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Good morning everyone- and thank you for joining us this morning as we talk about our journey Safeguarding an expanding market in Ontario
My name is Melissa Toney- Williams, and I am the Associate Director of Prevention Programs at Responsible Gambling Council
I have 2 colleagues with me today, it my pleasure to introduce 
Lisa Couperus, Associate Director, Special Projects and Programs and
Bob Michniak, Associate Director, RG Check
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Session Overview

* Overview of Gambling Legislation and Legal Framework- Canadian Context

Provincial Approach to Gambling Oversight- Ontario Model

Ontario Prevalence Data- Who are we trying to reach... and why?

Responsible Gambling Council (RGC)
» Ontario Prevention Strategy

» Programs and Services

Future Directions for Prevention in Ontario
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There  has been a lot of content and valuable information shared over the past 2 days and we are excited to be here with here to contribute our perspectives and experiences to this conference and broader RG discussions

Ontario is a leader in RG… this is a big statement- and during this session, we are going to tell you why we believe this statement to be true, by sharing the prevention journey of RGC within our Canadian context… 

For the next hour we will:
Provide you with a snapshot of the gambling landscape in Canada, and then more specifically in Ontario
Talk about our target audiences
Share in more detail information about RGC- what we do and how we do
And then lastly... talk about where we are hearing going forward highlighting some areas of focus you may be interested in hearing...



Gambling In Canada

Defined Nationally

. Inthe Criminal Code of Canada gambling is defined as illegal (Part VIl) except as assigned
when it is operated, licensed and regulated by each province (section 207).
. Criminal code change to legalize single event sports betting

Controlled Provincially

. Provincial government agencies set policies, regulations, and taxation rates
. Maintain control over key aspects such as licensing, responsible gambling initiatives, and
the distribution of revenues generated from gambling activities.
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    In Canda, gambling that is operated, licensed and regulated is considered legal.
Across the country, each province with legalized gambling has the authority to decide its own approach to regulation and oversight based on provincial needs and legislation  
There are common elements across provinces like having a regulatory body which could include overall conducting + management and then the daily operations of gambling- and there could also be slight differences that are responsive to localized needs within each province
For the purposes of today's session,  we are focusing on the Ontario Model



Ontario Model

REGULATE Alcohol & Gaming Commission of Ontario

CONDUCT & MANAGE Ontario Lottery Gaming

(OLG) Corporation iGaming Ontario (iGO)

Casino
OFERATE : 50 operators &
Charitable ) . .
- 81 sites iGaming
Gaming

(casino, bingo &

iGaming (OLG) sports)

Lottery (OLG)
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As you can see, at the top tier we have our regulatory body- the AGCO,  that provides oversight and of lottery, gaming and horse racing and monitoring and compliance enforcement in accordance with regulations and licensing requirements, the principles of game integrity and standards in the public interest
Regulations address key areas including: Advertising; Player information and support; Game and environment
The conducting and management of gambling facilities, the sale of lottery games, bingo and other electronic gaming products is led by Ontario Lottery and Gaming Corporation (OLG) who currently operate casinos; charitable gaming spaces;  lottery and iGaming platform

In August 2021, Canada legalized single event sports betting, which led to Ontario expanding the iGaming market in April 2022
iGaming Ontario was created to establish a safer online market that would not only provide consumers with more choice- it would also provide consumer protection

To date, iGaming Ontario (iGO) conducts and manages online 50 operators and 81 iGaming sites (that include casino, bingo and sports)

In the Ontario Model, accountability is high.
Responsible gambling is embedded at all levels and into the provision of the activity





Prevention Funding in Ontario

Over 20 years ago, the In 2021 Ministry of Finance established With the size of the market
Ministry of Health a transfer of funds from the province’s today, and as the impacts
established a fund for land- iGaming revenues to the Ministry of become clear,
based problem gambling Health aimed at addressing the unique increased funding has been
prevention which currently risks of online gambling. allocated to RGC to support

allocates fL!nds. across 10 This was split among ~10 organizations continued planning an.d
organizations. including RGC in 2022. developmgnt of preventhn
safeguards in this new online
gambling environment.

