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In-venue information and gambling advertising
Do not delete this return as it gives space between the box and what precedes it.
	Key points 

	· Warnings and notices within venues are important referral sources for gambling help lines
· given their low cost, these tools are generally also cost effective

· but there is potential to improve their performance by using visual images and improving the messages.

· There are grounds for changes to gaming machines and their networks that permit the electronic provision of:

· player information statements
· information and warnings that are periodically displayed to gamblers while they are playing (‘dynamic’ warnings)
· disclosure of the expected hourly cost of play based on each customer’s pattern of play

· Advertising has the potential to encourage harmful gambling behaviour, but most gambling advertising regulations are consistent with a harm minimisation approach. The exceptions are:
· gambling advertisements during children’s television viewing periods and sporting telecasts 

· advertising rules for wagering and sports betting.

	

	


Warning messages and material about gambling within venues are an important component of a harm-minimisation strategy. Warnings can inform individuals of the potential risks of gambling and behaviours indicative of problem gambling and encourage safer gambling practices. They can also inform people about where help may be obtained and how to access self-exclusion programs. 

Gambling advertising — which aims to stimulate demand — on the other hand, has the scope to undermine efforts to educate people about gambling.  

This chapter looks at:

· in-venue warnings, posters and information pamphlets (section 8.1) 

· player information (section 8.2)

· gambling related advertising (section 8.3).

Certain key elements of information and education are dealt with in other chapters, notably:

· community education programs (chapter 7)

· school based gambling education programs (chapter 9)

· restrictions on venue based promotions (chapter 12)

· warnings and messages on automatic teller machines (chapter 13) and

· warnings, information and advertising provided by online gambling sites (chapter 15).

8.
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Warning messages

The key objective of warning messages and the provision of in-venue problem gambling material is to reduce harm by changing, reducing or avoiding problematic behaviour. A successful program should result in:

· people ceasing or reducing risky gambling behaviour

· an increase in people seeking assistance from gambling help services 

· a reduction in the average amount of time between people developing and resolving a gambling problem. (This reduced timeframe for behavioural change would probably also reduce problem gamblers’ accumulated losses).

Requirements for in-venue warnings and information

All jurisdictions require venues to display warnings. Different variations of material, however, are used across jurisdictions. For example, New South Wales and Victoria have developed formats to attract gamblers’ attention, and Victoria and Queensland have rolled out a series of warning messages that include prominent visual components (some examples are shown later in the chapter).

Most jurisdictions have a number of approved warning messages that are placed on electronic gaming machines. South Australia has a unique approach, with warning signs being rotated over time (table 8.1). 

Table 8.
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Warning messages are rotated in South Australia

	Message
	Date to be displayed

	Don’t chase your losses. Walk away.
	Dec 08 to end May 09

	Don’t let the game play you. Stay in control.
	Jun 09 to end Nov 09

	Stay in control. Leave before you lose it.
	Dec 09 to end May 10

	You know the score. Stay in control.
	Jun 10 to end Nov 10

	Know when to stop. Don’t go over the top.
	Dec 10 to end May 11

	Think of the people who need your support.
	Jun 11 to end Nov 11


Source: Office of the Liquor and Gambling Commissioner (2008).

Licensing requirements or industry codes of conduct also typically require gambling venues to provide problem gambling pamphlets and contact details for help services. 

Placement matters 

The presence of warning signs and pamphlets is one thing, but for warnings to have any effect, people need to see them. Where a sign is placed, its size and how well it stands out are important. During the course of this inquiry, the Commission visited a range of gambling venues, and it was sometimes difficult to find problem gambling related material. 

Given the social stigma associated with having a problem with gambling, to encourage gamblers to pick up or read material about problem gambling and available help services, material should be placed in areas of relative privacy, such as bathrooms. Evaluations of gambling warning signage recently undertaken in Queensland highlight the importance of placing gambling warnings and help materials in areas away from the gaming floor. A high proportion of survey participants recalled seeing help posters in bathrooms at gambling venues (figure 8.1), and a sample of problem gamblers thought that they would be more likely to respond to material placed in bathrooms than to those in gaming rooms.

Gamblers recognise the value of having messages in bathrooms when gamblers are taken away from the gambling environment. They believe it is a good place for gamblers to reassess their gambling situation. (ACNielsen 2005, p. 25)
Figure 8.
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Where people remember seeing gambling warning signs

Percentage of survey participants who recalled seeing warning signs in different locations
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Data source: ACNielsen (2006).

Warning notices and pamphlets should also be displayed in parts of the venue where patrons are likely to take a break from gambling, as people may be more receptive to information when they are not actively gambling. Even if people don’t pick up literature in these locations, having gambling related information in bar and meals areas could prompt patrons to obtain help. A novel approach used as part of the Gambling Hangover campaign in New South Wales was to provide a problem gambling pamphlet in a plain white cover. Because the cover gave no indication of the contents, people could pick it up without identifying themselves as having a ‘gambling problem’. 

Another important source of information is gambling counselling contact cards — which contain details of counselling services. That information is normally printed on a business sized card that allows gamblers the opportunity to discreetly take a card from a gambling venue. One participant (The Western Riverina Murray Gambling Forum, sub. 226) noted the lack of contact cards for counselling services in some gaming areas. In one venue visited by the Commission, counselling contact cards were available in the bathrooms and could quickly and discreetly be accessed by gamblers (figure 8.2). 

Figure 8.
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Counselling contact cards available in an ACT venue
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Warnings are relatively cheap and easily updated

When assessing the desirability of implementing any policy, the relative cost of the program obviously needs to be considered. The cost of printing and placing warnings is relatively low compared to other policy interventions such as modifying existing electronic gaming machines (see chapter 11) or changes to in-venue placement of automatic teller machines (see chapter 13). In addition, if a warning campaign is found to be ineffective, the cost of removing the warnings is also low. As such, the estimated benefits from warning messages do not need to be very high to justify implementing a program.

