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Oregon Lottery, Stacy Shaw 
Vice President, Product and Program Marketing
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Interactive Session Today!

Please have your phones 
or other electronic 
devices with internet 
access handy for an 
interactive session using 
Menti.Com

• Using your browser
• Type in Menti.com 
• Enter the code 

744811 when 
prompted.

You can also scan the 
QR code.  



Why We’re Here Today 

The Hypothesis 

There is a need to reach more players at 
more points on their help- seeking 
journey and a big opportunity to more 
effectively help people who are just 
beginning to think about changing their 
gambling 
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What We Did About It 
• Talked with customers to better understand their beliefs, 

needs and challenges. 
• Collaborated with treatment and prevention providers to see 

how services and programs could support this group. 
• Researched & Tested language, messaging, online tools and 

advertising. 

What We’ll Share
• Key learnings and practical ideas for reaching this important 

population. 

What We Want For YOU
• Think differently about the help seeking journey.
• Feel like this was a good use of your time.
• Do identify one thing you can use in your own work.

Why We’re Here Today 
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Reaching More Players at More Points on their Help Seeking 
Journey 

• Focus on inclusive language and stigma reduction
• Focus on removing barriers to reaching and 

engaging with people who are just beginning to 
experience harms

• Align outreach and customer experience 
• Build content and test marketing designed to reach 

players in this group

Change Starts Here



• Inclusive and non-stigmatizing language guidelines
• Incorporating into web content, advertising and 

cross walk as appropriate with treatment and 
prevention 

Inclusive Language and Stigma Reduction 
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Here is a snapshot of how treatment and prevention professionals in 
Oregon answered the question

9



To inform and guide non-stigmatizing, inclusive outreach 
promoting help seeking and treatment resources utilization 
for a wide range of player segments, from those 
contemplating change to those actively seeking treatment.
  
- How We Talk About People
- How We Talk About Seeking Help
- Cultivating Positive Behaviors
- Contextually Relevant Messaging 
- Considerations for Affected Others 

The Inclusive & Non-Stigmatizing Language Guidelines 



A Few Excerpts from the Guidelines

Avoid labelling groups of people as homogeneous
Gen X, Boomer – use specifics instead: e.g., males aged 18-25 who bet on sports

Specific language related to gambling harms and risk
Avoid clinical language, use instead: risk, high risk, harms, experiencing harms, 
negative impacts, affected by gambling harms

Specific language for help resources
For treatment pathways, use: counsellors, trained gambling help 
professionals, specialists, professionals

Change talk 
Should be emphasized, recovery is not a broad-based message for advertising.  
Stage messaging to enable people to choose what resonates best with their goals 

Affected others 
Always stress confidentiality and that you can access these services 
without  the person who gambles being involved: they are there for YOU 

Practical support for concerned others 
Demonstrate how you can help them manage day to day challenges, with 
specific examples e.g., your finances, parenting and family concerns, legal etc. 



• Recovery Starts Here 
becomes Change Starts Here

• Help for Gamblers becomes 
Help for Me

• Call to action to a 
Professional 

• Treatment becomes 
Counseling 

• Introduce options beyond 
counseling

Small But Important Changes to 
opgr.org

Whether you just want to chat, get more information, 
or be referred for counseling, you’ll be connected to 
the resources that are right for you.



Updated language and messaging for existing and new digital, 
print and paid social advertising

Small But Important Changes to Marketing Outreach



Removing Barriers & Aligning Customer 
Experience 

Journey Mapping and Persona Development 
A Two-Part Research Study
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Wally: From Casual to Heavy Video Lottery Play –
Demographics, Attitudes and Beliefs

Wally is 32. He lives in Klamath Falls. Has a high stress job working 
from home for a tech firm. He loves hanging out at  his “local” - 
Boones Public House – a Lottery Retailer.

He likes to relax with “mindless fun”  like video lottery, “freemium” 
games and reels about  pets.
He has an app for everything – including tracking the alcohol units 
of his beloved craft beer. He is fiercely self-reliant. 
For the past three years Wally played Video Lottery 1- 2  a week 
spending $100 each time. 

Recently, he’s playing more frequently and spending a  lot more. 
He’s frustrated  with himself, concerned, and wonders is this 
normal?

He isn’t comfortable bringing this up with the guys at  Boones , his 
friends disapprove of Video  Lottery. Wally is aware he needs to cut 
down but doesn’t want to stop, really enjoys hanging out.

The picture can't be displayed.The picture can't be displayed.The picture can't be displayed.The picture can't be displayed.





Literature Scan Digital Diaries On-line 1:1 InterviewsOn-line Professional 
Interviews

Players & Lottery Players

Phased Research to Understand the Segment and Test Hypothesis



Phased Research to Understand the Segment and Test Hypothesis
Part 1

Literature Scan 
• Scan and compile information related to 

contemplation and “sober curiosity”
• Early support options in the alcohol space
• Early support/tools in the gambling space
• Similarities and differences in sober 

curiosity and gambling 

Interviews with Experts researchers, 
prevention and treatment professionals to 
better understand the current prevention 
and support landscape. 



