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November 28, 2023 
 
 
Peggy Brown, President 
Problem Gambling Coalition of Colorado  
7585 West Arkansas Avenue, Suite 202  
Lakewood, Colorado 80226 
 

Colorado Limited Gaming Control Commission 
Department of Revenue, Division of Gaming 
1707 Cole Boulevard, Suite 300 
Lakewood, CO  80421 
 
 
I respectfully submit the attached Executive Summary and the Problem Gambling Coalition of 
Colorado’s Application for funding through the Colorado Division of Gaming Responsible 
Gaming Grants Program. 
 
The Problem Gambling Coalition of Colorado, designated Colorado State Affiliate to the 
National Council on Problem Gambling, is pleased to be considered for this funding and we look 
forward to the approaching decision on grant awards.   
 
I can be reached at 303-903-4282 or Brownpeggya@icloud.com should you have any questions 
or require further information. 
 
Thank you for your consideration. 
 
Sincerely, 
 
 
Peggy A. Brown 
PGCC Board President 
 

Attachments: 

1. Executive Summary – PGCC Problem Gambling Awareness & Education Project – Year 2 
2. Responsible Gaming Grant Application DR Form 9493 including Sources of Income Table 
3. Proof of IRS Federal Tax Exempt Status (Letter of Determination) 
4. Detailed Project Budget 
5. Letter of Support 
6. Detailed Marketing Plan 
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PGCC PROBLEM GAMBLING AWARENESS & EDUCATION PROJECT – YEAR 2 

EXECUTIVE SUMMARY 

 

The Problem Gambling Coalition of Colorado (PGCC), in partnership with The Idea Marketing, is seeking 
funding for the critical third and fourth phases of the Problem Gambling Awareness Campaign. 
 
The first two phases focused on statewide audience research and a pilot campaign conducted during 
fiscal Years 23-24. This application aims to use the insights learned during the first two phases to inform 
and implement a comprehensive statewide initiative during the last two phases. Implementing these 
pivotal final phases, our objectives include: 
 
Phase Three: 

● Broadening the campaign reach by incorporating a more comprehensive mix of media outlets. 

● Implementing community outreach initiatives to engage diverse demographics. 

● Launching a micro-influencer program to enhance campaign impact. 
Phase Four: 

● Concentrating on evaluating campaign performance. 

● Measuring behavior change through post-campaign research.  
 
 
Expected Outcomes: 

● Decrease in the number of Coloradans affected by problem gambling issues for both gamblers and 
their family members. 

● Heightened awareness about the signs and consequences of problem gambling across demographics, 
including age, ethnicity, gender, and socio-economic status. 

● Continued support for individuals impacted by problem gambling through partnerships with 
Community-Based Organizations (CBOs) and community leaders. 

● Increased use of gambling resources provided by PGCC, with a focus on directing individuals to their 
website. 

● Ensuring the problem gambling hotline is a recognized resource for those affected by problem 
gambling. 
 
This grant will enable us to expand our campaign efforts, reaching hard-to-reach audiences across the 
state and effectively addressing the issues associated with increased gaming options on a larger scale. 
These efforts align with the Commission's commitment to propel responsible gaming and tackle 
problem gambling in Colorado. 

 



DR 9493 (02/24/23)
COLORADO DEPARTMENT OF REVENUE
Division of Gaming
1707 Cole Blvd., Ste 300
Lakewood CO 80401
(303) 205-1300

Colorado Division of Gaming Responsible Gaming Grants
Under the authority of the Colorado Limited Gaming 
Control Commission (CLGCC), the Division of Gaming 
administers a grant program that provides support for 
efforts that impact, improve and support responsible 
gaming and problem gambling programs and the issues 
that come with increased gaming and gaming options. The 
responsible gaming grant program is meant to provide 
meaningful funding and encourage prevention, education 
on gambling addiction, additional counselors, public 
awareness, treatment, recovery, data and research. 

Eligibility
•	 Not-for-Profit Organizations and State Agencies/

Programs directly addressing the issue of problem 
gambling, addiction treatment, operations of 
hotlines, educational programs, counseling, 
research, advocacy efforts, or support services are 
eligible to apply for program-related funding. 

•	 Applicants are strongly encouraged to ensure they 
have the resources and the staffing to complete all 
required reporting and attend all required meetings.

•	 Requests for capital projects are not eligible under 
this grant process.

•	 Automatic Disqualifier: Any organization found 
to have made purposeful misrepresentations, 
omissions and/or errors intended to mislead will 
not be considered and will be disqualified from 
receiving funding.  

•	 Any previously funded grant recipient who did 
not complete reporting requirements for any prior 
grant funding is ineligible to apply for funding in 
the year following non-compliance and may have 
to submit required documentation before being 
re-eligible to apply

Application Period and Submission
Complete applications, including all required supporting 
documents, must be submitted by the deadline 
to be considered.
Grant applications must be received by the Division 
of Gaming, either in person or electronically, by 
March 24, 2022, at 5:00 PM to be considered for funding 
in 2023.  Grant applications may be dropped off at the main 

division offices at 1707 Cole Blvd, Suite 300, Lakewood, 
CO 80421. Electronic applications should be submitted to 
DOR_RG_GrantSubmissions@state.co.us.
The Division of Gaming will review grant applications for 
eligibility and recommendation for approval by the Colorado 
Limited Gaming Control Commission.  Applicants to be 
found ineligible for funding will receive notice from the 
Division of Gaming.  A list of recommended grant recipients 
and funded programs is provided to the Gaming Control 
Commission for review and approval. 
The Limited Gaming Control Commission will release 
funding to approved grant recipients. Eligible applications 
are presented to the commission no later than March 
1st of each year.

Grant Recipient Requirements
Grant Recipients will submit required reports. On or before 
September 1, 2023, and on or before September 1, each 
year thereafter, each grantee shall submit a report to the 
commission. At a minimum, the report must include the 
following information:

•	 An indication of whether the grantee achieved 
the objectives the grantee described in its 
application or a grant;

•	 Evaluation of the results of the grantee’s 
grant-funded project;

•	 A description of the impact of the grantees use 
of grant money on the community with regards to 
responsible or problem gambling;

•	 Total amount of the grant money received in 
the total amount of grant money expended by 
the grantee; and

•	 Any additional reporting requirements required by 
the commission when the grant was awarded;

•	 Prior to any grant money being dispersed once 
the commission has made its grant decisions, 
grantees must cooperate to finalize all needed state 
purchasing contract paperwork. 

Grant Recipients will have a designated representative 
who attends all required Colorado Limited Gaming Control 
Commission meetings as determined by the Commission.  
Grant Recipients may be required to make presentations to 
the Commission on their program and/or grant funds.
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Review Criteria
Reviewing responsible gaming grant applications and 
criteria for awarding grants – when awarding grants 
commission shall have a process for collaboration with 
the behavioral health administration. In consideration 
of awarding grants, the commission shall consider the 
following criteria:

(a)	 the current needs of the state relating to responsible 
for problem gambling;

(b)	 the overall impact that the proposed grant may have 
on responsible for problem gambling;

(c)	 the amount of money in the fund;
(d)	 whether the eligible applicant intends to use grant 

money or any of the following purposes:
(i)	 prevention or education services concerning 

gambling addiction:
(ii)	 certification of gambling addiction counselors;
(iii)	 public awareness of services concerning 

gambling addiction;
(iv)	 treatment of gambling addiction disorders;
(v)	 recovery services;
(vi)	 data reporting and data systems; 
(vii)	 reimbursement for a portion of the costs 

associated with the national problem gambling 
hotline, website or text for service;

(viii)	 research for problem gambling or 
gambling addiction; and

(ix)	 reimbursement for costs associated 
with research for problem gaming or   
gambling addiction.

(e)	 when considering the current needs of the state 
related to responsible for problem gambling, the 
commission may establish additional purposes for 
awarding grants;

Application Requirements
•	 One-page Executive Summary of the grant request 

on agency letterhead addressed to the Colorado 
Limited Gaming Control Commission, including the 
purpose of the grant request and a brief description 
of how the request provides support for efforts that 
impact, improve and support responsible gaming 
and problem gambling programs in Colorado along 
with the issues that come with increased gaming 
and gaming options.

