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Background: Gambling among adole~ents is  a growing public health concern. To rlatc. 
social marketing as a stratqy to address pmblwn gamlding amng youih has not heen 
widely used. 

Mcthodr: A qualiiatlve study thmu~h the use af 4 ~ u s  group was conducted lo explate 
adolcscen~s' eKpcKurc to existing prwentbn campaigns and thew rnmsaRe conrent and 
cnmmun~cation strategy preferences lor a y w t h  gambling social market~np, campaign. 

Finding: PaRicipants prefer that ywth ~arnhling ads dqia real-life stories, use an 
emorionat appeal and portray the nqative consequences assmiat4 with gambli* 
problems. They further recommend illustrating Ihe hasic facts of gambling using, simple 
messagcr lhst raise awawrwss withwt making a judgement. Participnts caution agatnst 
the "don't do il" approach. sug~esting it dws nm reflect the current puth gamtding 
rulturc. 

Conclusion: This study should serve as a st an in^ point for the development of a gambling 
prevention marketing campaign. Targeting variable and campai~n strategim 
h~ghlighlcrl should be cmsidewd in the early stages of development and t e s t 4  along the 
way. 
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C 
hildrtn and adolcsccnts arc 
exposed to a growing number of 
pressures from patents, peers. thc 

media, and society. Az a result, ywrh an 
frqucntly confronted wirh cornpcring and 
conf l ict ing messages promo~ing adult 
lifcsrylr choias.' The availability and pm- 
motion of alfoho! and robacm prod-, 
and rhc accessibility of gambling venues. 
coupled with thc media's glarnortucion of 
adult bthavioum arc placing doluccnu a t  

increased risk for thc devclopmcnr of a 
numbcr of risky bchaviours. Gambling hu 
only mently ern+ u a significant pub- 
l i c  health issur.'.Wtspirc rhc negative 
impact problem gmbling poses on indi- 
viduals and society, there have bccn fm 
widrsprmd prmntion urnpaipns spcci f i -  
cally rargeting youth.' As wcll. little attcn- 
zion has bcen paid to rhc unnppcd 
rerourcc of social markrting. despite the 

fact rhat as a planned process o f  social 
change, it h a  bccn a powerful tool in rhc 
dcvelopmcnr of cumprcfrmsivc hrtlrh pm- 
motion marcgin that pwitivcly influcncc 
health.' ds such, social markning may be 
an cffccrivc pmrfntion rwl for minimizing 
yourh gambling problems. 
Focru groups were conducrtd ro orplore 

rdolcsctnts' cxposurc to srwial rrurkcting 
ampaigns aimcd ar reducing alcohol and 
tobacco use, and identi+ the features of 
those campaigns rhat patticipanrs consid- 
c d  mast cffectivc. This qualirarive study 
further uncomcd thc rncssaF conrcnr and 
characteristics rhat yourh rcvcalcd u being 
the most cffccrivc in raising awareness and 
communicating the risks associated with 
txceaivr gambling. 

Participants 
A tonl of 30 focus groups m r c  conducted 
in nine participating schools. Scvcn of  the 
ninc school5 xwod youth from rural and 
smatl towns in southcutern Ontario and 
IWO of the ninc schools p u r h  from 
urbanlsuburban Monrrcal. T h t  sample 
consisted of Sf5 participants, ages 12-18 
years (scc Table I). 

Procedure 
Upon ethical approval from McCiI l  
University, consent forms and letrcrr 
dncribing thc purpmc of the focus groups 
w r c  disrributcd to parenrs via the partici- 

pating schools prior to studcnrs' panidpa- 
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tion.' AH participation was voluntary and 
mrdcnts were wurcd confidcntialiry, 

Focus group3 wcrc conducted during the  

school day and were one class pcriod in 
durnlon. One restarcher moderated the 
discussion uslng a ropic guidc and a scmnd 
researcher took norm Qn verbal and non- 
vchd  comrnuniationr.t Additional qum- 
r i m s  wcre added as n ew iuucs of wnfir- 

tion war a d d t d  by combining the two 
r-rchers' analysis of the rnnscriptions.' 
There was mnsidcnblc q m e n z  bnwccn 
marchers an subthrrna and linb draw. 
In n number of  cases, n subtheme was 
broadened or reorganized in order to  

incotprate additional l i n k  made by indi- 
vidual marchen. 