There may be a need to use innovative and flexible approaches when assessing warning campaigns. The costs of the most common policy assessment techniques can be prohibitively large for many low cost policies. Assessments of warning campaigns must be capable of determining the effectiveness of the policy against the stated objectives (messages could be designed to prevent problems occurring or make people aware of hazardous styles of play or to encourage people experiencing problems to seek help), while also ensuring the cost of assessment is proportionate to the benefits that could be expected.

How effective are warnings in venues?

Available evidence about the effectiveness of gambling warning messages in venues is relatively thin. Studies examining the effectiveness of gambling-related warning messages have assessed the impact of the ‘message’, the size of messages and the relative impact of static or dynamic messages. Most of the studies are recent and, as a result, there are no critical reviews or meta analyses across different approaches.

Constrained by ethical considerations from studying gamblers using their own money in an actual venue, many of the studies have been undertaken in a laboratory setting. Two of these studies (Steenbergh et al. 2004, Cloutier et al. 2006) found that exposing people to warning messages generally changed participants’ understanding of the odds of winning, but didn’t result in any significant change in their gambling behaviour. However, one laboratory study found that people exposed to warnings before playing roulette spent the same amount of time gambling as people not provided with warnings, but had more money left at the end of the gambling session (Floyd et al. 2006).

Two venue-based analyses of warning messages in Australia — one commissioned by the Victorian Government (Sweeney Research 2007), the other by the New South Wales Government (Riley-Smith and Binder 2003) — assessed the impact of existing warning messages compared to possible alternative messages. Both used a focus group approach. 

· The Victorian study, which grouped participants by problem gambling risk level, tested warning messages with different combinations of length and placement of text, colour schemes and visual imagery. While the views of the two groups about the messages were generally similar, problem and at risk gamblers responded more strongly to a warning sign containing a picture of a distressed person (figure 8.3). Low risk gamblers, on the other hand, considered the warning irrelevant to them because they could not relate their own gambling behaviour to the emotions depicted.

· The New South Wales study was limited to examining the effectiveness of different ‘text-only’ warnings. No conclusions on visual imagery could therefore be made, but they found that low risk gamblers reacted differently to people with gambling problems to some messages (Riley-Smith and Binder 2003).

Another evaluation of responsible gambling signs in venues in Queensland involving interviews with 12 problem gamblers, found that the existing in-venue signs had lost their effectiveness (message fatigue). Problem gamblers cited a need for more provocative signs that ‘spoke’ directly to them. Based on these findings, a further evaluation of 16 ‘refreshed’ signs was undertaken. (107 questionnaires were completed, 30 ‘problem gamblers’ and 77 ‘at risk’ gamblers). Many of the signs were variants of other ideas that were also tested (figure 8.4). Again the evaluation found that messages that ‘speak to’ gamblers and that were targeted towards ‘problem gambling’ behaviour were most effective (AC Nielson 2006). After testing the concepts, the Queensland Government introduced new warning messages based on the findings and tried different formats for delivering messages. For example, the ‘try this simple test’ concept depicted in figure 8.4 was transformed into a take away card (figure 8.5).

Figure 8.
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Pictures evoke different responses from high and low risk gamblers

Warning tested in Victorian review
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Source: Sweeney Research (2007).

What the evidence points to then is that warnings need to contain more than factual information. To invoke a change in behaviour (particularly for those experiencing problems with gambling), warnings need to have an emotional impact. This point was also made by Delfabbro (2008b): 

There is a need to consider images and messages that engage people’s cognitive, emotional, and motivational faculties. The message will have more effect if it makes people think about their gambling and its consequences, if it engages them emotionally, and is consistent with their desires (eg being free of gambling-related problems is something that may be very appealing to a person). …Factual information is usually not enough in these campaigns, because many gamblers are aware of the odds of gambling, but do not believe that these odds apply to them because of beliefs about personal luck. (p. 140)

Brochures and notices at gambling venue are also nominated by people seeking help for gambling as an important referral source. For example, almost a third of people calling G-line in New South Wales in 2007‑08 nominated gambling venue notices as the main referral source (appendix J). While only a fraction of problem gamblers ever seek help, given that people who seek help for gambling problems clearly use in-venue information to contact help services, the benefits of providing such information would appear sufficient to warrant the small cost of providing it. 

Figure 8.
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It can be useful to test variations of an idea
Warnings tested in Queensland
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Source: AC Nielsen (2005). ‘Try this simple test’ poster developed by the advertising agency BCM.
The Commission’s survey of the clients of problem counselling agencies also found some positive, albeit modest, impacts of in-venue warnings:

· most respondents (77 per cent) recalled seeing warning signs in venues 

· of those respondents that saw the information, 16 per cent said they changed their gambling behaviour (that is, 12 per cent of the surveyed problem gamblers changed their behaviour). 

To the extent that the self-reported data are accurate, this suggests a potentially high level of cost-effectiveness of this approach given the low cost of introducing 
in-venue warnings. 

Of those respondents that reported that in-venue warning signs had no impact, some of the reasons given for this included that warning signs, ‘didn’t tell me anything I didn’t already know’, ‘because I didn’t think my gambling was a problem’, ‘I thought I could win’ and one gambler admitted, ‘I wasn’t ready to change’. 

Figure 8.
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Using an idea in a different way
Part of a take away card developed from the ‘Try this simple test’ poster
	[image: image7.emf]
	[image: image8.emf]


Evidence on effectiveness of messages from related fields

The literature on the effectiveness of alcohol and tobacco warnings is more extensive than that for gambling (it includes a large number of critical reviews and meta analyses) and provides some insights that may be useful for gambling-related messages. That said, tobacco and alcohol warnings have had a chequered history (evidence of uneven effectiveness). And, in the case of tobacco, the warnings complement the social groundswell of public opinion against tobacco use. 

