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Foreword

Gambling harms are best understood as matters of health and wellbefhgs a public health issue
demanding a 6whole systemd public health response, ac

Primary prevention universal promotion of a safer environment
Secondary prevention selectiveih er venti on for those who may be O6at

Tertiary prevention direct support for those with gambling disorder or for those who may be
directly affected

Recognition of gambling as a public health issue is relatively recent, and there is little experience globally of
wellevidenced interventions contributing to the prevention of the harms that can be caused by gambling.

Whilst recognisinghat any campaign is only on@art of the waya target group may be influenced to
change their behaviours t he Bet Regret campaign has broken new gr
this case frequent sports bettord he 2-yearlong campaign has used systematiapproachfollowing

public heath campaign principles.

A narrative reportproviding an overview of the context, developm#, implementation and impacts of the
campaign is available separatély

During that period, we have soudpt to capture the lessongearnt. Researcland monitoring haveplayed a
central role in the implementation of an evidenebased public health approach, and hee contributed
strongly todecision making irthe Bet Regret campaign. At every stageacross stategy development,
creative development and the measurement of impaaswve have relied on researchnd monitoring to
guide decisions, with a cumulative research investmexuivalent toalmost 10% of our media spend.

In this context we commissioned Ips®dORI to prepare this independent synthesis report with a specific
focus on the role and value of researciind evaluationin the implementation of the campaign, across all
the many and varied pieces of research conducted. Our aim is to document and stiheglearningwe have
gainedin running a public health campaign to reduce gambling related harm.

We, the Safer Gambling Board, would like to thank all involved in the broader research process for their
contributions and commitmentparticularly as we neededa keep the campaign going during the OVID-19
pandemic: the team at GambleAware and communications agencies and consultants supporting them, and
in particular the research agencies involvéd Ipsos MORI, The Nursery, The Outsiders and YouGov.

ProfessorSian M Griffith€ Chair, The Safer Gambling Board

! Safe Gambling Campaign Development: Avoiding Bet Regret; an overview of the campaign to date; December 2020).
https://www.begambleaware.org/foiprofessionals/safegambling-campaign
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1 Executive Summary

1.1 Introduction and campaign overview

In February 2018, the Safer Gambling Board was establisheGhynbleAwareto oversee the delivery o
safer gambling campaignTheo bj ecti ves of t he s ulcamaoneerctadfglloms:i t | ed O E

Year One:To shift attitudes and provoke conversan on the moderation of sports betting, through
the avoidance of impulsive, risky behaviours such as chasing losses in the heat of the moment

Year Two:To increase the numbers of risky sports bettors taking steps to cut down their gambling,
both generally and by deploying specific moderation techniques and aids

This reportfocuses on the usef researchin the Bet Regret campaign. It examines haesearch and
monitoring informed the development of the campaigndrawing together key findings from acrossme
strands of research which have helped to underpin an evidersased public health approachA broader
background on the development, implementation and impact of the campaign can be found in the
AvoidingBet Regretd campéaign narrative report.

It shoud be noted that the key learnings andecommendations in this synthesis report represents the views

of Ipsos MORI, and do not necessarily represent the views of all the authors who contributed to each
research study.

1.2 Sources of evidence

Figure 1.1. below provides an overview of the research that e@amissionedas part of theBet Regret
campaign

Figure 1.1: Sources of evidence

Research strand Purpose
YouGov segmentation A survey to capture the gambling attitudes, perceptisrand behaviours of
August- October 2018 male bettors in the UK, and to then create audience segments for use in

further developing the campaign strategy.

Qualitative research to better understand hobettors feel about gambling
The Nursery: Safer gambling  and about their gambling behaviours, and to explore ways to communicate
development research with frequentbettors, to motivate them to seHreflect and ultimately
September 2018 moderate their gambling behaviour. Thiresearch helped inform the creative
brief for the campaign.

Seven waves of survey research to capture exposure to the campaign and
Ipsos MORI Tracking Waves 1 monitor any changes in thegambling behavioursand attitudesof those

7,Nov 20183 Nov 2020 within the target audienced both towardstheir own habits andgambling
generally

The Nursery: Creative Qualitative research to exploréhree new creativeroutes produced by M&C

development research SaatchiUsi ng focus groups meant resea

November 2018 spontaneous reactions to creative.

2 https://www.begambleaware.org/forprofessionals/safegambling-campaign
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The Nursery: CreativReview Three bcus groups to sense checthe creative assets of the winning idea

and Activation Idea Testing from the previous Nursery Researdyefore they were launched, and to

February 2019 explore new brand activation ideas with bettors.
The Nursery: BeRegret Six focus groups across the UK &xplore new creative ideas for the
Creative Reviewuly 2019 campaign, and to explore the exter

from the creative.

Ipsos MORI: Behavioural A trial of four nudges to test iourhe

change researchNov. 2019 The trial provided in situ insights on how bettors used the advice. The

research recommended which behaviour nudge would be most impactful fo

bettors in helping them reduce risky bets.

The Outsiders: Creative Focus groups and depth interviews to explore creative routes before they
development research for were fully developed, and to sense check assets before their launch to iden
stage 2 of thecampaign Feb  final amends that needed to be made.

Aug 2020

Secondary sources More broadly a number ofsecondarysources of dataand insighton

gambling participation and risk of harms were drawn at the very beginning

of the campaign developmentprocess. These wergrovided as background

to the initial communications agency tefing, and also helped inform

research design and targeting in a general senskhey are not a focus for this
synthesis as all key decisions relating to the campaign were primarily driver

and validated by the specifically commissioned research detailed edd-or

more background on this the reader is directed to the narrative repbrt
1.3 Strategy Development
This section explores the role research played in the development of the strategy of the Bet Regret

campaign. It draws on research conducted in bottears of the campaign, by YouGov, The Nursery
Research and Planning, and Ipsos MORII research studies were commissioned the Safer Gambling

Board. The findings were used to inform the development of the campaign by GambleAware and campaign

partners M&C Saatchi and Goodstuff

Understanding the audience

The YouGov segmentation used cluster analysis to iderikify characteristics of the most risky bettorghe
study identified three key segments of interest for the campaign accounting for 22% of ntdtors aged

eg.The Gambling Commi ssionds |l atest annual report (February
attitudesd (plus technical annex)

Gambling behaviour in Great Britain in 2015: Evidence from England, Scotland and Wales; prepaee@dmbling Commission by
NatCen; August 2017

Future Thinking: Responsible Gambling Campaign Development; November 2016

Revealing RealitiResponsible Gambling: Collaborative Innovation Identifying good practice and inspiring change; 2017 (plus annex
documents)

2018) :

Expert View- Responsible gambling public education campaign for Great Britain: A brief scoping review; prepared for GambleAware by

Alexander Blaszczynski PhD & Sally Gainsbury PhD, Gambling Treatment and Research Clinic Science FacultiviBd@eatre,
School of Psychology, The University of Sydney, January 2018

Expert View on Influencing Gambling Behaviour from a Behavioural Science Perspective; Communications ScierRieltmalp;
Chataway and Gonzalo Lopez Castellaro (with advice from Dr Mark Griffiths, Professor of Behavioural Addiction, Nottinghtam Tre
Uniwersity); March 2018

Report on Senet Group Campaign Evaluation; October 2017

4 Safer Gambling Campaign Development: Avoiding Bet Regret; an overview of the campaign to date; December 2020).
https://www.begambleaware.org/foiprofessionals/safegambling-campaign
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1645. Bettorsin segments A, B and C were classified as high fiskd were frequent bettors who often/
sometimes displayed risky behaviour&etails of these three segments were used to inform media strategy
and target groups for any future behaviour change objectives

Readiness to change gambling habits was higher amongst high bisktors than low riskbettors. The
YouGov segmentation found tat bettorsin high risk segments (A, B and C) were more likely to think they
should cut down their gambling, and more likely to already be taking steps to try and change their betting
habits. This confirmed the value of Safer Betting Campaign to suppoddé interested in moderating their
behaviour.

High riskbettors are more likely to gamble to escape boredom, whilst low ribkttors are the most likely to

gamble for fun.Over half (64%) of higkriskbettors believed they gambled to escape boredom or ffitheir

time, compared to a quarter (25%) of low ridhettors. Over three quarters (76%) of low riddettors felt fun

motivated them to gamble compared to 62% of highriskbettors. These findings helped inform the

execution of the campaigrd for example,le i ng éboredd was one of the three 1
first wave of the campaign.

Betting behaviours vary greatly between individuals and common ground is elusialitative research
found that bettors felt that establishing what was typita@ehaviour ofbettors was too difficult to do as each
person has their own normality on betting habits and routines. The YouGov segmentation also indicated
significant variances amongst bettors in the amount of time spent gambling in a day and what tirhday
they usually gamble. For examplene fifth (20%) of both segments A and B spend two hours or more a
day gambling compared to only a small minority of segments D (4%), E (3%) and F (1%).

The emotional journey of a bet provides more commonalities amgst bettors than behavioursParticipants
in the Nursery Development research focus groups were able to work through the difference stages of
placing a bet and agree on what emotions they experienced at each stage; confidence before placing the
bet moved to excitement having place it, and then depending on the outcomes ended in relief or
disappointment and frustration. As a result of these insights, the creative development brief for the
campaign asked agencies to focus amiversal emotions experienced bgveryone in their betting journey
defining how animpulsive, ilconsideredbet feels

Insights for creative development

There are important perceived differences between betting and gambli®gttors in the Nursery

Devel opment research focus groups felt that gambling
addictive than betting. In comparison, betting was associated with skill in the minds of the male bettors who

took part in a growp.

The idea of 6a bet you ki ck vy o uosisgehe betsthatthdbettoe sonat ed s
knows should not have been placed in the first place made bettors feel a sense of regret. This sense of loss
was very relatable across all focusayps. This insight led to a brief for creative development in which they

key thought to express in the creative routes was Owa
There is value in providing betirs with mental aids to help them moderate thebetting behaviour.lpsos

MORI Behavioural Change Research tested four behavioural interventions with frequent beResearch

respondents were asked to rate their interest in the four tips, then trial use of their preferred tip over a

5 As part of thesegmentationmod el , 6ri sk6 was i n p arProbleneGamhling Severity Indey (PGMpeeponses t o

information on PGSI scoring can be found herenttps://www.gamblingcommission.gov.uk/newaction-and-statistics/Stéstics and-
research/Probleragambling-screens.aspx
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period of around 12 days (to include two weekends). The trildmonstrated some success for each of the
interventions.