•	 Completed Responsible Gaming Grant 
Application DR Form 9493

•	 All required attachments:
•	 A detailed Project Budget outlining program 

expenses for the amount requested. 
•	 A list of other sources of income supporting 

the proposed project
•	 Marketing or advertising budgets (required 

for all requested for all proposals, including 
marketing or advertising activities only)

•	 Memorandum of Understanding or Fiscal 
Sponsor contract (required for organizations 
operating under a fiscal sponsor)

•	 Completed Sources of Income Table for 
non-profit agencies. Other organizations must 
submit an organizational budget that outlines 
sources of income

•	 Proof of IRS Federal Tax Exempt Status dated 
within the last five years (also called a Letter 
of Determination.)

•	 Letters of Support or copies of contracts 
from any partner organizations or contract 
agencies named in the grant

•	 Up to three additional attachments that 
provide additional information on the 
proposed grant request
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COLORADO DEPARTMENT OF REVENUE
Division of Gaming
1707 Cole Blvd., Ste 300
Lakewood CO 80401
(303) 205-1300

Responsible Gaming Grant Application Form

Summary Information Section
Legal Name of Organization

Department (if applicable)

Mailing Address

City State ZIP Code

Phone Website

EIN Organization Email Address

Application Contact

Application Title

Contact Phone Contact Email

Organization Executive Leadership and Contact Information

Attach supplemental information or supporting documentation if more room is needed.
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Mission Statement

Attach supplemental information or supporting documentation if more room is needed.
Geographic Area Served

Attach supplemental information or supporting documentation if more room is needed.

Tax Exempt Status (select): 	F 501(c)(3) Non-profit 	F State Government Agency

	F Local Government Agency 	F Using a Fiscal Agent or Sponsor

	F Other
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Grant Request And Narrative Section
Amount Requested

Type of Grant Requested (select): 	F General Operating Support 	F Program or Project Support

	F Other:

Program Requests Only: Name of Program or Project

Description of What the Grant Funding will be Used For

Attach supplemental information or supporting documentation if more room is needed.
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Timeline for Spending any Awarded Grant Money

Anticipated Program Milestones to be Achieved during the grant period

Attach supplemental information or supporting documentation if more room is needed.
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Description of any current or past projects in which the eligible Application has participated that address responsible gaming or problem gaming

Attach supplemental information or supporting documentation if more room is needed.
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General Operating Support: Provide information on the organization, organizational Goals and Current Programs

Attach supplemental information or supporting documentation if more room is needed.
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Project requests only:
1)	 Provide a summary of the plan for the program or project requested.

2)	 What issue and/or opportunity does this project address?

3)	 Provide detailed goals and objectives, a list of activities and an anticipated timeline for each project goal or milestone.

Attach supplemental information or supporting documentation if more room is needed.
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Describe any collaborations the organization plans to engage within the implementation of the grant funding

Attach supplemental information or supporting documentation if more room is needed.
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Explain why the organization is approaching the issue and/or opportunity in this way.

Attach supplemental information or supporting documentation if more room is needed.
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Describe how the organization measures impact. If this is a program request, describe how the impact is measured for the program that is the subject 
of this proposal

Attach supplemental information or supporting documentation if more room is needed.
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List any prior grant funding received from the Division of Gaming/CLGCC, including amounts and dates.

Attach supplemental information or supporting documentation if more room is needed.
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Describe any anticipated challenges facing the implementation of the proposed project and the organization’s plan for addressing those challenges. 

Attach supplemental information or supporting documentation if more room is needed.



Page 13 of 16DR 9493 (02/24/23)

How will the project be sustained after the end of the grant period?

Attach supplemental information or supporting documentation if more room is needed.
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Describe how the organization plans to evaluate the results of requested funding, project or program

Attach supplemental information or supporting documentation if more room is needed.
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Financial Planning
Attachments

Submit a detailed Project Budget outlining program expenses for the amount requested. Any partner or contracted 
agencies listed in the implementation of the project must be included in this section with detailed information on the 
amount and line item expenses from the funding going to the contracting agency.

Required Attachments

Submit a list of other sources of income supporting the proposed project
All applications requesting funding for marketing or advertising must submit a detailed budget and marketing plan as 
an attachment. 
For organizations operating under a fiscal sponsor, submit the memorandum of understanding or the contract between 
the organization and the fiscal agent/fiscal sponsor.

Source Income Table

(a)	 Government Agencies, Institutions of Higher Education and other applicants not categorized as a 501(c)(3) 
non-profit organization submit an organizational budget that shows sources of income

(b)	 Complete for 501(c)(3) non-profit agencies: the table below for the organization as a whole, based on the most 
recently completed fiscal year. Categories may be modified to fit your organization’s funding sources.

Percentage Funding Sources (for 501c3 nonprofit organizations)

Government grants (federal, state, county, local) %

Government Contracts %

Foundations %

Business %

Events %

Individual Contributions %

Fees/earned income %

Workplace giving campaigns %

In-kind contributions %

Other %

Total (must equal 100%) %
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Financial Information Section
Organization Budget for fiscal year Fiscal Year Date Income Expenses

For Project/Program Requests:
Program Budget Dates of budget period Income Expenses

Attachments

Applicants need to submit the following required documents as attachments to their application:
Proof of IRS Federal Tax Exempt Status dated within the last five years (also called a Letter of Determination.)
(Optional) Applicants may submit up to three additional attachments, no longer than four pages each, as supporting 
documentation for the application request.

List of Attachments 

1.

2.

3.

Acknowledgments

By signing below, I acknowledge the following:

The grant applicant or if the applicant is a nonprofit, that the applicant and any board members are not fundamentally 
opposed to gaming; and

The grant applicant or if the applicant is a nonprofit, that the applicant and/or a majority of board members are not 
affiliated with a person licensed under article 44-30; and

The grant applicant will use grant money only for the purpose for which the grant money was awarded; and

The information contained in this application is true and correct to the best of my ability.

Signature Date





PGCC - YEAR 2 (PHASES 3 & 4) Agency Fee Hard Costs Total Costs

Idea - Direct Campaign Costs 189,500.00$           355,500.00$      545,000.00$              

PGCC - Direct & Indirect Costs 70,500.00$        70,500.00$                

Total 189,500$        426,000$    615,500$          

PHASE THREE - BROADER AWARENESS & EDUCATION CAMPAIGN Agency Fee Hard Costs Total Costs

Communication Plan 
Creative Refinement & 
Production

* Updating the communications plan with strategies and tactics for the implementation of a four-
month paid media campaign.
* Update of the primary messaging framework and key messages. (Includes two iterative rounds of 
revisions).
* Creative concept refinement of ads for problem gamblers in both horizontal and vertical 
applications. (Includes two iterative rounds of revisions).
* Production and adaptation of updated creative assets for paid and owned media. (Includes two 
iterative rounds of revisions)

28,500.00$           $     29,500.00 58,000.00$                

Media Planning and 
Implementation

* Negotiation of media rates and agreements.
* Traffic final creative assets to outlets and set up digital ad placements.
* Provide proof of performance for all media placements (POPs).
* Media tracking and optimization.
* Development of Media Performance Dashboards.
Note: Direct costs include media investments.

47,400.00$              $  250,000.00 297,400.00$              

Community Outreach Plan 
& Execution

* Updating of community outreach and engagement plan.
* Identify potential community-based organizations (CBOs) and local micro-influencers for client's 
approval.
* CBOs and local micro-influencers enrollment, hiring, and training.
* Program management.
* Development of talking points and toolkits for CBOs and local micro-influencers.
Note: Direct costs include compensation for CBOs and local micro-influencers.

49,200.00$             39,000.00$        88,200.00$                

Evaluation & Reporting
* Development of monthly campaign reports.
* Drafting of the final report 
* Campaign wrap-up presentation.

17,600.00$             17,600.00$                

142,700.00$           318,500.00$      461,200.00$              

PHASE FOUR - POST-CAMPAIGNS RESEARCH Agency Fee Hard Costs Total Costs

Post-campaign research 

* Evaluate campaign performance through post-campaign U&A study with statewide research 
involving problem gamblers and the general public. This study will utilize the same methodology as 
the pre-campaign research.
* Program and test the survey instrument.
* Field the survey and monitor responses.
* Analyze data and generate reports.