Tobacco warnings
Tobacco warning campaigns have been among the most effective campaigns in public health. In general, changes to tobacco warnings have seen increases in the overall size of the warning and text, and the inclusion of more striking colour schemes and visual components. However, even though there has been a consistent change in direction of tobacco warnings, the research has found resulting behavioural change to be inconsistent, and even the more successful messages have resulted in behavioural change in only a minority of smokers.

In terms of text size of warning message, the evidence suggests that warning have to achieve a certain threshold of prominence to be effective. For example:

· a multi country study found that changes to the text size of warning messages were only effective if the final text size was sufficiently large (Hammond et al. 2007). 

· Kaiserman (1993) found that changing a small font size to only a somewhat bigger font had no impact. 

In a gambling context, such findings could be applied to the size and location of the warnings and to the visual contrast between the warning and the surrounding images.

Evaluations of tobacco warnings also suggest that the type of text message used can influence the effectiveness of warnings. The literature highlights that people undertaking risky behaviours often look for any excuse to reject or discredit warnings and information campaigns so they can justify continuing their behaviour. For example, if people do not display the particular behaviour depicted in a warning, they can disregard the warning on the basis that it is not relevant to them (Strahan et al. 2002).

The differential impact of warning messages that emphasise the negative impacts of risky behaviours and positive impacts of ceasing or reducing risky behaviour has also been examined in the context of warning messages for tobacco. Strahan et al. (2002) made a number of observations that are relevant to gambling:

· the inclusion of information on the positive impacts of ceasing a risky behaviour tends to improve the effectiveness of a warning message campaign

· focussing on negative impacts of risky behaviour is usually more effective as a preventative measure or to encourage early detection, such as with ‘fear based’ public health campaigns (p. 184)

In a gambling context, these findings suggest ‘horse for courses’ with different messages according to the objective of a program. In-venue warnings could be targeted at the full range of gamblers. 

Confronting images also appear to assist message effectiveness, at least in some areas of public health. Cross-country studies have found that tobacco warnings that include confronting visual imagery (and larger warnings) are more successful in reducing smoking (Hammond et al. 2007, Strahan et al. 2002).
 For example, over 10 per cent of survey participants from the United Kingdom reported a link between seeing new warning labels and not smoking for at least six months after the warnings were changed (Hammond et al. 2007).

While it is easy to use striking visual imagery in smoking warnings, it is less clear what type of imagery could be appropriately used for gambling. That said, Victoria (figure 8.6) and Queensland (figure 8.7) have taken initial steps in developing gambling related visual imagery. Given the potential for behavioural change, further exploration of gambling related visual warnings is warranted.

The other relevant finding from analysis of tobacco warning labels is that the effectiveness of warning messages decreases over time (Hammond et al. 2007, Strahan et al. 2002). Even highly effective warning campaigns experienced declining behavioural responses after a few years (Hammond et al. 2007). This has also been found to be the case for gambling messages, indicating the importance of ‘refreshing’ such material.

Figure 8.
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Examples of Victorian warnings
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Source: Victorian Commission for Gambling and Regulation: Minister’s standards http://www.vcgr.vic.gov.au/CA256F800017E8D4/WebObj/9F15EBAB79B09296CA25743B0003697C/
$File/Std_Minister2008Talkers.pdf 
Alcohol warnings

Reviews of alcohol warnings appear to offer less guidance for the effectiveness of warnings about the risks of gambling as the evidence on alcohol warnings suggests limited behavioural change. As Stockwell (2006) concluded: 

Reviews of the evidence supporting the full range of available alcohol policy strategies spanning legislative, regulatory and educational have mostly concluded that there is little or no measurable change in drinking behaviour and related harms as a result of introducing warning labels. (p. 4)

That said, alcohol warning messages have been shown to have some impact on behaviour when directly targeting health risks — such as the risks associated with drink driving and the risks of drinking alcohol while pregnant (Stockwell 2006, Anderson and Baumberg 2006, Argo and Main 2004).

On the other hand, some characteristics of alcohol warnings that have been regularly associated with poorly performing programs include where:

· the warnings are targeted at experienced users of the product

· the warning messages are too small to be seen. For example, in Thailand, the text of alcohol warning messages need only be two millimetres in height.

· the language used is inappropriate for the target audience (Argo and Main 2004).

As with many other areas of public health initiatives, recent public awareness programs for alcohol have adopted some of the more effective components from tobacco campaigns. However, there is a lag between implementing and reviewing such programs. It is possible that existing campaigns targeting responsible alcohol use could be more effective than previous campaigns. As reviews of these programs are undertaken, they may also provide additional insights for gambling campaigns.

Figure 8.
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Examples of Queensland Warnings
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Dynamic warnings show some promise

There is some evidence that gaming machine players are more likely to respond to ‘dynamic’ warning messages. These are messages that are periodically displayed while people are actually gambling, usually on the screen itself.

· Cloutier, Ladouceur and Sévigny (2006) found that a group receiving dynamic warning messages showed a larger reduction in erroneous beliefs than those receiving static warning messages. The behavioural effects of the different forms, however, were found to be identical. 

· Monaghan and Blaszczynski (2007) found that students playing an electronic gaming machine (in a laboratory setting) had substantially higher recall of warning messages if those messages were dynamically delivered via the screen. 

The Allen Consulting Group (attachment to sub. DR365) presented a contrary view, arguing that venues are already cluttered with messages and information, and that dynamic messages and player information displays could simply augment that clutter, making it harder to provide high impact, conspicuous messages. However, an important feature of on-screen warnings and information is that they cannot readily be avoided by a player — making it more likely that the message will be read regardless of the amount of clutter in the venue. In fact, the use of dynamic warnings could allow reduced clutter if they replace other information.
Simple dynamic warnings could be implemented soon

The simplest form of dynamic message would be a generic warning which did not take account of gamblers’ playing styles. Simple messages of this kind could be implemented relatively quickly in Queensland, Tasmania and the Northern Territory using existing gaming machines and monitoring protocols in those jurisdictions. An additional benefit of using monitoring systems to provide warning messages is that as messages lose their effectiveness, they could be replaced almost instantaneously and at no cost to venues. However, additional functionality would need to be built into central monitoring systems to generate the messages. 