IFcrion wu conduncd until mtunrion was 
reached? A digital rcfording device was W m e  me: Exposure to prevention 
wed ro audioupc focus group discussions, earnpaips 
The digital, recordings w ~ r c  transcribed 
verbatim by a rmurch assistant and veri- Tobacco Prevention 
fied by by a h t r .  

A comprchenrive analysis of the focus 
group didogum ms conduored by nva dif- 
f m n t  m r c h m  in multiple stages wing a 
rhcmc-building approach. In the fiat stage, 
rhe t m r i b d  dialogues were r ad  in order 
to begin to identify general themcs and rtc- 
opizc crncqing patterns. The dialogues 
were remd using a colour-coding system to 
identiS. the main rescjlrch areas rhar were 
derived from the ropic guidc. Thc tran- 

scriptions wcrc then orgmizd so 'that the 
sequence of rhe dialogue was reformatted 
by question nrhcr than by p u p .  Rcading 
of  t h c  t ran~r ip t ion~ was mmplcted using 
h e  rcformsnd r m  in ordcr re idcntify key 
p i n t s  and subtheme& thar merged. Words 
and phrases that typified a theme were 
highlighted and Lcy phn- and patterns 
wtrc docummtcd. 

Two rcscarchcri independently pcr- 
formcd the analysis in order to identify key 
id- and subthemes that arose From wirb- 
in groups and across diffcrenr groups, and 
m idcntify a r m  where rhcrc was no agree- 
ment on a ~pcci f rc  subthcmt, Fallowing 
multiple mdings, a table tw developtd in 
order to document rubthcma, quotcs, and 
discanfirming uses. Upon complcrion of  
the table, an inrcrp~nrion of  rhc parrerns 
o f  rcsponscs by theme was compiled by 
drawing l inb h e n  and within rupns-  
es from different group. AIicr the analysis 
was completed, boch mcarchcrs mct ro 
compile and compare norcs. Projm validz- 

' I% mmpk mr dnm In multi-mgcr: fine. 
wminng all  Engluh w h w l  boards in Quebec 
and in ranrrn and wrurhcvtcm Ontario (urn. 
ding fnd;  xcond, by rmuiting rchoolr with. 
rn par~~cipalrng rchwl boards: and third. by 
mruirink rrudcntdparcnrs consenting to pnic i -  

Tobacco pmcntion rncsraga were among 
the most visible and mcmanblc rcponcd 
by the adolacents. The majority o f  pnici- 
pants were able ro easily rtczll the 
Stupid.e# advcrtiscmtna, a campaign air- 
ing across Onrario at lthc time of thc study. 
Many parricipants cited the positive 
aspects of thew adwcnisemcnrs and werc 
able to describe the content in grmt detail. 
Participrnts mctcd positively to thc we of 
humour as s means of conwying smoking 
pmention messages. Many ndoltsccnrs 
repond farigut with the mica1 tobacco 
pmention ads empIoyed in the past. The 
innovative nature o f  reaching youth 
through humour in a witty manner 
appared to be a s~ccessiul elcrncnr of this 
campaign. Wilt for the most part partici- 
pants reacred paririvcly to the Stupidrrr 
advcrtisemenrs, some groups raised con- 
cern that a fm OF rhac ads d humour 
in t o  ovcr-araggtrarcd manner. 

