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Awareness and social marketing campaigns aimed 
at addressing young people and the effects of 
gambling harm have been uncommon in the ACT. 
The social marketing campaign At Odds: Young 
People	and	Gambling	was	the	first	of	 its	kind	in	
the	ACT.	The	project	was	designed	to	specifically	
target young adults aged 18 – 30 through a 
public health approach, to raise awareness of the 
indicators of harmful/risky behaviour in relation 
to gambling, and to help inform and support 
peers and family members.

The pilot phase of this project ran from October 
2015 - March 2017 and was coordinated by the 
Youth Coalition of the ACT in collaboration with 
ClubsACT. The project initially entailed a research 
component, the results of which later guided the 
development of trial awareness raising materials. 
The project team engaged with young people, 
as well as community and industry sector and 
academic representatives, during the research 
and trial campaign processes. 

Through implementing an evidence based 
communications strategy we aimed to build 
upon, and further develop, the communications 
of the pilot phase of the At Odds gambling 
awareness campaign. The initial research clearly 
demonstrated the lack of discussion amongst 
the Canberra community on the topic of young 
people and gambling. The widespread confusion 
and silence surrounding young people and 
gambling results in the creation of stigma. Young 
gamblers	 currently	 feel	 significant	 shame	 and	
embarrassment, perceiving that they are too young 
to have a ‘gambling problem’. Therefore, young 
people underestimate the extent of gambling 
harms. To address stigma, we found there was 

a need to start challenging and transforming 
perceptions. This involved informing the broader 
community and raising awareness of gambling 
harms, with the intention of reducing stigma. 
The strategic direction of this campaign was to 
start a conversation, centered in a community 
based public health approach, rather than simply 
placing blame on individual gamblers. Reducing 
stigma, challenging perceptions and informing 
the Canberra community of gambling harms 
and harm reduction strategies also allowed the 
campaign to have an early intervention and a 
preventative approach.

It was important to ensure perceptions and 
felt stigma of young gamblers was thoroughly 
considered when adopting this approach. A 
common strategy in health campaigns is to 
target the individual by revealing the dangers or 
unhealthy consequences of practices, in order to 
motivate change. While this is a popular approach 
which under-girds health promotion campaigns 
we needed to rethink and reconsider this strategy. 
A key question to ask was - how is this message 
going to be perceived by young gamblers and 
the broader community? Researchers Horch 
and Hodgins (J. D. Horch, D. C. Hodgins, 2008) 
conducted a study, applying attribution theory 
to problem gambling and stigma. They found 
research participants attributed high levels of 
personal responsibility to people with gambling 
problems for their own behaviour. They also 
felt both anger and pity towards them equally, 
experiencing fear and desire for separation. 
This study demonstrated to us that fear-based 
messages targeting problem gamblers can 
result in further stigmatisation, which leads to 
community segregation. This in turn results in 

1. STRATEGIC OVERVIEW

J. D. Horch, D. C. Hodgins, 2008, Public Stigma Of Disordered Gambling: Social Distance, Dangerousness, And Familiarity. Journal 
of Social and Clinical Psychology, New York, 2008.
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a reduction of help-seeking and preventative 
behaviours. This is further evident in Brehm’s 
psychological reactance theory which states that, 
“…when individuals perceive that their behavioural 
freedoms are threatened, they deviate from the 
norm by strengthening attitudes and behaviours 
contrary to what was intended.”(M.K. Meisel, A. S. 
Goodie, 2014, pg 596).

With these considerations in mind, the 
campaign aimed to utilise multiple streams of 
communication and marketing to engage our 
audience and convey key messages. Both stages 
of the campaign focused upon enhancing the 
campaigns reach and engagement through 
utilising inbound marketing. This allowed us to 
reveal and challenge misconceptions of gambling 
harms. It also allowed us to engage our audience 
and move them towards a deeper understanding 
of the harms of gambling. We understand that 
through	social	marketing,	usually	only	a	superficial	
amount of information can be conveyed in a single 
message. Therefore, we planned to break up the 
campaign into a variety of messages, delivered in 
diverse ways, allowing for each of the individual 
messages to have increased impact, resulting a 
longer lasting effect and retention.

The principles of social marketing reveal 
that placing real stories at the centre of the 
campaign is an effective way of achieving our 

campaign outcomes. A main component of our 
short	film	was	the	 inclusion	of	Kate	Seselja.	Her	
story worked to reduce stigma by revealing to 
young gamblers that they are not alone in their 
experiences. It contributed to creating a  much-
needed community discussion around gambling, 
demonstrating everyone has a role to play in 
helped address gambling addiction. This way of 
addressing	gambling	also	aligns	and	reflects	the	
ACT and Victoria’s approach towards the issue. 
It revealed and challenged the misconceptions of 
harmful gambling in the wider community. It also 
emphasised how a small problem can grow larger 
over time, and will assist in breaking down those 
common misconceptions towards gambling 
harms.