46,800.00$             37,000.00$        83,800.00$                

46,800.00$             37,000.00$        83,800.00$                

545,000.00$

PGCC - YEAR 2 Agency Fee Hard Costs Total Costs

Program Manager *Part-time PGCC Program Manager (0.2 FTE) overseeing project activities and addressing inquiries 
coming through PGCC social media and/or website. 16,000.00$        16,000.00$                

Indirect Costs *Indirect cost to PGCC based on total project costs for year 2. 54,500.00$        54,500.00$                

-$                       70,500.00$        70,500.00$                

615,500.00$

Total

Total

TOTAL PHASES 3 & 4 TIM

Total

TOTAL PHASES 3 & 4 ALL

Proposed Budget Cost for Fiscal Year 
March 1st, 2024 - February 28th, 2025 



T (303) 759-5902
www.theideamarketing.com

marke t i ng

Dear Colorado Limited Gaming Control Commission, 

As the President of The Idea Marketing, I've had the privilege of witnessing firs-
thand the outstanding work and positive impact carried out by the Problem 
Gambling Coalition of Colorado (PGCC). This organization has consistently de-
monstrated a commitment and dedication to assisting individuals affected by 
problem gambling throughout the State of Colorado.

Through our extensive collaboration with the PGCC and Peggy Brown on various 
marketing initiatives aimed at mitigating the harm caused by problem gambling, 
I have had the opportunity to see their exceptional professionalism and devotion 
to this cause. The dedication and expertise of their team are evident in every 
endeavor we have undertaken, and we are consistently impressed by the effec-
tiveness of PGCC programs. As partners, we are fully committed to continuing this 
collaborative journey. 

Without any reservations, I endorse and support the PGCC's mission and work. 
Their dedication and unwavering commitment to this important cause are com-
mendable, and I am proud to stand behind their efforts in reducing the harm of 
problem gambling in Colorado.

Sincerely,

 

Patricia Lepiani
President
The Idea Marketing
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ABOUT THE IDEA MARKETING

Since 2009, we have surpassed 
our mission to become one of 
the go-to agencies that delivers 
results-driven campaigns for 
health, education, and social 
causes. We take pride in our 
ability to create effective, 
evidence-based social norming 
and behavior change marketing 
campaigns, all founded on a 
deep understanding of the needs 
of Colorado communities. We 
know what ignites passion and 
moves people to action, as well 
as what it takes to motivate 
behavioral change. 

Our team of nimble 
communication professionals 
holds a distinctive set of skills that 
make us a one-stop shop for 
all social marketing needs. We 
cover a wide range of marketing 
functions, including research, 
strategic planning, creative 
development, community 
outreach, advertising, and PR. 
We are proud of offering in-
house post-production and 
2D animation services, which 
allow us to expedite creative 

development and better support all 
our clients’ communication needs. 
In social marketing, particularly 
for social norming campaigns, 
understanding what makes 
communities tick is paramount. The 
success of our campaigns relies 
on our ability to tailor strategies 
for each campaign’s target 
audiences, ensuring we reach all 
Coloradans, regardless of their 
ethnicity, level of education, 
religion, lived-experiences, or 
income. Our unique expertise 
in connecting with Colorado’s 
diverse population sets us apart. 
We excel in creating initiatives 
that resonate with the entire 
spectrum of residents, regardless 
of their income, place of origin, or 
background. 

Whether it’s through traditional 
media to advertising in local 
restaurants, ridesharing to hair and 
nail salons and even one-on-one 
interventions, we reach individuals 
through a variety of touchpoints 
and are constantly on the lookout 
for smart, innovative solutions. 

RECAP - 
AWARENESS & EDUCATION CAMPAIGN 
YEAR 1 (PHASE 1 &2) 
Since 2022, the Problem Gambling 
Coalition of Colorado (PGCC) has 
partnered with our team to develop 
and implement a campaign to raise 
awareness about problem gambling 
among the general public and to 
motivate those individuals facing 
gambling-related challenges to access 
the necessary support to overcome 
addiction. 

This project spans two years and 
comprises four distinct phases. 
The initial two phases, successfully 
completed in fiscal year 2023, 
encompassed audience research and 
the development of a pilot campaign.

This grant application seeks funding for 
the critical third and fourth phases of 
the project. These phases play a pivotal 
role in our overall objective, which is 
to expand the reach by making the 
campaign multi-faceted and adding 
extra efforts to reach hard-to-reach 
audiences across the state.
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We utilize the framework for prevention 
efforts established by the Centers for Disease 
Control and Prevention, which is based on a 
socio-ecological model that acknowledges 
the varying factors that affect an individual’s 
decision-making. Each aspect of society 
and culture affects individual behavior, 
yet they do so at different levels. So, for 
example, public opinion has a lesser impact 
on an individual’s behavior than does the 
influence of close relatives and peers. 

During this second year of the Awareness 
and Education Project, we will further 
address the societal and individual factors 
that impact problem gambling on an 
individual.

By comprehending that members of a 
community affect behavior at varying 
degrees and that cultural inferences are 
also at play, we will build a marketing plan 
that will further impact individual decision-
making from a variety of angles.

YEAR 2 APPROACH
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Beginning at the outermost level of influence, in this instance the 
community-at-large, we will create awareness through a broad 
campaign shared through paid and earned media. 

Second-degree influencers, including community-based 
organizations, counselors, coaches, service providers and the 
like, will be reached through tactical targeting and messaging 
creating awareness of problem gambling and the signs and 
symptoms of it. 

As we move inwards, first-degree influencers, parents, trusted 
adults, close family, etc., will be educated with campaign assets 
and initiatives aimed at engaging them at a deeper level to 
learn more about what they can do to help their loved ones. 

Finally, our focus turns to educating and inspiring problem 
gamblers to take action. Our ultimate goal will be to encourage 
them to seek assistance, whether through contacting the 
1-800-GAMBLER hotline, texting 800GAM, or visiting the PGCC 
website. 

This targeted, layered approach, then results in an awareness 
and education campaign with varying levels of message 
complexity across the groups that influence an individual’s 
behavior. 

AUDIENCES
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SCOPE OF WORK YEAR 2 (PHASE 3 & 4)
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The insights gleaned from Phase 1, which encompassed audience research, and the comprehensive analysis of the Pilot Campaign 
in Phase 2, will serve as the cornerstone for crafting and executing the broader education and awareness campaign in Phase 3. 
Subsequently, Phase 4 will culminate in a final evaluation conducted through a post-campaign research study.

STRATEGIC PLANNING
Concurrent with creative development, a communications plan will 
lay out the strategic roadmap for the campaigns. The communication 
plan lays out the tactics and varying approaches we use to bring the 
campaign to life. It includes all initiatives that make up the campaign. In 
this case, it lays out the research, paid and earned media, community 
outreach, project monitoring and evaluation, providing timelines and 
tactics the team will employ.

A media plan, for its part, will delineate the mix of media outlets (both 
traditional and non-traditional) and goals for each in terms of impressions 
and/or engagements in a media flowchart. The media plan will include 
an equitable media mix, ensuring coverage across both urban and rural 
Colorado, as well as minorities and hard-to-reach audiences.

MESSAGING DEVELOPMENT
Audience segmentation plays a critical role when drafting campaign 
messages and sub-messages. We will create a messaging matrix, one 
main document that clearly lays out headlines and sub-messages by each 

audience. Additionally, this master document will identify messaging for 
priority audiences. These subgroups will benefit highly from our multicultural
prowess; by understanding and acknowledging their specific anxiety 
points in a way that is culturally relevant we will overcome communication 
barriers.

CREATIVE CONCEPT DEVELOPMENT
Guided by the messaging matrix and informed by the insights gained from 
the Pilot Campaign, our team will embark on the creation of our asset 
library, a pivotal element within our communication strategy. 

This process involves fine-tuning the creative concepts. Following a 
thorough evaluation and approval by PGCC, these concepts will be 
methodically applied to a diverse array of assets that cater to the 
requirements of both paid and owned media endeavors. It is worth noting 
that each creative asset will be meticulously tailored to address the unique 
communication needs of our varied target audiences.