6Closing the appd was the mo Jtisoap pwgsekdeateg to bagehttevi our al

biggest i mpact on b etheeasissfio ifcergomte into abetling @utitk. In o b e

comparison, not everyone believed they would actual

it would have an impact if they did use iAs a result of this researclthe communicationsbrief for year 2 of
the campaign was to popularise the Close the App tip and make it memorable

1.4 Creative development

This chapter reviews the role that creative development research played in the Bet Regret campaign. It
draws on research conducted by Theusery Research and Planning, and The Outsiders.

Refining creative routes

Research was used to test different creative ideas against one another to inform decisions about which to
take forward as part of the campaigrf-ocus groups with frequent male bettarin London, Cardiff and
Glasgow conducted as part of the Nursery creative development research November 26u8aled

i mportant di ff er enc dostheiads. Thehetatalility bftthe ideadvariecesamificantty hys
region, as did the likdihood of each ad causing bettors to bet morsafely Recommendations for how to
developDon &t hvere takenrin ta account when the idea was turned into the fédrased for TV and
online advertising in stage 1 of the campaign

Research was used teease check assets before they were fully launchédfocus groups conducted by the
Nursery in the Creative review research February 2019, frequent bettors and partners of frequent bettors
were shown two TV ads that were both soon due for launch. Reseddsdntified last minute adjustments

that needed to be made to the assets. I n 2020 the
Regretd assets to do the same thing and found that

based on age.

When a more behavioural nudge was added to the end frame of creative executions, research helped

validate inclusion of behavioural messagingghen t he frame of creative executi

Youdl | Bet Regr &egreictedtive ravibmeresdhrch useal fogus ddoaids to gauge recall of
the Think Twicanessage.

Adapting to changing circumstances

Testing the impact of the campaign without a famous talerithe impact of the coronavirus pandemic
meant it was not possibled use awelk nown WWF wrestl er from the US
creative. Research conducted by the Outsiders was used to test whether the ad still had impact amongst
bettors without the famous wrestler.

Sense checking betting scenarios that dugi€OVID 19 were no longer directly applicablélany of the
scenarios planned to be used in the ads did not match the reality of COMIB®), such as depicting places
where people had restricted or no access to like pubs and cafes. The Outsiders creative ajavweit
research June 2020 tested whether audience reactions had changed in the new circumstances of the
pandemic.

1.5 Measurement

This chapter reviews the role of tracking research in helping provide regular feedback on exposure to, and
impact of, the Bet Reret campaign.

Y
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Exposure to the campaign

The tracking research helped validate the campaign media strateggcognition was high and well
targeted.Recognition of the campaign was consistently higher among target groups, with as many as 77%
of those idenified as highrisk having recognised the campaign, three times more likelyriitae non-

gambling audience. This showed the media strategy to be effective and efficient at reaching key target
groups.

The tracking research also showed the campaignhave significant cut through despite a relatively small
share of voice against other gambling ad$he unprompted recall of any form of advertising that promoted
a safer gambling message demonstrated the challenge of Bet Regret competing with gambling ds\hat
have much higher spend. For example, it was more common for respondents to recall elements of the
message O6When the Fun Stops Stopéd.

Performance of the campaign

The campaign was well received and viewed as memorable, entertaining and engagirgdback from the
tracking research showed that respondents found the campaign assets entertaining and memorable whilst
also being relatable and relevant. This helped validate the campaign approach of using humour and
fictional elements.

The campaign wasnost relevant among those who were taking or thinking about taking action to reduce
their betting. Wave 7 of he tracking research showed that around half of the Campaign Audience (49%)
exhibited some risky betting behaviours but were either taking actimnmoderate their behaviouror

intended to in the future; further investigation confirmed that the campaign resonated most strongly with
this target audience. This helped validate the cut through of the campaign, and provided important context
for judging shifts among wider campaign audiences.

The key messages of the campaign were clear and well understood, with notion of Bet Regret and Think

Twice everpresent within evolution of the campaignThe successful delivery of key campaign messages

was evident throughout the tracking research, from | a
of Tap Out for Timeout as a mechanism to emphasise the need to pause and think twice beforenujeei

bet.

The campaign was most likely to inspire action among target groups, including traction on notion of Tap
Out. Though the Campaign Audience overall responded positively to campaign assets; higis&rbettors
were more likely to talk about it,link about their betting behaviour, and consider Tapping Out.

Impact of the campaign

Awareness of BeGambleAware increased over the course of the campaigm.tracking research suggested
that the campaign had a positive effective on the brand of BeGambleare Overall awareness increased
from 81%92% among the Campaign Audience; likelihood of using the BeGambleAware helpline and
website also increased among high risk groups.

The campaign had less impact on levels of salfvareness of key risks and knowdge of how to cut down,
which were already highEarly waves of the tracking research showed high levels of claimed knowledge and
seltawareness among the Campaign Audiengcinese metrics remained broadly consistent throughout the
campaign.This providedreassurance that the campaign shoufdcus on supporting those looking to take
action to moderate their betting rather than seeking to increase knowledge and -seifareness overall.

Ability to assess the impact of the campaign on betting behaviour was coivglled by the coronavirus
pandemic.The tracking data demonstrated clearly that the goalposts had changed, and that shifts in betting



behaviours were also impacted by external events outside of the control of the campaidrs was most
evident in spikesn betting whilst boredand on sports | know little aboutespecially among higtrisk bettors.

Impact on proportion considering or taking action has been limited to date; overall, target audiences were
no more likely to report that they have completely cutut moments of BetRegretThough these findings
should be treated with caution due to the impact of the coronavirus pandemic, yheuggest that there is
room to further improve the impact of the campaign on changing behaviour. This ha®vided valuable
impetus tocontinue toreview and improve the execution of the campaign.

1.6 Learnings and conclusion

Overall, itds clear that the Sla$edapprdachroite devedlopnieotar d has
of the Bet Regret campaignThe commitment to makedecisions based on latest available evidence is
witnessed bythe scale of investment in researahto date is equivalent to almost 10%f media expenditure.

Research was used throughout the lifecycle of the campaign to:
Inform the overall strategy andiims for the campaign;
Inform the initial creative brief;
Provide feedback on which concepts and executions had the most desired effect;
Monitor exposure to the campaign and evaluate the media strategy; and
BEvaluate the impact of the campaign and ideify potential improvements.

The commissioning of research has been both proactive and agiterhaps most importantly, the campaign
has acted on the insight provided by the research, adapting and evolving in line with the evidence
presented in order to maimise the potential impact of the campaignThere was a strong commitment to
investing in research to inform all key decisiodsvhile procurement was costonscious (with competitive
proposals sought at every stage), approaching 10% of the total campdigiget was allocated to research.
GambleAware is committed to sharing learnings based on the research undertaken, as witnessed by this
report (itself peerreviewed) and the narrative report.

Key strengths of the evidencbased approach commissioned by theampaign are its flexible and creative
approach to insight. The Bet Regret Campaign benefitted from a more agile approach to reseaither
delaying or quickly commissioning fresh insight to make best use of research budget and to ensure the
findings wee relevant and timelyAdopting an agile approach will be important for future public health
campaigns to adapt to external circumstances such@®VID 19.Innovative methods were also used to
better understand the attitudes and behaviours of bettors, including usimpbile app diaries and self
ethnography to record the performance of early behavioural nudge concept&inally, the campaign made
good use of the recontact sample it has developed for further research. Two additional projects were
commissioned using this sample thelp develop behavioural messaging.

As the campaign has evolved over time, there are a number of opportunities to help improve the quality of
feedback provided through research. These include refining the target audience by placing greater
emphasis on tacking the experience of those looking to or currently taking action to moderate their betting
behaviour, asking more detailed followp to those not responding to the campaign, and reviewing key
performance metrics to ensure they truly capture the impaat the campaign.

5 Further information is contained in Figure 2.1 and at 3.1.



Future public health campaigns would also benefit from more secondashaviouraldata (where
anonymised betting operator data may be madavailable)and/or the use of longitudinal tracking to gain a
more accurate understanding of changesa behaviour.
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2 Introduction

2.1 Campaign and report overview

In 2017 the Department of Culture, Media and Sport (DCMS) identified a need for an advertising campaign

to promote saferbehaviour and/or warning of the risks associated with gambling that would provide some
balance to existing commercial advertising indgtsector. GambleAware trustees supported a proposal from

the Advertising Association to run a majarafergambling advertising campaign to run for two years.
Trusteesd support for the proposal was contd ngent
based public health driven approach and be independent of the gambling industry. In October of 2017
GambleAware were named as the body that would leadsafer gambling campaign.The delivery of the
campaignwas overseen by an independent Safer Gamblingasd.

Following the appointment of M&C Saatchi as theeativeagency for the campaign in June 2018, work
began developing a campaign strategy and logic mod#dr the Bet Regret campaignThe overall campaign
objectives were outlined as follows;

Year One:To shift attitudes and provoke conversation on the moderation of sports betting, through
the avoidance of impulsive, risky behaviours such as chasing losses in the heat of the moment

Year Two:To increase the numbers of risky sports bettors taking stepstit down their gambling,
both generally and by deploying specific moderation techniques and aids

More information abouttheBet Regr et Campaign can be found in t
narrative report!

Throughout thefirsttwo yearsof the campaign research has been used to help develop and implement the
Bet Regret campaigrand to ensure that it was delivered in accordance with an eviderzased public

health driven approach. To datehe Safer Gambling Board haveommissioned ninestrandsof researchto
inform the development ofthe Bet Regret campaign

Ipsos MORI have written this synthesis report behalf of the Safer Gambling Boardith a specific focus on
the role and value of research in the implementation of the campaign. It wilbadhare what learnings there
are for potential future innovations relating to the use of research in evaluating public health campaigns of
this type. The report draws on data and insights from all nine strands of research carried out durinddtie
Regretcampaign these are summarised in section 2.2. below.

It should be noted that the key learnings and recommendations in this synthesis report represents the views
of Ipsos MORI, and do not necessarily represent the views of all the authors who contribudezhth
research study.

2.2 Sources of evidence
Figure 2.1 and 2.present an overview of the research that was carried out as part of Bet Regret

campaign The variety and quantity of research commissioned by GambleAware demonstrates how iterative
and agile the approach was to using research during the campaign.

