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BACKGROUND OF OUR CAMPAIGN
• In 2015, Ohio For Responsible Gambling partnered with Origo Branding
Company to create an awareness campaign and educational website, titled
“Get Set Before You Bet”, utilizing similar models in how we address addiction
and other mental health behaviors.

• This campaign was developed to serve and be utilized by all Ohioans,
BeforeYouBet.org

especially the behavioral health community who are the people making
a difference every day.

• The campaign is to address problem gambling, as it has become a growing
issue for different populations in our state, including youth.

• To further our mission of prevention, a secondary campaign was created, titled
Change The Game Ohio, communicating to adults about how they can play a
role in lowering the risk of youth gambling.

ChangeTheGameOhio.org

OUR RECENT WORK
• In a survey amongst 24K+ Ohioans, new at-risk
populations are on the rise for problem gambling.

• To address this, we set out to conduct focus
groups amongst these at-risk populations to
address specific issues and demographics,
including youth gambling, and gambling amongst
African-American and Latino populations.

• The goal of these focus groups was to identify
best practices in modifying our Before You
Bet campaign to better connect with these
populations.

• We also looked to help refine our recently
launched Change The Game Ohio campaign to
optimize the way we communicate to adults on
how they can play a positive role in preventing
youth gambling.

OBJECTIVES FOR
TODAY’S PRESENTATION
In this session, we will go through our findings, as well as what tools are
being created to help partnering organizations create awareness in your
communities, helping to prevent problem gambling through localized
efforts. We will do so through:

1.

Speaking about the insights learned from the state’s recent focus
groups amongst populations with rising issues around problem
gambling. (ex. youth, African-American, and Latino communities)

2.

Find out about new tools and resources being created for the
statewide responsible gambling campaigns and how you can use
these assets when implementing into your local outreach efforts.

3.

Gain an understanding about helpful tactics, terminology, and
processes when it comes to managing and executing your own
awareness campaigns at a local level, including how to manage
vendors and media partners.

MAIN GOAL:
From this discussion,
we hope to increase the
effectiveness of your
organization’s outreach and
educational initiatives, as well
as learn about other support
opportunities offered
by the campaigns from Ohio
For Responsible Gambling.

AT-RISK

POPULATIONS

RECOVERY FOCUS GROUP
Group: Zepf Center in Toledo, OH
Date & Time: September 24th at 9:30am
Purpose of Group: The Zepf Center is a non-profit that provides behavioral
health and vocational services to youth and adults with mental illness,
substance use disorder, and other addictions.

Focus Group Breakdown: 16 Attendees
Seven (7) females

• Five (5) Caucasian
• Two (2) Non-Caucasian

Nine (9) males

• Six (6) Caucasian
• Three (3) Non-Caucasian

*Age varied from young adults to senior citizens

RECOVERY FOCUS GROUP –
KEY FINDINGS
1. G
 ambling Origins: Many attendees cited their first introduction to gambling happened

early in their youth. They were gambling with valuable items, and as they got older,
the stakes got higher with more serious potential consequences.
2. T
 he Appeal of Gambling: Gambling was appealing in the beginning for many because

it also brought along social acceptance and a sense of belonging – as it was a way to
be a part of their family or group of friends.
3. S
 ubstance Abuse: Approximately half of the group had a Substance Use Disorder

(SUD), as well as a gambling addiction. They also mentioned drug abuse and gambling
addiction feed off each other. One does not cause the other, rather both addictions are
amplified under the influence.
4. R
 ecognizing the Problem: Some respondents cited that they did not realize gambling

was an issue for them until they had to attend rehabilitation for a substance addiction.
5. C
 ommunication Tips: Teach parents about what their children are doing and educate

young people before gambling becomes a problem.

LATINO FOCUS GROUP
Group: La Mega Radio
Date & Time: Monday, November 18th at 12:30 pm
Location: La Mega Radio Station
Focus Group Breakdown: Eight (8) Attendees
(From Different Backgrounds, Including Mexico,
Venezuela, and Colombia)
Purpose Of Group: The staff at La Mega are highly
involved in the Latino community and are willing
to share their knowledge and experiences with
problem gambling that they have witnessed within
their communities.