Drinking and Driving Campakns 
Campaigns aimed at preventing driving 
under the influence of alcohol were the 
second most walled adwniscments, Many 
o f  the drinking and driving ads dcpictcd 
the coascqucnccs of drinking that go 
beyond rhc individual. Many ads iocorpo- 
ntcd strong emotional appcal as the atrate- 
gy of ~omrnunicatin~ thc message. Ovenll, 
jr a p p d  that participants were afTecrcd 
emotionally by the Marbrrs Against 
Drunk Driving ( M D D )  campaign, and 
this may be one reason for i t s  lasting 
impression. Whilc the ux of srrong cmo- 
tlons could bc considerd a positive corn- 
pancnt of rhe drinking and driving ads, 
same parricipan ts dcscribcd feeling dis- 

TABLE 1 
Sample by Gender and Grade Level 

Influence of Premtion Campaigns 
Ovcnll, when ukd about the influence of 
pmmtion r n q  on animda and lxtuv- 
iwr,  the majority of participants n a r d  that 
thcy wcrt not dimtiy affmed. Howvet, 
they did v i v c  the k c f i t  of implement- 
ing pmnr ion  ampaigns u they btlicyd 
thcy offered uwfd information and helpcd 
purh  m&c more duclted dechiom 

Participants were wKal about what they 
disliked about mial marketing cnmpdgns. 
Thc main conccrns raised were: 

Campaigns rhar did nor pmtnt  a bal- 
anced perspmive. Youth discussed their 
frustration with biased messages thar 
focused on rhe harmful aspccrs of rhc 
behaviout and found most o f  &a ads 
to bc unrcalisric. 
Campaigns using the "donbt do i tn 
approach wcrc not successful in mns- 
mitring prevention messages, Rarhct, 
this technique may encourage the oppo- 
sire desired reaction. Some panicipanrs 
stated that authorirarivc messages rrig- 
guad rckllious or defiant Gchaviour, 
Youth described developing a htiguc to 
rdvrrtiscmenrs as a resutt of ovcr- 
crpwure. Panicipanta pcrrr id  t h a t  y x t -  

iriw ads, thaw shown over roo Itngrhy a 
period or ads thar youth dcscribcd as 
"dragging on," lac thdr effccriwnca. 

Theme two: Message content and 
approach for gambling prevention 

Negative Effetts  
Parricipanrs suggcstcd that gambling pre- 
vention campaigns demonsrratc the harm- 
Fill e k r s  of cxccssivc gambling 'bchaviour. 
Youth identified three primary caregoria 
of  conscqucnccs: rho= affecting the indi- 
vidual: prablcms affecting family and 
friends: and significant financial conccrns. 

Participants pcrccivcd that showing per- 
sonal: ncptive consqutnm would Rave the 
grearnt impact in a gambling prtvenrion 

pair rn thr focus group. rurbcd and uncornforrablc with seeing campaign. Thtx, included feeling ofdeprrs- t Path rrwatchcra wcrc from McCill and had no 
pilor relationship wirh participants. images of serious accidtnrs and dmrh. sion, losing steep, missing school or work, 
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a d  d d o p i n g  other osdiniorrr, Howewr, 
some p u p  stared that tmu don't tltink or 
caw h t  the rhon- or long-tcrm p d  
T e r n  bur mthu live for the p-t. 
Many p p s  ah dcpiEdng the 

harm that could be caused m Family and 
Friends amZbumb1c to a grmbling problem. 
While some ywdr Mr that the motional 
h u d  by mnflia and tension. lying, 
stalw and d u c t d  quality time with fun- 
ily and henth would k MI cffccfive um- 
@gn stntcgy, othtrr high2lghtd rhe h- 
cW i m p  a m ' n  p b l i n g  habit un 
have on loved ones. Many participants 
F P t e d d m t h e y m ~ ~ b y h o w t h c i r  
&~trdhunthcirFiimdsorhi!y. 

Financial cnnsequcnca were also m i d  
by p d d p n .  Showing the I- a tcm- 
ngcr ar ddt d d  c n m t t r  +t r d t  ofa 
pmbling pm'bltm i s  reporred to be an 
impomnr clmmt to Fclture in a umpdgn. 
Partlcipvl~ suggetcd providing exvnplor 
of how money spent on gambling aodd be 
turd for more c~mmcohr tndmvom. 

industry Manipulation 
Presenting the m a t  to which the govern- 
ment profits from lthe grmbling industry 
may be UKd u one approach in a social 
marketing eunpaign, according ro some 
focus group participants. Participants 
reported h t  t m g e r s  do not like btlng 
A n  advanuge of by gwemmmt urd fcel 
dircontenr with the industry profiting 
horn individuals' I-. 