7 https://www.begambleaware.org/foiprofessionals/safegambling-campaign
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Figure 2.1: Sources of evidence

Research
strand

YouGov
segmentation,
August-
October 2018

The Nursery:
Safer
gambling
development
research,
September
2018

Ipsos MORI
Tracking
Waves 17,
Nov 20188
Nov 2020

The Nursery:
Creative
development
research
November
2018

The Nursery
Creative
review and
activation idea
testing,
February 2019

The Nursery:
BetRegret
creative
review, July
2019

Ipsos MORL
Behavioural

Purpose

To capture the gambling attitudes, perceptions
and behaviours of male bettors in the UK. The
study also identified six different types /
segments of bettor based on these attitudes,
perceptions and behavioursin the early stages
of campaign development, details of these
segments were used to help identify and
understand the campaign audience.

To understand howbettors feel about gambling
and about their gambling behaviours, and to
explore ways to communicate with frequent
bettors, to motivate them to seHlreflect and
ultimately moderate their gambling behaviour.
Along with findings from the segmentation,
insights fromthis research helped guide
development of the campaign strategy.

Tracking was used to capture exposure to the
campaign and any changes in thattitudes and
behaviours of those within the target audience.
Tracking also provided a way to learn what
viewers of the campaign thought about it, and
about their gambling more generally.

To explore new creative ideas produced by M&C

Saatchi and provide recommendations of the
best routes to take forward for further
development. Using focus groups meant
research coul d
reactions to creative.

To sense check two films and out of home ads
before they were launched, and to explore a
series of new brand activation ideas. The final

sense check of creative assets identified whethe

last minute amendments needed to be made

Focus groups wee used to explore new creative

ideas for the campaign and to explore the extent

of recal | and takeout

message from creative.

Having decided that the second iteration of the
campaign would need some sort of behavioural

expl or e

Method

A survey of ¢.2000 maléettors aged
1645 from across the UK was
conducted between August and
September 2018. Statistical analysis wa
then used to crede 6 segments male
bettors.

Four focus groups with frequent male
bettors aged 1834.

Seven waves of online survey tracking
were conducted with the target and
wider campaign audience. ¢.1,600
responses per wave.

Focus groups with frequent male bettors
aged 1835 in London, Cardiff and
Glasgow.

Focusgroups with frequent male bettors
aged 1835 in London and with their
partners. Two groups were conducted
with male bettors, and one with the
female partners of those from the male
groups.

Focus groups with frequent male bettors
aged 1835 in London, Cardiff and
Glasgow.

73bettors trialled
and kept an online progress journal.

12



change

research, Nov.

2019

The Outsiders:

Creative
development
research Feb
2020

The Outsiders:

Creative
development
researchJune
2020

The Outsiders:

Creative
development
research
August 2020

nudge, an online trial of four nudges was used t¢ Surveys at the beginning, middland

test their

bettors.

New creative was developed and produced for
the second stage of the campaign, and focus
groups were used to exploreéhe creativeidea

before it wasfully developed.

Due to Coronavirus the Tap Out campaign coulc
not include a wrestling famous talent from the
US, so focus groups were used to vddte the
impact of the campaign without a famous talent.
They were also used to sense check the betting

scenarios in the time of COVH19.

Focus groupswere used to establish if the
campai gnods
tweaks before their launch.

usability
behaviour. The trial provided in situ indigs on
how bettors used the advice given under each
nudge. The research recommended which
behavioural nudge would be most impactful for

creati ve

end of the trial, and12follow-up
interviews were also conducted.

9 focus groups were heldacrossthree
different occasions with the target
audience to testcreative work
developed as part of the second stage
of the campaign.

3 online focus groups were conducted
were frequent male bettors. Participants
came from a mix of locations from
across the country.

3 online focus groups were conducted
were frequent male bettos. Participants
came from a mix of locations from
across the country.
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Figure 2.2: Campaign timeline

Burst 2 TV advertising TV
executions run in rotation & films
run on Sky Sports app:

Burst 1 Tap Out advertising

Campaign Burst 1 TV advertising TV Augustd September 2 executions run on TV and
events executions run in rotation*: Media partnership with LadBible online. Other digital and
Februaryd April August- October social media ads run
dio ad " First UK national alongsideSept- Oct
2018 Radio adsrun on TalkSport lockdown March
2020
| v \
Sep Oct NOV sy Feb =— Mar == May Jul = Aug= Sep= Oct = Nov Feb APl = Jun = Aug= Sep— Nov
L= | | |
. 2021
2019 Tracking: Wave 2 Tracking: Wave 4 Tracking: Wave 6
Campaign 30 April 3 9 May 24 Septemberd 4 October 1726 April
tracking Tracking: Baselin@2- Tracking: Wave 3 Tracking: Wave 5 Tracking: Wave 7
29 November 25 Julyd 2 August 2-11 April 27 October- 5 November
________________________________________________________________________________________________________ COVIEL9 restrictions & national lockdowns,
including no live sport from March to mituly
Research The Nursery: Safer The Nursery: creative _ The Outsiders: Creative
gambling develgpment review & activation testing IpsoshMORI. Behavrlloural development researg
change researc
You GO‘:esearchSeptember February The Nursery: BetRegrel November _ _ ) June
_ The Nursey: creative creative reviewduly The Outsiders: Creative Outsiders: Creative Final
Segmentation development development research edit researchAuqust
Augustd October February J

November
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3 Strategy Development

This chapter reviews the role that strategy development played in et Regret campaignlt draws on
research conducted in both years of the campaign, by YouGov, The Nursery Research and Planning, and
Ipsos MORI.

3.1 Research overview

YouGov Frequent Gambdr SegmentationStudy August- October 2018

Thisresearchexplored the behavioursand attitudes of frequent male bettorsacross the UKYouGov

conducted aquantitative survey of 2,097 men aged 446 in the UK who have gambled (bet online or in
person on sprts, or online casinos) in the last four weeks. Fieldwtr&k placebetween the 1t August

and 5th September 2018 with figures weighted to be representative of the UK male gambling population by
age, region and social gradeSurvey data was used to conductfactor analysishat identified key
discriminating variableand a cluster analysis of respondents based on these varialidgsitified six

segments.

The Nursery: Safer Gambling Development Reseafzptember 2018

The Nur®ry conducted four focus groups witimale frequent bettors aged 1834 from a mix ofsocial

grades Respondents were required to bet on sports or casino games more than twice a week,\aeik
screened toensure they aligned with the target audienceFieldvork took place in Glasgow and Watford on
29" and 30" August 2018.

Ipsos MORI: Behavioural Change Reseakttvember 2019

To help inform the secondstage of the campaign,which was to include some form of behavioural nudge
support bettors reduce riskybets. Ipsos MORtherefore carried out an online trial ofour behavioural
nudges® Respondentswere drawn from waves 24 of the campaign trackingGiven the need to establish
the performance of each nudge in a real life setting, a largely qualitative approach that monitored a small
number of bettors over time was chosemfter completing an introduction surveywhich included choosing
from between two of the four nudgeswhich they would like to trythe 73 respondents trialled one of the
four tipsfor 12 days (including two weekends of Premier League football). During the trial period,
respondents filled in a progress journal to capture ongoing progre with thenudge they had been

assigned and also filled in a migdway survey after the first weekend of the tridit the end of the 12 days a
final feedback survey with all respondents and follow up tedepths with 12 respondents captured their final
thoughts on how usable and impactful tHebehavioural nudgehad been.The survey data captured how
much they had used the nudge and how impactful they felt it had been.

3.2 Understanding the audience

During the strategic development stage of the campaign, research proved crucial to understanttieg
behaviours attitudesand perceptionsof frequent male bettors in the UK

8 These statements were taken from tieroblem Gambling Severity Index (PG®pre information onthe PGSI can be found here
https://www.gamblingcommission.gov.uk/newaction-and-statistics/Statisticand-research/Probleragambling-screens.aspx

9 The details of how the behavioural nudges were conceived and developed for research is detailed in the cgmpiairrative Report:
Safer Gambling Campaign Development: Avoiding Bet Regret; an overview of the campaign to date; December 2020).
https://www.begambleaware.org/forprofessionals/safegambling-campaign
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3.2.1 The YouGov segmentation used cluster analysis to ideritify characteristics ahe most risky
bettors

In the quantitative survey conducted as part of the YouGov segmentation, questions were askedngtat
gambling attitudes, perceptions and behaviours. Factor analysis was carried out to reduce the number of
variables in the datand they were grouped into similar areas. Cluster analysis was then applied to look for

patterns in respondentsd attitudes, and segments who
established.

Six segments were identified, each having their own séattitudinal and behavioural traitsThe
segmentation highlighted that the minorityofbettr s i n t hi s profil e -ahee | i kely t
higherrisk segmentsA, B, Cmade up a32% ofthe total audiencec o mpar ed to 69% i denti fie

The segmentatiorfurther identified the complex interaction between betting behaviours, attitudes and
attributes of selfreflection, and showcased the wide range of betting profiles within the target audience
demographic of young malebettors. Bettors exhibiting risky behaviour were shown to require a range of
interventions and suppord for example, within Segment B (the highest risk group), a small proportion were
unaware that they should cut down their gamblidf) and although most wanted to cut down (80%pnly

59% were actively taking steps to change their gambling habits.

The segmentation also captured demographic sociodemographic and media consumption profiles of
bettors, revealinghe key attributes of hose exhibiting the most risky behaviours that could be used to help

reach those most likely to benefit from the campaign

Figure 3.1: Segmentation overview

Audience Betting traits Sociodemographics
Segment A Gambles more than others to Lower income, more likely to be married and
(10%)(High relaxand escape from the stresses have children, and more likely to be in Londor
Risk). of life d they bet frequently, often  and the West Midlands. Get their news
exhibiting risky behaviours, such  through traditional meansdthe TV and
as chasing losses newspapers, but also read blogs. Highly
engaged with media overall, but less so social
media.

Tend to struggle with gambling as More likely to be C2DE, as well as unemploye

Segment B they often do with other things in  or not working. Fairly average media usage,
(10%)(Higher  their life & low ability to delay with a higher likelihood of reading The Sun.
Risk). gratification Less engaged with politics in general, but

describe themselves ¢

They are regular bettors across Bigger TV watchers than average, using it to

Segment C sports, more than others see stay informed. Readersforhe Sun, The Metro
(12%)(Medium  betting as a test of their and The Daily Mail. Susceptible to advertising
Risk). knowledge and skilb but still influence. Big sports fans and enjoy their free
sometimes display risky time.
behaviours
022% agreed that 61 dondt think | gamble too mucho
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Segment D Moderate and relatively infrequent Less engaged with most forms of media, but
(23%):(Low bettors 8 enjoy the excitement of  average social media habits. Less influenced
risk). betting but are reasonably self by online advertising.

aware and in control of it

Segment E Bet for a little bit offun, and find Older segment. Less engaged with

(25%):(Low / that it adds spice to the newspapers. More likely to watch terrestrial

No risk). excitement of the sports they are  television channels. More likely to be right
fans of, especially football wing voters.