Phased Research to Understand the Segment and Test Hypothesis 
Part 2

Online Digital Diaries 
• All participants identified as having concerns about their 

gambling behavior in the past two years. 
• Questions included:

• Changes they noticed in their gambling behavior 
• Motivations for seeking help
• Information or help they explored
• Actions they took/considered 

• 57 participants completed digital diaries over a two-day 
period.
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Phased Research to Understand the Segment and Test Hypothesis 
Part 2

Online One-On-One Interviews 
Uncover opportunities to provide inclusive support tools, 
resources, and services that would be valuable in the early 
stages of the player’s journey

• Explore reactions to the OPGR “Help with Moderation” 
content

• Develop persona and a journey map from the player’s 
perspective to better understand relevant resources/tools

• 26 interviews: 7 non-lottery, 19 lottery 
• 7 Video Lottery, 7 DraftKings, 5 Lottery Product 
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Provide people seeking to make a change to their 
gambling – with encouragement, resources and 
tools that align with the person's preferences, 
values, stage of journey and readiness for change.

• December: Launched robust 
“Moderation”/Change  content 

• December – February: PSA’s leveraging 
“Resolution” timing

• December  – March: 20% of PG digital ad 
spend to drive traffic to new content

• Ongoing – optimizing creative, adding 
content to moderation page 

Develop and Test Marketing 

Click image to play video



Moderation Webpage
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What?
So What?



Key Findings: Research Part 1

Strategies and actions used in the Sober Curious space align with 
strategies and actions used in the gambling prevention and 
treatment space, the difference is that the Sober Curious 
movement is delivered in a more positive, inclusive way.

• There’s something that motivates you to change, not an 
assessment that labels you (no stigma)

• Self-guided exploration of self, including behaviors (you’re in 
control)

• Flexibility in finding what works for you
• Doesn’t require you to be in a treatment setting
• Easy to recruit others to join you in your journey 

(support/community)
• Fun and engaging ways to try it out (e.g. dry January, sober 

spring, mocktails) 
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Thought Starters 
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Create Social 
Media 

Challenges
Enable 

Self-Reflection

Encourage 
Exploration / Trying 

New Things
Partnering with 

Existing Apps

Creating an 
Ambassador 
Network to 

Amplify Content



Key Findings: Research Part 2
Three segments were revealed in the player research:

• Took Action, Better Relationship: explored and used more 
resources and continued to look for support to reinforce their 
new gambling practices - appreciating both in-person and 
virtual/ digital options

• Minimal Action: are very sensitive to being referred to as 
“addicts” or to any support that makes them feel like they are 
addicts. More interested in resources that focus on well-being 
and improving lives 

• No Need for Change: this segment was adamant they don’t 
need any changes / help although they stated during the 
screening process that had concerns about their gambling

A Key Observation: As participants progressed through the two 
phases, a majority became more open about their experiences and 
revealed that their concerns were not as minimal as first presented in 
their online diaries. 



Key Findings: Research Part 2

• The journey of change for these 
gamblers is non-linear i.e., and not a 
simple problem-solution situation 

• Majority don’t want to quit gambling 
and are looking for ways to continue  in 
moderation. Commitment to change 
fluctuates and they want help/support 
at different stages in their journey



Key Findings: 
Research Part 2

“I think it’s [the webpage] really good. I 
think it's really thorough. It's the most 

thorough resource I've ever come across 
as far as gambling goes.”

Moderation webpage on 
OPGR.org: was very well-
received, liked by 25/26 
participants. 



Key Findings: Research Part 2

• Budgeting Tools: appealing to both segments because 
budgeting was seen as relevant regardless of one’s 
relationship with gambling

• Instant Help / Chat:  impressed with the chat function that 
provides immediate support without hurdles (direct 
access) 

• Interactive Content: the videos and the risk quiz were 
described as “helpful for learning” and self-improvement

• Non-Aggressive Approach: preference for the non-
aggressive tone - does not confront them about their 
gambling but instead offers help and tools

• Emphasis on Well-being: responded positively to 
messaging focused on improving well-being rather than 
just highlighting problems 



Outcomes: Marketing

Digital marketing: “Change” creative generating good 
response/action. In some cases, outperforming ‘counseling” 
focused creative

Multi-cultural Creative: Outperforms other treatment & 
prevention marketing media

Web site analytics: 24% of all site users visited the new 
moderation content/page Jan-March

Content/Tool Usage: Top performing assets include
• Budget Apps  - #1 used tools!!
• Habit Tracking Apps
• Video Content
• Workbooks
• Communities
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Now 
What?



Now What? 
• Collaboration with OHA: Data sharing, supporting new tools and 

technology, aligning services.  

• App: Providing Oregonians free access to the first gambling 
specific digital health app. The EVIVE app offers solutions for 
cessation, reduction, and prevention. 

• Digital marketing: Ongoing optimization based on performance 
and research. Quarterly testing. 

• Content & Tools: Developing new video series, quizzes, 
collaborating to identify communities and to offer financial tools  

• Research: Kicked off a multi-phased research to understand 
affected others.

• Training: Updating and enhancing all training 
• Advanced skills for Lottery staff
• Self care/stigma for Lottery staff
• Self care/stigma for retailers 





Thank You

Scan the QR code or visit link to download: 
• Inclusive Language Guidelines 
• Literature/Research Info Scan
• Early Support Options - Full Research Report 
• https://www.oregon.gov/oha/hsd/problem-

gambling/pages/resources.aspx

For any questions contact:
Stacy.shaw@lottery.Oregon.gov

https://www.oregon.gov/oha/hsd/problem-gambling/pages/resources.aspx
https://www.oregon.gov/oha/hsd/problem-gambling/pages/resources.aspx
mailto:Stacy.shaw@lottery.Oregon.gov
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