Intelligent dynamic warnings could be deployed over the longer run

Dynamic warnings could, in time, be tailored to the style of play during a gambling session — so that gamblers who are playing at very high intensity for prolonged periods, or whose behaviour was consistent with ‘chasing’ losses or other problematic playing styles, could be warned specifically. Such ‘intelligent’ warnings would only be provided to such players, while those playing in a ‘recreational’ style would face no interruptions.
 Such warnings were supported by Australian gaming machine manufacturers (Gaming Technologies Australia, sub. DR344, p. 16).

There are several possible methods for delivering intelligent warnings to players, including through the networks that link gaming machines to the monitoring system, through software on the machines or both. Altering the existing stock of machines would be costly and unlikely to pass a cost-benefit test. Accordingly, in the short-run, the capacity for delivering such dynamic warnings would need to be incorporated into the software of new machines at production. This would involve low incremental cost, but would mean that the diffusion of this harm minimisation measure would depend on the rate of retirement of older machines.

It may be possible to implement such intelligent dynamic warnings as part of the Victorian pre-commitment system scheduled to begin in the next few years, which would provide a useful trial of their design and effectiveness. In the longer run, more sophisticated networks could allow more flexible intelligent warnings, in which regulators and gaming machine providers could update the nature of the warnings remotely without any need to change each machine separately. Machines would have to be compliant with the network protocol to permit this. Such sophisticated warnings could be introduced for online gambling in the shorter run.

Implications for policy
Overall, the evidence suggests that some gamblers do change their behaviour based on in-venue information, as well as it being an important source of referrals for gambling help services. This suggests that the benefit of in-venue information warrants the small cost of producing and disseminating static material. That said, warnings that are deliberately designed to obscure the message, placed in locations that are hard to find or produced in a form that makes identification difficult are unlikely to work.
The evidence on warning materials in both gambling and other related fields indicates that warnings could be made more effective by:

· using more effective language

· highlighting common problematic behaviours and the benefits of changing them

· using visual images that reinforce the message

· changing messages as their effectiveness wains.

Recent changes to arrangements for warning messages in Victoria and Queensland are consistent with many of these principles. Given the ex ante evidence from the qualitative research undertaken by Sweeney Research and AC Nielsen and the findings in parallel areas of public health, there is a strong prima facie case for other jurisdictions to make use of the Victorian or Queensland models.

Research indicates that intelligent, dynamic on screen warnings are likely to be more effective than static warnings. While it would be prohibitively expensive to retrofit existing EGMs to generate such warnings, it could appear that introducing the capacity into new machines would involve little cost. 
A critical policy requirement for delivering that capacity is the development of standards for those messages. Governments have tested the effectiveness of new warning messages by considering whether there were ‘spikes’ in calls to help services after introduction of the messages. (In general, there have been such spikes.) This is a relatively simple evaluation method, with some deficiencies (Monaghan, sub. DR296, p. 1), but is cost-effective and timely. It should be emphasised, however, that while a major goal of warnings is to encourage people with problems to seek help, they can also serve a potentially important preventative function. Warnings may help avert problems by making people aware of hazardous styles of play or faulty cognitions. (Evaluations of the effectiveness of warnings in this context would have to use different methodologies than for warnings intended to initiate help seeking.) 
Recommendation 8.1
Governments should draw on the Victorian and Queensland models for gambling warnings:

· making them conspicuous on machines and in other areas of venues

· using imagery that has been demonstrated to be effective

· highlighting the behaviours that are indicative of problem gambling and the benefits of altering these

· including contact details for help services.

New warnings should be market-tested for effectiveness prior to their introduction, and their impacts assessed, including by monitoring help-line services before and after implementation. They should be periodically changed to maintain their effect.

Recommendation 8.2
There should be a capacity for gaming machines to display warnings electronically when the style of play is indicative of significant potential for harm, with:

· this capability incorporated into all new gaming machines by 2012 and switched on for these machines in 2014

· all gaming machines required to have this feature by 2016, with an exemption until 2018 for venues with less than ten machines that also face significant implementation costs relative to revenue
· the messages to be displayed and the rules for triggering each message configured in such a way that they could be changed remotely via a monitoring system (including for new machines sold in jurisdictions where existing monitoring systems would not yet be capable of making those changes).

In the interim, where their monitoring systems are already capable of sending messages to EGMs, jurisdictions should require gaming machines to periodically display simple warnings (unrelated to a gambler’s playing style) by 2011.

Some common misconceptions

Lack of understanding about how EGMs work is behind some of the erroneous beliefs held by some gamblers and contributes to their problems. Common beliefs are that machines run ‘hot’ and ‘cold’ and are less likely to pay out after a prize has been won (box 8.1). In addition:

Players may believe that a given machine will return the set percentage of the money that they invest. Players may also believe that in the long run, the game return percentage also holds true across sessions and days. … players typically believe that various factors influence the likelihood that the machine will pay out … the cognitive error that is common to a range of erroneous beliefs is the failure to understand properly the meaning of randomness across independent events. … (Walker et al. 2007, pp. 25–26)

The primary cognition underlying problem gambling is the misconception that one can win on a long-term basis, encouraging players to chase losses in the belief that the longer one plays, the more likely one is to win. Research suggests that ‘a sizeable percentage’ of both problem and non-problem gamblers hold these views:

…, highlighting the need to tailor informed choice information to common misconceptions. (Blaszczynski et al. 2008, p. 113)

Similar evidence is revealed by large-scale population surveys (chapter 4).
As shown in chapter 4, while such misconceptions can influence the gambling behaviour of any player, regular gamblers are more likely to hold erroneous beliefs than occasional gamblers, and problem gamblers more so than other regular gamblers. Nevertheless, given their sheer numbers, most gamblers affected by faulty cognitions are ordinary recreational players.  The core feature of gamblers’ faulty cognitions is underestimation of the real price of gambling, with the likely consequence that people spend more than they would had they been better informed. This suggests that there could be widespread benefits for all consumers from policy measures that improve their understanding of the risks and costs of playing EGMs. 