In conclusion, the campaign worked to reduce 
public stigma amongst the Canberra community, 
as well as felt stigma amongst young gamblers. 
We worked to create a positive conversation and 
new set of narratives amongst young people in 
Canberra surrounding the issue of gambling. 
By encouraging help-seeking behaviours, 
breaking down perceived barriers to assistance, 
encouraging support strategies amongst friends 
and family as well as providing factual information 
on gambling, this campaign has made a positive 
contribution towards addressing the issue of 
young people and gambling related harms.

M.K. Meisel, A. S. Goodie, 2014, Descriptive and Injunctive Social Norms’ Interactive Role in Gambling Behavior
American Psychological Association, Georgia, pg 596.

N. Hing, L. Holdsworth, M. Tiyce & H. Breen, 2014, Stigma and problem gambling: current knowledge and future research directions
Routledge, , pg 76.

N. Hing, A. M. T. Russell, S. M. Gainsbury, E. Nuske, 2015, The Public Stigma of Problem Gambling: Its Nature and Relative Intensity 
Compared to Other Health Conditions. Cross Mark.
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2. PROJECT SUMMARY
  
 2.1 Project background
In October 2015 the Youth Coalition of the ACT, the peak body for youth affairs in the Territory, 
received funding under the Problem Gambling Assistance Fund from the Gambling and Racing 
Commission to implement a “pilot” of the Young People and Gambling in the ACT project—after 
ClubsACT proposed the project. A partnership was developed between the Youth Coalition and 
ClubsACT to help support the project.

The	Young	People	and	Gambling	in	the	ACT	pilot	project	was	designed	to	specifically	target	young	
adults aged 18 – 30, to raise young people’s awareness of the indicators of harmful / risky behaviour 
in relation to gambling, and to help support their peers.

The pilot phase of this project ran from October 2015-March 2017, while the second stage of the 
project ran from January 2018 - March 2019. The objectives of the Young People and Gambling 
Project are to:

Gain a clearer understanding of young people’s (aged 18-30) perceptions of gambling and risky 
behaviour in relation to gambling;
• Raise young people’s awareness of the indicators of harmful / risky behaviour in relation to 

gambling, particularly for their age group;
• Provide young people with strategies on how to communicate effectively with a friend whose 

gambling behaviour may be putting them at risk;
• Develop strategies that help remove the barriers to young people seeking help for or 

interrupting risky gambling behaviours (de-stigmatise); and
• Engage	young	people	in	a	campaign	to	influence	their	peers	to	identify	and	address	harmful	/	

risky behaviour in relation to gambling.

 2.2 Evolution of the project
At the start of the pilot project, the intention was to build upon (where appropriate) and adapt the 
successful strategies of the Champions ACT project (around binge drinking among young people), 
which was implemented by the Youth Coalition in 2012-14. Our early analysis indicated that adopting 
a similar approach for the topic of gambling would be inappropriate, and would be unlikely to be 
effective	as	a	first	stage	of	this	project.

Through carrying out the preliminary part of our research project it became apparent that gambling 
is a very broad and nuanced topic — and that harmful gambling and help seeking tendencies vary 
markedly between individuals. Our discussions with stakeholders, review of literature, and analysis 
of	primary	data	confirmed	that	this	complex	topic	also	varies	subtly	in	different	situations,	and	that	
gambling harm and addiction is at a very different stage culturally to other addiction issues that 
affect young people in Australia (e.g. drugs, smoking and alcohol). 
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Stage Two of the At Odds project was then funded to run from February - December 2018, with the 
purpose	of	evaluating	and	refining	the	materials	developed	in	the	pilot	project.	The	communication	
materials would be put into a strategic campaign which aligned with the public health messaging of 
the	ACT	Gambling	and	Racing	Commission.	This	reflects	the	best	approach	to	addressing	gambling	
related harms through research, evidenced best-practice, and supports messaging from service 
delivery organisations who support young people experiencing gambling related harms

 2.3 Conclusion of the project
This	final	report	provides	information	about	the	key	activities	carried	out	in	Stage	Two	of	the	
project to date (February 2018 - February 2019). Some timeframes were marginally shifted 
from the original proposal throughout the timeline. This was due to several factors including 
the timing of the start of the project, incorporating information gathered from the analysis of 
the original project materials into the new website, allowing for staff leave, and delaying the 
delivery of collateral and some communications material in order to link the project in with 
other events and activities happening in the ACT. Overall, all deliverables were completed by 
December 2018, but the project was extended to February 2019 for further collection of insights 
and analytics to further inform the evaluation of the project.
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3. PROJECT APPROACH AND 
METHOD

This project was carried out within a social marketing approach which included an inbound content 
marketing strategy. This comprised of a breakdown of marketing mix, key messages and framing to 
produce communication materials.

