity with the National Lottery logo is important 
as ‘exposure is the first building block in any marketing 
strategy, and can shape positive attitudes towards, and the 
initiation of use of the products in question’ (Thomas et al., 
2023). In this respect, gambling on the national lottery may 
be comparable to tobacco and alcohol exposure and use 
(Harris et al., 2021; Petrescu et al., 2017; Thomas et al., 2023; 
Wakefield et al., 2006).

Research has demonstrated an association between 
increased exposure to alcohol marketing among children and 
adolescents, and increased alcohol consumption levels (Jones 
& Magee, 2011). Research on gambling has noted similar 
findings (Felsher et al., 2004). Strong evidence indicates 
that exposure to gambling in children increases their risk of 
developing gambling issues later in adolescence or adulthood 
(Smith et al., 2020), and that those who start gambling while 
young are at increased risk of developing severe gambling 
issues (Saugeres et al., 2012; Valentine, 2008; Volberg 
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Figure 2. Current and former versions of Ireland’s national 
lottery logo

et al., 2010; Winters et al., 1993). Parental gambling activities 
were also found to influence youth gambling participation 
(Delfabbro & Thrupp, 2003; Emond & Griffiths, 2020; Vachon 
et al., 2004; Winters et al. 1993, 2002). Evidence suggests 
that the best predictor of youth lottery purchases is their 
parents’ participation (Ariyabuddhiphongs, 2011). Deans et al. 
(2017) note that marketing is a significant contributor to the 
normalisation of gambling. Such normalisation can influence 
both children’s behavioural intentions and actions (Bestman 
et al., 2015). National Lottery gambling is highly normalised in 
Ireland. For example, in 2022, an average of 1.2 million people 
played each week (National Lottery, 2023). 

Although this article focuses specifically on Ireland and its 
National Lottery, it must be noted that lottery gambling is 
a global phenomenon. Approximately 100 countries have 
lotteries, and 88 countries are members of the World Lottery 
Association (2025). This is more than one in two countries 
globally. A focus on lotteries is important, both because of 
their aggressive advertising, but also because for many, they 
are the first form of gambling that they engage in (Felsher 
et al., 2004). It should be noted that evidence suggests 
that youths typically start gambling before experimenting 
with alcohol, tobacco, other drugs, or engaging in sexual 
behaviour (Volberg et al., 2010). Concerns over youth lottery 
participation are widespread and evident across a wide range 
of countries (Richard & King, 2023; Tran et al., 2024; Volberg 
et al., 2010; Zhai et al., 2021).

Labrador et al. (2021) highlighted a lack of balance in gambling 
adverts, which focus almost purely on positive portrayals of 
gambling. Gambling advertising is often framed to highlight 
three key themes (Labrador et al., 2021). These are: winning 
money, normalising gambling, and gambling as a source of 
entertainment (McMullen et al., 2012). Similarly, Gainsbury 
et al. (2016) note that gambling advertising tends to focus on 
the high possibility of winning, specifically using the phrase 
‘it can happen to you’. This phrase is almost identical to the 
tagline for the Irish National Lottery, ‘it could be you’.

Exploring real-world child and youth exposure to gambling 
advertising is complex. Wearable cameras have been used to 
explore children’s exposure to gambling advertising (Smith 
et al., 2020; Watkins et al., 2022). Although food brands 
were the most common brands observed (Watkins et al., 
2022), one such wearable camera study noted that national 
lottery and scratch cards were the most common forms of 
gambling advertising identified (Smith et al. 2020). A growing 
body of research examining children’s awareness of gambling 

advertising has emerged in recent years (Nyemcsok et al., 
2018; Pitt et al., 2017; Thomas et al., 2016, 2023).

Logo recognition surveys with young children have been 
conducted across several key determinants of health products, 
including tobacco (Fischer et al., 1991; Peters et al., 1995), and 
food (Borzekowski & Pires, 2018). It is also noteworthy that an 
increasing volume of logo- and advertising-oriented research 
has been conducted with very young children, sometimes 
as young as two years old (Fischer et al., 1991; Horner, 2006; 
Kinsky & Bichard, 2011; Kopelman et al., 2007; McNeal & Ji, 
2003; Roberto et al., 2010; Robinson et al., 2007; Valkenburg 
& Buijzen, 2005). Such research is important, as it supports 
the approach used in the present study, which focused on 
national school children. 

As can be seen from Table 1, it is clear that advertising and 
promotion by the Irish National Lottery should not be of 
particular appeal to children. This Code explicitly mentions the 
prohibition on ‘fictitious characters… of primary or particular 
appeal to children’. 

