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Electronic card transaction data
can measure the
. of people who participate
in . This provides a
benchmark for understanding
‘ habits and harm to inform
intervention and support
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Summary



Data context

This pack provides an overview of user behaviour in the online
gambling market and covers the period October 2024 to September

2025.

Log scales

Because of high skew in the data,
driven by some very high spending
and high frequency spenders, some
charts use a log scale, which helps
show patterns more clearly when the
numbers vary a lot by compressing
large values and expanding smaller
ones to show them more clearly.

Transactions measure spend

The data capture transactions by
consumers to gambling companies
and platforms. This spend is different
to loss/winnings or turnover. A small
amount of gambling related refunds
are present in the data, but we
suspect most winnings are stored as
credits in digital wallets and are not
captured.

Caveats & Limitations

Merchants covering >95% of the
market value have been attributed to
a segment. Many very small
merchants have not been attributed.

Some crypto and digital gambling
wallets are in the data, but some
spend in these categories will be
missing.
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Benhaviour

QY
Numlbers

Based on data for the year ended
September 2025.

360,000 individuals participated in
the online, offshore gambling market in
the year to September 2025
(upweighted estimate).

+5%

Increase in monthly spend
The average spend per month of a
typical gambler is up YoY.

Merchant count

Most individuals spend with only one
merchant. This is influenced by both
customer loyalty and ‘giving it a try’
behaviour of occasional gamblers.
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10%

At least weekly

10% of individuals gamble at least
weekly. But the majority are
infrequent gamblers.

20/90

Top gamblers to spend

The top 20% of online gamblers (by
spend) account for 90% of total
annual spend.



The average
gambler

$290

9

The average gambler has low online
gambling spend and infrequent
transactions. However they are in a more
vulnerable economic position.

Their behaviour contrasts starkly with
the ‘typical’ individual behaviour seen
each month that is dominated by high
frequency gamblers.

20-34

Annual spend

Median individual online gambling
spend per year, up 5% on previous
year.

For gambling months (ignoring
zero-spend months) a typical
individual’'s median monthly spend
was $80.

Transactions

Median number of transactions per
year, across fewer than 9 months of
the year. They dabble, but are not
habitual online gamblers.

55% of players have 12 or fewer
transactions across the year.

Years old

Lives in Auckland and is in the most
deprived 20% of the population
(quintile 5).
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ﬁ ﬁ 're'gio'ns ac'r'os's'the' aria[y'srs' -~ adults

Velocity, frequency and transaction count all

contribute to annual individual spend. You don't have
to gamble regularly to have binge-like behaviour, but
you do tend to do both to have a high overall spend.

Peak gambling times are not during normal waking
hours, but focussed early in the morning and
mid-week.

The typical person spends more per month on
casino and hybrid gambling compared to Lottery
and sports betting.

35-54 year old, higher deprivation adults spend more
on average and are more likely to spend with multiple
brands.
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In a typical month, half of individuals spend over $170 gambling online

In a typical month:

$170 per month

The median spend across individuals in any
particular month. The mean, $840 per month, is
driven by the long high-value tail.

5% YoY increase in median spend

For both average measures compared to the
previous year ending the 30th of September.

The top 20% of gamblers drive spend

A fifth of individuals make up 90% of the total
annual spend.

There is low seasonality across months in average
spend.

Count of Individuals

Count of Individuals
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Note that Y axis is the cumulative count of individual-months.
Bins not meeting ANZ data controls have been suppressed.
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35-54 year olds spend the most per month

$100,000
Middle age groups spend the most
Individuals aged 35-44 and 45-54 had the highest
monthly median spends, $250 and $240 —
respectively (mean spends of $1,100 and $1,000).
These groups also had the largest YoY increases, /% =
and 5%. S $1,000
The youngest and oldest gamblers have the lower § $100
monthly spends, with the 24 and Under group s
having the lowest median of $100 (mean of $460).
$10
$1
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$250 240
181
$138
24 and Under 25-34 35-44 45-54 55-64 65 and Over
Age Group

Plot covers entire data range, with upper binning to L
reduce outliers and remove individual information 1



Higher deprivation individuals spend similarly to wealthier ones

Impact on disposable income

Moderate differences in median monthly spend
show that average spend increases with
deprivation*. However, the relative buying power of
these groups makes the difference more
substantial.

Most affluent 20% had the largest increase in spend

Individuals in the most affluent 20% of areas
(Quintile 1), have the lowest median monthly spend
but one of the largest YoY increases at 7%.

Individuals from most deprived 20% of areas
(Quintile 5) have the highest monthly spend but
one of the lowest YoY increases at 2%.