RcC
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In the early 2000's the Otario government created a funding model for prevention, treatment and research that still exists today
This action has a foundation rooted in the belief, support and investment in RG and prevention efforts from our provincial government who truly is an active partner in player protection

These funds support public education, resources, programs and services that are implemented through non-profit organizations and mental health treatment providers which has resulted in a network of key stakeholders providing vital services to those that may  find themselves anywhere within the player risk spectrum

On the last slide, you will recall my mentioning that the Canadian government legalized single event sports betting in 2021
Following this, the province provided further investment in these organizations- this time to better understand and develop prevention strategies addressing the unique risks of online gambling prior to the Ontario market expansion in April 2022 
As a result of this support, RGC worked with key stakeholders to create a safeguarding strategy in advance of the Spring 2022 expansion

I also shared that the Ontario market expansion has  resulted in 50 operators and 81 online sites to date- this is only part of the equation
The other part that is key- is that there are now 1.3 M online player accounts in Ontario
Which has resulted in $17.8 Billion wagers placed in Q4
$2.7 Billion sports and other betting wagers placed in Q4

RGC- with all of its years of knowledge, expertise and leadership was well positioned  to begin conversations about how to prepare for shifts in the market well in advance- we engaged with government partners; key community stakeholders and were ready with a comprehensive plan to support  the RG ecosystem, and we were recently provided increased funding to begin implementing this focusing on online gambling.




Participation

* 64.5% of Canadians
15 years or older reported gambling in the past
year

»1.6% of past year gamblers were at a moderate to
severe risk of gambling problems

* 43.9% 15-24 years (Youth & Young Adults)
* 64.6% 25-44 years

* 72% 45-64 years

* 65.4% 65 years and older (Seniors)

Statistics Canada, 2022
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So- we have the legislation... we have established land-based and online markets... and there is support to provide prevention support... but who is all of this for...?

The next 2 slides will give an understanding of who we are supporting in our prevention efforts

Take from Statistics Canada- this number represents participation of  nearly two-thirds of Canadians (approximately 18.9 Million people) reported gambling in the past year
You will note that 1.6% of this group were at a moderate to severe risk of gambling problems
The further breakdown below is of these 18.9M people

In all age groups, males were more likely than females to report past-year gambling; and were also more likely to be at moderate- to- severe risk of problems related to gambling





=
Participation

Ethnocultural Populations

* Indigenous Peoples 72.4%

* South Asian 39.8%

* Chinese 45.6%

 Black 56.6% *(RGC Identified Emerging Pop)
* Immigrants 51.9%

Statistics Canada, 2022
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Here breaks down past year gambling in these ethnocultural communities
Canada is very diverse country- with  South Asian, Chinese and Black populations being the largest racialized groups in Ontario
We use the term "ethnocultural" to differentiate from the term "general population" with the intent to focus on the specific ethnicity and culture of a population ensuring that this acknowledgement and understanding is embedded in every aspect of our prevention strategies.  
This knowledge creates space for prevention approaches that are responsive to the unique needs and nuances of ethnocultural and racialized groups placing the population in the centre of the development with the intent to go beyond adaption or language interpretation- but rather includes the population from the very beginning of planning and development.  We use cultural interpretation which emphasizes how tradition, beliefs/religion impacts the context of language- and assist in guiding how we use language and position messaging, information in ways that resonate
When RGC refers to its ethnocultural programming- it includes all that I have spoken to...

But to be very frank- the notion of the general population as being mainstream or white- is no longer our reality.  The populations listed on this slide- and others are who now make up the general population in Canada and Ontario- which continues to grow with increased immigration

In comparison to non-immigrants reporting past year gambling at 69.7% we can see the data that demonstrates percentages of ethno-cultural communities that are less likely to report gambling in the past year vs those who were white (69.1%)


=)
Prevalence

Gambling Activity Chinese South Asian Indigenous
and Behaviour

Youth (15-17 years old)
Gambled online 2- 51% 48% 7%
3 times per month
or more
High-risk N% 70% 77%
Young Adults (18-24 years old)
Gambled online 2- 80% 73% 92%
3 times per month
or more
High-risk 73% 78% 88%
General Population
Gambled online in 76.1% 88.4% N1%
the past 16 months
High-risk 18.6% 32.3% 15.7%

Williams et al., 2020
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This slides begins to illustrate the prevalence of higher risk- across general and ethnocultural populations and further broken down to include youth and young adults

Here are a few areas to note:
High risk indication across the board in RGCs 3 identified priority populations being the Chinese/Asian, South Asian and Indigenous Population (the highest for gambling activity and behaviours being Indigenous Peoples)
High gambling activity in Young Adults- this is a concern because they are at a higher risk of gambling harm across studies, time and jurisdiction- and the risks to this age group increased during the COVID 19 pandemic
And of course, there is data to show that youth under the age of 18 are gambling- which we are sure is not surprising to most, particularly with the blurring between video gaming and gambling, we know we have a lot of work to do from a prevention perspective

 



D]Who iIs RGC

* respected, independent non-profit organization
* leader in the prevention of problem gambling in Canada and globally for 40 years

e 4 main areas of focus:

v' Prevention—since 2001 RGC has been creating prevention and awareness programs for specific
demographics.

v Information—RGC offers educational conferences, training, and e-newsletters to keep individuals
and organizations informed about the latest gambling information.

v Research—RGC has a research and advisory department who provides consultancy servicesand:
thought leadership.

v RG Check—RGC offers both a land-based and online RG accreditation program worldwide,
and is the accreditation program that all gambling operators must undertake in Ontario

before offering gambling

OUR MISSION

We unite people and organizations to
minimize gambling’s human impact by driving
knowledge, dialogue and action.