'You ahouId also discuss Industry- 
m i p u b t b n . .  ,how h e y  lure uf ro p b l e  
md & so much money off gambling." 
Fcmdc. gndc 10 

I n t d n g i y ,  w)3e puridpants Mt indus- 
rry rnmlpulrtion was an Importvlt p l n t ,  
thcy b e l i d  h t  m y  p ~ t h  who gamble 
pre undcnge and do not n-ily wager 
on provincially-regdated p e r ,  but nrher 
on what they referred to zr "street" em- 
bling. As zuch, a number of adaltscenn 
t r p o d  thnr pdndzlly-run form OFF- 
bling m y  nm d c t r  the true nature of the 
youth p b t i n g  culture. While important, 
mmc groups bclIcvcd thir p i n t  should rmt 
be n priority of a mid mukcring campig. 

Denormaliratiun 
There ms some support fat ming a dcnor- 
maliution nppmch to gambling prcven- 
tion. howeyer, for the most part, pnrticl- 
p a  klicw rhtr Is not ul & d w  method 
- - - - - - -, - - - -- 
MARCH -APRIL 2007 

Thm individuals that f o d  thlr strategy to 
& &aiw ihaught it could help counter- 
balance thc mvlritude of dwrtbemtnts, 
dcvlston show and 0 t h  media rn- 
that promote and encourage gambling, 
They stttcd that denorrnnlizzrion could 
illustrate that there arc more losers than 
w i ~ m  Oldtr pvritiptd ruggated that a 
younger audima my bt more influenced 
by a " p b l i n g  is rmt mI' m v .  

"Grades 7 and 8 nre mom irnpruslon- 
able and worried about what's not cool, 
the uncool will have a backlash with the 
older teems." MA, g d e  10 

Unorpccoedly* sm"l P U P  W4-d a 
responsible p b l u r g  m a q  bdng a more 
qpmprhte smtegy, girm h u  it mnrld bs" 
at rdlm the rtalityofywth g a d @  

*I would respect a very honcst ad - ant 
that v m  more abut  tqmnsible pnblimg 
ec o p p o d  to an ad saying Yon? do itt'. 

You haw to mpt  pplc ' s  d~jsloru md 
if you shew them rcrptct by not rellfng 
ttKm &st ta do drcy will lx mope likely 
to limn." Mde, p d e  11 

Real Li fe  Stories 
ahc M u  of using rtal node featuring ad- 
l m m a  who have k e n  Pffccted by gun- 
bling problems wax widely tndorstd by 
most p?rticip;ma. Spodfially, they mom- 
mended having gum I + ~ R  ~ h t r e  their 
prsund stories on ads or during school 
asmnblia. Participants vErwFd using d 
rtaries that touch upon the audience's 
motionr as an effective method, t r p d l y  
since they stated that many doltscents 
vinv rhem~lva as invinabte. It wzt aug- 
gtsta! h a t  depicting d life swrics may 
dispel the myth that edolcsccnts arc not 
n t p t k l y  afFmd by pmbling problm. 

Use of Statistics 
Another pplu ruggcrtion nudc by @a- 
pant# was rhc idea of wing s t a r l s t l a  to 

inform youth rcgvding bvi fms on youth 
gambling. Many pmpaxd t h n g  the odds 
of winning u a mtvu m mnvey &e d t y  
rhar rhc majority of pl- Iwt. Pamiupma 
we* dso in& in knowing the p m -  
lcnce of prnb1ing problems among teens, 
Howtver, they r t c a o d  the irnponanct of 
wlng stltisticu In a mcuri@ conten, 

Tone: Fear and Shock 
Some panicipana believed that the WE 

of fear and shock in rnoctcnrion may be 

en effective strategy in capturing the 
audience's zttcntion, However, many 
groups cautioned against using nrmrive 
fear tactics. as this strategy could result 
In  doles scents rejecting the message 
altogether. 