A concern from the pilot project was that further consideration and care was needed when creating 
communication materials. This was needed as traditional marketing methods were found to be 
inappropriate, as they had the potential to unintentionally further contribute to stigma amongst 
gamblers.	Taking	this	into	account,	Thomas	Stevens	(At	Odds:	Project	Officer)	was	appointed	to	
draw upon his experience in developing social marketing campaigns in order to review the research 
from	the	pilot	phase,	review	literature	specifically	evaluating	social	marketing	and	public	health	
approaches to gambling, as well as a comparison of campaigns in other states and territories to 
inform our communications strategy and strategic direction. From this basis of knowledge, he 
developed a draft communications strategy which our project team took to representatives of the 
community and industry sectors, academics and institutional representatives, to gather information, 
feedback and advice to ensure our strategic direction was well informed.

 3.1 Recruit & Induct Staff
Project Manager: Following the recruitment of a new Executive Director for the Youth Coalition 
of the ACT, who started mid February 2018, there was a change in the organisation structure, and 
Hannah	Watts	was	appointed	to	oversee	this	project.	Hannah	was	the	project	manager	for	the	final	
stage	of	the	original	Champions	ACT	project,	and	was	involved	in	writing	the	proposal	for	the	first	
stage of the At Odds project. Hannah has managed a number of projects at the Youth Coalition, and  
has remained engaged in the Youth Coalition’s work in the young people & gambling space over the 
last few years. 

Project Officer:	Thomas	Stevens	was	recruited	as	the	Project	Officer	for	this	stage	of	the	project.		
Tom has over 10 years experience working within communications and media. His previous work 
has included website development, video production, graphic design as well as marketing & 
communications. He has also worked on a number of campaigns for organisations, and brings a lot 
of previous experience and expertise to this role.
Hiring	a	project	officer	with	extensive	marketing	experience	meant	that	we	were	able	to	utilise	that	
knowledge throughout the project, rather than hiring an external consultant in the initial months in 
this stage of the project.

Additional Project Support: Other staff members from the Youth Coalition provided research 
support,	as	well	as	assisted	with	filming	and	editing	work	&	media	support,	as	required.

 3.2 Communications Strategy
The communications strategy provided an effective way to build upon the communications of the 
pilot At Odds gambling awareness campaign. It offered communication strategies that were used in 
achieving the desired outcomes of the project. Overall the communications strategy aimed to raise 
awareness of gambling harms for young people (18-30 years) in the ACT and surrounding regions, 
as well engage young people to identify and address harmful gambling in themselves as well as 
their friends and family. 
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  3.2.1 Project Objectives and Outcomes

Greater understandings of 
support strategies, and ways 
to encourage help seeking 
among young people (18-30) 
facing gambling harms

Raised awareness of young 
people (18-30) of the signs 
of risky gambling, and 
positive ‘youth focused 
and relevant’ strategies to 
prevent and reduce harms

Young people aware of 
strategies	to	influence	
peers, and encouraging help 
seeking strategies to address 
risky behaviour

Increase awareness of the 
campaign among young 
people

Increased focus on media 
which promotes positive 
strategies to reduce the 
harms associated with 
gambling, that is engaging 
and relevant to young 
people

Established positive 
relationships between key 
stakeholders and the Project

Greater understandings 
among young people 
involved in the project 
of youth gambling and 
potential support strategies

PROJECT OUTCOMES

PROJECT OBJECTIVES

Developing messaging and 
online resources which 
provide information to help 
and support young people at 
risk of harm from gambling

Providing young people with 
factual information about 
gambling products so they 
can make better informed 
choices about their gambling

Providing young people 
with strategies on how to 
communicate effectively 
with a friend whose 
gambling behavior may be 
putting them at risk

Engage young people in a 
campaign	to	influence	their	
peers to identify and address 
harmful / risky behaviour in 
relation to gambling
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  3.2.3 Content Marketing
An emphasis on inbound content marketing was a strategy used to increase the At Odds campaigns 
reach	and	engagement.	This	involved	creating	beneficial	content	that	people	seek	out.	Then	
using different forms of media we conveyed key messages that piques the interests of our target 
audiences leading them to further investigation. This has proven to be an effective strategy. 
Feedback from the pilot phase of the project revealed that young gamblers in particular don’t 
like messages targeted directly at them. This approach aimed to avoid this and allow people to 
investigate the information further themselves. It also allowed us to target the broader Canberra 
community whilst still engaging with young people, further aligning with a public health approach to 
addressing gambling related harms in the ACT.

