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Discuss need to engage In outreach

Review strategies to increase treatment
enroliments
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1in10

One of the greatest
challenges to the
gambling treatment field
IS finding clients to serve.

Results from two U.S. national surveys found
that only aboubne in every tenpathological
gamblersever seek treatment or attend a
Gamblers Anonymous meeting.

Slutske, W. S. (2006). Natural recovery and treatrseeking in pathological gambling: Results
of two U.S. National Surveys. The American JouonfdPsychiatry, 163(2), 297—302.
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Increasing Treatment Utilization

An iImportant strategy
to increase treatment
utilization Is
conducting outreach
efforts.




Information/Awareness
Campaigns

Mass Media
Social Marketing
Product Placement




—!

Awareness Campaigns

As a prevention method, not effective

Especially if the campaign messages are not regheate
regularly and over a long period of time

As a method to increase public’s awareness of
problem gambling, not highly effective

If not Intrinsically interested, people don’t retanfo

As a method to increase calls to a helpline,
depending on the campaign, can be effective
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Where Help-seekers Get Their Information

Data from Oregon. Moore & Marotta (2009)

Advertising at gaming
venue (30%)

Word of mouth (20%)
Yellow Pages (18%)
Web (12%)

TV ad (10%)

Radio, Print Ads, etc
(less than 1%)
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Relationship Between Advertising, Helpline

Calls, & Treatment Enrollment

Oregon Problem Gambling Services Data: FY 04-05 i
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Keep TV Ads Fresh
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Advertising Effectiveness

ooooo

N

<
Q) $ X

-Over time, ad impact
tends to decrease

-Consider running ads
In intervals, not too
long, not too brief

different ads then rota
their play

-ldeally, create and run
e




Ingredients of Effective
Gambling Helpline Ads

Focus Group Research
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Focus Group Methodology




Focus Group Overview




Focus Group Findings

Gender differences 6
Women are much more receptive@
and responsive to TV advertising.

Women more often noted auditory aspects of the
(narrative and music); men were generally more
sensitive to the visual aspects (color and images)

Make 1t more real

Participants didn’t identify with the actors whoih a
looked upper-middle class and well put together

ad
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Focus Group Findings

Highlight helpline number

Women especially wanted the number to be said,
not just printed on the screen. Men wanted the
number showing longer.

Humor

Most participants accepted humorous approaches
to the advertising. Problem gamblers in treatment,
particularly the men, disagreed.
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Focus Group Findings

Most focus group participants said that
commercials should be:

iInformational — both about
warning signs of problem
gambling and also about
programs available to help

hopeful, showing that
gamblers and their families
can “get their lives back.”
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Summary

Information/Awareness Campaigns

If the goal Is to increase treatment enrollment

Utilize the gaming venue as a distribution point
for materials and helpline number placement

TV Is the most effective mass media advertising
outlet. Keep it real, informative, hopeful

Look to get the word out through web ads, phone
directories, and seek opportunities to encourage
“snow balling” though word of mouth.




Targeted
Education to

Gatekeepers

Primary care providers

EAP counselors

Social service caseworkers
Mental health professionals
Addictions counselors
Parole and probation officers

Judges
Leaders in faith community
Casino workers
Lottery retailers
Bankers

Others
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Does this Strategy Work?

Gatekeepers as problem gambling outreach
workers not well reported in the literature.

Anecdotally, many gatekeeper outreach
strategies promoting PG tx had poor results.

mailings to primary care physicians

presentation to mental health directors

The problem may not be the strategy, but the
Implementation of the strategy
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Important Lessons from PH Literature

Gatekeeper outreach strategies are most
effective when accompanied by:

support at the executive levels of the gatekeeperi|s
organization

changes In practices and policies within the
organization that support the outreach efforts

repeated and sustained efforts by the outreach
worker to reinforce gatekeeper outreach efforts

Florio, E. & Raschko R(1998).The Gatekeeper Modelmplications for Social Policy
Journal of Aging & Social Policy, 1545-0821, 10pp 1 — 109.




Community-Based
Outreach Model

Reaching Out from Within
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NIDA Outreach Model

The National Institute on Drug Abuse (NIDA)
Community-Based Outreach Model

Find outreach workers indigenous to local
community, familiar with local subcultures, ideally
with personal experience related to the problem pr
service

Train to communicate effectively, master
iInformation, maintain personal boundaries

Integrate into community — establish trust and
rapport with high-risk target population
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Does Community Outreach Work

with Problem Gamblers?

The PG literature does not document
effectiveness

One known project, targeted African-
American community within SE Portland,
Oregon

Limited evidence of effectiveness

Increased enrollments of African American in
gambling treatment but not to expected level




Collaborative
Relationships

Working together for
mutual benefit
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Factors Influencing

Successful Collaborations

Factors common to effective collaborations
good role definition
clear expectations
utilization of best practice approaches

good
good

good

leadership
communication
relationship between collaborators

Torres, G. W. & Margolin, F. S. (2003))he collaboration primer: Proven strategies, ca@rsitions, and tools to get
you startedChicago , IL : Health Research & Educational Trus




Comprehensive
Outreach Campaigns

Reaching a common
goal by utilizing a
number of outreach
methods under a
coordinated effort.
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It Takes More Than Good Ingredients

to Make a Good Soup

Simply offering
comprehensive gambling
treatment outreach
programs may not be
highly effective.

Outreach efforts don't
always result in increased
treatment enrollments.
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The Most Successful and Long-lived
Programs:

iIncluded community participation in their conceptio
design, and implementation

where most convenient for participants to access

where those programs that obtained participantifaek
and used it to modify the program

where combined with a coordinated & coherent set of
educational, policy, legislative & intervention nseaes.

Fife, R., Moskovic, C., Dynak, H., Winner, C., \@lan, A., Laya, M., Jameson, L., Paskett, E., ldothday, L. (2001).
Developent and implemenation of novel communitseaah methods in women's health issues: The Ndt@eaaters of
Excellence in Women's Health. Journal of WomeeraltH & gender-Based medicine, 10;1, 27-37.
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Summary

Comprehensive Outreach Programs

For comprehensive
outreach efforts to have the
best chance of success:

need to be well coordinate

their implementation need
to incorporate a number of
enabling strategies




Effective Outreach

Summary
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You Can Fill Waiting Rooms

Utilize evidence supported enabling strategieseto g
the best results from your outreach efforts

From a system perspective,
employ multiple outreach
strategies under a
coordinated effort
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Final Thoughts

Plan well.
Review often.
Stay flexible.

Be patient.
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Questions?

Jeffrey Marotta, Ph.D.

Problem Gambling Solutions, Inc.

503 706-1197
ProblemGamblingSolutions@comcast.net