LATINO FOCUS GROUP –
KEY FINDINGS
1. C
 ommon Forms Of Gambling: There is a lot of betting with friends, ranging from small bets

to high stakes. Three major forms of gambling are (1) Sports Betting (soccer, boxing, UFC,
horse racing), (2) Keno (smaller amounts of money), and (3) Cock Fighting.
2. B
 arriers In Casinos: Many Latino’s do not gamble at the Casino because they are illegally

in the country and/or don’t have an ID, or are insecure about the language barrier. Slot
machines and other “machine games” are more popular forms of gambling – because
other games with a “dealer” are fast paced and the language can be a barrier.
3. C
 ommon Trends: Many wage-workers often have cash on hand, which makes gambling

easier. Small bets seem less intimidating, and the gambler doesn’t realize that losses add
up fast.
4. S
 upport System: Very close-knit community. Addressing influencers is a good way to reach

the problem gambler. To resolve a problem, Latinos rely on their family and community. In
this community, mental health is not addressed. Therefore, they do not acknowledge the
problem. If they do, they drink or rely on family for support. (no support groups specific to
this population)
5. C
 ommunication Messaging: Gambling is NOT a form of income. Make losses more

apparent, especially in small-bet gaming.
6. O
 ther Insights: Many men live here alone, as their family lives in Mexico. Gambling can

be a form of socialization.

AFRICAN-AMERICAN FOCUS GROUP
Group: Maryhaven (Coordinated By George Hicks)
Date & Time: November 16th at 11AM
Contact: George Hicks (Prevention Services Specialist, Maryhaven)
Focus Group Breakdown: George Hicks recruited three (3) thought leaders
from the African American community. They are people that have either
worked within treatment, have experience with gambling, or concern
for the community.
Purpose Of Group: Maryhaven is Central Ohio’s largest and most comprehensive
behavioral health services provider specializing in addiction recovery. The
organization provides comprehensive services for patients who are at all stages
of recovery, including in-patient and out-patient care, medically assisted
treatment as well as cognitive behavioral and other proven therapies, and
individual and group counseling.

AFRICAN-AMERICAN FOCUS GROUP –
KEY FINDINGS
1. Prevalence Of Lottery: The Lottery is very normalized amongst African Americans (specifically
women), sometimes referred to as the “numbers game” or “playing the numbers”. There needs
to be more education in these communities about the risks and odds associated with gambling.
2. Common Forms Of Gambling: Sports betting is one of the most popular forms of gambling
amongst this community. It was stated many African Americans grew up with their parents
having “Tonk Club”- it typically involved getting together at someone’s home with food, alcohol
and games. Internet Cafés are also a very large part of the community and culture. (females are
regulars at playing slots)
3. Motivations: It was stated that in the African-American community (mid- to lower-class),
gambling is seen as a form of revenue, rather than entertainment. It is common to chase losses
and try to make money from gambling activities.
4. Communication Tips: To help at-risk African American communities, we need to be sensitive to
saying “this group is more at-risk”, as this segregates the population and can feel discriminatory.
5. Key Messaging: We need to provide education around the risks and financial responsibility.
This is a less intrusive way to communicate, as well as a more positive and effective way to address
the issue.
6. Suggested Outreach Channels: Integrate in the community through community discussions, as
well as education in movie theaters, churches, and community centers. The Parks and Recreation
department opens up opportunity to reach young adults.

TOOLS BEING CREATED FOR “BEFORE YOU BET”
• From these findings, we are currently working on
developing a new TV campaign that is more educational in
creating awareness around the health and financial benefits
of following responsible gambling tips.

• What would you suggest this spot conveys? What do you
hope it achieves?

• What other tools would your organizations look for to help
in your outreach efforts within your region?

ADULT-TO-YOUTH CAMPAIGN
FOCUS GROUPS

YOUTH FOCUS GROUP
Group: Youth Leadership Council of Licking County
Date & Time: October 1st at 5pm
Location: Licking County Memorial Hospital
Purpose of Group: To create advocacy initiatives, discuss issues, build
leadership skills, and develop strong character as they grow into adulthood –
keeping them on track for a brighter future. They focus on difficult issues,
such as substance abuse, bullying, suicide, problem gambling, and topics
related to violence.

Focus Group Breakdown: 28 Attendees
• Students ranging from
sophomores to seniors.

• Ages 15 to 18 years old.

• The YLC members attend
nine different high schools
within Licking County.

YOUTH FOCUS GROUP – KEY FINDINGS
1. Common Forms Of Gambling: When asked how youth gamble, many cited that the majority of
gambling activity happens at their schools, making bets based on “dares”, through card games,
(ex. Magic The Gathering), or other sports-related activities. (ex. Fantasy Football and March
Madness brackets)
2. Motivations: While money is a motivator, many spoke about how they often gamble with items
of value, both tangible and intangible. (ex. food, street cred, competition, virtual rewards in
video games)
3. Video Gaming: When originally asked about video games, the majority of youth participants did
not associate video games with gambling. However, as we continued the conversation, almost
everyone had a story about themselves or someone else gambling through a video game. Most
of the youth thought of the “freemium” purchases and loot boxes in mobile apps as gambling
(as well as in console/PC gaming).
- A “freemium” is a pricing strategy by which a game is provided free of charge, but money
(a premium) is charged for additional features, services, or virtual (online) or physical (offline)
goods that expand the functionality of the game.
4. Awareness Of Parents: About 50% of the focus group thought their parents would be upset if they
were gambling, though, they mentioned that some parents encourage gambling through family
card games and other bonding activities.
5. Messaging Strategy: The best way to communicate to youth is through a casual conversation in
a comfortable environment, instead of attacking and accusing. It is important to do research on
the subject and bring statistics when seeking to change behavior, as they value where information
comes from.
6. Other Tools: Parents can prevent online gambling through tools to monitor screen time, as well
as utilize authentication verification controls for mobile purchases.