  3.2.4 Marketing Mix
Social marketing, unlike traditional marketing, is directed 
at	benefiting	the	target	audience.	A	marketing	mix	was	
used to break down key considerations when developing 
the campaign. For our breakdown we chose, product, price, 
place, promotion, process, physical evidence and partners. 
Further information on each of the these can be found in the 
Communications Strategy.

  3.2.5 Key Messages
It	was	important	to	define	our	key	messages	in	order	to	
ensure our messaging would align with our objectives and 
outcomes, and also ensure our target audiences would 
receive and understand the main points of information throughout the campaign. We narrowed 
our key messages down to three. For each of these messages we developed and assigned target 
audiences and themes, as well as narrowed down the intended purpose of each key message. 
These messages informed and directed the development of our communication materials. Further 
information and a breakdown of each of the key messages can be found in the Communications 
Strategy.

  3.2.6 Branding and Guidelines
Effective branding was integral to the campaign. An appealing image builds trust, audience 
retention and perceived value. We wanted to create a simple yet unique brand that would be 
appealing to our target audience. We also acknowledged that in particular while advertising we 
would be competing for our audiences attention with different brands. Working through multiple 
concepts, researching competitors as well as common trends, we developed a clean and modern 
brand. Subtle symbolism of the words playing off each other was incorporated as an interest point 
that works with the At Odds name. Incorporating the website address into the logo also emphasised 
that the website was the central point of the campaign.
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 3.3 Reference Group
A reference group was formed in stage one of the project which included academics, community 
members, organisations and people with lived experience. At the beginning of stage two this group 
met together again to provide initial feedback on the Communications Strategy, what they learned 
from stage one of the project, and assist in informing the strategic direction of the campaign. 
Individual members from this reference group continued to be involved throughout stage two 
of the project. Other academic and community members, as well as the ACT Gambling & Racing 
Commission provided input and feedback to stage two on an individual basis.

 3.4  Youth Worker Practice Network
Project	officer	Thomas	Stevens	presented	at	a	community	of	practice	for	youth	workers,	educating	
those who work with young people on the harms of gambling and provided them with strategies 
on how they could engage young people in conversations about gambling and link them to the At 
Odds	resources.	Key	messages	and	information	were	presented	and	the	short	film	was	shown.

 3.5 Gambling Harm Awareness Week
Project	officer	Thomas	Stevens	participated	the	GHAW	sub-committee	meetings	to	offer	insights	
and feedback on communication materials.

 3.6 Evaluation*
Continuous evaluation is inherent in a social marketing campaign. Throughout the campaign we 
continued to review insights/analytics through different social media platforms and the website to 
gain helpful insight into audience behaviours. The collection of this data has been used to inform our 
evaluation.  
*Further information on evaluation is provided in section 5.
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4. CAMPAIGN MATERIALS

 4.1 Social Media 
   
  4.1.1 Facebook
With an emphasis on visual content aimed to appeal to our target audiences (refer to 3.2 Social 
Media Example Tiles), Facebook was a great place to continue our engagement with the Canberra 
community, as well as in turn engaging a broader audience. Replying to comments and engaging 
with the audience was also important.

Content:
- Relevant stories/events  - Recent publications
- Info-graphics   - Stories
- Quotes    - Targeted questions
- Videos

  4.1.2 Twitter

Twitter posts were targeted to professionals, workers, journalists and government. Appropriate use 
of hash-tags, replying to comments and encouraging engagement helped to build the audience. 
Twitter is an effective way to respond quickly to relevant news issues and raise awareness.

Content:
- Share relevant stories/events - Recent publication and policy submissions
- Info-graphics   - Stories
- Quotes    - Targeted questions
- Posts at events   - Re-tweeting partners and collaborators

  4.1.3 Instagram

Instagram is a great platform to target and reach a younger audience. Strategic hashtags and visual 
content helped with reach and engagement.

Content:
- Share relevant stories/events  - Info-graphics
- Stories     - Quotes     
- Photos at events    
- Sneak Peek   
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 4.2 Social Media Example Tiles
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 4.3 Social Media Advertising
Accounting	for	specific	objectives	and	outcomes	we	constructed	a	number	of	targeted	Facebook	
advertisements to further increase the reach and interactions of communication content. These 
included	specific	‘like’	campaigns,	boosted	posts	that	conveyed	key	messages,	and	targeted	
advertisements to our target audience. As the short video was a key component of the campaign 
we	specifically	created	a	number	of	advertisements	around	the	video	in	order	to	achieve	our	desired	
results.