OUR VISION

A world where gambling never comes

at a human cost.
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After providing you with the backdrop of the gambling landscape in Ontario- let me tell you a little bit about our organization
RGC is an independent non-profit organization based in Ontario that has been a global leader with 40 years working in 4 main areas of expertise:
Research— our Research and Advisory Services Department undertakes research/ prevalence studies, and evaluations providing insights and information to a wide range of sector partners
Accreditation--RG Check- which Bob will share with you in more details
Information—RGC offers resources by way of our weekly e-bulletins and e-newsletters and we host our yearly Discovery conference which brings together a wide range of sector partners
Prevention Programming- RGC has a long history of prevention education in Ontario. For 20+ years the Ministry Of Health has provided funding to RGC to deliver programs reaching identified target populations�
We are deeply invested in the relationships that we have built working with all gambling partners and the public to reduce the risks of gambling through our capacity building activities to strengthen the sector; our  public education and awareness effort and our promotion of responsible play


https://www.responsiblegambling.org/rgc-program-licensing/#Social-Media
https://responsiblegambling.org/for-industry/rgc-discovery/
https://responsiblegambling.org/for-industry/
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n Strategy
1. Providing people and ,

communities with evidence [ y
informed education y |

programs to help them make
InNformed decisions about
gambling.

RGC plays a key role in preventing
harms in Ontario, by:

. Building capacity with
community partners,
treatment providers, school
and universit%/support
networks with a goal to
advance harm minimization at

a systems level. %

3. Sharing our knowledge and
expertise with the global
prevention community.
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RGC has just launched our 5 year strategic plan- and it  has prioritized the development and implementation of a comprehensive prevention strategy over the course of this new plan. 
RGCs Ontario Prevention Strategy – which really capture the guiding principles of our work- has 3 levels:

Public Education Programming
We provide the evidence and information through awareness raising; health promotion and harm reduction approaches that empower individuals and communities to make informed decisions
Ie. social marketing 

Capacity Building
RG/PG public education workshops and training to community partners
Sharing of research evidence and insights; information and resources 
Partnering with stakeholders to co-design and develop resources for identified target populations

Thought leadership 
We amplify the conversation in spaces and places with our global community
-------------------------------------------------------------------------------------

Our MOH prevention programming is a pivotal component of this strategy. 
Programs are funded by the Ministry of Health  and are based on 4 key Ministry defined objectives:
Increase awareness of the risks associated with gambling.
Increase public awareness of the services available for treatment of problem gambling and how to access.
Prevention programs provide effective, evidence-based services that are culturally, linguistically, age and gender appropriate.
Decrease stigma associated with problem gamblers, gambling.


Programs are created based on:
current needs 
latest research and insights that reflect the ever-changing landscape
messages that are tailored to each audience

I will now hand it over to my colleague, Lisa Couperus who will share information about our target populations, and our prevention programming.


. Target Audiences

Community
Stakeholders

—
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--Thank you, Melissa for providing an overview of the current market in which our prevention programs are operating.

--I wanted to use these next few minutes to talk a little more deeply about who we are trying to reach and why; and share some examples of how we are doing it.

--RGC has 4 broad audience segments

--Each segment includes base programming to meet the needs of the general population, but in addition to that is customized programming designed to meet the prevention needs of higher risk populations including youth and young adults and ethno-cultural populations including Chinese, South Asian, Indigenous peoples; and emerging populations including Black Canadians, South East Asians (which includes Filipino, Vietnamese, Thai and Malay peoples) 