Figure 2 details the current and former Irish National Lottery 
logos. It is hard to reconcile the prohibitions in the Code 
outlined in Figure 1 with the current National Lottery logo 
shown in Figure 2. The current anthropomorphic logo is child-
friendly (You, 2021). It features an anthropomorphic smiling 
star that, in various adverts, both pivots and winks. This star has 
been registered as a trademark with the Intellectual Property 
Office of Ireland, with the Minister for Public Expenditure & 
Reform as proprietor and Premier Lotteries Ireland as licensee 
(Trademark Registration No. 238066). 

Table 1. Relevant national lottery advertising and promotion code of practice 
National Lottery Advertising and Promotion Code of Practice
30. Advertising and Promotion activities shall not be likely to be of particular appeal to children, especially by being associated with 
youth culture;
31. Advertising and Promotion activities shall not make direct use of:

a. signs, symbols, themes, drawings, fictitious characters or real people of primary or particular appeal to children;…
d. induce a child to regard National Lottery play as a natural element of his or her leisure time/activities;

32. Advertising and Promotion activities shall not be aimed at persons under 18 years of age;
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The WHO-UNICEF-Lancet Commission (Clark et al., 2020) 
has recently noted the threat to children from gambling. 
The commission suggested the adoption of a new protocol 
to the United Nations Convention on the Rights of the Child 
(UNCRC) to regulate against commercial harm to children. 
Ireland ratified the UNCRC on 21 September 1992. Ratification 
of the UNCRC signalled a commitment by the Irish State to 
promote, protect, and fulfil all rights in the Convention for all 
Irish children. The UNCRC establishes minimum standards for 
the protection of children’s rights (United Nations, 1989). It 
follows that States can exceed these standards to provide 
greater protection of the rights of the child. At a minimum, 
gambling can be said to engage the right to health (Article 
28 UNCRC), and the right to protection against economic 
exploitation (Article 32 UNCRC). The online availability of 
many lottery games creates another avenue through which 
such rights may be put at risk. The UN Committee on the 
Rights of the Child has noted that ‘reaching adolescence can 
mean exposure to a range of risks, reinforced or exacerbated 
by the digital environment, including … economic exploitation’ 
(General comment No. 20 (2016) on the implementation of 
the rights of the child during adolescence) Furthermore, 
the UN Convention on the Rights of the Child, in General 
Comment No. 25 on children’s rights in relation to the digital 
environment, states the following:

States parties should ensure that appropriate enforcement 
mechanisms are in place and support children, parents and 
caregivers in gaining access to the protections that apply. 
They should legislate to ensure that children are protected 
from harmful goods, […], or services, such as gambling (United 
Nations, 2021).

The widely acknowledged global success of the UN’s 
Framework Convention on Tobacco Control (FCTC) is also a 
potential model for further action. This avenue of concerted 
international action has been so successful that calls have 
been made for similar actions in other areas, most notably 
alcohol (Colin, 2021; Yeung & Lam, 2019). This format for a 
global strategy to combat the threat posed by gambling is 
another potential avenue that should be explored in depth 
(David, Thomas, Randle, & Daube, 2020).

Recent research in Ireland has identified the child-friendly 
nature of National Lottery advertising, as well as inadequate 
systems to prevent underage gambling (Daly, Campbell, & 
Houghton, 2026; Daly, Houghton, Campbell et al., 2025; 
Houghton, Daly et al., 2026; Houghton, Ní Phríosáin, Daly et al., 
2026; Houghton, Ní Phríosáin, Houghton et al., 2026). (Given 
the child-friendly nature of Ireland’s National Lottery logo 
and the impact such exposure may have on future gambling 
acceptance and practice, this research sought to examine 
familiarity with this logo among a sample of young children.

Methods

A convenience sample of National (Primary) Schools in 
the Mid-West region of Ireland (Counties Clare, Limerick & 
Tipperary) were invited to participate in the survey by post. 

Three follow-ups were conducted by phone and email. Written 
parental consent was a precondition of inclusion in the study, 
as was assent from the children themselves. 

Participants were asked to complete an anonymous hard-
copy questionnaire in class, which asked for their age and 
gender and then, following a worked example using the Nike 
logo, presented them with six additional logos (McDonald’s, 
the UK lottery, Domino’s Pizza, the Irish National Lottery, the 
Gaelic Athletic Association, and Kentucky Fried Chicken [KFC]. 
Participants were asked to identify the logos and provide the 
associated tagline. Approval for this study was granted by the 
Institutional Research Ethics Committee at the Technological 
University of the Shannon. 