 4.4 Website
The website acted as a central point of the campaign, 
meaning it was important to maintain and update it 
regularly. The websites content includes information 
such as breaking down common misconceptions of 
gambling, support strategies for family members and 
close friends and information on local assistance. It 
was also be designed and optimized in a way that 
would	allow	users	to	find	relevant	information	easily	
and quickly. Search Engine Optimization was also 
included to target keywords that people regularly 
search related to gambling. This has and will continue 
to	assist	in	further	increasing	traffic	to	the	website.	
The website is also responsive, allowing it to adapt 
well to mobile and tablet users.

  4.4.1 Website Comparison
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 4.5 Short Video
The aim of the short video was to explore gambling related harms to young people and create a 
positive conversation amongst Canberrans surrounding the issue of gambling. The widespread 
confusion and silence surrounding young people and gambling results in the creation of stigma. 
Young	gamblers	currently	feel	significant	shame	and	embarrassment,	perceiving	that	they	are	too	
young to have a ‘gambling problem’. Therefore, young people underestimate the extent of gambling 
harms. To address stigma, we needed to start challenging and transforming community perceptions. 
This video seeks to start a conversation, centered in a community approach, rather than placing 
blame on the individual gamblers. This aims to educate not only young gamblers, but the broader 
community in order to create a better understanding of gambling related harms and reduce stigma.

Through the video we looked to inform the viewer on the extent of gambling related harm and 
reveal the ways gambling products work against young people. We understood that in the process 
of addressing stigma, it was important to ensure we didn’t contribute to it. With this in mind, we 
took caution on placing blame and responsibility on the individual, as this has been shown to 
discourage help-seeking behaviour. Instead, through revealing how gambling products are designed 
to work against young people, we can show how gambling related harms are formed and how best 
to address them. Overall, we wanted to adjust the cultural narrative around gambling, from placing 
blame and responsibility on ‘problem gamblers,’ to looking at a whole community (Public Health) 
approach to addressing gambling related harms amongst young people.

After conducting interviews and a lot of pre-production planning we edited the video down into 
close	to	10	minutes.	The	majority	of	content	was	driven	by	interviews	with	a	voice	over	to	fill	in	the	
gaps. Infographics and animations were also created to further increase the production quality and 
to increase interest and engagement. They also assist in conveying complex issues in more simple, 
visual ways.

The video was released online on YouTube and Facebook which can be viewed here :
https://youtu.be/daZtr2zPZus. The results of this discussed in section 4.

 4.6 Collateral
After discussion and planning we decided the most effective way to disseminate collateral would 
be	through	posters	and	flyers	distributed	across	Canberra	in	key	locations	such	as	cafes,	CIT,	
universities,	record	stores,	music	venues,	specifically	those	that	attract	our	target	audience.	We	
decided this as we felt that targeting young people directly at gambling venues and gambling 
related events could be framed in a negative way and too easily undermine our public health 
approach. It would have limited our messages to targeting individuals and come across as 
encouraging responsible gambling, which could serve to cause further stigma.

  4.6.1 Collateral Mockups

https://youtu.be/daZtr2zPZus
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The aim of the process evaluation was to assess the extent to which the At Odds Project (the 
Project) has been successfully implemented as intended, and to identify key issues and lessons 
learnt to aid future program implementation. An outcome evaluation was conducted using the 
available data that indicates to what extent the At Odds project achieved the desired results. 

The purpose of the evaluation is to: 

- Assess the extent to which the program has been implemented as intended: 
- have all the components been implemented?
- if not, what are the reasons or barriers?

- Assess whether the Project has achieved the intended outcomes

Given these main purposes, three main phases of evaluation are proposed.

- PHASE 1: EVALUATION PLAN 
- PHASE 2: PROCESS EVALUATION
- PHASE 3: OUTCOME EVALUATION

These are overlapping phases that often inform each other and draw on data from across the 
evaluation.

 5.1 PHASE 1: Evaluation Plan
Developing	an	evaluation	plan	was	the	crucial	first	step.	Our	approach	to	developing	evaluation	
plans involves interrelated tasks.

The Evaluation Plan consisted of the following tasks: 
- clarify the evaluation questions;
- develop a program logic;
- identify indicators, select and develop tools;
- develop approach to data collection for data sources for evaluation, and;
-	finalise	outcomes	and	indicator	framework	(evaluation	framework).

These tasks are mutually supportive and inform each other. It is therefore an iterative process that 
can	inform	and	reflect	the	development	and	changes	to	the	program	that	occurred	throughout	the	
period	of	evaluation.	As	will	be	seen	in	the	findings,	the	evaluation	process	prompted	and	informed	
the	creation	and	refinement	of	numerous	processes	within	the	Project.	

The	final	Evaluation	Framework	involved	aligning	the	evaluation	questions	with	appropriate	research	
methods to create a range of data sources to answer the questions. Ultimately the evaluation 
framework provides the matrix of this information that structures the evaluation.

