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Executive 
Summary

The Michigan Gambling Disorder Prevention Projects (MGDPPs) were 
established to provide and support effective problem gambling 
prevention, education, outreach, and treatment programs throughout 
the state. 

CMHPSM engaged MILO to design and implement a regional 
creative and media campaign that is youth and parent focused and 
promotes education and awareness about problem gambling. 

The two-phase campaign targeted youth ages 13-17 and their 
parents, delivering a resonant message communicating problem 
gambling prevention, education, outreach, and treatment programs 
throughout the state. 

With a budget of $75,000 and awareness goal of over 7 MM 
impressions among across targeted geography, the campaign goal 
was achieved for both audiences. Additionally, the CMHPSM 
reported a significant increase in traffic to the web page linked to 
campaign.

The following information breaks down the campaign specifics, and 
provides specific media recommendations for future campaign 
efforts.
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GEOGRAPHY 
& CHANNELS 

GEOGRAPHY

Lenawee, Livingston, Monroe, Washtenaw Counties

 CHANNELS

Streaming Audio

Streaming Video

Display

Paid Social

CALL TO ACTION URL:

https://www.cmhpsm.org/gambling

https://www.cmhpsm.org/gambling


CMHPSM Gambling Prevention Media Plan
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➔ Snapchat and TikTok are the best sources to interact 

with people under 18 years old.

➔ More than 90% of all people used mobile phones to 

visit the website.

➔ A concept when a character looks at you showed the 
highest engagement rate.

➔ Women were more interested in the program.

➔ Online TV / OTT (Over-the-Top) budget can be 

switched to Snapchat and TikTok.

Campaign 
Highlights



Estimated impression volume: 

7,000,000.

Delivered impression volume:

7,164,000.

Impression volume goal met.

Snapchat, Tiktok and 

Facebook are the best 

sources to connect with 

people under 18 years old.



Facebook Ad Network



Facebook Ad Network
➔ Facebook Ad Network includes FB, IG, Facebook Messenger, Whatsapp, etc.

➔ Of all the people on the Internet, 83% of Women & 75% of men use Facebook.

➔ Around seven-in-ten U.S. adults (69%) use Facebook.

➔ 12% of online users of age 13-17+ are on Facebook. 

➔ Facebook users spend 38 minutes per day using the platform.

➔ 74% of Facebook users visit the site daily.



KPIs & Campaign Highlights

➔ Engagement rate with the stories (CTR) is high (0.07%) while benchmark is 0.05%.
➔ 97.5% of all visitors use mobile devices to access the site from Facebook.
➔ 91% of all visitors were people under 18 years old.



➔ Across all counties ads with a character 
worked better.

➔ A concept when a character looks at 
you showed the highest engagement 
rate.

➔ Best creative:



Google Display



Google Display
➔ Google Display includes over 2 million websites, videos, and apps.

➔ Display sites reach over 90% of Internet users.

➔ With the Display Network, it is possible to show the message in particular contexts (like 

“online gaming” or “https://goodgamestudios.com”) where young people surf sites with 

online games and reviews, game patches and tricks. 

➔ Direct targeting to people under 18 is impossible via Google.

https://goodgamestudios.com


KPIs & Campaign Highlights

➔ Engagement rate with the stories (CTR) is high (0.07%) while benchmark is 0.02%.
➔ 91% of all visitors use mobile devices to access the site.
➔ While it is impossible to target people under 18 via Google, online gaming sites were our

placements to target: addictinggames.com, progameguides.com, etc.



➔ In Google Display, creative performance 
varied from county to county but 
generally across all counties image with 
a character worked better in 75%.

➔ A concept when a character looks at 
you showed the highest engagement 
rate.

➔ Best creative:



Online TV / 
OTT (Over-the-Top)



Online TV / OTT (Over-the-Top) 
➔ Online TV advertising is served over-the-top (OTT), thus, not through the traditional 

television signal or cable/satellite distribution: Hulu, Pluto, HBO Max, and Peacock.

➔ As consumers “cut the cable,” they consume content (and ads) via a combination of 

streaming devices–Roku, Fire, gaming systems, smart TVs–and multiple applications, which 

effectively have become the new “channels” on our screens.

➔ OTT enables any advertiser to get their brand’s message on that coveted flat-screen on the 

wall while the consumer is tuned in to the most relevant content.



KPIs & Campaign Highlights

➔ OTT is an expensive point of contact with a limited number of targeting options to segment 
younger audience.

➔ All counties responded with the same rate of engagement, around 0.29%. It is considered 
to be a benchmark dimension.



Creative Example



Streaming Radio



Streaming Radio
➔ More than 406 million people use Spotify every month to stream the music and podcasts.

➔ Six percent of U.S. online audience are willing to pay to access streaming online radio 

services. Users are more aware that they will be receiving ads in exchange for free 

streaming, so the ads come as less of a surprise.

➔ In traditional over-the-air radio, marketers can only roll out blanket campaigns that cannot 

target specific demographics. Streaming radio can solve this problem.



KPIs & Campaign Highlights

➔ Around 70% of all visitors use mobile devices to access the site.
➔ Pop and Hip hop are the most popular genres of music among the young audience who clicked the 

creatives.



Snapchat Ads



Snapchat Ads
➔ Snapchat is the most popular social media platform among young people in the US.

➔ It boasts 293 million daily active users on average in the world.

➔ People open the app 30 times a day on average, over 75 percent of 13 to 34-year-olds in 

the U.S. use the app.



KPIs & Campaign Highlights

➔ Females were more active and clicked the creatives more often than males, 56% vs 44%.
➔ Snapchat is a perfect source to interact with people under 18 years old.
➔ People from Livingston showed the highest engagement rate of 0.91%, while young people 

from Monroe gave the least attention to the creatives, 0.77%.



Creative Example



TikTok Ads



TikTok Ads
➔ Tiktok is the second most  popular social media platform among young people in the US.

➔ It boasts 79  million people in the US.

➔ 37.3 million of these users belong to Generation Z.



KPIs & Campaign Highlights

➔ Females were more active and clicked the creatives more often than males, 60% vs 40%.
➔ TikTok is the second best source after Snapchat to interact with people under 18 years old in the US.
➔ Washtenaw showed the highest interest in the message (0.71%) while Lenawee lagged behind (0.65%).



Creative Example



Thank you.


