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Kiwi Lives advertising



Overview 

• Community awareness of problem 
gambling: HSC’s role and process

• Listening to the audience: research at 
each stage of developing promotions

• Focus on 2nd phase of Kiwi Lives
• Summary of learnings



HSC’s health promotion 
philosophy
• …an evidence-based approach to promoting 

sustainable positive behaviours that benefit 
society, using commercial marketing 
techniques and involving collaboration and 
partnerships.

• Involves understanding the key audience 
and intervention audience needs.



Public health approach to 
problem gambling: HSC’s role

Programme objectives:

• Increase discussion and debate about 
gambling and gambling harms

• Increase support for preventative measures

• Shift focus from individual issue to a social 
and community issue – “We all lose” then 
“Together we can make it right”



Health Promotion Development: 
Process



FORMATIVE RESEARCH

• Literature review 2005
• Gaming and Betting Activities Survey 

2006/07
- Benchmark survey, 2,000 people
- To be repeated in 2010 Health and Lifestyles 

Survey

• Advertising concept testing



Kiwi Lives launched March 2007

Objective - communities see that problem gambling 
affects us all



IMPACT EVALUATION
Kiwi Lives campaign survey

• Telephone survey: 1,200 people
• Messages recalled:
• “PG affects us all”
• “Seek help/ info”

• “PG is harmful”

Kiwi LivesKiwi Lives
Prompted RecallPrompted Recall

General population = 46%General population = 46%
MM�� ori = 51%ori = 51%

Asian peoples = 23%Asian peoples = 23%
Pacific peoples = 43%Pacific peoples = 43%



Development of next stage

• Findings from Kiwi Lives I led us to 
decide:

• People want to know how it affects us 
all, and what they can do.

• Commissioned concepts for next stage
• Deal with unintended consequences



Unintended consequence of Kiwi 
Lives
• Concept testing found: Pokie metaphor made 

the ad message effective.

BUT
• Imagery and sound effects produced a feeling 

of  being “triggered” to gamble for some 
people.



4 concepts – individual, family, 
community x2



FORMATIVE EVALUATION
Concept testing Kiwi Lives II

• How to test ads of sensitive nature?
• How to make sure people with gambling 

problems were not impacted by these 
ads?

• How to understand where problem 
gambling as a social issue fits in 
people’s minds?



Change in research method

• Focus groups vs individual interviewing
• 6 problem gamblers interviewed over 

phone; 50 “general audience”
interviewed face-to-face



PG recognised, among other 
social issues
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PG’s seriousness compared with 
other problems

���������	�
� 	��
�� �	� �
�
����	���
��	����������	�
� 	��
�� �	� �
�
����	���
��	����������	�
� 	��
�� �	� �
�
����	���
��	����������	�
� 	��
�� �	� �
�
����	���
��	�

���

���

���

���

���

���

���

���

������������

������������

������������

������������

������������

������������

������������

������������

	� �	� �	� �	� �	� 
		�

��������	
�

���
�

�������	�


��
	����	������

������
�
�
��	�


��������	�


�
��	�


���
����
���

���
�����������������	�

�������
������������������� ������������������� �!�� �����������
	������������ � ���� ��� 	 
� �� �
� ���� ��� 	 
� �� �
� ���� ��� 	 
� �� �
� ���� ��� 	 
� �� �




������������	
�������������	
�������������	
�������������	
�
��
���������������������������������
���������������������������������
���������������������������������
�������������������������������

���

���

���

���

���

���

���

���

���

���

���

	��

	��

	��

�� ��� ��� ��� ��� 	���


���
�������������������

�������������������
���������

�����������������


������������������

������������� ������� ���
����

������������� ���������

!���� �������������������

��������� ��������
����� ������

"����#���$�������%��
$�


�������������&&� ����

�����������$�����
�&� ����
�

��������������#�������������

�������������������������%��
$�


'���������������

�����������&�����(�)*�+

Chart shows % of sample
who made comments relating 
to the various themes shown



Variety of stories create strong 
message

• Ads show negative effects of problem 
gambling and positive results of taking 
control

• The use of different people with different 
view points provides wider relevance



Feedback from  those with 
gambling problems

Sound/ visual effects
• “To a problem gambler that’s lovely music”
• “it’s like giving a smoker a whiff of tobacco”
• “If I see one (a pokie machine), then I know I’m in trouble”

• Result: change the sound effect, while 
still matching the moving graphic



Kiwi Lives II
• Real people found to tell their stories
• Lynette - individual

• Denise and Thomas – family
• Rufo and Otara Action Group - community



What else was going on in the 
media?

• Lotto
• Pokie trusts
• Service providers/ consumers in unpaid 

media
• TV storylines eg Shortland St



IMPACT EVALUATION
Kiwi Lives II campaign survey

• Telephone survey
• 1,595 people, 18-69 years



PG as social issue: on the radar 
(just)



High media/ ad awareness

• 83% had seen some PG media activity
• 13% unprompted recall
• 78% prompted recall of at least one of 

the advertisements 
• Recall highest among Maori (87%), lowest 

among Asian (55%)

• Also high among youth, women, people who 
rate gambling as serious problem (all 82%)



Sub-populations of interest

• Audience = everyone, BUT
• Some audience members will know 

about gambling problems, or will 
gamble a lot themselves

• Differences in awareness/ response/ 
seriousness attributed?



Participation in more continuous activities 
= problem gambling seen as less serious 



Familiarity with gambling 
problems

• 14 people (1%) had got into personal or 
money trouble because of their 
gambling

• 15% said that someone close to them 
had got into personal or money trouble 
because of gambling



Rating PG as very serious= more likely to 
know someone with a problem



Effect of other media on 
campaign recall?



Emotional responses
• 1 in 8 bothered or upset by something
• “It was just what the lady went through that 

upset me”
• “I have seen my friends totally losing things and 

the moment you see that television ad your mind 
automatically goes there”

• “Realisation that these addictions do happen 
and is hard on our community”



Relevance and useful information
• 32% felt the ads were talking to them

• 38% agreed that the ads told them something 
they didn’t know before

• High users of pokies reported raised 
understanding of impact of PG (86% cf 66%)



Actions in response to Kiwi Lives
• 16% did something as a result of seeing the 

ads 
- 8% discussed the ads

• Those who haven’t taken any action don’t see 
PG as something that affects them 

• 37% said the ads made them think more 
about things they could do about PG

- Especially those who think problem gambling is a 
serious problem and those who play pokies regularly



PG in the mass media – what 
have we learned?

• Other media activity, and prior familiarity, 
impact on recall and seriousness attributed

• Presenting messages on issues that are not 
top-of-mind for those not directly affected

• Messages must be credible and relevant to a 
diverse audience

• Listen to your audience – the formal research 
process may not give the full picture



• Any questions?

• Contact: rebecca.g@hsc.org.nz
• www.ourproblem.org.nz