Youth 14-17/18: 	
--This age group (some of this info overlaps with young adults) are very technologically savvy
They are in school, 
have a smartphone/access to technology, 
46% spend more than 10hrs a day connected to the internet, 
8s attention span, and 
consume 2x more video content than anyone else
--This cohort is also heavily engaged in playing video games so it should be no surprise this group spends their time on YouTube, Instagram, Snapchat and TikTok
--According to the 2020 Ontario Student Drug Use and Health Survey (Boak et al.,) showed:
32% of students reported participating in one or more gambling activities, 
about 4% of secondary school students reported symptoms of low- to moderately-severe gambling problems, 
2% reported symptoms of a high-severity gambling problem. 
--RGC survey of 14-17 yr olds showed:
higher participation among males and older adolescents. 
Youth typically begin gambling at age 12 and 
1.9% of adolescents had a gambling problem in the last three months. 
Adolescent males are more likely than females to experience low to moderate levels of gambling problems (4% vs. 1%). 
Adolescent males, gamblers, and those experiencing any problems from gambling have more positive opinions of gambling. 
--With the amount of time that this cohort is spending online, coupled with what we know about underage gambling, RGC is increasingly focused on the digital health and wellness as part of its work with this target audience
--In fact the programs department is currently partnering with RGCs Research department to implement a research project that will create a solid foundation of evidence focused on examining the prevalence and impacts of gambling on youth ages 12-17. This data will be used to drive thought leadership initiatives throughout the province and will be key in the re-design of our youth programming to ensure that we are using the most current evidence to develop programs that are responsive to the ever-changing needs of this target population in addition to parents and caregivers, those in education as well as community partners.

Young Adults 18-24: 
At high risk of harms
brain is still developing,
emotion and logic aren’t fully formed which means that decision-making ability hasn’t yet matured, 
more likely to take risks or act impulsively
Our current program leans in more intentionally on males, who we know are at even greater risk of gambling harms
This demo has a high participation in online gambling and sports betting with 59% tend to bet more with friends/family.
"Illusion of Control" major factor in influencing how this target group bets
Social Pressures are real i.e. international students (largest share of study permit holders were in this age group and the largest percentage come to Ontario; India was the top source country for international students at both colleges (66.8%) and universities (21.3%), China, South Korea and France, Stats Canada 2021); away from home for the first time, peer pressure, etc.

Gen Pop 25 and up including 65+:
Men and women who engage in some form of gambling, with some of our newer work is focused on affected others
Including Seniors 65+

Community Stakeholders:
--RGC’s human-centered approach is strengthened with our commitment to collaborating with community-led, non-profit organizations
--Gambling may not be each of the organization’s focus, but they play a key role in their specific population’s overall health of which gambling is one issue
--Examples of these stakeholders would include:

Public Health Units
Mental Health and  Treatment Providers
Ethnocultural organizations
Prevention agencies i.e SmartServe, Kids Help Phone
High school principles, parent councils 
College and University administration, health and peer networks

--Within each of these segments, RGC uses research to develop customized programs to meet the unique needs of the target populations



Youth Offerings:

Prevention programs that meet youth where they are

 Online:

 Web-based educational awareness game

« Social media content and plan
» Targeted messages for youth, parents
* Youth-specific web pages

* INn-person:
* High school activations

+376k +96%

social media learned

campaign something
reach new about
gambling risks

+56K high

school
students have
participated in
GAMEBRAIN

—————

CRWISDONS,
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--Recognizing that most 14-17-year-olds are legally unable to gamble, as I shared earlier research clearly shows that a large percentage of youth are. 
--Gaps in research; working with RAS
--Based on our commitment to prevention gambling harms, we are reaching the target audience where they are with a variety of programs that include:

ONLINE:
--award-winning House of Wisdoms game (global silver award, best game & gaming-related website, Academy of Interactive & Visual Arts, New York)​
--success of this program has led to a few partnerships including with: 
--Métis Nation of Ontario (which represents the collective aspirations, rights and interests of Métis people and communities throughout Ontario) who modified the programs messaging and resources to reflect their community needs, and expanded its reach to 31 Métis offices and 30 Councils, and 
--Kids Help iPhone, Canada’s only 24/7 e-mental health service offering free, multilingual and confidential support to help all young people who included the game on their website 

--RGC launched a campaign that encourages parents/caregivers to start a conversation with their kids about gambling risks with a focus on sports betting.​

--Social media campaigns reached over 376,176 teens online through hashtag videos, gifs, social posts and polling on Instagram and TikTok.​

--Interactive drama presentation delivered in high schools to 14-17 year old students 




YOU COULD WIN

| emi | responsiblegambling.org/for-youth-
! and-young-adults/for-young-adults/

10F 3 SCHOLARSHIPS

There's Always a R

Online interactions &
entries

Sign Up Now! Free, evidence-based, social media content
created specifically for young adults on gambling

