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Objectives: 

ÅIdentify intrinsic, marketing, service and provider related drivers 

that trigger research & (upcoming) sign up

ÅHighlight the most relevant core touchpoints consumers go to when engaging with 

services across the funnel 

ÅInvestigate information needs around services and providers

ÅHighlight the relevance of touchpoints for provider consideration 

ÅIdentify needs and opportunities for providers in the post sign up phase 
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Target  Population

Adults aged 19+ living in Ontario, who signed up / intend to sign up for one (or more) of the following online 
gambling services:

ǒOnline sports betting
ǒOnline casino 
ǒOnline poker

Quantitative Sample 

n = 1.001 gambling / betting users and intenders:
n = 766 users (signed up last 3 months to at least one subcategory) - (76%)
n = 235 intenders (plan to sign up next 6 months to one subcategory for the first time) (ͮ24%)
Each respondent assessed for only one subcategory, i.e., sports betting, casino or online poker

Quantitative Methodology

Surveys were conducted through Kantar online panels
Questionnaire length was 15 minutes, questionnaire followed mobile -friendly design guidelines

Qualitative Pre-Phase

5 day online community with 21 respondents, split by users (regular & occasional) and 
intenders, mix of female/male as well as subcategory focus

FW Timing

Quantitave Survey: July & August 2022
Qualitative Pre phase: June 2022 

Data Collection Overview
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²Ƙŀǘ ǿŜ ƪƴŜǿ ŀǎ ƻŦ vн нлннΧ 

10%

4%

5%

81%

Online gambling frequency

At least Monthly A few times a year

Less Often Never

Gambling Frequency ~ HT9 How often do you...? SUMMARY
Filter: 2022, Q2; sample size = 1505

19% of Canadian population 

has gambled online

10% gamble at-least monthly 
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Many users dabble in multiple forms of online gaming; 
casino has the highest share of exclusive users 

Source: Consumer Journey Online Gambling Canada 2022
C5_0: Which of these services, if any, do you currently use within your own private household (i.e., not for business purpose s)?
Please indicate only those services for which you made the main or joint decision.
Base: users/intenders of at least 1 online gambling subcategory used n=817 (Note: sample includes current accounts of users a s well as intenders)

General usage - audience overlap Online casino users
Bubble size = size of audience segment: 68%

Online sports betting users
Bubble size = size of audience segment: 59%

25%

18%

Only casino

Online poker users
Bubble size = size of audience segment: 44%

21%

Casino & sports betting 14% 9%

Only sports betting
7%

7%

Casino & poker

Casino & sports betting & poker

Only poker

Sports betting & poker
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While online casinos are the most popular currently, 
Online Sports betting is a growing category with high sign-up intent

Source: Consumer Journey Online Gambling Canada 2022
C5_b: Which of these services, if any, have you signed up for within the last 3 months for use within your own private househ old (i.e., not for business purposes)? 
Please indicate only those services for which you made the main or joint decision. Base: users of online gambling n=766
C5_e: And which of these services, if any, are you planning to sign up for within the next 6 months for the first time for us e within your own private household 
(i.e. not for business purposes)? Please indicate only those services for which you will make the main or joint decision. Bas e: intenders of online gambling n=235

I like sports and I 
think I can use my 
knowledge to be a 
successful sport 
better.
Intender

;
Recent Signups (past 3 months) Intenders (next 6 months)

Online casino 

Online sports betting

Online poker

Online casino 

Online sports betting

Online poker
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Age / Gender

Poker Index Sports Index Casino Index

Male 66.5% 120 62.5% 113 40.2% 73

Female 32.3% 73 37.1% 84 59.5% 135

Other 1.2% 150 0.4% 50 0.4% 50

Age 19-24 14.1% 123 12.4% 108 7.3% 63

Age 25-34 36.3% 112 33.6% 103 32.8% 101

Age 35-44 31.0% 110 28.2% 100 26.3% 93

Age 45-54 12.1% 82 12.0% 82 16.6% 113

Age 55-64 4.0% 46 10.0% 115 11.2% 129

Age 65+ 2.4% 53 3.9% 87 5.8% 129

Avg. Age 35.9 38.1 40.7

Online Betting

4.5%

41.4

Total Sample 19+

55.2%

44.0%

0.8%

11.5%

28.2%

32.5%

14.7%

8.7%

Share of male gamblers higher for sports betting and poker; 
usership peaks in 25-44 age group

Source: Consumer Journey Online Gambling Canada 2022
C1: How old are you? C2: Are you ...? 
Base: users/intenders of: online sports betting n=343, online casino n=348, online poker n=310
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Source: Consumer Journey Online Gambling Canada 2022
C7_1: When you do online sports betting/casino/poker to what extent do you play with real money vs. credits/play money/tokens ?
Base: users of: online sports betting n=259, online casino n=259, online poker n=248

Pot composition (by subcategory):

Sports betters are more willing to bet real money than Casino and Poker players

ƴOnly play with real money 

ƴMainly play with real money 

ƴPlay about half the time with real 
ƴmoney and half of the time with 
ƴcredits/play money/tokens 

Online sports betting Online casino Online poker
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Male Female

Source: Consumer Journey Online Gambling Canada 2022
C7_1: When you do online sports betting/casino/poker to what extent do you play with real money vs. credits/play money/tokens ?
Base: users of online gambling: male n=431, female n=330

Pot composition (by gender):

Men exhibit a higher willingness to play exclusively with real money

It makes the games 
more exciting when 
you bet real money 
and win more than 
you had.