YEAR 2 - PHASE 3
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ASSET DEVELOPMENT
Our creative team will be tasked 
with meticulously updating the 
creative masters and layouts, 
ensuring that all visual elements 
seamlessly align with the 
established brand identity of our 
campaign.

Following this, we will dive into 
the final production phase, 
generating the comprehensive 
inventory of assets required 
to meet the demands of both 
our paid and owned media 
initiatives.

It is worth noting that in our pursuit of inclusivity, we will be conducting 
the campaign in both English and Spanish. As a full-service agency 
with extensive multicultural capabilities, our approach to the Spanish 
campaign is not mere translation; it involves a sophisticated transcreation 
process to create content that is culturally relevant, sensitive, and 
genuinely resonates with Spanish-speaking audiences.

The creation of creative assets for community outreach will result in a 
Problem Gambling Awareness toolkit. Recognizing the diverse levels 
of understanding regarding problem gambling among community-

based organizations and micro-influencers’ followers, this toolkit will offer a 
comprehensive array of materials covering a wide range of topics. These 
collateral assets will encompass problem gambling risk factors, warning 
signs, common comorbidities, intervention services, and community 
resources. 

Additionally, we will develop digital banners and social media post assets. 
These will be provided to organizations and local micro-influencers for 
placement on their websites, e-newsletters and/or social media platforms.

WEBSITE AUDIT

As all efforts will guide viewers to the website, an audit of the current site 
will be done. This audit will help us distinguish areas that are functioning 
correctly from those that can be enhanced. By establishing a wireframe for 
the website, we will create a framework for the site’s architecture, thereby 
improving the user experience through design.

With a defined page structure, recommendations will be provided for any 
necessary modifications. The suggested changes may encompass content 
development or reorganization, as well as the incorporation of visual aids 
such as infographics or other multimedia elements.

Of note, since we are uncertain about the extent of changes required, we 
are unable to estimate the number of agency hours needed for website 
modifications. Consequently, website development and programming are 
not included in the scope or budget.
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MEDIA
MIX

TWICH

TIKTOK

SNAPCHAT

FACEBOOK

INSTAGRAM

PAID 
SEARCH

BUS 
SHELTERS

 NON-
TRADITIONAL 

RETAIL

STREAMING 
RADIO

STREAMING 
TV

DIGITAL 
(ENGLISH & 
SPANISH)

When it comes 
to negotiating 
contracts with 
media vendors, our 
team has cultivated 
strong relationships 
with media outlets 
in Colorado over 
the years. These 
relationships enable us 
to secure some of the 
best rates in town and 
obtain added value, 
including guaranteed 
earned media 
placements.

As one of the few one-stop agencies firm, we handle the 
setup and trafficking of all assets ourselves. This means we 
take the necessary steps to place media, from programming 
any collateral requiring HTML5 coding to configuring each 
audience segment within the chosen digital platform.

This level of control grants our team full authority over flight 
dates, audience targeting, and placements. Consequently, 
if any changes need to be implemented, they can be 
executed at a moment’s notice.

Below, you will find a selection of the outlets we anticipate 
will be included in the media mix:
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STREAMING TV AND RADIO

Strategic placements in streaming television and radio will assist in addressing the 
requirements of general awareness. To enhance the effectiveness of these placements, we 
will analyze programming and align assets based on their viewership.

OUT OF HOME

Our team will strategically map the state and establish priority areas using a tiered system. 
Subsequently, we will position out-of-home assets in the heart of these communities, making 
use of strategically placed bus shelters in key neighborhoods. We will go the extra mile by 
pinpointing each bus shelter’s location on Google Earth to determine the most effective 
placement for our ads.

DIGITAL MEDIA

Digital and social media placements will target individuals through demographic and 
psychographic segmentation. Additionally, we will develop website whitelists, which are lists 
of specific websites known to be used by our target audience. This ensures that we are not 
wasting resources on placements on inappropriate sites.

With digital placements, we can geo-target specific locations and utilize smart tags on 
mobile phones. These tagged phones will later receive our ads, reinforcing our messaging 
even when our target audience is not actively involved in gaming or gambling activities.
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SOCIAL MEDIA

Social media will allow us to take advantage of algorithms on various social 
media platforms, enabling us to precisely target audiences interested in 
games, gaming, sports, sports betting, and similar interests. Considering the 
performance of previous marketing efforts, our social media platforms will 
include Snapchat, Facebook/Instagram, TikTok, and Twitch. The latter is a 
popular gaming platform, especially among young adult males who are at 
a higher risk of engaging in problem gambling.

PAID SEARCH - GOOGLE ADS

A portion of the media buy is allocated to paid search efforts. This represents 
a low-hanging fruit in terms of the target audience, as they are actively 
seeking out gambling or problem gambling resources information.

Ad sets and keywords will be configured to respond to the most common 
Google searches related to problem gambling. Furthermore, we will 
optimize keywords and negative keywords biweekly to ensure that the 

campaign messages and PGCC website appear at the top of search 
results. 

Keyword management will also assist in intercepting users searching for 
information about gambling, sports, casinos, gaming, and related terms.

NON-TRADITIONAL ADVERTISING

Reaching hard-to-reach audiences implies using different approaches and 
outlets. They must be reached in the places where they live, work, and 
play. Therefore, we will utilize non-traditional advertising to target priority 
populations specifically.

Locations such as ethnic restaurants and convenience stores, for their part, 
will bring the campaign deep into minority communities. Here, we select 
locations like barber shops, blood test labs, doctor’s waiting rooms, hair and 
nail salons that are natural third places among priority populations. Some of 
these placements will be carried out in Hispanic neighborhoods, particularly 
Hispanic mercados, to ensure that this audience is well exposed to the 
campaign.
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COMMUNITY OUTREACH 
Community outreach and engagement are critical components 
that could make or break the effectiveness of this campaign, 
particularly among historically underrepresented communities.

COMMUNITY BASED ORGANIZATIONS 
AS AMBASSADORS

This initiative focuses on building and strengthening relationships 
with community ambassadors and Community-Based Organizations 
(CBOs). To achieve this, we establish partnerships and working 
relationships across a variety of organizations. We initiate partner 
engagement by carefully identifying potential partners. This involves creating a stakeholder map that 
identifies key organizations and individuals, determining their needs, and establishing the best way to keep 
them informed. CBOs can encompass service organizations, religious institutions, community resource centers, 
and similar entities.

Given the numerous CBOs in the state that could benefit from this information, we employ a strategic 
approach to organize these organizations into two tiers. The first tier comprises organizations directly providing 
behavioral health support. For this tier, the focus is on offering in-depth education and awareness. They will 
also be trained on how to use the toolkit to distribute assets through their websites, social media, offices, and 
other channels to ensure their constituents receive the information.

Tier II CBOs serve our target audiences in different ways, such as working with parents, families, and other 
resource organizations. While Tier I organizations are engaged during this phase of the campaign, the second 
tier will receive the toolkit with usage instructions.

Recognizing the limited time and resources of many CBOs, we will carefully select a critical few to incentivize. 
These organizations will be chosen based on their reach, alignment with the topic, and/or other criteria. They 
will be offered incentives to ensure their active participation while acknowledging their valuable work.
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MICRO-INFLUENCERS PROGRAM

Building trust is critical in opening minds to the idea that seeking help 
is acceptable. Therefore, we will establish a local social media micro-
influencer program in which we will engage individuals with clout in their 
communities. These community influencers will act as trusted messengers, 
filling an information gap and legitimizing our message. This will be 
particularly crucial among priority populations.

These influencers will not be the typical, widely recognized national 
figures. Instead, they will be micro-influencers with localized followers who 
accurately represent the interests, professions, lifestyles, and geographic 
scope of our state. The key is to leverage the trust already established by 

these influencers, making them tangible examples that people follow and 
relate to.

Our team will be diligent in selecting ambassadors who represent 
Colorado’s diversity and can meet the campaign’s requirements. To aid in 
the selection process and focus on attributes and characteristics common 
to Coloradans, we will develop a handful of archetypes.