1 8 treatment

agency touchpoints
*2023-24 school year

theRandomizer.ca

TU JOUES POUR

Help Is All Around You LaNdEtEcD
Helpful info and resources for people who Lo j
may be at risk for problem gambling.
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--For YAs, most of this age group are legally able to gamble, and they are a group that’s at high risk for gambling harms.
--Lots of co-morbidities with this age group: 
	--mental health concerns such as high levels of anxiety and depression, and 
	--general stress around being a student, of fitting in; 
	--there are financial challenges given the current environment; 
	--alcohol and drug use among this demo; 
--And while gambling is considered a serious issue, it is considered one of the least serious i.e. when people were presented with 8 health issues, gambling was selected as the second least serious issue even though a full 87% agreed that gambling can become a problem like alcohol and drugs
--RGC’s messages to this group are rooted in truthfulness and transparency. They contain accurate information so this group can use that knowledge to make their own decisions. We do not tell them what to do. 

--Some examples of our programs include:
IN-PERSON/EXPERIENTIAL:
--Every two years RGC produces a new program for young adults that tackles a new area of concern; for this age group, keeping the look of a program fresh / cool is incredibly important
--The current Randomer program is a video game designed to break down beliefs around the ‘illusion of control’ often associated with sports betting or online gambling; 54% of young adults hold illusions of control for sports betting. 
--It travels across the province to more than half of the institutions of high learning each year, with a trained team of YA who provide a peer-to-peer experience that shares prevention and awareness information to students by allowing them to experiencing it firsthand; local treatment agencies representatives are invited to the display which reinforces our stakeholder engagement; 18-24, men who are full time students are a high-risk area for gambling harms 

ONLINE:
--To support on-campus delivery, RGC uses research to create new social media content on a variety of topics of concerns to this age group i.e. gambling and stress, alcohol and drug use, advertising, supports, etc. that target YAs in multiple languages and evidence-informed themes
--These posts drive traffic to the online Randomizer game (10K entries, reinforcement of messages) or to the websites (400K last year)
--Our website pages on Gambling, Risks and Help is written to the YA perspective and is an informative space for this demo to find out more 
--RGC produces an e-newsletter with content of interest to those who work with young adults; Features latest research, new programs, complimentary offerings; QR code to sign up to receive this 
--Offer free webinars on a variety of topics (sign up to the e-newsletter to receive notifications)


“Community Outreach and Engagement
Offerings:

* Collaborative Partnerships with ‘ f
Community Stakeholders

* Workshops/Training
* Resource Development
* Capacity Building Initiatives

* Public Education
Social Media Campaigns
* Public Service
Announcements
Market Research/PR

%5 4 47 B 7 MBI E?
BiESEEEMKER,
MEMEE, i5Jdvibe

018 A B B E it kY

- S |
THRES |
responsiblegamblingcouncil

R-C
responsiblegamblingcouncil - Original audio
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--RGC has taken a proactive approach towards harm minimization and the establishment of strong responsible gambling practices in Ontario by implementing a comprehensive Community Outreach Program. This target includes 25+ through to seniors.  

--Different from youth and young adults, CO program's primary goal is to encourage safer gambling habits and to reduce the potential for gambling harms and problem gambling among priority populations. To achieve this, RGC has established strong partnerships with stakeholders and actively engages with diverse communities across the province. 

--Recognizing the importance of culturally sensitive approaches, RGC is committed to fostering deeper relationships with ethnocultural community partners. By understanding the unique challenges and needs within these communities, the program aims to tailor prevention strategies effectively through:
Active Engagement with Ethnocultural Communities: 
     --to plan, develop and inform targeted prevention strategies
Collaborative Partnerships: 
     --at focus on the creation of initiatives that build organizational and community capacity
Example: 
In 2022, RGC & SOCH Mental Health launched a community engagement pilot program for the South Asian community
--over 1, 000+ people reached at places of worship (temples and Gurdwaras); and local community events; 
--32K people were reached through social media and thousands more through South Asian radio & TV advertisements. 
The culmination of the project was highlighted at a community townhall where South Asian community leaders and organizations came together to encourage open discussion about the impacts of problem gambling on  the South Asian community



RGC and thinktv Partnership

2022 iGaming Public Education Campaign

e 70 Million Impressions
e 15,000 clicks to KnowtheRisks.ca

* 75% of those surveyed, reported an increase in awareness of
risks of gambling

2023 iGaming Public Education Campaign
e 200 Million Impressions
* 37,400 clicks to GamblingisRandom.ca

* 76% of those surveyed, reported an increase in
awareness of risks of gambling

RcC
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--In response to the dramatic increase in marketing and advertising targeted at Ontario consumers in the months prior to and after the iGaming expansion, RGC partnered with Canadian broadcasters to launch a public education campaign. The campaign entitled, “Know the Risks” was featured on both local media and broadcast networks through donated media placements. 
 