Data was collected from nine Irish schools in total: four 
schools in County Clare, three in Limerick City, and two in 
County Tipperary. The sample included a mix of urban and rural 
schools, as well as a broad socioeconomic spectrum based on 
the surrounding areas. The survey collected information from 
671 participants. However, this sample included nine children 
aged 6 and one aged 13. Given the small numbers at both 
ages, they were not included in subsequent analyses, leaving 
a sample of 661. This sample consisted of 340 males and 324 
females, as well as one respondent who identified as non-
binary. 

Limitations

This study has a number of limitations that must be clearly 
acknowledged. The use of a convenience sample and the 
geographical focus on the Mid-West region of Ireland limit 
the generalizability of the data. It must also be acknowledged 
that the cross‑sectional research design precludes 
developmental or causal claims. In addition, support for logo 
recognition as a proxy measure of advertising exposure is 
limited. Finally, in an effort to create a child-friendly survey 
that could be administered quickly, confounding variables, 
such socioeconomic background, parental gambling habits, 
and personal and family media consumption habits, were not 
included. These factors could influence lottery recognition. 

Results

As can be seen from Table 2, 39.4% of 7-year-old children 
were able to correctly identify the Irish National Lottery logo. 
This figure rose to 86.8% among children aged 12. Younger 
females were less likely than younger males to identify the 
logo; however, in older age groups they were more likely to 
do so.

Table 3 details the percentage of children able to recall the 
Irish National Lottery tagline. This rose from a low of 3.0% 
among 7-year-olds to 40.7% in 12-year-olds. 

Once again, younger females were less likely than younger 
males to recall the lottery tagline, but were more likely to do 
so in older age groups.
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Binary logistic regression was used to examine whether gender 
and age were associated with the likelihood of being able to 
identify the Irish lottery logo. A preliminary analysis suggested 
that the assumption of multicollinearity was met (tolerance 
= .99). An inspection of standardised residual values revealed 
that there were just six outliers (Std. residuals = -2.55), 
which were kept in the dataset. The model was statistically 
significant, X2 (2, N = 654) = 69.53, p<.001, suggesting that 
it could distinguish between those who could and could not 

identify the Irish lottery logo. The model explained between 
10.1% (Cox & Snell R square) and 14.0% (Nagelkerke R square) 
of the variance in the dependent variable and correctly 
classified 68.7% of cases. The explanatory value of this model 
must therefore be acknowledged as somewhat limited. As 
shown in Table 4, age, but not gender, significantly contributed 
to the model. The age odds ratio suggests that for each one-
year increase in age, participants were 1.56 times more likely 
to identify the Irish lottery logo. 

Table 2. Numbers correctly identifying the Irish national lottery logo
Percentage, Number and Confidence Intervals* for Participants Correctly Identifying the Irish National Lottery Logo by Age & 
Gender
Age Male Female Total Sample Population Weighted Average**
7 41.7% (n=25)

(CI 29.1% - 54.3%)
34.2% (n=13)

(CI 19.0% - 50.0%)
39.4% (n=39)

(CI 30.0% - 49.0%)
38.1%

8 57.4% (n=35)
(CI 44.6% - 69.9%)

50.0% (n=19)
(CI 33.3% - 65.9%)

54.5% (n=54)
(CI 4.8% - 64.4%)

53.8%

9 68.6% (n=35)
(CI 55.4% - 81.0%)

63.5% (n=40)
(CI 50.9% - 75.4%)

65.8% (n=75)
(CI 56.7% - 74.4%)

66.1%

10 63.3% (n=38)
(CI 50.8% - 75.4%)

71.7% (n=43)
(CI 60.0% - 82.7%)

67.5% (n=81)
(CI 58.9% - 75.7%)

67.4%

11 80.6% (n=50)
(CI 70.3% - 90.0%)

80.3% (n=57)
(CI 70.7% - 89.1%)

80.5% (n=107)
(CI 73.4% - 86.9%)

80.5%

12 85.4% (n=35)
(CI 73.7% - 95.2%)

89.8% (n=44)
(CI 80.8% - 97.7%)

86.8% (n=79)
(CI 79.5% - 93.5%)

87.6%

Total 65.1% (n=218)
(CI 59.8% - 70.3%)

67.8% (n=217)
(CI 62.6% - 72.8%)

66.4% (n=436)
(CI 62.7% - 70.0%)

66.5%

*Based on bootstrapping with 10,000 samples; **Based on 2022 Census population counts by age and gender.