We will provide training, communication materials, and guidance for 
content development to each micro-influencer, enabling them to share 
information about problem gambling, its signs, when to seek help, and 
providing PGCC website address, hotline number, or text platform for those 
seeking additional information or assistance.
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POST-CAMPAIGN QUANTITATIVE RESEARCH
Once the campaigns are concluded, the 
latter part of Budget Year Two will include post-
campaign research during Phase 4. The goal is 
to assess campaign effectiveness and measure 
behavior change.

Research findings will be analyzed and measured 
against the benchmarks established in the pre-
campaign research. Hence, the online survey will 
help us measure changes in levels of awareness, 
attitudes, and perceptions. As before, the study 
will encompass three audiences: 1) at-risk problem 
gamblers, 2) their loved ones, and 3) the general 
population.

To ensure a meaningful comparison, the post-campaign quantitative study will closely follow 
the same methodology and structure used in the pre-campaign quantitative study. This 
methodological consistency will enable a more accurate assessment.

In this context, the post-campaign audience research will involve a sample of 900 individuals 
aged 18 and above residing in Colorado. The sample will be thoughtfully selected to reflect the 
state’s demographics and will provide a 95% confidence level with a +/- 5 confidence interval.

Upon campaign completion, we will analyze and conduct final evaluations of all communication 
initiatives, highlighting key findings from the post-campaign audience research. With this analysis 
in hand, we will assess lessons learned and best practices to guide future efforts. A final campaign 
wrap-up report and presentation will be conducted with PGCC staff and stakeholders.

YEAR 2 - PHASE 4
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BUDGET YEAR 2 - PHASE 3 & 4

The Idea Marketing 
is fully dedicated to 
our collaboration with 
PGCC and, in line with 
this commitment, we 
are pleased to provide 
discounted hourly 
rates. The budget is 
categorized by general 
agency functions, 
direct costs, and media 
investments.

IDEA - 
CAMPAIGN COSTS

PHASE THREE - BROADER AWARENESS & EDUCATION CAMPAIGN Agency Fee Hard Costs Total Costs

Communication Plan 
Creative Refinement & 
Production

* Updating the communications plan with strategies and tactics for the implementation of a four-
month paid media campaign.
* Update of the primary messaging framework and key messages. (Includes two iterative rounds of 
revisions).
* Creative concept refinement of ads for problem gamblers in both horizontal and vertical 
applications. (Includes two iterative rounds of revisions).
* Production and adaptation of updated creative assets for paid and owned media. (Includes two 
iterative rounds of revisions)

28,500.00$           $     29,500.00 58,000.00$                

Media Planning and 
Implementation

* Negotiation of media rates and agreements.
* Traffic final creative assets to outlets and set up digital ad placements.
* Provide proof of performance for all media placements (POPs).
* Media tracking and optimization.
* Development of Media Performance Dashboards.
Note: Direct costs include media investments.

47,400.00$              $  250,000.00 297,400.00$              

Community Outreach Plan 
& Execution

* Updating of community outreach and engagement plan.
* Identify potential community-based organizations (CBOs) and local micro-influencers for client's 
approval.
* CBOs and local micro-influencers enrollment, hiring, and training.
* Program management.
* Development of talking points and toolkits for CBOs and local micro-influencers.
Note: Direct costs include compensation for CBOs and local micro-influencers.

49,200.00$             39,000.00$        88,200.00$                

Evaluation & Reporting
* Development of monthly campaign reports.
* Drafting of the final report 
* Campaign wrap-up presentation.

17,600.00$             17,600.00$                

142,700.00$           318,500.00$      461,200.00$              

PHASE FOUR - POST-CAMPAIGNS RESEARCH Agency Fee Hard Costs Total Costs

Post-campaign research 

* Evaluate campaign performance through post-campaign U&A study with statewide research 
involving problem gamblers and the general public. This study will utilize the same methodology as 
the pre-campaign research.
* Program and test the survey instrument.
* Field the survey and monitor responses.
* Analyze data and generate reports.

46,800.00$             37,000.00$        83,800.00$                

46,800.00$             37,000.00$        83,800.00$                

545,000.00$          

PGCC - YEAR 2 Agency Fee Hard Costs Total Costs

Program Manager *Part-time PGCC Program Manager (0.2 FTE) overseeing project activities and addressing inquiries 
coming through PGCC social media and/or website. 16,000.00$        16,000.00$                

Indirect Costs *Indirect cost to PGCC based on total project costs for year 2. 54,500.00$        54,500.00$                

-$                       70,500.00$        70,500.00$                

615,500.00$     

Total

Total

TOTAL  PHASES 3 & 4 TIM

Total

TOTAL  PHASES 3 & 4 ALL
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Community Outreach Plan 
& Execution
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* Identify potential community-based organizations (CBOs) and local micro-influencers for client's 
approval.
* CBOs and local micro-influencers enrollment, hiring, and training.
* Program management.
* Development of talking points and toolkits for CBOs and local micro-influencers.
Note: Direct costs include compensation for CBOs and local micro-influencers.

49,200.00$             39,000.00$        88,200.00$                
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* Drafting of the final report 
* Campaign wrap-up presentation.

17,600.00$             17,600.00$                

142,700.00$           318,500.00$      461,200.00$              

PHASE FOUR - POST-CAMPAIGNS RESEARCH Agency Fee Hard Costs Total Costs

Post-campaign research 

* Evaluate campaign performance through post-campaign U&A study with statewide research 
involving problem gamblers and the general public. This study will utilize the same methodology as 
the pre-campaign research.
* Program and test the survey instrument.
* Field the survey and monitor responses.
* Analyze data and generate reports.

46,800.00$             37,000.00$        83,800.00$                

46,800.00$             37,000.00$        83,800.00$                

545,000.00$          

PGCC - YEAR 2 Agency Fee Hard Costs Total Costs

Program Manager *Part-time PGCC Program Manager (0.2 FTE) overseeing project activities and addressing inquiries 
coming through PGCC social media and/or website. 16,000.00$        16,000.00$                

Indirect Costs *Indirect cost to PGCC based on total project costs for year 2. 54,500.00$        54,500.00$                

-$                       70,500.00$        70,500.00$                

615,500.00$     

Total

Total

TOTAL  PHASES 3 & 4 TIM

Total

TOTAL  PHASES 3 & 4 ALL

BUDGET YEAR 2 - PHASE 3 & 4 (CONT.)

PGCC - DIRECT AND INDIRECT COSTS
PGCC Program Manager will dedicate 20% (0.2 FTE) of the time to oversee project 
activities and address inquiries coming through PGCC social media and/or 
website.

With the anticipated increase in traffic to PGCC’s website and social media 
platforms, the Program Manager will play a crucial role in keeping all digital 
channels up to date with the latest resources. 

TOTAL BUDGET YEAR 2 - PHASE 3 & 4

Additionally, this individual will be responsible for promptly responding to all social 
media messages and inquiries received by PGCC, ensuring that those seeking 
assistance for problem gambling receive the necessary support and guidance.

PGCC - YEAR 2 (PHASES 3 & 4) Agency Fee Hard Costs Total Costs

Idea - Direct Campaign Costs 189,500.00$           355,500.00$      545,000.00$              

PGCC - Direct & Indirect Costs 70,500.00$        70,500.00$                

Total 189,500$        426,000$    615,500$          
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	Mailing Address: PO Box 260435  
	City: Lakewood
	State: CO
	ZIP Code: 80226
	Phone: 303-662-0772
	EIN: 84-1306226
	Website: problemgamblingcoalitioncolorado.org 
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	Mission Statement: 

OUR PURPOSE

   -- To serve as the state affiliate of the National Council on Problem Gambling (NCPG), advocating for programs and services to assist all affected by problem gambling throughout the state of Colorado. 


OUR MISSION

   -- To increase awareness, advocate treatment and promote research and education on problem gambling. 


OUR VISION
   -- To restore and maintain the quality of life of individuals and communities impacted by problem gambling. 



OUR CORE VALUES

  -- NEUTRALITY: We do not take a position for or against legalized gambling. We advocate solely for those affected by problem gambling.

   --  COLLABORATION: We believe that our mission is best served by the collaborative action of a diverse group of people and organizations. 