  5.1.1 Program logic
For an evaluation it is important to have a clear description of the program to be evaluated. It is 
essential to identify the critical questions for the evaluation and link the intention of the program 
(aim) to the activities (what you do) to the outcomes (the intended results) to the indicators or data 
that will demonstrate you have done what you intended. This clear conception of the intentions of 
the	program	are	clearly	established	through	the	creation	of	a	Program	Logic.	Thus,	one	of	the	first	
tasks of this evaluation was to conduct a Program Logic workshop with the Project team.

5. PURPOSES AND SCOPE 
OF THE EVALUATION
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The Program Logic is the basis for the evaluation framework. At its most basic, the Program Logic is 
a picture of how a program is expected to work. It is a systematic and visual method for presenting 
a planned program with its underlying assumptions and theoretical framework. The ‘program map’ 
as it is sometimes called, describes the assumptions and operational theories that underpin the 
program, and acts as a reference point for the evaluation.

A key task of a Program Logic is to make explicit the implicit theory used in the design and 
implementation	of	an	initiative.	This	identifies	what	should	happen	if	the	theory	is	correct.	It	also	
provides an opportunity to identify short, medium, and long-term indicators of changes that can 
provide evidence on which to base evaluative judgments. In other words, the Program Logic is 
based on evidence (theory of change) about what is expected to happen, and what outcomes could 
be achieved. It also provides an opportunity to identify those outcomes that are in direct control of 
the program (short term outcomes), and those that are affected by other factors (medium and long 
term) outcomes.

This Program Logic (see attachment 1) is presented with the following components:
- Inputs (resources): In order to accomplish our set of activities we will need the following resources
- Activities: In	order	to	address	the	identified	issue	we	will	conduct	the	following	activities
- Outcomes: We expect that if completed these activities will lead to the following changes in the 
target population

  5.1.2 Research Methods and Data Sources
This project used a mixed methods approach. Quantitative and qualitative methods were used and 
data was triangulated to evaluate both the Project’s processes and results achieved. This evaluation 
used several sources of data, which are outlined in the Evaluation Framework.

  5.1.3 Evaluation Framework
The evaluation framework (see attachment 2) is structured by evaluation questions and sub-
questions that contribute answering the higher-level questions. It draws on the Program Logic, 
proposed research methods and data sources. Each of the questions and sub-questions relies on 
the each of the data sources being collected systematically and reliably to provide the intended 
information. The Evaluation Framework is a matrix the brings together the evaluation question, 
sub-evaluation questions, indicators and methods of data collection. This framework guides the 
evaluation after the preliminary evaluation plan has been developed and provides a structure for the 
evaluation. 

 5.2 PHASE 2: Process Evaluation
The process evaluation assessed the extent to which the Project has been implemented as intended 
and	identified	‘lessons	learnt’	which	could	inform	the	development	or	refinement	of	the	model	and	
program	in	the	future.	Process	Evaluation	sub-questions	were	identified	to	answer	the	overarching	
question: To what extent has the Project been implemented as intended?

The process evaluation sub-questions include:

- What activities and processes were delivered as part of the program and were they delivered as 
intended?
- Did the Project team establish positive relationships with stakeholders?
- To what extent did the Project deliver messaging informed by previous research?
- To what extent did the Project deliver messaging informed by a public health approach?
- How effectively did the Project utilise social marketing methodology?
- What improvements could be made to the design and implementation of the Project?
- Were there any other positive, negative or unintended consequences of the Project?
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 5.3 PHASE 3: Outcome Evaluation

The outcome evaluation focuses on the effectiveness of Project, asking the question: how much has 
the Project achieved its desired outcomes. An outcome evaluation presupposes that the intervention 
is stable and static and hence its outcomes are able to be measured. The outcome evaluation sub-
questions	were	identified	to	answer	the	overarching	question:	To	what	extent	did	the	Project	deliver	
the intended outcomes?

Due to the nature of the methodology of this campaign there is limited capacity to conduct 
an	outcome	evaluation	that	measures	the	changes	in	the	population.	This	evaluation	identified	
intermediary outcome indicators that signpost that the outcomes and likely to have happened. The 
approach draws on the best available data within the limitations of the methodology.

The outcome evaluation sub-questions include:

- Did the Project engage the intended target population?
 - Canberra Community
 - Young people of Canberra
- To what extent did the Project engage and increase awareness of the campaign?
- To what extent did the Project engage and increase awareness of gambling harms?
- To what extent were misconceptions about young people and gambling challenged?
- To what extent did the Project increase young people’s awareness of strategies to assist friends in 
seeking help?
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6. EVALUATION FINDINGS
The	findings	of	the	evaluation	are	structured	by	the	evaluation	questions	and	sub-question	outlined	
in the evaluation framework. The evaluation questions are answered through a broad evaluative 
summary of evidence, followed by more detailed answers to sub-questions.