--This powerful campaign was effective in highlighting the importance of responsible play and encouraging viewers to “Know the Risks” through additional information and tools via the campaign webpage. 

--As the online gambling market continues to increase with more operators, more sites and more players, operator marketing and advertisements will continue to dominate the media space. 

--It’s critical that RGC continue its partnership with Canadian broadcasters and in 2023 this led to the development of a new PSA with increased focus on ethnocultural and additional vulnerable populations. 
 
--This campaign “Gambling School” was developed to raise awareness of the “illusion of control” and support individuals who may be exhibiting increased risky behaviour. The campaign aims to dispel the “illusion of control” which is the illusion of mastery and control that sports bettors and online gamblers can experience when they feel they have some knowledge, skill and/or have invested significant time playing a sport or game, giving them an exaggerated sense of ability to predict a win.  The PSA message ends with a call to visit the campaign webpage (GamblingisRandom.ca) for more information about the risks of gambling and safer play strategies


]



PlaySmart Centres: An oLG and RGC Partnership

2005 OLG and RGC commitment that everyone who gambles, those affected by gambling,
and venue staff have direct access to: i
s o Ao | revsmat’ @ @ O
v" information to help make informed decisions about gambling; —

v" immediate assistance and support; and —— 3
v referral information about where and how to access ongoing professional support in the community

2 Options for PSC’s:

A player-designed space located in land-based casinos and charitable gaming centres with: s | 2
v : : : _ Science centre meets
professionally trained staff onsite to support players and venue staff;

) 4 bE
v" provide information, assistance and referral information to visitors; e coffee ShOP

v~ something for everyone i.e spark curiosity and conversation, learn how slot machines work, coffee and lounge area,
activities while remove barriers and stigma around info and help seeking

BIG Wiz

a

—

Call us Today to
speak to someone
Toll-Free

2. Anonline space that offers the same services and trained staff but virtually

+101k 73%
+410k conversations awareness
conversations with venue rate among ves G
with players staff players T
Play.Smart : RcC
C E N T R E : ssssssssssssssssssssssssss
Visitation data from 2023-24 .
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READ Bullet Point #1:
Both organizations know that a healthy ecosystem requires different perspectives to work together, to align on a purpose and work toward it
In this case it was to safeguard the health and wellbeing of the person who gambles, and to reduce the risk and mitigate potential gambling related harms. 
RGC’s & OLG’s partnership demonstrates commitment by providing people with: 
Info
Assistance
Referral info to players and affected others.
2 decades ago, this type of partnership may have been seen as unconventional and almost contradictory, but what this partnership actually did was foster innovation, a better understanding of how-to best support players, and to use our partnership to influence the mobilization of a ‘player first’ commitment in the industry. 
​
READ Bullet Point #2:
 The brick and mortar PSCs began with 2 centres at 2 larger resort casinos​ and today operate 30 centres at casinos + 37 centres at charitable gaming centres
 The in-person centres are ‘science meets coffee shop’; a place to chat with someone, receive accurate information, in a non-judgmental, non-stigmatizing manner
​
Newly launched this year, is a virtual PSC
We wanted to advance the human connection that players have access to at land-based PSCs – but with the added enhanced accessibility and ease of convenience.

KEY Messages:​
 Education and prevention programming and messaging is a large part of our work​
 We also recognize that some may experience harms associated with gambling​
 Part of our role is to support people when they are starting to question their gambling, are being harmed and are seeking help. 

Team is trained to provide immediate support to players​
Act as a bridge to support services in the community​
Educating about services​
Exploring what is most comfortable​
Empowering people to take the next step​
Trained in Non-clinical Motivational Interviewing​
ASIST certified




Prevention is a critical underpinning of an
expanding market

e 17% moderate or high-risk gamblers

* 6% of iGamers and 4% of Sports bettors report spending more than what they can
afford

* 13% have gambled while intoxicated/high; higher among higher risk gamblers
* 4 out of 10 say they generally gamble alone

* 40% of young adults who gamble place multiple bets per game

RGC Market Research, 2022

Prevention mltlgqtes risk:

PSA:
* 83% reported ads increased their awareness to take precautions when
gambling
* 44% indicated they took precautions like reducing alcohol intake while
gambling

cdmsgus Visits:
. % of young adults reported increased understanding of the risk of
mixing alcohol and gambling.
* 92% committed to setting time and money limits in the future

Youth:
* 83% of parents felt better prepared to talk to children about risk
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--The role of prevention education is critical within the expanding Ontario market

--RGCs comprehensive prevention strategy incorporates:
	--valued partnerships with a wide variety of communities, 
	--a human-centered approach,
	--inclusivity and equity, and takes leads from knowledgeable, on-the-ground insights from leaders,
	
--This ensures that RGC’s work is:
	--current and up-to-date
	--relevant for the target audiences
	--impactful for the populations we are reaching

At our core we aim  unite people and organizations to minimize gambling’s human impact by driving knowledge, dialogue and action.