  -- RESPECT: We will respect the dignity of those affected by problem gambling and all stakeholders within this community. 

  -- CREDIBILITY: We will be an objective, accurate, and reliable source of information for all those concerned with problem gambling.
 
	Geographic Area Served: As described in our mission statement, we offer services to all 64 counties in the state of Colorado. Although the organization is based in Lakewood, our resources are accessible to all Colorado residents through in-person outreach throughout the state and a variety of virtual resources.
	Other Exemption Reason: 
	Tax Exempt Status: 501c3 Non Profit
	Amount Requested: $615,500
	Other Grant Reason: 
	Program Requests Only Name of Program or Project: PGCC Problem Gambling Awareness & Education Campaign
	Description of What the Grant Funding will be Used For: The Problem Gambling Coalition of Colorado (PGCC) has partnered with The Idea Marketing to develop and implement a campaign to raise awareness about problem gambling among the general public and to motivate those individuals facing gambling-related challenges to access the necessary support to overcome addiction. 
 
This project spans two years and comprises four distinct phases. The initial two phases, which encompass audience research and the development of a pilot campaign, are on track for successful completion in Fiscal Year 23-24. Please see the September 1, 2023 Report to the Colorado Limited Gaming Control Commission for a detailed description (this report was not included in this application due to the page limit restrictions for attachments). 

This grant application seeks continued funding for the critical third and fourth phases of the project. These phases play a pivotal role in our overall objective, which is to expand the efforts by making the campaign multi-faceted and adding extra initiatives to reach hard-to-reach audiences across the state. 

In phase three, The Idea Marketing will build on the insights gained from the pilot program. This involves refining the creative assets and broadening the campaign's reach by integrating additional media outlets into the paid media mix. Additionally, this phase encompasses the implementation of community outreach initiatives with a dual-pronged approach: Leveraging the communication channels of community-based organizations to effectively reach their constituents and creating a social media micro-influencer program. 

The micro-influencer program enlists local digital leaders within targeted communities. These influencers, who possess a deep connection with their followers, will be empowered to create and disseminate organic content to educate their audience and encourage them to take meaningful actions.

The fourth phase will concentrate on evaluating campaign performance and measuring behavioral change. For this purpose, our team will conduct a post-campaign quantitative research study following the methodology used during the quantitative formative research (Phase 1). The goal is to compare shifts in awareness, perception, and behaviors pre- and post-campaign. This phase will also involve crafting a comprehensive final report that highlights the key takeaways.

Throughout all phases of the project, our strategies remain rooted in a commitment to cultural sensitivity and a trauma-informed approach. These strategies are underpinned by a well-established socio-ecological model for public health and overall well-being, ensuring a comprehensive and effective approach to addressing problem gambling in Colorado.

Additionally, a Program Manager from PGCC will dedicate 20% of their time to  support project development and execution from the coalition side. With the anticipated increase in traffic to PGCC’s website and social media platforms, the Program Manager will play a crucial role in keeping all digital channels up to date with the latest resources. This individual will also be responsible for promptly responding to all social media messages and inquiries received by PGCC, ensuring that those seeking assistance for problem gambling receive the necessary support and guidance.



	Type of Grant Requested: Program or Project Support
	Timeline for Spending any Awarded Grant Money: March 2024 to February 2025
	Anticipated Program Milestones to be Achieved during the grant period: 
1. Communication Plan: Outlines the strategic approach that goes into creating and implementing a media campaign. 

2. Media Flowchart: Visually maps out the allocation of the media budget to specific media channels.

3. Updated Creative Assets: Pilot campaign assets will be upgraded and updated to be used for the larger campaign. 

4. Media Negotiations and Distribution: Securing optimal media placements and distributing the media to the platforms outlined in the flowchart. 

5, Media Campaign Launch: Marks the official start of the campaign, activating the planned strategies to engage the intended audience.

6. Community-Based Organization Outreach: Reaching out to local organizations and community groups to get their support to share the campaign messaging with their constituents. 

7. Social Media Micro-Influencers Program Execution: Leveraging local micro-influencers to develop organic content and share campaign messaging to their audience/followers. 

8. Monthly Performance Reports: Detailed analysis of the campaign’s performance metrics to enable ongoing optimization.  

9. Post-Campaign Research to Measure Campaign Effectiveness: Conduct research to determine the campaign’s effectiveness and collect insights to inform future campaigns. 

10. Final Campaign Report: Consolidates all data, insights and results, offering a comprehensive overview of campaign performance along with giving recommendations. 

11. Oral Presentations of Final Results: Presenting the final campaign results while communicating key achievements and lessons learned to stakeholders. 


	Description of any current or past projects in which the eligible Application has participated that address responsible gaming or problem gaming: PGCC HISTORICAL PROJECTS
Since the organization's founding in 1995, it has served as the official state affiliate to the National Council on Problem Gambling (NCPG). PGCC has partnered with a wide range of organizations over the years on a variety of programs in order to address the issue of problem gambling in the state. Some examples include:

-- 1995:            PGCC established the Colorado Problem Gambling Helpline, which it has maintained ever since. 
-- 2002-2023:  Collaborated with the Colorado Gaming Association (CGA) and the former Office of Behavioral Health in   
                        developing and distributing gambling brochures.
-- 2003:           Collaborated with the University of Denver in establishing and funding a treatment program for problem
                        gamblers in Colorado.
-- 2003-2023:  20 year collaboration with the Colorado Lottery for Problem Gambling Awareness Month every March
-- 2004-2023:  Established the Voluntary Self Exclusion List with the Colorado Gaming Association and oversaw its
                        administration until the Division of Gaming took over the program in 2023.
-- 2019:            Helped organize the NCPG 33rd National Conference on Problem Gambling and Responsible 
                        Gaming and hosted the Conference in Denver.
-- 2022:           Our organization worked directly with Speaker of the House Alec Garnett, the Division of Gaming, and
                        other stakeholders in the drafting and passage of HB 22-1402 which drastically increased the state's
                        funding for problem gambling and established the Responsible Gaming Grant Program. 


PGCC CURRENT PROJECTS
PGCC has received multiple grants from the Division of Gaming, the Behavioral Health Administration, and the National Council on Problem Gambling since 2022. These grants have enabled us to initiate and continue the following ongoing projects:

-- Establishment of an ongoing webinar series featuring both state and national experts on problem gambling; these presentations are hosted on our website and are applicable for National and International Professional Education Credits.
-- Reinstatement of the annual Colorado Problem Gambling Symposium in 2023
-- Implementation of a Workforce Development Program which provides scholarships for National Problem Gambling Certification by the International Gambling Counselor Certification Board (IGCCB).
-- Development and implementation of multiple digital marketing campaigns promoting the Problem Gambling Helpline.
-- Distribution of promotional marketing items to 570 Colorado community based organizations and individuals.
-- Opening of the Problem Gambling Center in Lakewood, CO in 2023, the state’s first dedicated space committed to addressing problem gambling and providing resources to those in need.
-- Creation of a Collegiate Education and Prevention program to raise awareness about problem gambling and promote responsible gaming in Colorado colleges and universities.
-- Development of a program designed to raise awareness about the dangers of underage gambling through a partnership with Denver Justice High School and the Denver Art Society; this was made possible by an NCPG Agility Grant that was awarded to PGCC in 2023 as one of a select group of nationwide grant applicants.


PGCC/THE IDEA MARKETING: AWARENESS & EDUCATION PROGRAM - YEAR 1 (PHASES 1 & 2)
In Fiscal Year 23-24, PGCC partnered with The Idea Marketing to initiate Phases 1 and 2 of the DOG Problem Gambling Awareness and Education Marketing Project. These phases of the project encompassed two primary stages: (1) formative research, and (2) a pilot campaign. 

The first phase included audience research through both primary and secondary studies. Secondary research entailed a communications audit of analogous initiatives to glean best practices and steer clear of potential pitfalls. Primary research, on the other hand, comprised both qualitative and quantitative components. Qualitative research involved in-depth, one-on-one interviews with twelve key stakeholders. The quantitative component had a sample of 990 Colorado residents over 18 years old, and encompassed three distinct research groups: at-risk gamblers, friends and family, and the general public. 