Information on the chances of winning

Cognitive behavioural therapy (CBT) is a common method for addressing gamblers’ misconceptions and irrational beliefs. It involves discussions with the gambler that help them to understand how EGMs actually work. There is some evidence that CBT is one of the more effective approaches for treating problem gamblers (chapter 7). However, addressing misconceptions is not straightforward. Many people do not have a clear understanding of the nature of probability and random events:

Irrational beliefs about gambling may be difficult to falsify, are often highly idiosyncratic and context-bound, and may stem more from the selective misuse of information than from a lack of knowledge about gambling activities. (Delfabbro 2004, p. 1)

Moreover, 

During the process of gambling, specific idiosyncratic beliefs (e.g., that one can control the outcomes, or that certain numbers are luckier than others) come to over-ride more objective considerations, and this appears to occur to a much greater extent amongst problem gamblers. (Delfabbro, Lahn and Grabosky 2006, pp. 188–189)

Prima facie, providing better information in venues or on EGMs about how machines function and their ‘price’ could reduce gamblers’ faulty cognitions and provide a better basis for informed consent when people play EGMs. (In some instances, such information might be relevant to other gambling forms). However, while the percentage return to player is variously displayed or made available on request in venues (FaHCSIA 2009, p. 25), it is not clearly-understood (box 8.1). Livingstone, Woolley and Borrell argued that the basic structure of EGM technology is not understood by gamblers:

… particularly in relation to ‘common sense’ ideas about ‘the law of averages’ and the average return to player ratio provided by EGMs. (2006, p. xvi)
For example, it is not clear that players are aware that a higher return to player implies a lower expected cost of play per hour, and that the differences can be significant. An EGM that pays 87 per cent return to player costs 13 per cent of turnover on average to play and is therefore 60 per cent more expensive to play than one that pays 92 per cent (where the cost is 8 per cent). Thus the return to player percentage can make a substantial difference to the cost of play and the amount of time that a given stake will last. 

Do not delete this return as it gives space between the box and what precedes it.
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Gamblers’ perceptions about the likelihood of winning

	Counselling agencies and others consistently report that problem gamblers misunderstand the return to player and the true likelihood of winning on an EGM:

Anyone who has worked with people who gamble come to realize that they often have a number of erroneous beliefs and attitudes about control, luck, prediction and chance. … The basic problem is that people who gamble often believe they can beat the odds and win. Even those who know the odds still believe they can win. (Centre for Addiction and Mental Health in Canada)

Delfabbro notes that many gamblers report having a number of beliefs about how to, and when, to play the machines in order to increase their chances of winning: 

The cognitive theory of gambling is based on the idea that people over-estimate the probability of winning because of irrational-thinking or erroneous views about the odds of winning, and the nature of random events. (2008, p. 127)

For example, it is commonly thought that there are certain times of the day when machines are more likely to pay out because they were ‘due for a win’ or ‘full of money’. Similarly, Walker observed that:

Players may believe that a given machine will return the set percentage of the money that they invest. Players may also believe that in the long run, the game return percentage also holds true across sessions and days. (Walker 2007, p. 25)

Drawing on the work of Schellink and Schrans in Nova Scotia (1998), he added that:

Other commonly held misconceptions are that the chances of winning are influenced by the size of the bet, the type of machine or game they are playing, the time of day or day of the week, and skill of the gambler in pressing the button … Problem gamblers are more likely to hold these beliefs than other regular gamblers. (Walker 2007, p. 26)

Delfabbro concluded that all of these reported behaviours and beliefs were generally consistent with previous research undertaken in Australia (Delfabbro 2008, p. 127). 

	

	


Delfabbro observed that telling players that they will get back 87 per cent of the amount they insert into an EGM is unlikely to be informative, because it is a long-run expected (statistical) return, and therefore unlikely to be relevant for a given gambling session:

Although gamblers can obtain short-term profits if outcomes go in their favour, the most probable outcome when people gamble on slot-machines and reinvest their returns is for them to lose all their money, or obtain a small profit. This fact should be emphasised so that people do not enter venues in the mistaken belief that they will consistently lose around 13%. (Delfabbro 2008, p. 141)

He added that:

This view was also endorsed by the Australian Gaming Machine Manufacturers Association
 … who point out that providing odds might only serve to confuse players, or lead them into the false expectation that this return will be maintained consistently, and that the machine will constantly self-correct in order to maintain the required return. This seems a very likely possibility given people’s tendency to fall victim to the gamblers’ fallacy. (Delfabbro 2008, p. 141)

Nevertheless, it is clear that some gamblers continue to see EGM playing as a way to make money (or are not fully aware of how much they can lose). But the EGM manufacturing industry emphasises that players should expect to lose money in the long run:

It is important to understand that these machines are NOT designed to make you money on any regular or long term basis. Winning sessions may occur but you should expect that the long term outcome will be to lose money – otherwise the venue that provides you the opportunity to play could not afford to keep the machines! (Gaming Technologies Association, Responsible Gaming Machine Play
)

In an attempt to convey information about odds in a more understandable way, the Queensland OLGR, provides the following example under a heading of ‘What are the odds of winning a top prize on a gaming machine?’. To envisage the odds of getting five symbols in a row — which can be up to one in 52 500 000 — it asks the reader to imagine 152 road trains parked nose to tail along the highway:

Each truck has three containers. This gives a total of 456 containers. Each container is packed with 3 800 slabs of drink cans. There are 114 027 cans per container, making 51 996 312 cans in total. One of these cans is cold — the rest are warm. You want to find the one cold can. (OLGR 2009)

However, there remain doubts about the capacity of EGM players to absorb and understand accurate information about the probabilities, odds and payout structures of EGMs. In addition, there is some evidence that even where people do understand these matters, this can be overridden by irrational beliefs when gambling (what Sévigny and Ladouceur 2004 call ‘cognitive switching’, cited in Delfabbro, Lahn and Grabosky 2006, p. 189). As one study observed:

Knowing something and having this knowledge alter your behaviour are often two different things. (Williams, West and Simpson 2007, pp. 10–11)

Moreover, erroneous beliefs that some EGM players have about their capacity to win money overall tend to be reinforced by the winning of prizes. Notwithstanding that they lose in the long run, high intensity players such as problem gamblers do win cash or credits along the way because of the sheer volume of bets they make. Indeed:

… persistent gambling is incorrectly perceived as a descent into debt. Rather, it is a trend into debt interspersed with relatively large wins. It is likely that these occasional wins strengthen the erroneous beliefs that the gambler already holds about the activity. (Walker et al., p. 31)

Another way of approaching the issue of player information is to more explicitly portray EGM play as a form of entertainment that players should expect to pay for, with the caveat that part of the entertainment is the possibility of winning a range of prizes in the form of cash or game credits. Such a view is broadly consistent with the views of the gaming industry: 

All forms of gaming are for entertainment purposes and provide a statistical advantage (or ‘edge’) to the house. (GTA, sub. 34, p. 5)

But rather than just focusing on the odds of winning particular prizes, such an approach would instead seek to focus players’ attention on the expected cost of play.
For most other services supplied in the economy, the price is set in dollar terms, as a flat amount, or as an amount per hour or per unit of activity, or some combination of these. While the buyer may not know the full price in advance, they are aware of the parameters by which the total cost will be determined. In the case of EGMs, the total cost of play varies enormously with the denomination of the EGM and the intensity of play. There would be value in attempting to convey this by way of a summary or indicative dollar amount per hour.

Conveying to consumers the cost of playing an EGM

As noted earlier, the average cost of play can vary, depending on the parameters of the machine and the player’s chosen intensity of play. Thus the average cost of play is heavily player-dependent, and can vary between a dollar or so per hour and hundreds of dollars per hour (tables 11.1 and 11.2).
A straightforward way of conveying this information would be to indicate the expected hourly loss based on a person’s playing style. The dollar cost per hour conveys a more useful message than a percentage ‘return to player’. However, the statistical term ‘expected’ may have to be explained to gamblers, because, given the volatility of returns, they are unlikely to experience the actual losses posted on the machine.
 
Notwithstanding this shortcoming, there would be clear benefits in providing information in this form. It would:

· indicate to consumers that the choice of higher credit/line choices, faster play and higher denomination machines will substantially increase their likely losses
· reveal the ‘price’ of individual machines in a more readily understandable and less misleading form
· be more consistent with the normal way of conveying information to consumers about the cost of goods and services

· convey the idea that an EGM is an amusement device designed to incur a cost (albeit, a likely or ‘expected’ cost), rather than a means of making money.
Such information might not influence the thinking of some patrons, particularly if they experience a run of wins and take some money home. But with repeated exposure, being advised about the average potential cost of an hour’s play could be expected to have a conditioning effect. It might also help some gamblers overcome the ‘gambler’s fallacy’. That is, if they understand ahead of time that playing a particular EGM will on average cost them say, $500 per hour, it may deter the chasing of losses.

Dynamic player information displays

Ideally, information on the cost of play would be incorporated into player information displays (PIDs), which are increasingly becoming available. In Victoria, for example, players can get access to information on a machine’s return to player percentage and track their playing session by the use of second screens. 
After consulting with gaming machine manufacturers and regulators, the Commission understands that it would be technically feasible for all new machines to include a dynamic PID that indicates the expected cost of playing a machine based on an actual customer’s style of play. For example, a gaming machine would calculate that the expected hourly cost of play was $72 if someone is playing on a 2 cent machine with a 90 per cent player return, choosing 10 lines, 5 credits per line and taking 5 seconds between button pushes. If the gambler ramped up spending by selecting 25 lines and 20 credits, while accelerating the rate of play to 3.5 seconds per button push, the expected cost per hour would be shown as $1029.

The Commission also understands that such dynamic price disclosure could be achieved at a relatively low cost if there is agreement on a uniform national standard for displaying that information on new machines and if existing machines are not upgraded to include this feature.

Static cost of play information

Consumers need not wait for the existing stock of EGMs to be replaced before being informed of the hourly cost of play. A (static) notice or sign could still provide players with an indication of the hourly cost of play for existing machines, though this need not directly relate to each individual’s style of play. As noted earlier, the average cost of play can vary enormously, depending on the parameters of the machine and the player’s chosen intensity of play. For this reason, the Commission proposes that such information be in the form of a range, from very low intensity (say, a dollar per hour) to the average (expected) cost of high intensity play, to warn the player of maximum possible losses.

A straightforward way of conveying this information would be to indicate that, at a given rate of play, the expected cost would be of the order of $X per hour. For example, it could say: ‘at 10 lines and 10 credits per line, this machine will cost you $X per hour on average to play’. Or it could specify the expected cost of play at maximum intensity. 

Arguments can be mounted for different approaches for calculating the expected loss, and it would be useful if a consensus approach can be agreed across jurisdictions, based on some market testing (see below). However, such agreement need not be reached before static signs can be introduced. In fact, the early introduction of static signs indicating the hourly cost of play could usefully guide the development of both future static messages as well as on screen provision of the expected cost of play.
Information on the ‘return to player’
As the average cost figure would still be a statistical ‘expected’ cost that few would experience in a single session, it would need to be supplemented with other information.
To compare the costs of playing different EGMs with different parameters, players need to know the ‘price’ of playing one machine compared to another. The proposed dollar cost of play does not provide this information, as a $900 per hour EGM may be more expensive to play than a $1200 EGM in the sense that it has a lower return to player setting. So players should also be advised of the percentage return to player expressed as a percentage cost to player —  for example, a 92 per cent return to player involves an 8 per cent cost to player. In the short-run, this could be posted on machines by a sticker — without substantial cost. And, over time, the percentage cost to player would be included as a feature of the player information displays discussed above.
The return to player information also needs to be supplemented with better consumer information in the form of readily available pamphlets that players can read at their leisure, or on a secondary screen. These could explain how EGMs work, the caveats about the long term nature of the average dollar cost, how that figure is calculated and the possible range of costs that players are likely to experience in practice.