"Although we don't like tobacco ads 
which rotally scare people, I rrill chink 
i t 's  good to rare people a l i t t le bit in 
these ads - but don't overdo it!" Male, 
gnde 9 

Theme three: Appmprtate media for 
campaigns 

Telwsion 
Tclcvision wrr oonsidcrtd the most ppu- 
la medium direuucd. An oreMrhtlrning 
numkr of p i c i p a n a  @ that rclevi- 
sion should be t h t  primary method to 
r d  the lvgc~t audience. Howwm, some 
rdolgcentt noted that tclevirion is dready 
ramratad by wmmtrdds, making it diffi- 
cult for prevention rnessagcs to havc m y  
impcr. 

Radio 
The -ad moat popular medium m m -  
mended by youth w;u the use of d i o  for 
p b l i n g  prevention umpf  gns - airing 
ads  on popular radio music channels. 
However, odol-u still bellwe them is 
an Idmtlgc to using tclCYLion as it L bct- 
cer able to depict emorions through both 
visuals and sound. 

Magaziner 
Using @na rr n vchide to implement 
m mid marketing cxmpdgn for gunbling 
prmntion received only limitcd suppan 
from focus group r n u n h .  The primary 
reasons diacusscd were that adolescents 
p d y  do nor pay attention to print ads 
and thcte nre toa many t y p  of +na 
to know which nne to target. 

Websites/lntm 
Thc majority of panicipana m t c d  that 
gambling pmcncion dvenicmenrs on rhc 
Internet would be highly ineffectiwc. In 
gcnml. d ~ c y  rcponed that Internet ads art 
annoying cspccidy "pop-ups". Some rug- 
gcsttd that It wuld bc very challenging to 
have gvnbltng prcrmrion r n p  on h e  
wcb as i t  would be diffimlt to countcr- 
bdmce the t h o m &  of odrlppups that 
prornott Internet pmbling. 
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general, the majority still sugpr that TV 
T h i s  study provided rich and vduable data would be the best mcrhod for reaching 
from whick to bcgin to explore and under- 
stand the dicnr issucs in the development 
of media-bad gambling pmention cam- 
paigns. W h i l e  rhe humour-baed ads in the 
Smpid.ra ampaign rmivcd positive fmd- 
back, based on the prcscnt analysis, the 
majority of focus group paniclpants pre- 
fer& that gambling prevention advenisc- 
mcna fwus on d life storia and depict 
the ncptivt consqucncrj associated with 
gambling bthaviour. 

The study findings support the use of 
negative cFlcca for all age groups, b o ~ h  
gmdm, particuIarly when combining this 
with a balanced emotional appeal. The 
phenomenon, *nvt ive ef lm." is brwdcr 
than health conrcquenccr and includcs 
ham c r u d  to family and f r i c n b  as well 
as financiallmonctary consequences. 
Connary to previous findings,' Rowcvtr, 
dcnormdiurion did not receive cxrenrive 
mppn u a gambling pmcntion mtw, 

except perhaps among younger partici- 
p t s .  

An industry manipulation strategy may 
be vduable in future campaigns, yet at prc- 
xnr, raising amttrms of gambling issurs, 
communicating the risks and conrc- 
quena, and providing basic facts a p p r  
to be more gertinenc. In ptnicutar, more 
work is n d d  in basic cduwtionlamre- 
n w ;  i t  would sctm that industry mmipu* 
lation racticr arc bcftcr lefr to second-tier 
campaigns. 

The main aurion for the dcvcloprncnt 
of any campaign Sncludcs avoiding mes- 
sages that are patronizing, moralistic, and 
those that discourage the behaviour out- 
right. Adolg~entn appear ro Ix highly un- 
dtivc to rhc *don't do it" approach, prefcr- 
ring measages rhat arc balanccd and rhat 
communicarr the r isks associated with 
excessive in light o f  current 
youth culture. Frar or hard-hlttlng mcr- 
sagen are not rccornrnendcd for gambling 
prevention as adotesccnrs art critical of 
maggcntcd risk communication and do 
not recognize rhc imminent danger i n  
gambling. 