Segment F Just make the occasional bet from Less likely to have children. More likely to get

(21%)(Low / time to time 8 see themselves as  their news from TV, but less likely to watch it i

No risk). dabblers, not habituabettors general. Less likely toead newspapers.

Engaged with Instagram and Reddit. More lefi
wing and more likely to have voted to remain
in the EU.

Outcome:

SegmentsA, B and C(comprising 2% of the total sample) were identified as a key focus for afyure
campaignintervention. They make up42% of allthose whogamble 3+ times a week, and 87% of those
scoring as medium rislkr problem gamblerbased on PGSI problem gambling indicators, witbasonable
numbers expressing readiness to cut down.

Details of these three segments were used to infommedia strategy and target groups for any future
behaviour change objectives. It also fed in to informing tmecruitmentprocessfor focus groups conducted
by the Nurseryin year 1 of the campaigrand recruitmentfor the campaign tracking run by Ipsos MORI
throughout the campaign

3.2.2 Readiness to change gambling habits was higher amongst high tiektors than low riskbettors

Of the sk segments identified in the YouGov research, the three segmentsgAndC) that had a higher
incidence ofhigh-risk bettors showed more willingness to change their gambling behaviottearly half
(47%) of segment A agree that they think they should cutlown their gambling rising to 80% amongst
segment B, and a third33%)amongst Segment C

The lower risk segments (D, E andWgre significantly less likely to think they should cut down their
gambling. A third (32%) of segment D agreed, decreasing t&of segment E and 6% of segment F.
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Figure3.2: Level s of agreement with the statement O6Somet i me¢
gambl ingd by segment
Sometimes | think | should cut down my gambling? (Q19_2)
m Disagree Neither agree nor disagree nAgree

Total 54% 21% 25%

Segment A 26% 28% 47T%

Segment B 8% 12% BO%

Segment C 31% 36% 33%

Segment D 38% 30% 32%

Segment E 87% M%

Segment F T9% 16% 6%

Base: All male gamblers aged 18-45 (n=2,087);
Segment A (n=204); Segment B {n=18T); Segment C (n=253]; Segment D (n=433); Segment E (n=518); Segment F (n=448) Sowrce: YouGov Segmentation

Similarly, higher risk bettors were more likely to already be taking stepfy and change ther betting

habits. One fifth of all surveyed (20%) agreed with t
habits to cut down or stop right pQ®agEemeriwashighedongst t h
as high as over half (59%) in segment B.

Figure33:Level s of agreement with the statement 61 am act
to cut down or stop right now?0d6 by segment

| am actually changing my gambling habits to cut down or stop right now? (Q19_3)
m Disagree u MNeither agree nor disagree m Agree

Total 53% 26% 20%

Segment A 21% 34% 45%

Segment B 14% 28% 59%

Segment C 49% 33% 18%

Segment D 43% 3% 24%

Segment E 84% 14%

[ 22 |

Segment F 66% 26% 8%

Base: All male gamblers sged 18-45 (n=2,087);
Segment A (n=208); Segment B (n=187). Segment C (n=253). Segment D (n=483); Segment E (n=510). Segment F (n=448) Source: YouGov Segmentation

These findings from the YouGov segmentation were corroborated in the focus groups conducted by the
Nursery in September 2018. €Hocus groups spent time exploring what measurésttors would be willing
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to put in place to maintainsafegambling or to cut down. Through exploring what ideas they believed
would be effective, it was clear that many high or medium risk bettors were adhg thinking about ways
they could cut down.

Outcome:

Within the broader campaign audienceGambleAware identiéd that preventative behaviouinterventions

would be most relevant to higher riskmore frequentbettors. In year 2 of the campaigthis led b the Ipsos
MORI Behavioural Change Research (November 20h8j testedf our potenti al Wwthavi our a
high risk bettors

3.2.3 Higher riskbettors are more likely to gamble to escape boredom, whilst low riskttors are the most
likely to gamble for fun

In the YouGov segmentatiotvettors were asked what they thought were the reasons why they themselves

took part in gambling. Over half (64%) dfigher riskbettors believed they gambled to escape boredom or

to fill their time compared to only a quarter of (25%) of low ridlettors saying the same, and fewer (17%) no
riskbettors’* 6 Bet ti ng when boreddé became one of the 6Avoid
the campaign.

In contrast to this, the most common reason for low riglettorst o bet was because itods fu
quarters (76%) of low riskettors felt fun motivated them to gamble compared to 64% of medium risk
bettors and 62% of higler risk bettors.

Figure 3.4: Reasons cited as to why frequent male bettors gamble by risk level

% alwaysloften
sMNo =Low =Medium - High

9%

7% T4%
7 mr.
67% 67% 0%
635 “%62"& 0% 61% B4
555 — o
47%
4%
4% 2% 32%
24% 25%
17%

because it's fun because its to make money for the chance of because of the as a hobby for the mental to escape
exating winning big money sense of or a pastime: challenge orto  boredom of to fill
achievement learn about the my time
when 1 'win game or activity

Base: Al male gamblers aged 18-45 (nw2 087), 3
Segmaent 4 (n=208): Segmant B [(n=187): Segment C (n=253): Segmant D (n=483): Segmaent E (n=510): Segmant F (n=440]) source: YouGov segmentation

Other reasons higler riskbettors were most likely to cite, compared to mid and lowst bettors, as why they
bet were because it helps when they are feeling tense and that it helps them to relax. Nearly half of high risk
bettors bet to relax (44%) and bet because it helps when they are feeling tense (43%) compared to only one

11 The segmentation used the Problem Gambling Severity Index (PGSI) to determine whether participants were low, medium or high
risk gamblersMore information on PGSI scoring can be found heréttps://www.gamblingcommission.gov.uk/newaction-and-
statistics/Ststics and-research/Probleragambling-screens.aspx
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fifth (20%) d low riskbettors saying they bet to relax or under a tenth (9%) who say it helps when they feel
tense.

Outcome:

A thorough understanding of why individualbet and the scenarios in which they do swelped inform the
selection of which real life situati@anto depict in the campaign execution, and highlight as attributes of risky
betting & for example betting whilst boredCampaign tracking was able to further explore the relevance of
the situations betting when bored and betting.

3.2.4 Betting behavioursvary greatly between individuals and common ground is elusive

In the focus groups conducted as part of th&lurserySafer Gambling Development Resear¢Beptember

2018) it wasestablisted that finding behavioural common ground amongsbettorsis very hardto do.

Di scussion of everyoneds bet tlongrganding labitforsoneagantblerr out i nes
could easily beconsidered out of the ordinary for someone els&imilarly, a big loss could be an irritant for

some, but for others could mearthat they could not pay their bills at the end of the montlkither way, as

the quote below demonstratesbettors felt that establishing what was typical behaviowas too difficult for

anyone to attempt.
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The YouGov segmentation also indicated significant variances in behaviours amongst bettors, specifically in
the amount of time spent gambling in a day and what time afay they usually gamble. One fifth (20%) of

both segments A and B spend two hours or more a day gambling compared to only a small minority of
segments D (4%), E (3%) and F (18#@hilarly the majority of segment F (68%) only spend 15 minutes of less
a day gambling compared to one tenth (12%) of segment A. The time of day varied significantly between
segments too, with nearly half (41%) of segment A saying they gamble during the week latégat

compared to less than a tenth of segments D (9%), E (6%) and%) also saying they gambled then.

3.2.5 The emotional journeyof a bet provides more commonalities amongst bettors than behaviours

The NurserySafer Gambling Development Researaksedfocus groupsto explore the journey that bettors

go through when they place a bet. Bettors were asked to explain how they felt at different stages of the bet,
from initial consideration, to placing the bet, through to finding out the result. The research found timet
emotional journey the bettor feelsvasconsiderably more universal thatheir behavioursand routines.In
groups, participantsstruggled to agree on what an affordable bet was, or how often was too often to be
placing bets however, they did identifyhie different stages of placing a bet and agree on what emotions

they experienced at each stagdhis includedgonfidence before placing the bet moved to excitement

having placed itthen depending on the outcome ended in relief or disappointment and frustian.

G.SGGAY3I A& lt6leda Y2GAQIGSR o608 GKAYlAY3I L 1)

As the quote fromone group participant above suggestghe research showed thabettors were confident
in predicting how they would feel whemetting.

Outcome:

The fact the behaviours were so varied amongdstttors, but the emotional journey more universal led to
the conclusion that the campaign should focus on the universal emotions experienced by everyone in their
betting journey. The brief for creative developent was therefore to focus not on defining what an
impulsive, ilconsideredbet is, but on howit feels.
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3.3 Insights for creative development

Strategic development research provided crucial insights that were iiei creative development stages of

the campaign.

3.3.1 There are important perceived differences between betting and gambling

Focus groups conducted as part of the NurseBafer Gambling Development Resear&8eptember 2018
revealed the subtle but clear differencdsetween the discourse around betting and the discourse around

gambling.

Fundamentally, gambling feels much more loadex$ a termthan betting. Bettors feel that gambling hasa

6bad

words with O6bettingd, participants came up with
same thingwi t h 6gamblingd, they came up with o6riskad,
knowledge.

332 The idea of ©&éa bet yostronglywitlkbettosmur sel f for

p ri®seen asnaensdrious and addictive than bettindBetting however was not associated with
addiction but with skill in the minds of the male bettors who took part in groups. When asked to associate

The Nursery Safer Gambling Development Research with bettexsealed that thefeelings attached to
losing a bethas considerable emotional resonance and potential in getting bettors to reflect on their
behaviour. The research uncovered thre&ey typesof loss experienced by bettors

“Pve lost, | was unlucky”

Losing the bets you expect
to win: these are the bets
that felt like an informed
decision and were placed
with some ‘knowledge’ of
the sport / game, so losing
feels unlucky and
annoying.

Annoyance

“I've lost, but | was
unlucky”

Losing the bets that were a
calculated long shot: had
these bets come in, it
would have meant
significant winnings, losing
these however is not as
irritating and the outcome
is accepted more easily
than other losses.