The insights gleaned from this research informed the strategy, messaging, and creative concepts for the pilot campaign in the second phase of the project. Phase 2 also involves the implementation of a pilot paid media effort, scheduled to begin in December 2023 and run through the beginning of February 2024.
	General Operating Support Provide information on the organization organizational Goals and Current Programs: 
The Problem Gambling Coalition of Colorado believes the decision to gamble is an individual choice that should be made on an informed basis. Those who choose to gamble should be provided specific information on the financial and health risks of gambling, guidelines for responsible gaming, signs of addiction, and resources for help. We maintain that our mission can only be accomplished through the collaborative action of a broad range of people and organizations, including government at all levels, the gambling industry, social service agencies, those in recovery, those who have been affected by the gambling of a loved one, the medical community, the financial industry, and the legal and judicial systems. 

PGCC takes a long-term view of the effect of problem gambling on Colorado's public health. We believe that the most ethical and effective way to address problem gambling is through comprehensive prevention, education, treatment, enforcement, research, responsible gambling and recovery programs. Our strategic plan is intended to direct the work of PGCC, and to provide resources to those affected by problem gambling. The overall goal of PGCC is to improve public health by reducing the personal, social, and economic costs of problem gambling.


PGCC'S STRATEGIC GOALS 

  1)  To broaden public awareness of problem gambling throughout Colorado

  2)  To sustain and expand programming that supports problem gambling prevention, education, awareness, treatment, and recovery through partnerships with key stakeholders, both in state and throughout the global industry, and to ensure that these resources are made freely available to all Coloradans.

  3)  To continue advocacy for state funded services for problem gamblers and their families.

  4)  To maintain a diverse Board of Directors that reflects a wide range of perspectives surrounding problem gambling that will actively serve in furthering our goals and objectives.


CURRENT PROGRAMS/PROJECTS

 1) The PGCC Problem Gambling Center

 2) The PGCC Awareness and Education Project 

 3) Collegiate Gambling Education and Prevention Program

 4) Colorado Problem Gambling Helpline (1-800-GAMBLER)

 5) BHA Treatment Project

 6) The Denver Justice "Stacked Deck" Project

 

	Project requests only: Provide a summary of the plan for the program or project requested: 
	0: In the current fiscal year, we launched a four-phase campaign to raise awareness of problem gambling and motivate individuals to seek support for overcoming addiction. In this grant application, we are seeking funding for Phases 3 and 4 of this ongoing program.
 
Phase 3 (March - August 2024) will build upon the insights gained during the second phase pilot program. This phase will involve refining the communication plan, enhancing creative assets, and broadening campaign reach. The objective is to diversify the paid media strategies and include community outreach initiatives, namely Community-based Organizations (CBOs) and the Social Media Micro-influencer Program. Community outreach efforts are crucial to gaining trust and reaching hard-to-reach audiences.
 
CBOs will become campaign ambassadors, distributing campaign messages to their constituents. Simultaneously, local micro-influencers will share organic campaign content on their social media platforms to educate their followers about problem gambling and encourage them to take action.
 
Phase 4 will begin in September 2024 and focus on quantitative research to evaluate post-campaign behavior change and the effectiveness of awareness efforts.


	Project requests only: Provide detailed goals and objectives, a list of activities and an anticipated timeline for each project goal or milestone: GOALS 
-Reduce the number of Coloradans affected by problem gambling issues for both the gambler and their family members.
-Increase awareness about the signs and consequences of problem gambling for both the gambler and their family.
-Community support for people impacted by problem gambling by partnering with Community-Based Organizations (CBOs) and community leaders to spread campaign messaging. 
-Ensure the problem gambling hotline is a known resource to those who have been affected by problem gambling. 
OBJECTIVES 
-Enhance overall awareness of problem gambling within the Colorado population at large by the contract's conclusion.
-Improve awareness regarding available resources for addressing problem gambling issues.
-Boost traffic to PGCC website, and increase the number of calls/texts to the 1-800-GAMBLER helpline.

TIMELINE 
March, 2024 - Communication Plan / April, 2024 - Media Flowchart / April, 2024 - Updated Creative Assets / May, 2024 - Media Negotiations, Setting and Distribution / May, 2024 - Media Campaign Launch  (campaign will be live from May to September 2024) / June to August 2024 - Community-Based Organization Outreach / June to August 2024 - Social Media Micro-Influencers Program Execution / May to September 2024 -  Monthly Performance Reports  / September, 2024 - Post-Campaign Research to Measure Campaign Effectiveness / January, 2025 - Final Campaign Report / February, 2025 - Oral Presentations of Final Results 
	Project requests only: What issue and/or opportunity does this project address?: Problem gambling has broad implications, impacting individuals' financial stability, legal standing, interpersonal relationships, and overall mental well-being. This issue is gaining prominence, with an 8.3% increase in commercial gaming revenue across the United States, totaling $16.1 billion in the first quarter of 2023, a trend that Colorado mirrors with an 8.6% revenue growth, reaching $349.2 million year over year.

Awareness and educational efforts for problem gambling have proven to be effective in minimizing harm and reducing incidence rates at every level. Behavior change campaigns, as the one requested in this grant, serve as a pivotal tool in motivating individuals to seek help and overcome gambling addiction. This is achieved by raising awareness about the issue, ensuring that the public better understands the signs and consequences of problem gambling, making individuals more likely to acknowledge their behaviors and seek assistance. 

These communication efforts also foster a sense of community and support by reducing the stigma surrounding addiction. Behavior change campaigns rooted in awareness and education encourage those impacted by problem gambling to reach out for support without judgment; they also serve as wayfinding sources by educating about accessible resources, such as helplines and counseling services, enabling individuals to seek help and embark on their path to healing. 
As a result, our awareness and education project will act as a catalyst for individuals to take that crucial first step toward recovery by motivating them to seek help from available sources.
	Explain why the organization is approaching the issue and/or opportunity in this way: 
The increasing prevalence of problem gambling, coupled with the expanding accessibility of gambling options both locally and nationwide, underscores the pressing need for a comprehensive approach to address this issue. Our approach is driven by the imperative to connect individuals affected by problem gambling with the essential resources that can help them regain control of their lives.
 
Behavior change campaigns centered on awareness and education play a pivotal role in this mission. By providing accessible, relatable information, these campaigns serve as a mirror for individuals struggling with problem gambling, enabling them to acknowledge their challenges and take the critical step of seeking help and support.
 
In 2022, PGCC and The Idea Marketing initiated a collaborative effort with a one-month digital and social media campaign focused on raising awareness of the Colorado Problem Gambling Helpline. The impressive results from this campaign underscored a significant demand for information within the general public. During this campaign, PGCC witnessed a remarkable 275% surge in traffic to its Facebook Page compared to the previous month, attracting over 175,000 visitors. The digital advertisements generated more than 4,000 "clicks" to the PGCC website. Notably, family members and friends actively engaged with the campaign by tagging their loved ones in the comments section, encouraging them to seek help.
 
Building upon the success of this relatively modest campaign, both PGCC and The Idea Marketing recognized the need for further initiatives aimed at establishing crucial connections for individuals grappling with problem gambling. This realization drove us to elevate our efforts to a higher level, with a central objective of inspiring those impacted by problem gambling to proactively seek vital resources and the support needed to overcome this addiction.


	Describe how the organization measures impact: 
	 If this is a program request, describe how the impact is measured for the program that is the subject of this proposal: 
During Phase 4 of the project, The Idea Marketing will conduct a post-campaign survey to assess campaign effectiveness and measure behavior change.  
 
Research findings will be analyzed and measured against the benchmarks established during the pre-campaign quantitative formative research (Phase 1 of the program). Hence, the online survey will help us measure changes in levels of awareness, attitudes, and perceptions. Like the pre-campaign research, the study will encompass three audiences: 1) at-risk problem gamblers, 2) their loved ones, and 3) the general population. 
 
To ensure a meaningful comparison, the post-campaign quantitative study will closely follow the same methodology and structure used in the pre-campaign quantitative study. This methodological consistency will enable a more accurate assessment.
 
