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Achieving the right mix of cultural understanding and 
evidence-based social marketing communications: initial insights to the Chinese and Vietnamese Problem Gambling Campaign in NSW 








It is generally acknowledged in Australian jurisdictions that certain Culturally and Linguistically Diverse (CALD) communities are at increased risk of problem gambling. It is also acknowledged that those groups each have unique approaches to gambling (cite existing research on preferred gambling type, demographics, beliefs etc).
CALD communities often have a significantly different approach to help-seeking, which provides challenges for traditional social marketing messages. For example, among Chinese and Vietnamese communities, counselling is seen as a shameful, sometimes even a harmful activity.
Despite these unique characteristics, no substantial market research has been conducted in recent years among non-English speakers within CALD groups to test their awareness, understanding and beliefs about gambling and problem gambling and sources of help that might be available.
This paper provides the results of a unique baseline survey on problem gambling conducted amongst 600 respondents (300 Chinese and 300 Vietnamese speakers) conducted in February 2010 and provide practical implications for the development of communication campaigns targeting CALD groups and problem gambling related messages. 

This paper will start with a brief review of current evidence in health communication and social marketing literature on factors that influence the adoption of a campaign message: perceived community norm, self-efficacy,  likelihood and severity of the issue , etc.,  It will then link these to issues specifically related to problem gambling.
Authors:

Michael Camit, NSW Multicultural Health Communication Service

Jabez Allies, Responsible Gambling Fund
Jenny Crocker, Responsible Gambling Fund

Locked Mail Bag 5003, Gladesville, NSW 2111
Phone 02 9816 0347