PARENT FOCUS GROUP
Group: The Stand Project
Date & Time: November 6th at 7PM
Location: CoHatch Upper Arlington
Purpose of Group: The Stand Project is an Upper Arlington community
coalition committed to impacting youth substance misuse and standing
by students and families in finding help.

Focus Group Breakdown: 6 Attendees
• Parents of students aged 10-18.

PARENT FOCUS GROUP – KEY FINDINGS
1. Awareness: Parents mentioned with high school kids, the allure of gambling is earning some extra
cash, while younger children like to bet more for bragging rights with their friends. Gambling
seems more acceptable to many of the parents and teens because they are not considering the
potential for gambling addiction being as serious as drug or alcohol addiction.
2. Early Adoption: Several parents shared that their kids started to participate in Fantasy Sports or
March Madness brackets after seeing their dads or elders participate in work or neighborhood
leagues. Church Festivals are a place where gambling is acceptable for people of all ages (old
or young), and many of the parents were concerned about what message this may be sending
to youth.
3. Video Game Knowledge: When originally asked about video games, most of the participants did
not associate video games with gambling. Every parent in the room was shocked at the fact that
most forms of video gaming qualify as gambling. After discussing the risks and dangers of gaming,
most parents in the room felt very concerned about what their kids were doing and almost all said
that their kids would qualify as gambling every day.
4. Common Forms Of Youth Gambling: Common betting they recognized their kids engaging in
were video games like PUBG, Fortnite, Gardens vs Zombies, NBA, Madden, and Candy Crush.
Other common forms were Fantasy Football, March Madness Brackets, and betting on dares.
5. A Need For Education: We need to make more parents aware of the connection between gaming
and gambling, and share stats – as parents want to know where their information comes from.
This creates greater urgency.

TOOLS BEING CREATED FOR “CHANGE THE GAME OHIO”
• From these findings, we are currently working on developing a new TV campaign
to educate more adults on the prevalence and dangers of youth gambling.

-

What would you suggest this spot conveys?

• The Change The Game website has been updated to have more information
on broader forms of gambling that youth are engaging in, and now includes a quiz
for parents to engage in to test their knowledge.

• What other tools need to be created?
- VIDEOS: Each parent was in favor of more videos that will educate teens on the
dangers of gambling. Videos are easy for parents to share with their kids on their
own time at home.

-

 ERMS/SLANG: Create awareness with parents so that they understand the terms
T
kids are using.

-

 ECHNOLOGY: Educate on parental controls, how to monitor screen time,
T
and other verification controls for mobile purchases.

• What other tools would your organizations look for to help in your outreach efforts
within your region?

• Do scare tactics work?

BEFORE YOU BET - ONLINE TOOLKIT
On each of our campaign sites, we have tools for you to upload and utilize in your local campaign tactics, which we
help co-brand for FREE:

TOOLS:
• Brand Assets
• Educational Flyers
• Print Ads & Posters
• Digital Ads

• Social Media Posts
• Online PSAs
• Billboards

Under The Community Toolkit Section:
https://www.beforeyoubet.org/community-toolkit/
Micro-Campaigns: There are also tools available for different
assets to address sports betting, seniors, African-Americans,
and Spanish-speaking tactics.

CHANGE THE GAME OHIO - ONLINE TOOLKIT
On each of our campaign sites, we have tools for you to upload and utilize in your local campaign tactics, which we
help co-brand for FREE:

TOOLS:
• Brand Assets
• Educational Flyers
• Digital Ads
• Social Media Posts

• Online PSAs
• Print Ads & Posters
• Billboards

Visit The Toolkits & Get Involved Section:
https://changethegameohio.org/get-involved/

CO-BRANDING CAMPAIGNS

FOR PRINTED MATERIALS

To learn how we can help co-brand
and support your next campaign,
contact:

To learn about printed materials
you can obtain for each campaign,
contact:

Beth Burson
Media Strategist, Origo Branding
beth@origobranding.com
614.784.0020 x113

Scott Anderson
Problem Gambling Specialist, OhioMHAS
scott.anderson@mha.ohio.gov
614.466.8562

TOOLS & INSIGHTS
FOR YOUR NEXT
CAMPAIGN

WHERE TO
BEGIN

If you have a limited budget,
how can you make content
work for you?

CREATE
ONCE
PUBLISH
EVERYWHERE
Utilize your
content wisely.