Acceptance

Disappointment

“I've lost, and I'm kicking
myself”

Losing the bets that the
bettor knows should not
have been placed in the
first place: although the
reasons why a bettor thinks
they should not have
placed them in the first
place varies greatly, the
sense of regret experienced
after losing them is
universal.

Regret

The loss experience that had thenost potentialfor campaign developmentwvas identified adosing the bets
that bettors knew they should not have placdgettors strongly related with this type of loss and the feeling
of regret that accompanied this sort of loss was very relatable across all focus ggsou
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Outcome:

This insightfrom consumer researched to a brief for creative development in which the key thought to

express i n t he watcheoat foi the detsrthatydudick youraedf fordas soon as you make
t h ednaking the Nursery insight further than just regretting the bets you lost because you know you
should not have made them in the first plac@ he creative agency M&C Saatchi then developed a number
of creative routes around this brief which were testedicrefined in two further stages of qualitative
research with the campaign audience (The Nursery creative development research 2018 and The Nursery
creative review and activation idea testing February 2019).

3.3.3 Bettors benefit from behavioural interventionshich help reduce risky betting behaviours

In the second year of the campaign, the focus shifted from achieving broad recognition of risky behaviours

to actively helping frequent bettors moderate their behaviour@ambleAware hoped to do this through
developing a mental aid for bettors to use to cut ouimpulsive, ilconsideredbets. The Ipsos MORI
Behaviour al Change Research conducted combaumer tr
workshop with behavioural change scientists and academic exgérTheresearchtrial showed that each of

the four nudges (detailed in figure 3.5) had different strengths but that all showed signs of successes with
bettors.

Figure 3.5: Details for the behavioural nudges / tips that were tested

SAY THE BET BEFORE YOU DECIDE
It's easy to rush into making bets that you regret the moment you place them.
Here's a tip that many people find useful — pause for a moment to check your bet by saying it to

yourself before you place it, you can help avoid making the kind of impulsive bets that you kick
yourself for after.

So whenever you are about to make a bet, try to take a moment to say the bet out loud to yourself
before you finally decide whether to make it or not.

Does it still sound like a bet you want to make?

CLOSE YOUR APP BEFORE YOU DECIDE

You know those bets you regret the minute you make them? You kick yourself for getting caught
up in the moment and rushing into making them without really thinking about it.

So here's a tip that many people find useful — whenever you are about to place a bet, try to
take a few seconds to close your betting app before deciding whether or not to open it again
and press that ‘Bet Now’ button

Do you still want to place the bet?

12 Details of those involved in the development of the behavioural nudges can be found in the Narrative Refafer Gambling
Campaign Development: Avoiding Bet Regret; an overview of the campaign t¢ Datember 2020).
https://www.begambleaware.org/foiprofessionals/safegambling-campaign
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SET LIMITS

It's easy to lose track of your betting and bet more than you intend, and regret it after the event.

Here's a tip that many people find useful - you can set limits on how much money and time you want
to spend on every betting app and website. Think of it like a safety net, it doesn't stop you betting
but it stops you betting more than you intend.

So take a couple of minutes to set your limits on your betting apps — and then relax in the
confidence that you won't be one of those people who spend more than you intend.

TAKE A QUICK LOOK AT YOURSELF

You know those bets you regret the minute you make them? You kick yourself for getting caught
up in the moment and rushing into making them without really thinking about it.

Here’s a tip that many people find useful — taking a quick break to look at yourself before placing a
bet, can help you avoid making these kind of bets.

So try to take a few seconds to take a quick look at yourself before you decide whether or not
place a bet. For example, look at your reflection in your blacked out phone screen, or in a nearby
window.

Does it still look like a bet you want to make?

Overall, themajority of bettors who took part in the trial were positive about the nudgeSigure 3.6 below
shows that only a small minority said they were unlikely to either not continue using their nudge once the

trial had finished or that they would not recommend to a friend.

Figure 3.6: Likelihood to continue using the Tip, and likelihood to recommend the Tip

Likelihood to continue using the tip

Likelihood to recommend the tip

uVery likely = Fairly likely u Unlikely Don't know
Close the app 41% 44% v Close the app 26% 67% 7%
Say the bet 44% 50% 7% Say the bet 44% 3T% 13% &
Take a look at yourself 40% 53% Take a ook at 44% 50%
o yourself
Set limits 3% 57% Set limits 44% 22% 1%

Source: fpsos MR | Base: 73 respondents Source: Ipsos MORI enline behavioural study

334 6Cl osing the appd was the most appealing

Of the four different nudges trialled inhe Ipsos MORI behavioural change reseajch 6 CI o s e
most appealing to frequent bettorsAt the start of the trial period, bettors were given a choice between two
of the four nudgesabout which they would like to try out for thel2day period. This was to try to
understand how likel bettors would be to adopt the nudges outsidef a research context, as this would be
crucial to overall campaign impact. Figure 3.5 shows the form that the nudges were presented in to
participants; they had the chance to read how the two nudges workedftiee making their decisionClose

the app wasthe most commonlychosentip, followed by Say the bet.

behaviour

t he
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Furthermore, he survey completed at the outset of the trial revealed thattdeC| os e t hewa®\p p &
expected to have t he behavipgreasdto be thepeasest to meorpdratetinttooar s 6
betting routine. In contrast, not everyone believed they would actually @ay the bebor dake a look

nudge going forward, or that it would have an impact if they did use ithe appeal of Closehe App was

not | imited to bethoweves. ©Ovefthercautse obthedrialuthe tippwas useld i t
consistently, whereas the other tips had low initial take up that took time to increase.

Close the appalsoproved to be impactful amongst bétors in ways that fit overall campaign objectiveBhis
was evidenced not just in progress journals and follayp interviews, but also in the final survey of all
participants.Bettors who trialled Close the app wettie most likelyagree that their tip hal encouraged

them to place less risky bets, and also to make theptace less bets that they regret the moment they make
them. Qualitative response (bettorewn words) also supported the decision to go with Close the app,
demonstrating higher levels of engagement and enthusiasm. (It was also judged by communications
practitioners to be easier to communicate in an impactful way).

Figure 3.7: Impacts of using the tip andt he end of the trial

% yes

= Close the app before you decide = Say the bet before you decide m Take a quick look at yourself Set limiis

57%
53%
44%
38%
33% 33% 33%
20%
15%
6%

0% 0% [ 0% 0%

Owverall it stopped me from Crverall, it encoursged me to Crwerall, it made me think Owerall, it made me placs less ltmade no difierence at all
placing bats place less risky bats twice about whather or not | ofthose bets that | regret the
wanied o place esch bet mament | 1ake tham

Base: All respondents (n=85) source: Ipsos MORI online behavioural study

Outcome:

The behavioural trial had confirmed the value of the Bet Regret campaign championing a mental aid to
support those looking to moderate their betting behaviour#\s the potential of Close the App as a mental
aid to help cut dovn on impulsive bets, the communications brief for year 2 of the campaign was to
popularise the Close the App tip and make it memorable. M&C Saatchi, the creative agency, developed|a
number of creative routes to do this that were subsequently tested indsagroups conducted by the
Outsiders (January 2020).
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4 Creative development

This chapter reviews the role that creative development research played inBeeRegret campaignlt
draws on research conducted by The Nursery Research and Planning, andOlsiders.

4.1 Research overview
The Nursery: Creative Development Resear@htober-November 2018

The Nursery conducted focus groups with frequent male bettors aged 185. Groups took place in three
locations across the UK; London, Cardiff and Glasgawwd happened between 259 October 2018The
research explored three creative routes produced by M&C Saatchi and providegcommendation for
how best to take each forward for further development.

The Nursery: Creative Review and Activation Idea Testietyruary 2019

The Nursery research involve8lfocus groups in Londoron 6 February 2019. Two groups were conducted
with frequent male bettors aged 185, and one group with a selection of the female partners of
respondents from the other two male groups. Research was used to sense check two filmOanadf

Home ads before they were launched, and to explore new brand activatioleas.

The Nursery: BetRegret Creative Reviéuwy 2019

The Nursery conducted focus groups across London, Cardiff and Glasgow with frequent male bettors

aged 1835. Groups occurred between 101 July 2019. Groups were used to explore new creative ifteas

the campaign, and to explore the extent dfher &cldlilnkand
Twi ce® mes s aay abehavicuralangée ahticipation of the overall campaign focus shifting in

from building awareness to achievingehaviourchange amongst bettors.

The Outsiders: CreativBevelopment Researchebruary2020

The Outsiders conducted 9 focus groups and 32rginute follow up interviews with frequent male bettors
across three locations: London, Cardiff and Glasgow. Reskaested different creative routes that aimed to
popularise the idea of closing the betting app to avoid Bet Regret.

The Outsiders: Creative Development Researdine 2020

The Outsiders conducted 3 online focus groups with frequent male bettors aged3B8Respondents came

from across the UK, with representation in England, Scotland and Wales. The research was used to validate
the impact of the Tap Out Campaign without a famous talent, and to sense check scenarios used in the
creative in the time of COVIEL9.

The Outsiders: Final Edit Researhgust 2020
The Outsiders conducted a final 3 online focus groups with male bettors from a mix of locations. Research

was used to carry out a final sense check of the films before their launch and establish if tlaiceeassets
needed any tweaks in terms of tone, comprehension, communication and appeal.
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4.2 Refining creative routes

Throughout the campaign, creative development research was used to inform the process of developing
and choosing the potentially most effette creative ideas.

4.2.1 Research was used to test different creative ideas against one another to inform decisions about
which to take forward as part of the campaign

In the Nursery creative development research, conducted in November 2018, three creativesout

produced by M&C Saatchi were explored in focus groups of frequent male bettors. Each creative idea was
explored in turn, with time on each spent discussing its relative strengths and weaknesses and the imagined
impact it would have on an audience of bairs, i.e. would it encourageafegambling.

The three routes tested in groupswerlu g Bet , Dondt Khpmcturedbbelow). Thewer@uc ked | n
each intended to be further developed into TV ads but were still at the development stage. Therefore,
moderators used scripts and visual moakps of what the finished ad might look like to test the ideas.

Figure 4.1: The three creative routes as shown to participants in the Nursery creative
development research November 2018 (from lefttorightt Mug Bet , Dondét Bet On 11,

A flutter to fill time?