 6.1 Process evaluation 

What activities and processes were delivered as part of the program and were they 
delivered as intended?

Activities completed during stage two of the Project (Jan 2018 - March 2019) included:
- Recruit & Induct Staff
- Staff review of website, social media, existing promotional material, and feedback from previous 
consultations
- Develop project plan, including communications strategy
- Participant and stakeholder engagement
- Maintenance of website and social media
-	Refine	website,	using	ongoing	evaluation	of	data	analytics
-	Deliver	short	film
- Deliver communication materials
- Deliver progress reports

All of the activities outlined in the project plan have been delivered and as planned. Following 
discussions with the Stakeholder Reference group, and giving consideration to other activities 
happening in the ACT, we reviewed our initial timeline on a number of activities in order to be more 
strategic in our approach. 

Did the Project team establish positive relationships with stakeholders?

The	project	team	very	effectively	identified	and	engaged	with	the	key	stakeholders	in	order	to	build	
positive relationships. These relationships were critical to the overall success of the project. This 
included a reference group which was formed in stage one of the project that included academics, 
community members, organisations and people with lived experience. At the beginning of stage 
two this group met together again to provide initial feedback on the Communications Strategy, 
what they learned from stage one of the project and assist in informing the campaign. Individual 
members from this reference group continued to be involved throughout stage two of the project. 
Other academic and community members, as well as the ACT Gambling & Racing Commission 
provided input and feedback to stage two on an individual basis.

To what extent did the Project deliver messaging informed by previous research?

At the beginning of stage two of the project our project team prioritised reading and understanding 
key research related to young people and gambling related harms. The research completed in 
stage one of the project worked to provide an excellent foundation as well as revealing potential 
gaps in knowledge. Once these gaps had been determined and an idea of a strategic direction had 
been decided, we read and continued to refer back to a number of research papers throughout 
the project. We also ensured that we stayed up-to-date with new research related to the project. 
These papers included public health approaches to gambling harm, reducing stigma amongst young 
people, minimising harms from poker machines, sports betting and online gambling, race betting 
and	research	specifically	related	to	ACT	gambling	harms.	While	developing	our	strategic	direction	
it was also noted in a number of papers that the public health approach taken with smoking could 
potentially be an effective way in which we could implement an approach to gambling. From this we 
also explored papers related to Australia’s public health approach to smoking and how it could be 
implemented within the context of gambling.
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To what extent did the Project deliver messaging informed by a public health 
approach?

Within recent years The ACT Gambling and Racing Commission has begun to adopt a Public Health 
approach to gambling harm in the ACT. The commission in 2017 released the “Gambling Harm 
Prevention Plan 2017-2018: A Public health approach to gambling harm” outlining the importance of 
adopting a public health approach to reduce gambling harm in the ACT. Following this in November 
2018 they released the “Draft Strategy for gambling harm prevention in the ACT: A public health 
approach”	which	will	inform	the	final	blueprint	scheduled	to	be	released	in	November	2019.	As	the	
blueprint was still being developed during this stage of the project, we looked for other examples 
that could inform our approach. Victoria has made considerable efforts to adopt and implement a 
public health approach to reduce gambling harm which we were able to take key learnings from. A 
key paper that we used was Victorian Responsible Gambling Foundations paper “Background Paper 
Using A Public Health Approach In The Prevention Of Gambling-related Harm”. This along with 
broader research into public health approaches to gambling related harm as well as consulting a 
number of academics was used to further develop and inform our approach.

How effectively did the Project utilise social marketing methodology?

Using	his	previous	knowledge	and	experience	in	social	marketing,	as	well	as	reviewing	specific	
research	and	previous	campaigns,	Thomas	Stevens	(At	Odds:	Project	Officer)	was	able	to	compile	
an informed a social marketing approach that he outlined in the Communications Strategy. This 
specific	approach	was	based	off	the	overarching	principles	of	social	marketing,	while	adapting	it	to	
specifically	suit	the	At	Odds	project.

Below are the most important strategies when considering a social marketing approach with details 
on how we considered them in our approach:

-	The	objective	of	marketing	and	communication	efforts	are	to	positively	benefit,	influence	and	
change behaviour.

Our messaging was created to educate, inform and raise awareness on gambling related 
harm amongst young people. Our overall goal was to create a conversation and reduce 
gambling related stigma amongst young Canberrans.