Table 3. Numbers correctly recalling the Irish national lottery tagline
Percentage, Number & Confidence Intervals* for Participants Correctly Giving the Irish National Lottery Tagline by Age & Gender
Age Male Female Total Sample Population Weighted Average**
7 5% (n=3)

CI 0.0% - 11.3%
0% (n=0)

CI 0.0% - 0.0%
3.0% (n=3)

CI 0.0% - 6.7%
2.6% 

8 14.8% (n=9)
CI 6.5% - 24.2%

5.3% (n=2)
CI 0.0% - 13.5%

11.1% (n=11)
CI 5.3% - 17.8%

10.2% 

9 21.6% (n=11)
CI 10.7% - 33.3%

11.1% (n=7)
CI 3.6% - 19.4%

15.8% (n=18)
CI 3.4% - 9.3%

16.5% 

10 25.0% (n=15)
CI 14.3% - 36.5%

16.7% (n=10)
CI 7.6% - 26.9%

20.8% (n=25)
CI 13.8% - 28.4%

21.0% 

11 32.3% (n=20)
CI 20.9% - 44.4%

43.7% (n=31)
CI 32.0% - 55.2%

38.3% (n=51)
CI 29.9% - 46.8%

37.9% 

12 31.7% (n=13)
CI 17.6% - 46.7%

49.0% (n=24)
CI 34.8% - 63.2%

40.7% (n=37)
CI 30.6% - 51.1%

41.1% 

Total 21.1% (n=71)
CI 16.9% - 25.6%

23.4% (n=74)
CI 18.7% - 27.8%

22.1% (n=145)
CI 18.9% - 25.3%

 22.2% 

*Based on bootstrapping with 10,000 samples; **Based on 2022 Census population counts by age and gender.

Table 4. Logistic regression predicting the likelihood of identifying the Irish lotto logo

B SE Wald df p OR
95% CI OR

LL UL
Age .445 .06 61.93 1 <.001 1.56 1.40 1.74
Gender -.042 .18 .06 1 .810 .96 .68 1.35
Constant -3.42 .56 37.40 1 <.001 .03
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As can also be seen from Table 3, the number of respondents 
able to recall the tagline (‘it could be you’) was lower than 
the number able to recognise the lottery logo. A preliminary 
analysis of these results suggested that the assumption of 
multicollinearity was met (tolerance = .99). An inspection 
of standardised residual values revealed that there were 14 
outliers (Std. residuals = 3.13 – 4.11), which were kept in the 
dataset. The model was statistically significant, X2 (2, N = 654) 
= 72.59, p<.001, suggesting that it could distinguish between 
those who could and could not identify the Irish lottery 
tagline. The model explained between 10.5% (Cox & Snell 
R square) and 16.1% (Nagelkerke R square) of the variance 
in the dependent variable and correctly classified 77.7% of 
cases. Therefore, the explanatory value of this model is, once 
again, rather limited. As shown in Table 5, age, but not gender, 
significantly contributed to the model. The age odds ratio 
suggests that for each one-year increase in age, participants 
were 1.72 times more likely to identify the Irish lottery tagline. 

It should be noted that an additional 4.2% (28) of respondents 
could be described as having answered the National Lottery 
logo recognition question partially correctly. These students 
misidentified the logo but provided the name of a bookmaker 
instead (e.g. Paddy Power). 

Discussion

Given the ubiquity of National Lottery advertising and 
the child-oriented logo used, the results are perhaps not 
surprising. However, from a public health perspective, to have 
almost 40% of seven-year-olds able to identify the National 
Lottery logo is an issue of concern. It is not surprising that 
this familiarity rises with age. However, for this rate to be 
approximately 85% by the age of 12, six years in advance of 
being able to gamble legally at the age of 18, is concerning. 
The explanatory models explored revealed only modest 
explanatory power. Further, more comprehensive exploration 
of the factors involved is required.

In terms of gambling trajectories (Smith et al., 2020) and 
future risks for young people (Saugeres et al., 2012; Valentine, 
2008; Volberg et al., 2010; Winters et al., 1993), the proportion 
of children able to identify the National Lottery logo and recall 
the tagline may be problematic. This evidence suggests that 
relatively young children in Ireland may be exposed to National 
Lottery advertising, which could serve to normalise gambling. 
This issue may be important because, as noted above, 
gambling on the National Lottery is often not considered to 
be gambling (Fulton, 2015). The adverse impacts of gambling, 
as detailed by Langham et al. (2016) in Figure 1, make this 
issue one of significant importance.