CHECK

RG Check is a concrete roadmap for
gambling operators to implement effective
responsible gambling initiatives.

RG Check’s mission is to support the adoption of meaningful responsible
gambling initiatives through the creation and implementation of measurable,
evidence-informed standards.

The RG Check accreditation process helps to strengthen the relationship
between regulators, operators and players and provides guidance, establishes
accountability and demonstrates transparency.
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* NCPG’s Internet Compliance Assessment Program (iCAP)
« RGC’s RG Check Program — Canada

« GamcCare's Safer Gambling Standard — the UK

» Global Gambling Guidance Group (G4) — the Netherlands

LN

Safer

Q.

7 N\
NCPG iCAP
CERTIFIED

Gambling
Standard
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CHECK

RG Check VvV

Aligned with compliance, audit and risk management objectives

Experienced & Relevant
Comprehensive set of industry-relevant and evidence-based standards
More than 250 accreditations have been completed to date

Currently active in many jurisdictions across Canada and internationally

Independent, Efficient and Effective
Available for both land-based venues and online gambling sites
Land-based launched 2011-12; updated 2020
Online launched 2013-14; updated 2021 (also to include Sports Betting)



RG Check Standard Areads

RG Policy, Strategy and Culture
Employee Training
Self-Exclusion

Assisting Players

Informed Decision Making
Marketing Communications
Access to Money

Venue and Game Design

N
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RG Policy, Strategy and Culture
Employee Training
Self-Exclusion

Assisting Players

Informed Decision Making
Marketing Communications
Accounts and Payment

Site and Product Design

Stakeholder Engagement CHECK



RG Check Accreditation Process

1. 3.
Collection of key Analysis of 5.
evidence in form of operations and Findings and
documents, governance to recommendations
employee and player assess execution reviewed by
surveys and staff of RG activities Accreditation
interviews Panel
1. . 2'. . 3. 4. 5.
Data. Site \{lSlt/ Scoring Draft Final
Collectio Review

Report Review

n

2. 4.
Assessment of player Report preparation and
experience, self- quality assurance
exclusion processes and
availability of help Written report provided
information and to client for feedback

resources
/o @
-

(O)
CHECK




RG Check |
Score
Summary =

Standard # Criterion SO | obtamed | Awinle | Score | weight | weighted score
1.1 Commitment to Responsible Gambling 3.85
1.2 Strategy for Responsible Gambling 4.00
1.3 Responsible Gambling Culture 3.63 18.67 20 93% 20% 18.67
1.4 Responsible Gambling Integration 3.31
1.5 Employee Awareness 3.88
2.1 Reflecting Corporate Commitment 3.56
2.2 Understanding Key PG and RG Concepts 3.46
2.3 Understanding Job Skills and Procedures 3.44
Employee 2.4 Avo.ld.lng Mnslf-:admg Information 4.00 29.77 - 93% 15% 13.95
2.5 Training Requirements 3.50
2.6 Training Execution 4.00
2.7 Key Learning Principles Applied 3.81
2.8 Training Evaluation 4.00
3.1 Self-Exclusion Policy 3.85
3.2 Promotion of the Self-Exclusion Program 2.67
3.3 Registration Process 3.59
3.4 Ban Length 3575
385} Advertising Restrictions 3.33
3.6 Access to Support Resources 2.79 36.54 44 83% 15% 12.46
3.7 Conditions of Ban Explained 3.83
3.8 Registration Materials Provided 3.50
3.9 Data Collection 2.90
3.10 | Enforcement 3.33
3.11 | Return to Play 3.00
4.1 Policies and Procedures 4.00
. 4.2 Responding to Help Requests 3.83
Assisting Players = — 13.06 16 82% 20% 16.33
4.3 Responding to Players Experiencing Harm 2.79
4.4 Identifying and Responding to High-Risk Behaviour 2.44
5.1 Information about Gambling 3.49
Informed - o o
o i 552 Dedicated Resources 3.77 7.92 12 66% 10% 6.60
Decision Va 5.3 Play Feedback 0.66
6.1 Marketing Policy 4.00
. 6.2 Screening Process 4.00
il 6.3 | Not Misleading .00 18.75 20 94% 5% 4.69
Communications = =
6.4 At-Risk Players and Minors 4.00
6.5 Marketing Controls 2.75
Vot ATMs 0.75
7.2 Credit 1.88
Accessto Money = 10.13 16 63% 10% 6.33
7.3 Cheque Cashing 3.50
7.4 Player Accounts 4.00
8.1 Passage of Time 0.38
8.2 Breaks in Play 2.75
8.3 Alcohol Restrictions 2.63
Ve““; sl 5.2 | Display Credits as Cash 4.00 19.39 28 69% 5% 3.46
s 8.5 Gaming Machine Features 2.50
8.6 New Game Screening 4.00
8.7 Gambling Literacy Features 3.13
Total Weighted Score 81.96%