Finally, television advtrriscmcnts, while 
expensive to Implement, are rh t  most 
widely endoraed medium for gambling 
prmntion. Dcspitc adotwcnts' criricism 

youth. The amount o f  exposure would 
nccd ro be arefully rnonitorcd u adoles- 
cents are susceptible to habituation and 
overrxpmure. 

A number o f  llrnirations ro this nudy arc 
worthy of nore and rcsula ahould be con- 
sidered in light of these methodological 
concerns, First, given rhat the sample was 
not randomly selecrcd, b i a s  may be pre- 
senr. Howcver, rcrsnrchcrs did indude rhc 
Full range of possible cnscs In order to 

enhance the conceptual genenlizabiliry o f  
the findings. Second, two f o rms  o f  
rupow blu, social derirabiliry and aqui- 
tscencc biu should be akcn into account. 
The fact rhat focus groups were conducted 
with prc-formed groups (i.~,, classes), 
whcrc participants had prc-cxlsring rela- 
tionships with othcn in the group, likely 
contributed to the lantr"s responding in a 
socially desirable manner. Funher, panici- 
pants may have had a rendcnq ro agree or 
mpond in a manncc similar ro their pea 
or acquiesce with opinions or statements 
prtsenrcd. 

Social markcring campaigns as a strategy 
for primary prcvencion rcmain a valuable 
tool in incrcaring knowledge, raising 
awareness and possibly influencing arri- 
cuds abut gambling in gcntal and pmb 
lcm gmbling in particular. Thc irnponanc 
findings of rhis study ahould serve as a 
srarting point for the dcveleprncnr of a 
gambling prwntion arnpaign. Tawing  
 variable^ and campaign srraregies high- 
lighted in this anide should be aonsidcd 

in the nrly stage o f  dmlopmmt and tor- 
cd dong the wry. Adolescents should bc 
cansulrcd throughour rhc process. I t  i s  
clear rhat adolcrcents today arc better 
informed and more media rawy t L n  in 

the put and rtstlrchen hm the oppnu- 
niry to rap into this knowledge and the 
yaulh culture. In  order to bc cffccrive, 
howevcr, social marketing as a public 
health Itraregy needs to be part of  an  
integrated youth gambling prevtnrion 
approach which includes the impkmmra- 
tion of  h d r h y  public policy as wll u the 
development o f  school-bud prcvmtion 
pmgrams. 
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Contrtfr : LPI jmx de harard chez I- adolmrmts ront un p r o b l h  croiswnl p w r  la wnrC 
pubt~que. lusqu'i mintenant, cm n'a pas beaucwp lltilisP lc mztrkming =la! pn !ant qw ttmt&gie 
pour r h d r e  le problkme du jeu c k z  les ~wnes. 

MClhdc : Nour a v w  une &ude qualilatiw fairant a p p l  A der g r w p  de discmian p r  
analywr I 'expi i ion des adote~ents auu campagnes de p r h ! i w c  adrrellm d h leun mqa, el 
leurr prelhences en rnatlhc dc strathies de cmmunicalion p w r  une campgne ck marketing 
m i a l  SUI res jeunm el IF jeu. 

ComtaIaZim : Les participants prffirent les annonccs qui pr&ntenl6er hlslotrer vkwr, qui fwrt 
appeT avH h-mtiorn ct qui parlent des con&quencm n b a t i w  k problhrm de leu. 11% 
recornmandent d'illurtrer les faits essentielr rur Ir. ieu p a r  des mmlagm ~~rnpler qul m ~ i b i l i m t  
sans poner de jugement. 1- participants mellent m garde conqre I'npprcxhe d'in~crd~ction, qui ~e 

reflkte pas selon eus la ~ l l u r i ?  actuelle des jeunes jwueun. 

Conclusion : Cene #ude purrai l  &re Ie paint de $&pan de I'6lahration d'une campaam de 
marketing social sut la prl.vcnlion du jeu. lcs variables & ciblagc eat la stratPgim de carnpagnc 
i n d i q u k  dans I'btude paurraienl &re enviq+es nun premien <lades de I 'Plahalion ct t m t k  en 
tours de mule. 
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