
 
 

What this research is about 

Pop-up messages are one type of responsible 

gambling strategies that aim to prevent and reduce 

gambling problems. Informative  messages tell people 

about the risks associated with gambling. Self-

appraisal messages encourage people to reflect on 

their gambling behaviour and make a change. Some 

studies have reported that pop-up messages could 

reduce gambling behaviour. Other studies have 

questioned whether these messages are effective. It is 

unknown if the impact of pop-up messages differ 

depending on the type of game played and gambling 

risk status. The aim of this study was to evaluate the 

impact of informative and self-appraisal messages in 

comparison to blank pop-ups without any message. 

The researchers took into account the possible 

influence of type of game and gambling risk status.  

What the researchers did 

The researchers recruited adults who had gambled in 

the past month on a licensed gambling website in 

France. Only people who scored 7 or lower on the 

Problem Gambling Severity Index (PGSI) could 

participate. Also, participants could not be in 

treatment for gambling problems or be in debt. 

During the pre-screening interview (T0), participants 

provided their demographic information, gambling 

characteristics (e.g., type of game, gambling motives), 

and gambling problems (e.g., age of onset of gambling 

problems, damages caused). Participants completed 

the Gambling Related Cognitions Scale (GRCS), which 

assessed erroneous gambling-related thoughts. They 

also agreed to allow access to their account on their 

favourite gambling website. This was used to collect 

information on their gambling history in the last seven 

active days (e.g., money and time spent).  

Participants were then invited to the laboratory to 

gamble on their favourite website using their own 

money. The researchers randomly assigned them to 

one of three conditions: (1) receiving four informative 

pop-up messages while gambling; (2) receiving four 

self-appraisal pop-up messages; or (3) receiving four 

blank pop-ups. After the final pop-up, participants 

could continue to play for up to 3 hours. 

At the end of the gambling session (T1), participants 

rated their enjoyment of gambling and completed the 

GRCS. Those who received the messages reported if 

there was any impact on their gambling behaviour 

and recalled the content of the messages. At 15 days 

after the experiment (T2), participants completed 

another interview which included the GRCS and the 

Gambling Cravings Scale (GACS). 

What you need to know 

This study evaluated the impact of informative and 

self-appraisal messages as compared to blank pop-

ups without any message. Participants were 

invited to gamble as usual on their favourite 

gambling website using their own money. They 

were randomly assigned to receive four 

informative, self-appraisal, or blank pop-ups while 

gambling. Participants were followed up at 15 days 

after the gambling session. Self-appraisal and 

informative messages had limited impact on 

gambling behaviour, cravings, or gambling-related 

thoughts. Over half of the participants were 

irritated and frustrated by the pop-up messages. 

Most participants did not think the messages had 

any impact on their gambling behaviour or their 

enjoyment of gambling.  
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The researchers analyzed data from 58 participants. 

Twenty-six participants played skill and chance bank 

games (i.e., sports and horse race betting), and 32 

participants played skill and chance social games (i.e., 

poker). Twenty-three participants were assigned to 

the control condition, 16 to informative pop-ups, and 

19 to self-appraisal pop-ups. Scores of 0–2 on the 

PGSI indicated low-risk/non-problem gambling. Scores 

of 3–7 indicated at-risk gambling.  

What the researchers found 

Impact of pop-up messages 

The pop-up messages did not have any impact on 

gambling behaviour or gambling-related thoughts 

from T0 to T1. At 15 days after the experiment (T2), 

participants who bet on sports/horse race and 

received the self-appraisal messages spent less time 

gambling than those in the control condition. There 

were no other differences in gambling behaviour or 

cravings. At T2, participants with at-risk gambling who 

received the informative messages reported lower 

illusion of control on the GRCS than those in the 

control condition. However, participants who bet on 

sports/horse race and received the self-appraisal 

messages reported greater gambling expectancies.  

Recall and rating of pop-up messages 

About 77% of participants could recall one self-

appraisal message correctly, compared to 35% for the 

informative message. Most participants could not 

recall a second message correctly. Most participants 

(83%) reported that the messages did not have any 

impact on their gambling behaviour. This was 

especially so for people with at-risk gambling (94%).  

Over half of the participants (53.6%) felt irritated and 

frustrated by the pop-up messages during the 

gambling session. More people with at-risk gambling 

(68.7%) felt that way. Few participants thought the 

messages affected their enjoyment of gambling 

(12.2% for informative and 11.7% for self-appraisal 

messages). Most participants felt the messages could 

be useful to protect people from excessive gambling.  

How you can use this research 

This study can be useful to researchers, gambling 

operators, and intervention providers.  
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