* Dot's Deprivation Index is based on a scientifically-reviewed DOT model. It divides the

population into deciles, grouped into quintiles: Quintile 1: Affluent (20% wealthiest),
Quintile 2: Comfortable, Quintile 3: Managing, Quintile 4: Under pressure, Quintile 5:
Facing hardship (20% most deprived)

Spend per Month (log)
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$170 $180 $183

3 4 5
Deprivation Quintile

Plot covers entire data range, with upper binning to L
reduce outliers and remove individual information 12



Individuals spend more in Casino and Hybrid segments

Casino and Hybrid segments have the highest
monthly spend

Casino and Hybrid segments drive the market in
spending value and volume, and are also
experiencing the most YoY growth.

e  Casino had $140 spend and 8% growth
e  Hybrid had $160 spend and 7% growth

Regulatory changes have had an impact

The Sports Betting regulatory change continues to
show its impact, with median monthly spend per
individual decreasing 14% YoY to $113 per month.

Spend per Month (log)
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$160

Casino

Hybrid Indet Lottery Sportsbetting
Market Segment

Plot covers entire data range, with upper binning to
reduce outliers and remove individual information
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Median monthly spending across regions ranges between $150 to $200

West Coast and Gisborne had the highest
median monthly spend, being the only regions
above $200. West Coast had a YoY decrease of 4%
in its median spend, while Gisborne grew by 4%.

Nelson and Tasman had the lowest median
monthly spend ($150) but this was down 6% YoY for
Nelson, and up 1% for Tasman.

Auckland is close to the bottom with $157 and 5%
growth. Canterbury is similar at $160, but no YoY
growth.

Throughout the analysis there was little variation
between regions in individual gambling spend
behaviours.

Spend per Month (log)

$100,000

$10,000

$1,000

$100

$10

$1

ko] o > [} > = (T = = [= < e o ko]
2 2 2 £ &2 & ¥ 32§85 & & ® e 2 & 2
8 8 £ 5§ 5 9 £ s w E 2 3 3 o & S
£ ¥ % & 9 » 8 zw g a B 2 w O 86 §
£ § 2z & 2 ¢ & g5 = & € o & o =
o o (6] = [ c® () Qo c 17
=%z 7 § s£53 5 8§ ¢ 9

Q& T =
Region

Plot covers entire data range, with upper binning to
reduce outliers and remove individual information
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25% of individuals typically gamble at least monthly

Frequency of transactions by day, week, month

High frequency habitual spend

10% of individuals spend at least weekly.

Regular spenders

25% of individuals spend at least monthly.

Infrequent spend

However, the gambling customer base is dominated
by individuals with infrequent gambling behaviour

74% of individuals had a less than monthly gambling
spend in the last year.

18% of individuals who transacted with online
gambling in the last 12 months did so only once.

80,000

70,000

60,000

50,000

40,000

Count of Individuals

30,000

20,000

10,000

16%

9.5%

0.5%

Less than
monthly

Monthly Weekly Daily

Gambling Frequency

Frequency is classified as transactions in more than 75% of months/weeks/days. Individuals were classified
based on how many calendar periods they appeared in above a threshold of more than 75% of the period type.
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Daily gambling velocity is common
across frequency groups

Velocity - the time between spend episodes

A daily spending cadence is the most common
transaction velocity for the three groups (weekly,
monthly and less than monthly) during gambling
periods.

46% - 84% of individuals across the 3 groups
gamble at least daily during ‘gambling periods’.

This indicates that even though people may gamble
infrequently when counted in days, when they do
gamble, binge behaviour is common.

Time between transactions by gambler frequency (weekly, monthly, less than monthly)

Count of Individuals Count of Individuals

Count of Individuals

Weekly * ~dai|y
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0
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Monthly ~da|Iy
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3,000
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1000

0.01

l

0.10 1 10 100 1,000 10,000
Median Hours Between Transactions (log)

Each plot has its own x and y scale. Bins not meeting ANZ data controls have been suppressed.
* Excludes individuals with only 1 transaction.
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One in five people usually wait less than an hour
between transactions during gambling episodes
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~daily ~weekly
There is a large variety in time gap between l
transactions between individuals but:
e The overall median time between transactions is 5000
23 hours

e  Over half of players are transacting more than

q 4,000
once a day when gambling .
e 20% of individuals have a median time between 3
transactions of less than one hour. é 3,000
5
£
8
Velocity accounts for the higher proportion of 2000
individuals with high transaction counts compared to
number of daily or weekly gamblers:
. o g . 1000
e 1/% of individuals transacted 100 or more times,
e 5% transacted 365 or more times (although not
necessarily once a day). o