Whatever form of disclosure occurs, it should be clearly visible to the consumer and, in line, with recommendations made in the Commission’s report on consumer policy, be evaluated for its comprehensibility, and altered if warranted (PC 2008, p. xxv). (This could involve testing players’ understanding of this information, assessing how they use it in game play and the implications it has for gambling sessions, choice of EGMs etc.)
Recommendation 8.3
Governments should ensure that gaming machine players are informed about the cost of playing through disclosure of the ‘expected’ hourly expenditure and the percentage cost of play.

· Initially, this should be achieved with a sign fixed to all EGMs, showing the percentage cost of play and the expected hourly cost of play on that EGM, based on some customary styles of play. 

· By 2011, all new gaming machines should display electronically the cost of playing based on an individual’s style of playing, and provide information on the percentage cost of play.

· By 2016, all gaming machines should be required to have this feature, with an exemption until 2018 for venues with less than ten machines that also face significant implementation costs relative to revenue.
· The percentage cost should be calculated as 100 minus the return to player percentage.

Information on players’ actual losses

Proof of purchase (a receipt of expenditure) for gaming machine players could have several potential benefits.

Proof of purchase could better inform gamblers about the actual cost of playing machines. Nower and Blaszczynski (2010) found that ‘problem gamblers were more likely than all other groups to indicate they lost track of money’ (p. 8). This difficulty in tracking losses has potential consequences for overconfidence and lack of awareness of the real costs of playing (appendix B).

It could also improve the capacity of gamblers to seek legal redress under state and territory fair trading laws if some aspect of the supply of the service is deficient (Duty of Care, sub. 151, Gambling Impact Society NSW, sub. 59). For instance:

Duty of Care remains deeply concerned with the lack of consumer protections afforded to gambling machine consumers. Where gambling machine providers breach codes of practise or when machines malfunction and gambling machine consumers are disadvantaged as a result, those same consumers are unable to prove to a court’s satisfaction that they were even in the venue at the time the breach or malfunction occurred let alone how much they are out of pocket as a result. This is totally unacceptable. (sub. 151, p. 17)
However, while the issuing of receipts for the purchase of goods and services is a standard business practice, the right for a customer to obtain a receipt is not currently included in consumer protection legislation in most Australian jurisdictions. (However, an Australia-wide right to proof of purchase is being considered as part of the new Australian Consumer Law.) Only in Victorian fair trade legislation is the right to a receipt or other means of proof of purchase explicitly stated (Fair Trading Act 1999 s 161A). It is accommodated in gambling by allowing a patron the right to request a receipt, but not the obligation for the supplier to automatically provide one. In fact, receipts are rarely requested in Victoria — although the cumbersome and slow process apparently involved may well deter patrons. For example, Mitchell (sub. DR 378, p. 7) indicated the substantial length of time it took to obtain receipts in Victoria (from 22 minutes to 90 minutes).
Mitchell recommended that this problem be resolved by having EGMs automatically issue receipts to players. This would more adequately address consumer misconceptions about the cost of playing than a discretionary receipt. However, to achieve this in the short run would require the replacement of most EGMs and some central monitoring systems — costing some hundreds of millions of dollars. This could only be justified if it were associated with some other requirement to replace machines, which the Commission does not consider desirable. 
The Commission’s medium term recommendations for:

· dynamic cost disclosure would address people’s misconceptions about losses more cost effectively. 

· the inclusion of the option for gamblers to access player information statements with any pre-commitment scheme would address any need for more detailed records of past play. Notably, however, such past transactions histories are often not requested even where current loyalty schemes include them as a feature (Nisbet 2005b.) However, the Commission understands that the costs of providing player information statements for play on all EGMs is low in the long run, since that capability could be built into new machines and turned on when compatible monitoring systems and pre-commitment systems are developed. Retrofitting this capability would involve large costs which could not be justified.
8.
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Advertising
Advertising is typically seen as a legitimate commercial strategy for promoting a business’s products. However, in the gambling arena, there are significant concerns that it can reinforce highly prevalent consumer misperceptions about gambling, inappropriately attract children to gambling, and exacerbate problem gambling. Reflecting these concerns, jurisdictions regulate most aspects of gambling advertising (appendix K). Nevertheless, there are several potential gaps raised by participants that may warrant policy action.
Competitions

Some quizzes, competitions and auctions have a gambling element, but may be marketed in a way (or assume a form) that misleads consumers. Yet regulations in this area are not comprehensive, and existing state and territory regulations do not fully address problems arising from services marketed across jurisdictional boundaries. Cooperative approaches by states and territories are likely to be the most effective policy model, with the Tasmanian Department of Health and Human Services (sub. DR370, p. 5) endorsing their practicality. 

In theory, an alternative regulatory approach could involve a national body as the regulator. However, for existing state and territories, there are complementarities between the regulation of such gambling competitions and other gambling forms, and these regulators are a known point of contact for consumers wanting to make a complaint. All the more so given the Commission’s recommendations for enhanced state-based complaint processes (chapter 12). In contrast, it would not be cost effective to create a new national regulatory body just to address gambling advertising, and existing Australian Government agencies with some responsibilities for gambling, like ACMA, do not have the broad capacity of state and territory regulators.

Recommendation 8.4
The Ministerial Council on Gambling should develop a consistent national approach for regulating gambling-based quizzes, competitions and auctions operated or marketed through television, mobile phones and the internet: 

· those arrangements should not cover gambling or gaming activities already regulated by state and territory governments.