THINKING YOU CAN'T LOSE AFTER A FEW BEERS?
o Don't get sucked in

1S A MUG BET TING

EXPERT ON THE HOREAN K-LEAGUE WHE CHASING LOSSES?
BeGamble BeGarmbl
DONT BET ON T mbleAs

Through conducting focus groups in three locations across the coundrizondon, Cardiff and Glasgow

the research revealed that there were important regi o
ideas.The characters in théug Betidea for example felt like an unrelatable and exclusively London type of

person to bettors in Cardiff and Glasgow.

The Nursery research made recommendations and suggestions for ways each creative route could be
developed to beas impactful, resonant and relatable with its audience as possible. As the ideas were not
finished products and still in the development stage, the research was able to make suggestions about ways
each idea could be changed. This included suggestions abthe tone, scenarios used, and which emotion

to focus attention on.

Further qualitative research conducted by the Nursery, in July 2019, also tested different creative ideas in
groups to explore the relative and strengths and weaknesses of each. The igess also in the early
development stages, and the research offered valuable insights for the creative agency to take forward
when developing the campaign further.
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Outcome:

As a result of theresearch conducted by the Nursery in November 2Q18e creative routeMug Betwas
ruled out of consideration for being developed further as part of the BRegret campaign.
Recommendations for how to develo@ o n 6 t  lweré takennn ta account andhe idea was turned in
to the film used for TV and online advertising in stage 1 of the campaign

4.2.2 Research was used to sense check assets before they were fully launched

In February 2019 and August 2020, creative development research was used to sense atisdk their

finished form. The purpose of this was to establish if the creative assets needed any tweaks in terms of tone,
comprehension, communication or appeal. It also could answer the question of whether it would attract
enough attention, or whetherfurther steps needed to be taken.

Before the first main wave of advertising in March 2019, the Nursery conducted three focus groups with
frequent bettors and partners of frequent bettors. The research was used to sense check two films before
their launch.Groups showed that although both films were well understood and the situations felt relatable,
there was a perceived difference in tone between the two ads.

Figure 4.2: BetRegret TV ads

-
THINK rme un
) oo eer

youlL m

BeGambleAware org

4 ! BeGambleA

The Kebabfilm was seen as more lighhearted than theChasing losse8lm, which was felt to be darker and
more serious, with some even mentioning associations of addiction. This insight meant adjustments could
be made to the film before its launch through adjusting the time spent on certain frames, specifically on the
frame ofthe bettor stood alone in his kitchen, and to the lighting of the video.

Research conducted by The Outsiders in August 2020 te
assetdn finished formbefore they were launched on TV, digital anddio on September & 2020.(NB. The

creative route tested here had been chosen on the basis of earlier resedythe Outsiders Feb. 20206 in

which 3 alternative creative routes were tested, each communicating the Close the app nudge in different

ways).In focus groups conducted online with bettors from a spread of locations (including coverage in

Wales and Scotland), moderators established whether bettors understood the message takeout, and

whether the tone was perceived as too violent @@o humorous. What came out of the focus groups was

that the actions depicted were not perceived as too violent, and that the humour did not detract from the

overall message.
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Figure4.3: 6 Tap Out to Time Outé TV ad

BeGambleAwareory

Had bettors struggled to recall the action being suggested in tlagls, tapping out, then there was the

option to lengthen the end frame or to simplify the language used. Research showed however that bettors
were easily able to recall the call to action of tapping out. The research also revealed that some assets were
more impactful amongst younger audiences, and so was able to recommend targeting them at younger
audiences.

4.2.3 Research helped validate the inclusion of behavioural change messaging

In the second burst of activity of the campaign, the same core content ran asrali media, except in the

second burst a more behavioural nudge was added to the end frardéd Yo u o | | Bet Regret 11t0
Twice or Youdl |l Bet Regret |td. This change in messadg
anticipated theshift that would happen in stage 2 of the campaign when the focus became achieving

behaviour change amongst bettors.

In research conducted by the Nursery in July 2019, focus groups were used to explore the extent to which
bettors t ook omtheads]dnd how strdng iecaleodthefmessage was.

The research found thaThink Twiceas a message was easy to remember and understand. All bettors felt
able to sign up to it as a call to action as it felt like good advice for whatever betting situativey were in
but was not didactic.

Al t hough the objective of exploring the resonance of
it proved useful in avoiding any unexplainable drops in comprehension in the campaign tracking being
conducted concurrently by Ipsos MORI.

4.3 Adapting to changing circumstances

The unprecedented circumstances that th€oronavirus pandemicreated meant a lot of adjustments had
to be made to the campaign schedule. Creative Development research was usedddtaise adjstments.

4.3.1 Testing the impact of the campaign without a famous talent

Lockdown and related impacts on international travel meant that it was not possible to use a kredivn

WWPwr estl er from the US in t he uétdlaupch Apul202a. Wwith®i me Out &
government commitment to allowing live sport from July, the campaign waspknned for a September

launch in line with the start of the new football season. However, the continuing pandemic necessitated a

move to a locallyavailable talent for the featured wrestler.
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Creative Development research conducted by the Outsiders in January 2020 had explored the creative
route assuming that a welknown WWF wrestler would be involved. The conclusion from these focus
groups was thatusing a widely recognised wrestler added salience to the ad. When it became apparent that
a using a famous wrestler was not possible, further qualitative research was conducted by the Outsiders in
June 2020. A key objective of this follow up research was/alidate the impact of the Tap Out campaign
without a famous talent.

The follow up research concluded that without the famous wrestler the ad still had impact amongst bettors
and was seen as memorable and relevant. Further, the wrestler put forward asstiggested local
replacement, Drew, was known by some and was clearly a professional wrestler to those who did not know
him.

Outcome:

Focus groups conducted by the Outsiders in June 2020 showed that not using a famous wrestling talent
would not have a sigificant impact on the campaign, and so production went ahead with the suggested
local replacement.

4.3.2 Sense checking the betting scenaritisat during COVID 19were no longer directly applicable

In the wake of the Coronavirus outbreak and subsequent socimtdncing measures, the suitability of

certain aspecfosTionie tthuet 66 Tcarpe aCtuitve routes came into qu
planned to be shown in the ads did not match the reality of COVII®. Also, the moves the wrestler was

due to cary out on film would clearly not adhere to the socialistancing rules in place at the timé&ocus

groups carried out by the Outsiders in June 2020 were therefore used to explore the impact of C@MD

on the creative assets.

The ads all depicted places which people now had a far more restricted access to because of Coronavirus,
for example pubs, work canteens and cafda.focus groups with frequent male sports bettors however, the
Outsider research showed that the ads not deging strictly COVIBL9 compliant scenarios was not an issue.
No respondents mentioned COVIEL9 spontaneously in groups, and when probed no one thought it was

an issue. Some in groups even welcomed seeing an ad set in places they used to be able to geftre
CoVIB19.

Similarly, the actions performed by the wrestler were not an issue for anyone, despite its lack of social
distancing. Respondents all thought things would be back to normal and that in the meantime as escape
from thinking about Coronavirusvas a good thing, not as reason to disengage with the ad.

Outcome:

Focus groups conducted by the Outsiders in June 2020 to check the impact of Coronavirus on reactions to
the ads, and the changes that had to be made as a result of the pandemic, provided the necessary
reassurance to proceed worfTh mpr @duo ét mads . of the |[6Tap OU
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5 Measurement

This chapter reviews the role of tracking research in helping provide regular feedback on exposure to, and
impact of, the Bet Regret campaign.

5.1 Tracking r esearch overview
Ipsos MORItpsos MORI Tracking Waves/1Nov 2018- Nov 2020

Ipsos MORI were commissioned to conduct a rolling programme of survey research to help evaluate the Bet
Regret campaignThe design of the tracking research provided regular feedback on the performance and
impact of the campaign the objectivesof the tracking research were to:

Evaluate exposure to the campaign

Provide feedback on asset performance

Measure shifts in attitudes and behaviours

Track evolution of the campaign

Capture wider changes in prevalence of gambling in changing circumstandas to COVID 19

To date, seven waves of research have been commissioned. Fieldwork typically took place before and after
a media burst, providing valuable pre/post data on which to measure shifts in attitudes and behaviours.

All surveys were conductednline using the Ipsos MORI Online Access panel. Most waves comprised of a
total of ¢.1,600 responses across two separate samples: 600 responses from the Campaign Audience, and a
1,000 from a nationally representative sample of all addftShe table belav provides a further breakdown

of the key subgroups tracked throughout the study. In addition to the waves of regular tracking, a further
short survey was conducted in November 2019 with 26@les aged 1644 who bet on sports or on online
casinos living irthe UK(matching the Campaign Audience in the main tracking)his survey was used to
specifically test the recognition and value of campaign assets featuring David Jiimes

Audience Definition n=
Campaign Frequent male bettors aged @4

. 600
Audience

(Subset of Campaign Audience)
Behaviour Change  Males aged 1644 who bet on sport online and/or football, and

. i 386
Audience who bet at least twice a week

(Subset of Campaign Audience)
High Risk Gamblers Males aged 1644 scoring in the top band of risk statements at Q1( 224

13The exception is Wave 3, which was only asked of 600 members of the Cagmpaudience.
4The initial David James activity had started after Tracking Wave 4, and so not coveredtinistwas covered in later Tracking waves,
but specific research was undertaken to inform immediate media decisions before the next standardrnpaldve.
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Bet using an app (Subset of Campaign Audience)
Males aged 1644 who typically bet using an app on a smartphone 430

or tablet
All adults Full general adult population 1,001
Wider gambling (Subset of All Adults sample) 502
Audience General adult population who gamble frequently
Non-gambling (Subset of All Adults sample) 499
Audience General adult population who do not gamble

5.2 Exposure to the campaign

5.2.1 The tracking research helped validate the campaign media strateggcognition was high and well
targeted

The second half of each survey asked respondents whether they had seen or heard of the Bet Regret

Campaign. As shown in Figure 5.1 below, recognition was consistently higher among target groups for the

campaign. More than threequarters (77%) of thoseexbii t i ng ri sky betting behaviou
seenthe campaign at waves 2, 4 and 7; three times as many as those who did not gamble {S&ambling

audience).

The tracking research also provided some spoints of co
campaign norms database suggested that campaign recognition was broadly in line with other national TV

|l ed campaigns in the public sector, and was perfor min
campaign?®

As expected, lhie decay in recognition scesaligned with bursts of highprofile media activity; however,

campaign recognition remained relatively high among key groups during periods of lower campaign

activity. This suggests that both that audhandtbaa | way s on
the campaign overall was memorable.