0.01 0.10 1 10 100 1,000 10,000
Median Hours Between Transactions (log)
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Frequency correlates with spending amounts
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Individuals who spend more frequently across the $25,000
year tend to have a higher annual spend, but the
largest "per transaction’ amounts are done
infrequently. $20,000
Based on the year to September 2025:
Less than monthly spenders
T $15,000
e  $260 median annual spend across an g
average of 8 transactions o
(5}
=
Monthly spenders $10,000
e  $2]100 across 72 transactions
Weekly spenders $5,000
e $9000 across 320 transactions
Daily spenders -
e $25000 across 990 transactions Less T Monthly Weekly Daily

monthly
Gambling Frequency

Frequency is classified as transactions in more than 75% of months/weeks/days. Individuals were classified ®
based on how many calendar periods they appeared in above a threshold of more than 75% of the period type. 19



High volume transactors are also the
highest spenders
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$1,000,000
The largest total spenders have a high number of $100,000
) 2 P
transactions and a lower time between transactions 2. #9000
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infrequent spenders. * = = = v

9 . . Total Transactions (log)
e Potentially welcome bonus seeking behaviour $10,000 ©
$1,000 .

| t4:14)
$100 & ' s+ pio d8d
R LR
' it
$10 | §o 8808000
] H beuce

Median Spend (log)

WELCOME PACK $
1 10 100 1000
200% U P To 225% up to 4'500 NZD Total Transactions (log)
$15.450 +1BONUS GAME '+ PR fj roco
’ S oF $100,000 -
+100 FREE SPINS + 200 Free spins _ g
: & $10,000 £
= 00 3
é $1,000 : e
2 X median player k]
K] ©
° $100 s
> - o s
ceTBonus P $10 "
0.01 0.10 1 10 100 1000 10,000 B
Median Hours Between Transactions (log) [ ]

Each point is a bin of 10 people. Axes are on a logarithmic scale 20



Spend, velocity, and transaction count reveal complex behaviours

Habitual and high frequency impact $1,000,000

Although a minority, there is a meaningful segment of

individuals with high-frequency, habitual, binge like o
behaviour. This group has the largest annual spend. \

$10,000
®
Binge and stop fc;
T . . . 3 $1,000
Some individuals display short bursts of high velocity @

spend, but do so as one-off or very infrequent sessions,
resulting in low overall spend. $100

i

$10
Dabble for a bit of fun

Most individuals who engage in online gambling do so
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financial harm.
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Each point is a bin of 10 people
Axes are on a logarithmic scale
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Spending is high throughout the week, but highest on Thursday

$80M
Transaction amounts and counts are both highest
on Thursday. seght

$40M

Total Spend

Median spending is highest on the weekends and

$20M
Monday.

$oM
Mon Tue Wed Thu

Day of Week

$25

$20

$15

Median Spend

$10

Mon Tue Wed Thu
Day of Week

Fri

Fri

Sat

Sat
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Casino and Hybrid segments drive early morning and mid-week spending
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Casino Hybrid
The higher total spend on Thursdays is 5 $1000 5 4500
driven by early morning spending with . . $4000
. . . [ $800 & 2 =
merchants in the Casino and Hybrid 3 5 LB $9500
i i i g 1 $3,000 3
o $6 2 £
market segments. This pattern is observed Zz 00 £ fe] ses00 5
in all regions. L wo & S $2000 &
w5 5 ” $1500 ,‘E
3 8
$200 . $1,000
. . ‘§ 3 $500
This may reflect automatic payment
processing as well as late-night gambling HOCEOLDRy
. Lotter
behaviour. :
zg é $100
3 i $40 3
These plots show spend but the patterns i JIIIIIII g T $80 g
look the same for transaction count HE , wg =
o ' L B -
Lottery spend has a distinctive Tuesday s g n 208 g o &
and Thursday evening spending pattern. E J w8 o |
Sports Betting is highest on Saturday ? : ?
wwwwwwwww CFNOIVOERR29RYR
even | n gS 5 Hour of Day Hour of Day
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All deprivation quintiles spend most in the morning, but the concentration changes

Quintile 1

Spending gets more concentrated as

e . 1l
deprivation* increases, which may reflect . Il
E
the availability of disposable income. o I
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* Dot's Deprivation Index is based on a scientifically-reviewed DOT model. It divides the population into deciles, grouped into quintiles: Quintile 1: Affluent (20%

wealthiest), Quintile 2: Comfortable, Quintile 3: Managing, Quintile 4: Under pressure, Quintile 5: Facing hardship (20% most deprived)
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All age groups spend most in the morning, with 65+ being less concentrated

The 25-34 and 35-44 age groups show
identical spending pattern (and so were
combined for this plot) that resemble the
general casino and hybrid pattern.

Only the 65 and Over group shows a clear
change from the other groups.

The 24 and Under group also exhibits a bit
more late night spending that the middle
groups.
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More than half of individuals only interact with a single merchant

There are very high levels of loyalty within the online
gambling market, with quickly reducing numbers of
people that interact with multiple.