Accurate and sufficient representation of gambling services

Currently, most jurisdictions explicitly prohibit gambling suppliers overstating the chances of winning, and, more generally, trade practices law prohibits misleading and deceptive conduct. Nevertheless, some participants remain concerned that advertising does not accurately portray gambling, by accentuating wins and enticing new customers through clever marketing without representing the risks of the products (appendix K). 

While there are strong grounds for prohibiting misleading marketing or advertising that accentuates winning, it is not clear that the severity of the remaining problems warrant strengthening of existing regulations or additional regulations.

In particular, exaggeration is a common feature of marketing generally and most consumers are aware of this. The ACCC refers to such exaggeration, fanciful or vague claims for a product as ‘puffery’, and in most instances it is not outlawed under trade practices law because people could not reasonably be misled. It is a fine judgment about when claims such as ‘scratch me happy’ (cited as problematic by Hunter Council on Problem Gambling, sub. 111, p. 3) are legitimate forms of marketing or ones that might support false prospects of winning. The practicalities of ensuring a completely balanced portrayal of the prospects of winning may be difficult to achieve.

The Commission does not consider that further regulatory action is a high priority, though the practical experiences of codes that attempt to constrain overly exuberant marketing — such as the Queensland gambling advertising standard — would be worth assessing.

On a lesser note, some gambling suppliers — notably some state lotteries — implicitly depict wins as non-random events when in fact, they are random (appendix K shows some examples). That might not involve harm for lottery customers, but the faulty cognitions it encourages or reinforces may carry over into other contexts, such as gaming machine play, where its effects are more problematic. This practice should not continue.

Recommendation 8.5
Governments should ensure that gambling suppliers do not provide information to consumers that can create the false impression that future winning numbers can be inferred from past results. This should apply to all gambling suppliers, including government-operated lotteries.

Gambling advertising and minors

Empirical evidence suggests that gambling advertising can have adverse effects on susceptible people, even if not for many others (appendix K). A particular concern is the exposure of children to advertising. In part, this concern stems from a view by some that gambling is not a socially legitimate pursuit, a contention that most Australians would probably contest. A more justified concern is that it may prompt underage gambling or establish faulty cognitions early in life. (Appendix K discusses the limited empirical findings in this area.) 

There are already many regulatory arrangements and codes in place to limit exposure of children to gambling — and which may address many of these concerns. That said, there are several inconsistencies in these arrangements.
· The code applying to lotteries specifically prohibits advertising to minors, yet the 2010 Commercial Television Industry Code of Practice (to be implemented in March 2010) provides an advertising exemption for lotteries (and some other forms of gambling) during time slots when children would often be watching television.

· An exemption also applies to commercial broadcasts in a news, current affairs or sporting program, which appears to be inconsistent with the general principles concerning exposure to gambling by children. That inconsistency may be becoming more marked as the frequency of in-commentary gambling promotions during televised sport increases (through, for example, continuously posted odds and the conspicuous identification of betting agencies).

There are grounds to re-assess these exemptions. 

It would be possible to go further — with more sweeping prohibitions on advertising that might reach children — including coverage of more subtle forms of marketing, such as the visibility of logos on the clothing of sporting figures. However, arguably the main thrust of policy should be to address inappropriate content, being mindful of the difficulty of more generally limiting exposure to children of gambling without inadvertently eliminating the capacity for legitimate television marketing of gambling.

The case — based on existing evidence and judgment — that advertising per se (not just inappropriate content) causes harm to minors is too weak to invoke the precautionary principle in favour of far reaching changes to the current restrictions. The decision about the scope of the restrictions must therefore give significant weight to the applicability of social norms — an issue best left for political judgement.

Recommendation 8.6
The Ministerial Council on Gambling should review the 2010 television industry code of practice to determine whether the current exemptions relating to the promotion of lotteries, lotto, keno and sportsbetting during key children’s viewing periods are appropriate.

Consistency in advertising restrictions

Some participants were concerned about the differences in advertising regulations applying to different forms of gambling (appendix K). However, from a cost-benefit perspective, regulations should only apply where the problems are big enough to warrant regulation. Some forms of gambling cause more harms than others (particularly gaming machines) and stricter forms of regulations are warranted for these forms. That does not constitute an ‘inconsistency’, just an appropriately targeted application of regulation.
In every jurisdiction except Tasmania, the most stringent gambling advertising regulations are applied to EGMs (appendix K). This is appropriate given the relatively large scope for gambling related harm relates to their play. The Tasmanian government intends to introduce similarly stringent regulations for EGM advertising in the near future.

A further concern was that in wagering, the Betfair high court decision had encouraged inappropriate advertising — out of kilter with past practices. For example, Tabcorp referred to an ‘advertising onslaught’ by corporate bookmakers (sub. 229, p. 14) in the aftermath of the decision. However, as noted earlier, part of the function of advertising is to facilitate competition and, in the wagering arena, aggressive marketing may well have contributed to a more competitive wagering market and better outcomes for punters (chapter 16).
Overall, the general approach to regulatory variations for advertising across gambling forms — geared to the potential for harm — appears appropriate.

� The most effective warnings covered at least 30 per cent of the tobacco packages (Hammond et al. 2007).


� Dynamic warnings of this kind would need to establish when a session commenced and ended. This is straightforward. A session could be defined by a continuous period of a positive balance on the credit metre or, where the metre returns to zero, a short elapsed time between button pushes. (The latter would take account of circumstances when a gambler inserts more money into the machine when their credits have been exhausted.) This method is used to identify sessions of play in New Zealand. It is not fool proof — for example, a player may let their credits be exhausted before entering more money or a person may take a short break, reserving the machine for their subsequent continued use.


�	Indeed, for the reasons discussed in chapter 19, intelligent warnings may have to lie dormant for several years before they are switched on.


� Now the Gaming Technologies Association.


� � HYPERLINK "http://www.gamingta.com/pdf/responsible_gaming_machine_play.pdf" ��http://www.gamingta.com/pdf/responsible_gaming_machine_play.pdf� accessed February 7, 2010.


� An observation made by AGMMA to IPART on this issue (IPART 2004, p. 11).
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