-	Ensure	the	benefit	of	taking	action	outweighs	the	perceived	cost	they	incur.
When creating communication and marketing materials we always considered whether the 
perceived cost of taking action didn’t outweigh the potential benefit. We took advantage 
of research completed in the first stage of the project which outlined how young people 
perceived gambling messaging and were able to take in into consideration. We also utilised 
an number of other articles that look specifically at how messaging can be perceived in 
relation to young people and gambling.

- Consider the 4 p’s (product, price, place, promote) when creating communication materials.
In our communications strategy we considered of the 4 p’s but also added another three 
as we felt they were applicable to our campaign and overall approach. These were process, 
physical evidence and partners. Details of each of these and how they are applicable to our 
campaign are in the communication strategy.

What improvements could be made to the design and implementation of the Project?

Including advocacy for policy changes and expanding the scope of the project beyond awareness 
would allow it to have a wider reaching effect as well as encompass a more in-depth public health 
approach. Long term outcomes of the project are to reduce gambling harm amongst young people 
in the Canberra community, so addressing and advocating on policy and structural changes is 
integral to the overall goal of the project. 
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6.2 Outcome Evaluation

Did the Project engage the intended target population?

Canberra Community
Using Facebook insights we established that our most successful post reached an estimated 
32,174  people in Canberra. Further to this data taken from our Google Analytics monitoring 
our	website	indicated	that	over	40%	of	traffic	to	the	website	came	from	the	Canberra	and	
NSW regions.

Young people of Canberra
On Facebook our top audience was men aged 25 - 34 in the ACT. Furthermore, 95% of 
Facebook Followers to the At Odds page are aged between 13 - 34.

*Data was collected through the At Odds Social Media insights as well as website Google Analytics.

To what extent did the Project engage and increase awareness of the campaign?

The project successfully increase awareness, engagement and reach of the campaign. Facebook 
page likes grew from 17 to 1,650 over the duration of campaign (July 2018 - March 2019). We saw 
significant	weekly	engagement	with	an	average	of	107	engagements	and	a	best	week	of	3,259	
engagements. We also saw an average weekly reach of 1,899 and a best weekly reach of 56,427. On 
twitter we also had 3120 impressions over the campaign and an average of 10 likes on each of the 
projects Instagram posts.

Project	officer	Thomas	Stevens	also	presented	at	community	of	practice	for	youth	workers,	raising	
awareness of the campaign and educating those who work with young people on the harms of 
gambling.

To what extent did the Project engage and increase awareness of gambling harms?

Following our social marketing approach we ensured that all content was catered to the target 
audience and all of our content aimed to increase awareness of gambling harm. The high amounts 
of	reach	and	engagement	to	our	social	media,	as	well	as	a	good	amount	of	organic	traffic	to	our	
website (as mentioned above) would indicate that there was an increase in awareness of gambling 
harms.

A key activity of the campaign was the short video. We used this to convey key messages in 
order to increase awareness of gambling harms. To date, the video received on Facebook 318 
engagements, 16,260 views, an estimated reach of 56,584 and the top audience was men aged 
25-34 in the ACT. On YouTube the video has 3,142 views, 52 likes, an average of 8:15 minutes 
of	watchtime	with	a	74.3%	retention	rate.	The	video	continuing	to	receive	about	90%	of	traffic	
organically through YouTube indicating that our Search Engine Optimisation has worked and the 
video will continue to receive views over time.

To what extent were misconceptions about young people and gambling challenged?

The vast majority of content created for the campaign was aimed at directly and indirectly 
challenging people’s ideas when it comes to young people and gambling in order to reduce stigma. 
As mentioned, the large amount of reach and engagement would indicate that misconceptions were 
challenged amongst our target audiences.

Feedback received from the presentation at the community practice of youth workers was that 
most of them didn’t previously understand the scope of the issue and were challenged in their 
perceptions. Most people didn’t even necessarily conceptualise gambling as a concern for young 
people,	but	following	the	presentation	they	understood	the	significance	of	this	issue.
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To what extent did the Project increase young people’s awareness of strategies to 
assist friends in seeking help?

A	significant	amount	of	content	was	created	specifically	addressing	strategies	on	how	young	
people (as well as the broader community) can assist a friend or family member in seeking help for 
gambling related harms.

One	of	the	key	activities	specifically	related	to	this	was	the	At	Odds	collateral.	500	A2	posters	as	
well	as	5,000	postcards	were	distributed	throughout	Canberra.	These	were	placed	in	high	traffic	
locations and venues throughout the ACT that would target our key demographic. We released 
these over a period of 2-3 weeks from the second week of January in order to target young people 
and students moving to Canberra and returning from holidays. This included cafes, restaurants, pubs 
& bars, shopping malls, clothing outlets, hotels and CIT & Universities.

A key component of the short video was also created to show how the community can work to 
reduce stigma and encourage help seeking behaviours.
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