Further research commissioned in November 2019 also v
relationship with David James. More than half of the campaign audience (53%) reported having seen an

advert featuring David James; most recognised him (69%); and an overwhelming majority (79%) thought

that it was a good idea for the campaign to feature him as an ambassadbhis research allowed for fast

decision making and the immediate continuance of thésrand of activity (without waiting for the next

standard tracking.

“Comparing results for wave 4 with similar met rdAWIi&ESSobréwWognithenet
was 56% amongst regular gamblers, and 36% amongst all adults.
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Figure 5.1: Campaign recognition o prompted (waves 1 -7)

Campaign recognition by audience - % recogniser

72%

u\Wave 2
Wave 3
3506 355  38% Wave 4

u
20% L 24% Wave 5
18% 10%, 1Wave b
I - o

Campaign audi High Risk Score Wider gambling audience  Non-gambling audience

“Comparisons between waves should be freated with caution, as ad prompts necessarily changed to reflect the change in execufions of the campaign.

Base sizes: Campaign Audience (600), (Behaviour Change Audience (386), High Risk (224) Wider Gambling (502) Non-Gambler Audience (499) Source: Ipsos MORI online survey

Outcome:

Metrics relating to campaign recognition confirmed that the campaign had an efficient media strategy with
spend targeted in theright areas to maximise exposure among key groups of interest. It also validated the
importance of the social media content and the use of David James as an ambassador to the cam@aggn
role that he has continued through further iterations of the camgga.

5.2.2 The tracking research also showed the campaign to have significant cut through despite a relatively
small share of voice against other gambling ads

As part of the measurement of campaign exposure, the tracking research also asked for recognition of

relevant advertising that promoted safer gambling messages without showing the Bet Regret Campaign

asset®®t hi s was known as O6unprompted recognitiond. As ex
examples of adverts they had seen encouraging peoplettink about their gambling and avoid making

bets they might regret before they were shown visual examples of the camping.

The tracking data showed that the proportion who had seen or heard relevant adverts increased over waves

5-7; moreover, respondents @re more likely to recall key elements of the Bet Regret campaign than they

were able to at wave 4 (such as reference to BeGambl e
also highlighted thechallenge the Bet Regret campaign faces in standingeus 6t op of mi ndd aga
high profile safer gambl i ng me s&thigwascites byd4Ps oapeople@ When Th
who had seen relevant advertising at wave 4.

As noted in the narrative report of the campaidf; total spend of the BeRegret campaign represents a
2.8% share of voice of total sports betting spend. In this context, the Bet Regret camph#gsecured a
high level of awareness and engagemenrtlative to the level of campaign spend.

16 https://www.begambleaware.org/forprofessionals/safegambling-campaign
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Outcome:

Tracking of 6égnptbobmpbeHelped place the Bet Regiret

context of other safer gambling messages. The salience of the language of Bet Regret within this measure
will continue to help the campaign evaluate whether it has been successfliding at the forefront of
bettords minds.

5.3 Performance of the campaign
5.3.1 The campaign was well received and viewed as memorable, entertaining and engaging

The tracking research complemented earlier creative development qualitative researchroyiding
guantitative feedback on how bettors reacted to campaign content.

Overall, the results validated earlier research in confirming that bettors found the content memorable,
entertaining and engaging. Despite the humour and fictitious nature of thenspaign, viewers understood
the universal emotions experienced by the charactérsnost found the content believable and relatable.
The tracking research also showed that the second iteration of the campaign, and launch of Tap Out for

c

Timeout, delivered father impetusét he scores for being dédentertainingd

significantly between waves 6 and 7 (from 41% to 66% and from 51% to 65% respectively).
Figure 5.2: Campaign Diagnostics

Q30. Still thinking about the video and images that you have just seen, to what
extent do you agree or disagree with each of the following statements? nWave 2 Wave 3 Wave 4
% agree (Campaign Audience)

nWave 5 mWave 6 W -7
70% T0%
B7% sene Ba% 85% 67%
85%
8% o
58% 58% 58%
54%
1w % o 53% 5pop . 52% 52% 52%
47%
42% 2%
I . a H1%
They are believable They are entertaining They are memorable They are relevant to me They are relatable

Base sizes: C; ign Audi (600), (B iour Change i (386), Wider ing (502) N bler Audi (499) Source: Ipsos MORI online survey

5.3.2 The campaign wasnost relevantamong those whowere taking or thirking about taking action to
reduce their betting

The earlier YouGov segmentation had identified that only 22% of young male bettors exhibited risky
behaviourd suggesting that the campaign would not be relevant to all bettors in this demographic. Further
analysis was undertaken in wave 7 of the tracking research to assess the extent to which the campaign was
effective at reaching its target audience.

By crossreferencing risky behaviours with current action taken to moderate gambling behaviour, the

tracking research showed that around half of the Campaign Audience (498%hibited some risky betting
behaviours butwere either taking action or intend to in the futurgfigured 5.3). As shown in Figure 5.4,
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further investigation confirmed thathe campaign resoated most strongly with who are most likely to
benefit from a call to actiontthose currently or intending to cut dowjy andless strongly with those who are
contempl ating

still t aki ri sks

ng

Figure 5.3: Betting profile of campaign audien

100
90
80

T

Frequency (02)
Base 3izes: Campaign Audhence (5001, wave 7

Risky betiing (04)

but who

ce

Maoderate

Risky oufcomes (010)

Figure 5.4: Relevance of the campaign by betting profile

arenodt

No intention
or action

Taking acticn?

SodmeE gk no

Current betting profile

Sowrce: lpsos MORI online survey

Q30. Still thinking about the video and images that you have just seen, to what extent do you agree or
disagree with each of the following statements? % agree they are relevant to me

Intend to cut down in future G 63%

Some risk some action
Currently or recently cut down
High Risk
Behaviour Change
Bet using an app
Mo risk some action
Campaign Audience
Some risk no action
Mot intending to or have cut down
Mo risk no action
Wider Gamblers
Mon Gamblers
Base sizes: Campaign Audience (B00), wave 7

I 55
I 51
I 49%
I 48
I 46
I 45%
I 42%
I 30%
. 287
I 22%
I 21%

Il 5%

. Current betting profile

Source: Ipsos MORI online survey

Outcome:

The tracking research helped confirm that the campaign message resonated most strongly with the targ
audience. It also provided valuable context for reviewing shifts in betting behaviours: the campaign mes

could not expect to drive significant shifig attitudes among low risk bettors, or those exhibiting risky
behaviours but who do not believe they need to moderate their betting.

et
sage
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5.3.3 The key messages of the campaign were clear and well understood, with notion of Bet Regret and
Think Twice evepresent within evolution of the campaign

The tracking research also provided an opportunity to test whether the campaign assets performed well at
delivering key campaign messages. The survey used a mixture of unprompted and prompted questions to
test understandhg of the campaign, including asking respondents to fill in thought bubbles to explain in
their own words how key characters could be feeling.

The successful delivery of key messages was evident throughout:

At wave 2,when asked to fill in the thought bbble, respondents were overwhelmingly most likely to

use phrases which elicit i mmediate bet regret; suc
wi sh | hadndét éd, 61 dm an [idiot] éd, ©61 sathatel wort héo
doneéd

At wave 4, the proportion of respondentsdidentifuyi
matching its integration within the campaign

At wave 7, the data validated the evol uttheon of t he

second most commonly selected outtake from the campaign (cited by 46% of respondents), but not
at the expense of other broader concepts of thinking twice or avoiding bet regret.

5.3.4 The campaign was most likely to inspire action among target groups, ihg traction on notion of
Tap Out

The tracking research also explored the likely actions and impact inspired by the campaign. Around half of
the campaign audience reported that it made them less likely to place bets they would immediately regret
(52% at wave 7) or made them think about thigpes of bets they do (51%). As the campaign evolved, a
similar proportion were also inspired to try Tap Out or talk to others about it.

Across all these measures, the positive impact reported by respondents was greatest among higher risk

bettors. This vas particularly the case for encouraging individuals to use the language of the campaign in
discussion with peers, or in giving Tap Out a go.
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Figure 5.5: Likely impact of the campaign

(30 Thinking about the video and images you have just seen, which of the following, if any, do you
think the key messages they are trying to get across are?

Campaign % of the campaign audience who agree with Difference  Difference
message each statement from Wave 2 from Wave 6
Made me less likely to place bets |
- : 52 3 +1
will immediately regret
Made me think about the types of _ 51 2 0
bets | do

Made me want to close or tap out r +9

Made me want to talk to others _ +26* +17

about idea of tapping out

Encouraged me to bet less _ 44 5 +2
Made me want to use the words _ a1 " "
‘Bet Regret’

Base sizes: Campaign Audience (600) Source: Ipsos MORI online survey ’Cl'm’y asked from Wave 5

5.4 Impact of the campaign
5.4.1 Awareness of BeGambleAware increased over the courséhefcampaign

One of the aims of the campaign was to increase awareness of BeGambleAware as a service that could be
used to support those looking for help to moderate their betting behaviours. Over the first 9 months of the
campaign the proportion who had leard of BeGambleAware increased from 81% to 92% level then
sustained throughout waves 37.

When asked specifically which support services they have recently used or may use in the future, the
tracking research also identified positive shifts in likeod to draw on BeGambleAware services. For
example, those in the Campaign Audience who would use the helpline in future rose from-B1%b across
the 7 waves of research; and from 23982% among those identified as higher risk. Similarly, the proportion
of high-risk respondents who had recently cut down contacting the helpline rose from 12586.

More broadly, fewer people said they would look to reduce gambling alone off the back of their own efforts
(from 32% of the Campaign Audience at baseline wavén123% at wave 7).

Outcome:

The tracking research suggested that the campaign had a positive effective on the brand of
BeGambleAware, helping raise awareness not just among bettors, but also amonggambling audiences.
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5.4.2 The campaign had less impact olevels of selfawareness of key risks and knowledge of how to cut
down, which were already high

The logic model developed for the campaign identified two early goals for the campaign: i) increase
knowledge or risky betting behaviours (preontemplation);ii) build selfawareness and encourage
conversations (contemplation). Both were viewed as frersers to moderating betting behaviour.

Early waves of the tracking research showed high levels of claimed knowledge anchgelfeness among
the Campaign Audiere. As shown in Figure 5.6, these metrics remained broadly consistent throughout the
campaign.

By wave 4, the lack of movement in metrics of selivareness and knowledge prompted a test at wave 5 to
check the accuracy of selfeported measuresin Wave 5 the surveyasked an operended question to test
whether respondents could identifthe signsof betting too much. The vast majorityof those claiming
knowledgeidentified at least one valid siy Most identified betting beyond their means and chasing le&ss
as key signal$or betting too much; however, it was less common for respondents to cite softer emotional
signals such as being stressed and irritable.