The proportion of children who identified the National Lottery 
logo correctly is an issue of concern. However, these figures 
may still under-represent the extent of the problem. A further 
proportion of respondents named bookmakers as the company 
that owned the logo. Unlike many other countries, in Ireland 
bets can be placed predicting the winning lottery numbers at 
bookmakers (Hosford, 2022; Ladbrokes, 2023; Paddypower, 
2023). Therefore, the association in some children’s minds 
conflating the National Lottery logo with some bookmakers is 
not necessarily inappropriate. 

The Irish National Lottery logo is child-friendly and violates the 
National Lottery Advertising and Promotion Code of Practice. 
It is interesting to note that the Office of the Regulator of the 
National Lottery has a legislated role in protecting National 
Lottery intellectual property (IP). This IP is then licensed to 
the lottery operator. Therefore, the lottery operator, Premier 
Lotteries Ireland (PLI), is simply using the trademarks licensed 
from the State. This presents an unusual set of circumstances 
such that the regulator is unlikely to question or object to the 
existing IP. Nonetheless, a revised and less child-friendly logo 
is warranted and should be developed and adopted. State 
action on this issue will therefore be required.

It is crucial to note that any attempts to curtail the activities 
of the gambling industry will be resisted. As noted above, the 
industry is highly lucrative (Markham & Young, 2015; Neate 
& Jolly, 2019). It seems likely that the industry will adopt 
what may be termed the ‘Big Tobacco Playbook’ of tactics 
and strategies to minimise, delay, and deflect attempts at 
regulation and enforcement (Houghton, 2022, 2023; Oreskes 
& Conway, 2010; Petticrew et al., 2017; Proctor, 2012).

Conclusion

Gambling represents a significant threat to a minority of the 
population (Langham et al., 2016; McAvoy et al., 2023; Mialon, 
2024; van Schalkwyk & Cassidy, 2023). Children are not 
excluded from this threat, and a small but vulnerable minority 
may be in danger of developing problematic gambling habits. 
National Lottery gambling may be a particular threat, as it is 
often not even considered gambling (Fulton, 2015). The current 
National Lottery logo is child-friendly, contravening its own 
Advertising and Promotion Code of Practice, which prohibits 
‘signs, symbols, themes, drawings, fictitious characters or 
real people of primary or particular appeal to children’. This 
research identifies that over two-thirds of national school 
children in Ireland aged 7 to 12 can identify and name the 
National Lottery logo. This may testify both to the appeal of 
the logo and the high level of advertising undertaken by the 
National Lottery. The logo may need to be redesigned to be 

Table 5. Logistic regression predicting the likelihood of identifying the Irish lotto tagline

B SE Wald df p OR
95% CI OR

LL UL
Age .542 .07 59.87 1 <.001 1.72 1.50 1.97
Gender -.025 .20 .02 1 .902 .98 .66 1.44
Constant -6.597 .77 74.40 1 <.001 .001
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less child-friendly, and curbs on National Lottery advertising 
may be appropriate. At present, the Irish Government may 
be failing to fulfil its duties on this issue as laid out under the 
UNCRC. 

Further research on the high levels of gambling advertising in 
Ireland should be conducted, focusing on youth environments. 
Any proposed revision to the National Lottery logo and tagline 
should be carefully evaluated to see how children perceive 
it. Even misjudged health promotion initiatives can have 
unexpected and unwelcome outcomes (Houghton & Hopkins, 
2023; Houghton, Del Monte et al., 2016; Houghton, Hopkins 
et al., 2016; Houghton et al., 2017). Future research might also 
explore the relationship between National Lottery gambling 
and other forms of gambling.

The Gambling Regulation Act, 2024 has recently been 
passed in Ireland. This Act curtails gambling advertising 
and establishes a Gambling Regulatory Authority of Ireland 
(GRAI) to oversee gambling in Ireland. However, the National 
Lottery is exempt from this legislation, and from the important 
safeguards it will introduce. This exemption reflects the 
growth of the ‘industry-state gambling complex’ in Ireland 
(Markham & Young, 2015). Such an exemption is inappropriate 
and will help reinforce the misperception that betting on the 
National Lottery is not gambling. The banning of other types of 
gambling advertising under the Act may also serve to increase 
the relative prominence of National Lottery advertising. 

Although this research has focused specifically on Ireland, 
the implications of the findings here may have relevance in 
other countries. As noted above, more than 100 countries 
currently operate lotteries. Further research might usefully 
explore advertising forms and logos across these territories. 
Future research exploring these issues should adopt 
nationally representative sampling frames and ideally involve 
a longitudinal element. Such research should also address 
potentially confounding factors such as social class, parental 
gambling habits, and media consumption habits. This research 
would ideally also address issues such as children’s attitudes 
towards lotteries and their advertising, and their behavioural 
intentions towards both lotteries and gambling generally.
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