55% of individuals only transacted with one
entity in 12 months.

20% transacted with two

10% transacted with three

5% transacted with four

3% transacted with five

Due to the very long tail in ‘'number of merchants
transacted with’ we aggregated the 10+ group. There is
a smooth and continuous downward trend in customer
numbers as number of merchants increases

Count of Individuals
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10+
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Casino players are more likely to transact in multiple sectors

Overall 68% of individuals only spent in one gambling
sector, however this differs depending on the sector 80,000

an individual plays in
. « . . . 70'000
e /5% of individuals who spent in the Casino

segment spent in more than 1 sector
e  49% of individuals who spent in the Sports
Betting segment spent in more than 1 sector

60,000

£ 50,000
e  37% of individuals who spent in the Hybrid 3
. =

segment spent in more than 1 sector 2 o056

s %

£
o

O 30,000

20,000

10,000

1 2 3 4
Number of Segments Interacted With
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45-64 years old are more likely to spend with more than 1 merchant

The single merchant behaviour remains
consistent across age groups.

Older age groups are more likely to transact with
multiple merchants:

° 51% for 45-54 and 55-64
° 41% for 24 and under

100%

80%

60%

40%

20%

0%

Number of Merchants Interacted With

2

N 3

4

N 5

B 6+
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Higher deprived groups are more likely to interact with multiple merchants

100%
There is a 15 percentage point difference - - - - -

between Quintile 1 - the most affluent 20% of
people (63%) and Quintile 5 - the most deprived 80%
people (48%).

60%
This could potentially be another sign of

welcome bonus seeking behaviour.

40%

20%

0%

Quintile 1 Quintile 2 Quintile 3 Quintile 4 Quintile 5
Dot's Deprivation Index is based on a scientifically-reviewed DOT model. It divides the Number of Merchants Interacted With
population into deciles, grouped into quintiles: Quintile 1: Affluent (20% wealthiest),
. 1 2 N3 4 N5 N o+

Quintile 2: Comfortable, Quintile 3: Managing, Quintile 4: Under pressure, Quintile 5:
Facing hardship (20% most deprived)

BB B
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Regional variation in single merchant interactions

100%
Nelson, Auckland, and Otago have the highest
rate of single merchant interaction, with 60%,
59% and 58% respectively.

80%

60%

The rate drops down to 47% for Northland,
Gisborne, and the West Coast.

40%

20%

Northland
Auckland
Waikato
Bay of Plenty
Gisborne
Hawke's Bay
Taranaki
Manawatu-
Whanganui
Wellington
Tasman

Number of Merchants Interacted With

. 2 N3 4 w5
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Important Information

At DOT Loves Data, we protect the things we love and that includes making
sure your business and the information we share with you are treated with
the tender love and care it deserves. This document and any data and
insights it contains are in accordance with our Eull Terms and Conditions.

Here's a quick rundown of the important things you need to know about the
data and insights we provide:

The Insights You Get:

e These insights are provided to you on a confidential basis, solely for
your internal business use.

e They are intended for informational purposes only, are of a general
nature, and should not be considered as professional advice.

e The insights remain the property of DOT Loves Data, unless they
contain materials you have provided to us. Nothing in this agreement
grants you ownership or any other proprietary rights to the insights.

You agree to use the insights at your own discretion and responsibility,
exercising due care and skill. Where appropriate, we recommend seeking
independent professional advice.

You acknowledge that the insights may involve subjective judgment and
analysis. While we back ourselves to provide dependable information,
estimates, forecasts, or projections presented are subject to a bit of
uncertainty and factors beyond our control, and may not always prove
accurate.

DOT

Our Responsibility:

We love our data and want to share it with you in the best way possible. But,
we do want to clarify that:

e While we aim to provide valuable insights, we cannot guarantee their
absolute accuracy, completeness, or timeliness. We also can't promise
that the insights will be perfectly suited to your specific needs or
intended purposes. Think of these insights as a helpful guide, but not a
foolproof solution.

e DOT Loves Data isn't responsible for any loss, damage, or costs that may
come from using the insights—whether it's through mistakes, contracts,
or other reasons—unless it's because we didn't follow the full DOT Loves
Data Terms and Conditions. We truly value our relationship with you and
will always address any concerns based on these terms.

What You Can’t Do:
To keep both our data and your business safe, we ask that you don't:

e Share these insights with anyone outside your company without getting
our written permission first.

e Copy, distribute, or publish any part of the insights.
e Try to reverse-engineer, re-identify, or break apart the data in any way.

We're all about keeping things safe and protected, so just check in with us first
if you're unsure.

For more details, check out the full DOT Loves Data Full Terms and Conditions.
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