User

;

New

ƴOnly play with real money 

ƴMainly play with real money 

ƴPlay about half the time with 
real money and half of the 
time with credits /play 
money/tokens 
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Spend on online sports betting and poker is almost identical and higher than casino

$241.30

$252.50

$217.10

$254.90

Average Sports Betting Casino Poker

Real money bet per month

Source: Consumer Journey Online Gambling Canada 2022
C7_2: Amount monetary stake per month within users: How much real money do you bet / use on average per month for ...? Please estimate!
Base: users of online gambling: Sports Betting = 259, Casino = 259, Poker = 248

Monthly pot value (by gaming type):



Proprietary + Confidential

CA

The convenience of online gambling sprinkles 
excitement throughout different facets of life for users 

Source: Consumer Journey Online Gambling Canada 2022

The funny thing about this is the different 
places and times, which I find myself having 
fun online.  I could be in a doctor's office 
waiting room, and enjoying a quick game, or I 
could be riding in the passenger seat of the car 
and enjoying a break in conversation.  Even on 
a break at work!  It's relaxing in a way, but 
exciting in other ways.
User

;
Fighting boredom, 
generate excitement

Relaxation, stress 
reduction, excitement, 
me time 

At home At work On the go

Make efficient use of 
time, having a fun time

During games Socializing

Add extra excitement to 
sports games

Spark interesting 
conversations, bridge 
conversation downtime
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Entertaining self and allure of monetary gains are 
key intrinsic triggers that motivate consumers

Source: Consumer Journey Online Gambling Canada 2022
Q15: Can you please describe your motivations for using this service? 
Base: users/intenders of online gambling n=1001

Intrinsic drivers (Top 12)

To entertain myself

To make money

To try out something new

To reward myself

To have an interesting leisure activity

Had some extra money to spend

To add extra excitement to watching sports games

To kill some time

To play with my friends / those in my social circle

To become a better gambler

To make use of new possibilities generated by a life -changing 
event (e.g., turning 18, getting a credit card, starting a new job, or getting a 
promotion)

To win against other gamblers / become one of the best gamblers

I was bored at home and looking 
for something to do, that would 
be exciting and could get some 
money out of it. 

User

;
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Life events such as getting a promotion or a credit card 
also motivates some users to explore online gambling

Source: Consumer Journey Online Gambling Canada 2022
Q15_1: Please specify the life-changing event regarding your motivation for using this service. 
Base: users/intenders of online gambling with intrinsic driver 'life -changing event' n=155

Deep dive: Life events

16%
To make use of new 

possibilities generated 
by a life changing event

Getting a promotion

Getting a credit card

Starting a new job

Turning 18

Other life-changing event

I had just started a job as a project 
manager. I remember placing my first 
bet in my office. It was very exciting. I 
had pretty much stayed clear of 
sports betting or online gambling 
before that. 

User

;
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Ads and promos on search, social media and conventional media, all are relevant triggers

Source: Consumer Journey Online Gambling Canada 2022
Q16: Besides what you've just mentioned, did any of the following situations or impulses trigger your motivations to use or c onsider the service? 
Base: users/intenders of online gambling n=1001

Extrinsic drivers: 

I know someone using it (i.e., family, friend or colleague)

Noticed a good price or promotion

It was recommended by someone I know personally (i.e., family or friends)

Came across it while browsing the internet (e.g., via a search engine or social 
media)

Noticed an ad online (i.e., banner, video, etc.)

Noticed an ad on the TV / radio / in a magazine

Came across it in an online video

Came across it while browsing a provider website

A new service release

A celebrity or influencer recommended it on social media (i.e., Instagram, 
Pinterest)
Saw outdoor advertising (e.g., billboards, digital displays in public places, on 
buses)

A provider's representative contacted me online or by phone

My friends were all betting on bet365, 
sports betting, and I slowly took an 
interest in it, after seeing the money 
ǘƘŜȅΩǾŜ ǿƻƴΦ 

User

;
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For over a third of respondents, the trigger for sign up was WOM recommendations from 
friends and family

Source: Consumer Journey Online Gambling Canada 2022
Q16_1: Regarding your motivation to use or consider the service, please specify your social setting for the trigger below: 
I know someone using it / It was recommended by someone I know personally
Base: users/intenders of online gambling with marketing driver 'social circle' n=368, *aggregation

Deep dive into WOM:

37%
Recommendation/usage 

by family, friends, 
colleagues etc.*

Friend / during a get -together at a private location

Family / during a family function

Friend / during a get -together at a pub / 
other public location

Colleague / while doing my regular work

Colleague / during a business trip

Other social setting My friends were talking about 
online gambling. First, I was 
unsure, but then I thought I 
would give it a try. A friend 
introduced it to me. User

;