Figure 5.6: Knowledge of how and when to cut down

Q7/Q8.To what extent do you agree or disagree with the following

statements? s Baseline ®Wave 2 Wave 3 Viave 4
% agree
g sWave5 sWaveb ='WaveT7
% B1% T
2% TT% 1o, T6% Tus 73% B0% 7a% 7a% 9% 7E%
I . 1 Eh | | I .
I know Feonw 10 cut "L.erll gamblng 1 | wanl | would know he early warning signs. thatl am aware of the harms of gambl
Someone magnt De gamis ":_] o !'l".rl"uf_'l oo bkt INg more than | can 'Ir'l'il'l
miuch
Bane sapes: Campasgn Audience (900 Source: Ipsos MORI online survey

Outcome:

By wave 5, the tracking research provided reassuta that the campaign should not focus on increasing
knowledge and building selawareness, and instead focus on supporting those ready to take action to
moderate their betting.

5.4.3 Ability to assess the impact of the campaign on betting behaviour was congilel by the
coronavirus pandemic

A longer-term aim for the second year of the Bet Regret was to increase the numbers of risky sports bettors
taking steps to cut down their gambling. The tracking research helped assess progress against this goal in
the context of the coronavirus pandemic in 20120.

Tracking data showed that the dynamics of betting had changed during the pandemic. The first national

lockdown in Spring 2019 presented fewer opportunities to bet on English football; furthermore, betting
whilst bored and on sports people know little aboutad risen (from 33% in wave 4 to 43% in wave 5; and
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from 12% to 19%). Betting whilst bored also spiked during the second national lockdown in
October/November 2019.

Data from wave 5 also showed that highisk bettors were more likely to have changed thgjambling
behaviour during the pandemi® 24% said they were betting more (compared to 12% of the Campaign
Audience overall), and 16% said they had shifted to other forms of gambling (compared to 10% overall).

It is therefore impossible t@eparatethe impact of the campaign on betting behaviour from impact of the
coronavirus pandemic. For example, the act of cutting down betting may be as a result of reduced
opportunities to bet, as suggested by a high of 45% of the campaign audience saying they havertce
cut down at wave 5 of the tracking study (see Figure 5.7 below) which was conducted during the first
national lockdown.

Outcome:

The tracking data demonstrated clearly that the goalposts had changed, and that shifts in betting
behaviours were alsampacted by external events outside of the control of the campaign. It also
demonstrated the value of ensuring that the scenarios of bet regret portrayed in the campaign remained
relevant to current circumstances.

5.4.4 Impact on proportion considering or takig action has been limited to date; overall, target audiences
were no more likely to report that they had completely cut out moments of BetRegret

After 4 waves of tracking research, and prior to the coronavirus pandemic, the data provided an indication

that the risky behaviours highlighted in the Bet Regret campaign had started to fall. This inclutxleases

in numbers reportingt he bet on sports they dondt know much about
whilst drunk (17% vs 20%); betting soon after they have lost (17% vs 20%); and betting because bored (33%

vs 37%).

The tracking data showed that overall, after 7 waves ofeasch, the proportion of young male gamblers
acknowledging moments of bet regret is broadly in line with the start of the campaign. Equally, the number
of the Campaign Audience thinking about or actively cutting down has not increased substantially.

Though these findings should be treated with caution due to the impact of the coronavirus pandemic, they

have provided valuable impetus to continue to review and improve the execution of the campaign to
encourage greater behaviour change.
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Figure 5.7: Overview of bet regr et and action to cut down over time

Q7/Q8.To what extent do you agree or disagree with the following N ——
ne wave ave rave

statements?
% agree aWave5 sWavet sWave7
62%
53% 59%
548 S5% 5%
48% 45%
435 83%A3% ;
40 41% Q%
o % 389 39% gryre; 36997 3% ks
% 4%
31%31% 32% 1%
I ' OKI
Sometimes | make bets | Sometimes | make Sometimes | thank | should | am actually cuttingdown | have recently cut down
regrel the moment | make impulsive bets in the heatof  cut down my gambling
them the moment
Base sizes: C A (600), Change (336) Source Ipsos MORI oniine survey
Outcome:

As a result, additional research and development of the campaigascommissionedin late 2020to try and
further encourage behaviour change anthaximise the impact on the Campaign Audienc&he findings of

this new research inform the ongoing task of refining the campaigrihe next iteration of which will be

launched in spring 2021.
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6 Learnings and conclusions

This chapter provides an assessment of the role of research in supportingdiaseelopment of the Bet

Regret campaign, highlighting both what worked well, and opportunities for improvement. Please note, the
key learnings presented here represents the views of Ipsos MORI, and do not necessarily represent the
views of the Safer GamblgBoard or all the authors who contributed to each research study.

6.1 Conclusion

Overall, itds clear that the Slmé$edappréaehrioiite devedlopnEotar d has
of the Bet Regret campaigrnThe commitment to make decisions based ontéest available evidence is
witnessed by the scale of investment in resear@to date equivalent to almost 10% of media expenditure.

Research was used throughout the lifecycle of the campaign to:
inform the overall strategy and aims for the campaign;
inform the initial creative brief;
provide feedback on which concepts and executions had the most desired effect;
monitor exposure to the campaign and evaluate the media strategy; and
evaluate the impact of the campaign and identify potential improvement

The commissioning of research has been both proactive and agdilanticipating the need for fresh insight
whilst also adapting well to the changing circumstances presented by the coronavirus pandemic. Perhaps
most importantly, the campaign has acted otle insight provided by the research, adapting and evolving in
line with the evidence presented in order to maximise the potential impact of the campaign

6.2 Strengths

Flexibility and agilityit is not unusual for campaign research to be highly structuredporting at

regular intervals to track change over time. The Bet Regret campaign benefitted from a more agile
approach to research, either delaying or quickly commissioning fresh insight to make best use of
research budget and to ensure the findings werelevant and timely. For example, this is evident in
commissioning of additional research by Outsiders to explore the impact of changes that had to be
made to the campaign as a result of the coronavirus pandemic; in the use of research to sehsek
creaive assets immediately before launch; and in the agile timing of the tracking research which was
conducted immediately before and after campaign bursts to maximise the chance of identifying real
change caused by the campaigrill research was commissioneghd funded by GambleAwargwith

the approval of the Safer Gambling Board, and close involvement of the communications agency.
There was a common understanding that agility was important, with short lines of communication
and decision makers committed toasponding quickly in terms of signing off research proposals.

Creativity The campaign sought creative ideas to help tackle important research questions. For

example, using mobile app diaries and sedthnography to record the performance of early

behaviou a | nudge concepts; and in asking respondents
tracking research to check the delivery of key messages and emotions. The research also sought to

test the assumptions presented in the tracking research, for exampkitey knowledge of risky
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betting behaviours, and triangulating understanding through a mixture of unprompted and
prompted questions.

Followup research:As part of the tracking research, additional permission was sought to recontact
respondents for furthe research. The campaign has used these opportunities to good effect, firstly as

the sample for the Behavioural Trial in November 2019, and most recently for qualitative depth

interviews to better understand how to improve Tap Out messaging after wave @vEloping a re

contact sample had two main benefits: i) it reduced the time taken to-sgt and recruit allowing for

quick return of data; and ii) presented the research team with extensive contextual data on
respondents® recent 1Ioesting attitudes and behayv

6.3 Opportunities

Defining the target audiencdor research a key challenge for the campaign was that the target
audience was notstatic, indeed a key aim was to encourage bettors to move fraontemplation
through to preparationand actionto moderate their betting. As such the tracking research could not
use the segmentations created by YouGov to help track the impact of the campaign. Work
undertaken to crossreference risky betting behaviour with willingness to take action at wave 7 could
have been monitored earlier, and potentially used to help define the target audience. This would
have provided a more accurate reading of campaign audience from an earlier date.

More secondarybehaviouraldata: a key challenge for the primary research nducted for the
campaign was the reliance on seteported behavioural data, and the lack of detailed context
surrounding each individual respondent. The most valuable data source would be operator
transactiondata to help measure whether betting behaviogsthad changedd which could identify
betting volumes and frequencies, and signs in reduction of risky b&ach data was sought, but not
made available to the campaign team. Howevghis would still nothave captured emotional or all
situational aspect®f gambling 8 such as betting whilst bored, or identifying moments of bet regret.
A further opportunity for future studies would be to establish a panel as part of a tracking study. This
would likely still rely on selfeported data, but would provide moredatapoints per individual and an
accurate longitudinal perspective on what might have changed, why, and when. Any panel would
focus purely on behaviours; research to assess exposure to the campaign would still need to be
conducted separately”

Sample &ze:the Bet Regret campaign was so successful at targeting higher risk gamblers that it was
difficult for the tracking research to attribute any changes in attitudes and behaviours to exposure to
the campaign; instead differences were more likely due toderlying differences in the profile of

high vs low risk bettors® A larger sample of higlr-risk betters would have increased the chance of
being able to identify real change attributed to the campaign; however, this would be difficult to
achieve at thepoint of recruitment, require careful consideration of an appropriate weighting
scheme, and add significant cost.

Adding more depth to tracking researchadditional value would have been gained from asking more
follow-up questions within the tracking study to those who did not respond positiv&fpr example
asking all those who said the assets were not relevant to them, why this was the case. Thisaleald
be useful for those who have not or would not consider Tapping Out.

7 Furthermore, if the panel tracking had been established at the start of the campaign, it would have been possible to idantify

individual 6s original segment (as per YouGov attributes) and thus
BForexampleti s common to compare the profile of those who have 0O0recoghn
Comparing any differences between these subgroups and the baseline scores helps attribute the importance of exposure to the

campaign
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Refinement and reduction in the number of key performance indicatareer time: A key trade off
when tracking the performance of a public health campaign is maintaining trends véieg
measures. Whilst the study was effective at adding measures to account for new aspects of the
campaign (for example notion of Tap Out), additional changes would help add clarity to the
performance review and potentially help demonstrate impact whareasures are too open to

interpretation®
For example,thef equency of bet regret is too open wi §domeonetetueingat at ement 0
large amountof bet regret to alittle amountmay stil |l give the same answer O6sometimesd. Fur

made mutually exalsive to avoid paradoxes in the daté for example whether bettors haveecently aredoing, or intendto cut down.
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