History of Accreditation in Ontario

October 201 October 2014

Spring 2021 July 2024

RGC launches RG RG Check expands

Check beginning offering to iGaming
work with Ontario accreditation
& B.C.

All Land-
based venues across
Ontario since 2012

0/L G

iGaming Ontario’s FY 2023-24 Full Year Market Performance Report

Standards Currently 50 private-
Updated — notably companies licensed 81
to include sports online sites in Ontario’s
betting within iIGaming market
IGaming

Accreditation requirement of all

camiige| operators (within 2 years of

commencement)

RcC
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https://igamingontario.ca/en/news/igaming-ontarios-fy-2023-24-full-year-market-performance-report


R v 1IGaming
Ontario:

Four Requirements gy ..o
for Ontario Operators ' C2MN9

1. Accreditation requirement for responsible gambling

2. Promote responsible gambling and balance marketing
3.
4,

Participation in a centralized self-exclusion program
Sharing anonymized player data for research purposes.
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Average Score per Standard Area

100
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79.7
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Overall Score RG Policy, Employee Training Self-Exclusion  Assisting Players Informed Decision Marketing Accounts and  Site and Product Stakeholder
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STANDARD 1: RG POLICY, STRATEGY AND CULTURE
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Why provide this information?

* Monitoring and reporting provides independent
assurance.

* Facilitates the sharing of best practice among
sites/venues.

* Highlights venue-level indicators and initiatives that
take jurisdictional programs into account.

* Provide RG data and insights that can be combined with
other performance data.



Affecting Meaningful Change with
Standards & Accreditation

1.
2.

Standards are everywhere

Standards are based on
common foundational principles

Standards address key risks

. Value lies in monitoring,

measuring and sharing info

Standards themselves evolve
over time
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- Provide some examples, case studies and illicit some discussion on how this can influence our work in RG.


Future
Priorities:
1. Prevention
2. PlaySmartCentres

3. RGCheck
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So, what’s on the horizon for Ontario?

As the gambling landscapes continually changes, our commitment to providing relevant, age appropriate, evidence informed, and culturally created prevention programs will change and improve too.

For Prevention programming this means: 
--investing in youth research
--incorporating the voices of more lived experience, 
--normalizing what safety looks like for each of our target audiences, 
--building relationships beyond those who work directly in gambling to include XXX organizations and
--expanding our knowledge and involvement in evidence gathering to support emerging at risk populations  

For PSC this means:
--Community engagement: building and maintaining relationships with like-minded organizations to support players
--Continued building on virtual PSCs educational programming and expansion of services
--PSC staff training: including a redesign of Motivational Interviewing training and practice-based; micro-learning training for staff
--Special populations: Digging more deeply and authentically into understanding high priority player groups and creating sharing relevant information

For RG Check this means: 
--





For further information about RGC,

our programs or work, please reach out.

Lisa Couperus Melissa Toney-Williams Bob Michniak
Associate Director, Special Associate Director, Prevention Associate Director,
Projects and Programs Programs RG Check
Responsible Gambling Council ~ Responsible Gambling Council Responsible Gambling Councill
lisac(@rgco.or melissat@rgco.org bobm(@rgco.or
Linkedin Linkedin Linkedin

https://www.linkedin.com/company/responsible-

gambling-council/?viewAsMember=true p ac
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Thank you for joining us today’s session 
We hope you enjoyed it and learned something new too  
Please follow us Insta, FB and Twitter
Visit CheckYourReflex.ca to play our video game and enter to win one of three scholarship awards 
For any follow up questions, comments, requests for participation please reach out directly via email 


mailto:lisac@rgco.org
mailto:melissat@rgco.org
https://www.linkedin.com/in/melissa-toney-williams-04088117/
mailto:bobm@rgco.org
https://www.linkedin.com/in/bobmichniak/
https://www.linkedin.com/company/responsible-gambling-council/?viewAsMember=true
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