In this context, the post-campaign audience research will involve a sample of 900 individuals aged 18 and above residing in Colorado. The sample will be thoughtfully selected to reflect the state’s demographics and will provide a 95% confidence level with a +/- 5 confidence interval.

Upon campaign completion, The Idea Marketing will also analyze and conduct final evaluations of all communication initiatives, highlighting key findings from the post-campaign audience research. With this analysis in hand, they will assess lessons learned and best practices to guide future efforts. 
 
Furthermore, PGCC will establish a baseline by recording the average monthly website traffic, as well as the number of individuals reaching out to the 1-800-GAMBLER hotline and texting 800GAM in the months preceding the campaign launch. These same metrics will be closely monitored throughout the campaign's execution and upon its conclusion to gauge the extent of increased motivation among individuals affected by problem gambling to take action toward getting help to overcome the addiction.
 


	List any prior grant funding received from the Division of Gaming/CLGCC, including amounts and dates: 
PGCC PROBLEM GAMBLING AWARENESS & EDUCATION PROJECT
Dates: April 4, 2023 to March 31, 2024
Amounts: $570,820

PGCC PROBLEM GAMBLING CENTER
Dates: April 4, 2023 to March 31, 2024
Amounts: $286,880

COLLEGIATE GAMBLING EDUCATION & PREVENTION PROGRAM
Dates: April 4, 2023 to March 31, 2024
Amounts: $250,000

	Describe any anticipated challenges facing the implementation of the proposed project and the organizations plan for addressing those challenges: 
Implementing a behavior change campaign to create awareness of problem gambling and motivate individuals with addiction to seek help comes with various anticipated challenges. To address these challenges, we've planned the following strategies:
 
STIGMA AND DENIAL
Challenge: Problem gambling is often stigmatized, and individuals may be in denial about their addiction. This stigma can deter people from seeking help. 
Strategy: Employ empathy-driven storytelling to break down stigma. Develop targeted content focusing on success stories, testimonials, and stories of recovery. Collaborate with individuals who have overcome problem gambling to share their journeys, reduce the sense of isolation among those affected, and inspire them to take action.
 
TARGET AUDIENCE REACH
Challenge: Reaching individuals who may not be actively seeking help or are unaware of the campaign. 
Strategy: Utilize multiple touchpoints such as digital media, social media platforms, and community outreach to maximize campaign reach. Leverage a mix of paid media, community-based organizations, and social media influencers to access a wider audience.
 
LANGUAGE AND CULTURAL BARRIERS
Challenge: Colorado's diverse population includes various cultural and language groups. 
Strategy: Develop culturally sensitive content and engage local micro-influencers who can effectively communicate with specific communities in different languages. Ensure campaign materials are available in at least English and Spanish.
 
RESOURCE AVAILABILITY
Challenge: Many individuals may not be aware of available resources for problem gambling assistance. 
Strategy: Audit PGCC website to ensure its ease of navigation and availability of comprehensive resources across the state. 
 
MISINFORMATION AND OPPOSITION
Challenge: Misinformation or opposition from pro-gambling groups. 
Strategy: Address potential opposition by presenting facts, evidence-based research, and testimonials from individuals who have benefited from assistance for problem gambling. Engage in open dialogue to address concerns and misconceptions.
 
Being proactive and adaptable will allow the campaign to help mitigate the challenges and ensure the behavior change campaign's success in creating awareness and motivating those with gambling addiction to seek help.

	How will the project be sustained after the end of the grant period?: 
Sustainability is crucial for the long-term effectiveness of this awareness and education campaign. Please see below several strategies to ensure the project remains sustainable after the grant period:
 
COMMUNITY PARTNERSHIPS
Foster relationships with Community-Based Organizations (CBOs) and influencers involved in the campaign. These partnerships can continue to promote awareness and provide support even after the grant period. We can keep this momentum going by participating in future events and distributing updated information about problem gambling and the services available at the Problem Gambling Center.
 
CONTENT UPDATES
Regularly refresh campaign content and resources on the PGCC website and social media platforms. Provide up-to-date information, success stories, and resources to keep the audience engaged and informed.
 
EDUCATIONAL PROGRAMS
Develop educational programs on problem gambling awareness that can be integrated into school curricula or community workshops. These programs can be delivered by CBOs, local educators, or mental health professionals.
 
GAMBLING SUPPORT NETWORK
Establish a robust network of gambling support groups, counselors, and addiction treatment services. Maintain an updated directory on the PGCC website.
 
HELPLINE AND CHAT SERVICES
Continue to operate and promote the 1-800-GAMBLER helpline and text service. Ensure that trained professionals are available to provide assistance and guidance to those in need.
 
ADVOCACY AND FUNDRAISING
Stay engaged in advocacy efforts to secure ongoing funding from government agencies, private donors, and foundations. Use data and success stories to demonstrate the impact of the campaign and the need for continued support.
 
RESEARCH AND EVALUATION
Continue to conduct post-campaign research to measure the long-term impact and effectiveness of the awareness campaign. Share these findings with stakeholders and the public to demonstrate the ongoing need for the initiative.
 
SOCIAL MEDIA ENGAGEMENT
Maintain a strong social media presence with regular posts, engaging content, and interactive campaigns. Use social media platforms to keep the conversation about problem gambling alive and inspire individuals to seek help.
 
PEER SUPPORT NETWORKS
Facilitate peer support groups for individuals in recovery from problem gambling. These groups can provide emotional support and guidance to those on the path to recovery.

MEDIA PARTNERSHIPS
Collaborate with local media outlets to maintain ongoing awareness efforts through earned media. Develop a content calendar to ensure consistent distribution of content and press releases to media outlets.

By implementing these strategies, the Problem Gambling Awareness and Education Project can evolve into a sustainable, long-lasting initiative that continues to motivate those affected to seek help and makes a meaningful impact on the community.

	Describe how the organization plans to evaluate the results of requested funding project or program: 
PGCC has strategically partnered with The Idea Marketing, an award-winning social marketing agency headquartered in Denver, to spearhead the development and execution of the Problem Gambling Awareness and Education Project. This dynamic collaboration capitalizes on the respective strengths of both organizations. PGCC's deep expertise in problem gambling is complemented by The Idea Marketing's extensive experience in communications and behavior change.
 
This partnership seeks to harness The Idea Marketing's marketing acumen developing awareness and education efforts for the betterment of the communities. The primary objective is to serve the communities of Colorado by enhancing awareness of problem gambling among the general public. However, the collaboration goes a step further, focusing on connecting individuals who are grappling with problem gambling issues to the necessary assistance and support that PGCC offers.
 
The synergy between PGCC and The Idea Marketing is founded on a commitment to implementing evidence-based practices and maintaining a trauma-informed approach. 

This ensures that campaign messages and tactics are not only effective but also deeply attuned to the needs of those affected by problem gambling. Together, we will craft a transformative campaign that will make a profound and lasting impact on individuals and communities throughout Colorado.
	Describe how the organization plans to evaluate the results of requested funding, project or program: 
The post-research phase, mentioned above, will reveal campaign effectiveness and evaluate behavior change against the benchmarks established in the pre-campaign quantitative research phase of the program. This pre/post analysis will measure changes of public awareness, perceptions and habits in both the general public and those affected by problem gambling.  

Key Performance Indicators (KPIs), benchmarks, and milestones will maintain the project's trajectory. The Idea Marketing will make necessary adjustments to enhance project performance and ensure the delivery of results by continuously optimizing media placements and outreach efforts. They will monitor impressions, click-through rates, engagements, and outreach activities in real-time.

To provide regular updates on campaign performance, Monthly Media Performance Dashboards will be developed. They will include metrics such as impressions, click-through-rate, and view-through-rate for the various media outlets. These dashboards will offer a quick overview of campaign progress, including the quantity and coverage of media placements. This ensures that stakeholders and partners stay informed about campaign developments.
 
Upon campaign's completion, a comprehensive analysis will be conducted, accompanied by a final program evaluation. This evaluation will include an assessment of lessons learned and best practices that can inform future campaigns in the State of Colorado. PGCC leadership, in collaboration with The Idea Marketing, will deliver a final campaign report and presentation to the Colorado Limited Gaming Control Commission and other relevant stakeholders.
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