WEB

SOCIAL

PRINT

CONTENT

APPS

EMAIL

BLOGS

THINGS TO CONSIDER
WHEN CREATING CONTENT:
Who is your target audience?
What are some tactics you see similar organizations using?
Refine your messaging. Do you have a strong call to action?
5

What important days of the year or events do you want to focus on?
Look at every web page you have and every blog you have written.
Could you repurpose this content again?

1
2
3

Who are your three biggest advocates and partners?
Do they produce content you could also share or incorporate?

LET’S CREATE CONTENT
FROM INFORMATION SHARED
AT THIS CONFERENCE.
One breakout session could provide you enough
content to do the following:
• Create a blog post
• Help you write an e-blast
• Provide messaging for 3-5 social media posts
• List 3-5 tweets you can share
• Introduce you to a new influencer or speaker
that you can follow

HOW DO YOU GET
LOCAL MEDIA COVERAGE?

KEY FACTORS FOR EARNED MEDIA
CTA Build strong messaging/call to action.

Condense content into a one-page fact sheet.

?

Anticipate questions.
Think about community events and how media
might be able to attend.

MEDIA

Think of what media channels you want to address.
Radio? Newspaper? TV?
Make a list of contacts you can reach out to.
For examples of content, visit the Media Kit at
BeforeYouBet.org.
https://www.beforeyoubet.org/media-kit/

MESSAGING
EXAMPLE

•Y
 ou should have three main message points.
Most people won’t remember more.
•S
 imple = Better

MAIN POINT
Ohio For Responsible Gambling aims to provide people with the tools and resources
needed to gamble responsibly.

SUPPORT
We have a full community toolkit at beforeyoubet.org that provides great campaign content.

REASON TO BELIEVE
Recent national studies showed an increase across the board in gambling. Since this is
new for many Ohioans, we want people to know the warning signs early and find ways
to be responsible.

THINK
EFFICIENTLY
Press releases aren’t a must.

WEB

SOCIAL

PRINT

CONTENT

• Write a blog post.
• Use it for your website.
• Modify it for e-mail.
• Break it up for social.
• Share with partners.
• Send link to reporters.

APPS

EMAIL

BLOGS

HOW CAN “BEFORE YOU BET” HELP?
• The first Monday of each month “Before You Bet” produces
an E-Blast that is also utilized for Blog posts and Social Media
posts. The goal is to create and share relevant content with
community partners and Ohioans about the importance
of responsible gambling.

• The campaign encourages you to use this content to inspire
or help you fill your own content calendar.

• If you have not visited the Community Toolkit recently, we
encourage you to do so! There you will find everything from
brand guidelines and assets, to videos, photography, and radio
spots that can all be customized to fit your needs.

• If you have accessed the toolkit and had trouble finding what

BeforeYouBet.org

you need, please reach out to me directly by contacting
Beth@origobranding.com.

https://www.beforeyoubet.org/tips-education/community-toolkit/

VIDEO IS A

POWERFUL TOOL!
• Video is a powerful way to educate your audience.
• Whether you are running TV commercials, Pre-Roll Video or utilizing
video through Social Media, we can help you customize those spots.

• Video’s for ”Before You Bet” and “Change the Game” are available
on the community toolkit.

• https://www.beforeyoubet.org/tips-education/community-toolkit/

YOU HAVE CONTENT: NOW WHAT?
• Remember: Create Once, Place Everywhere (COPE)
• Put together a content calendar so that you can place
all of your material strategically throughout the week/
month/year.

• Take advantage of opportunities that don’t cost
anything, but boost engagement. For example: organic
Facebook posts, Tweets, and handing out posters or
rack cards at community events.

• Be sure to Like/Share/ and Re-Tweet content of similar
organizations and they will begin to follow and share
your content as well.

HOW TO MAKE THE MOST OF YOUR BUDGET
• The best place to begin is by determining the core message, target audience
and geographic area of focus.

• Once you have uncovered the who, the what, and the where, you need to decide
the best way to deliver that message to your audience.

• Whether you are using TV, Radio, Print, Digital, or Outdoor/Billboards, there are
strategic ways to reach every demographic depending on how you utilize the tactic.
For example: Urban Radio Stations do a great job of reaching the African American
population.

• It is also important to address your goals for the messaging. Are you trying to raise
awareness? Do you have a call to action for the audience? These questions will help
you uncover how to measure the success of your campaign.

• If budget allows, it is wise to use more than one tactic to help deliver your message.
This way your audience is more likely to receive your content during various parts
of their day, retaining your information.

STILL NEED HELP?
Beth@origobranding.com
www.beforeyoubet.org
(614) 784-0020 ext. 113
You can do this.
We’re here to help.
Resources are available at no charge
thanks to Ohio For Responsible Gambling.

QUESTIONS?

THANK YOU!

