
 
 

What this research is about  

Safer gambling messages warn people who gamble 

about the potential harms from gambling. “When the 

fun stops, stop” was a popular message in the UK 

from 2014 until at least October of 2021. The message 

has a yellow background, with the word “fun” in a 

larger font and the second mention of “stop” inside a 

stop traffic road sign. Different versions of the 

message have also been used. The “when the fun 

stops, stop” message has been criticised by some 

political and regulatory leaders. One criticism is its 

emphasis on the word “fun”. A previous evaluation of 

the message was funded by the same group that 

came up with it. Thus, independent evaluation is 

needed. The researchers did three online experiments 

to test if the message influenced gambling behaviour. 

What the researchers did 

The researchers recruited adults in the UK through 

Prolific, a crowdsourcing platform. Participants in 

experiments 1 and 3 had bet on sports online before, 

and those in experiment 2 had experience with online 

roulette. Participants were paid a small fee in each 

experiment, regardless of whether they made any 

bets. They were also offered a bonus that they could 

choose to gamble with or to keep. Experiment 1 

offered the bonus to all participants. In experiments 2 

and 3, participants had to complete a captcha test to 

earn the bonus. The captcha test made sure that 

participants felt ownership over the gambling funds.  

Experiment 1 randomly assigned participants to see 

the yellow “when the fun stops, stop” message or no 

message (control). Participants were presented with 

nine mock gambling adverts that showed the odds for 

specific bets for an upcoming football final. The bets 

varied at low, medium, and high levels of specificity. 

After participants accepted or rejected the bets, they 

completed a demographic questionnaire and the 

Problem Gambling Severity Index (PGSI). 

Experiment 2 randomly assigned participants to see 

the yellow message, a black and white version that 

de-emphasised the word “fun”, or no message 

(control). The message was presented on screen while 

participants learned about the roulette game and 

while they placed a bet. Participants could play as 

many spins as they wanted. After the game, they 

completed the PGSI and a subscale of the Gambling 

Motives Questionnaire (GMQ). This subscale assessed 

gambling motives to enhance positive emotions.   

Experiment 3 randomly assigned participants to see 

the yellow message or no message (control). 

Participants then bet on the odds of 921 bets across 

10 different football matches involving the English 

What you need to know 

“When the fun stops, stop” was a popular safer 

gambling message seen in the UK from 2014 until 

at least October of 2021. The researchers did 

three online experiments to test the impact of this 

message. Participants were offered real money to 

gamble on football matches (experiments 1 and 3) 

or an online roulette game (experiment 2). Each 

experiment randomly assigned participants to see 

the original yellow version of the message or no 

message. Experiment 2 included an extra 

condition in which participants saw a black and 

white version of the message. The results across 

the experiments showed that the message had no 

beneficial effect in reducing gambling behaviours. 

Evaluating the impact of the “when the fun 

stops, stop” message on online gambling 

behaviour 
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Premier League. Finally, they completed the PGSI and 

the enhancement motives subscale of the GMQ. 

What the researchers found 

In experiment 1, 254 participants saw the yellow 

message and 252 participants were in the control 

group. The primary outcome was the decision to 

accept or reject the bets. Participants who saw the 

message accepted 41.3% of the bets. Those in the 

control group accepted 37.8% of the bets. Thus, the 

likelihood of accepting the bets did not differ between 

the two groups. Gender, risk of problem gambling 

based on PGSI scores, and gambling frequency in the 

past year did not make a difference to the results.  

In experiment 2, 501 participants saw the yellow 

message, 500 saw the black and white message, and 

499 were in the control group. About 14% of 

participants chose not to play the roulette and kept all 

the funds. Those who gambled played an average of 

nine spins. The primary outcome was the proportion 

of money bet out of the available funds. The presence 

of a message did not affect the likelihood of choosing 

to bet or to bet everything. The yellow message had a 

backfire effect on the proportion bet. On average, 

participants who saw the yellow message bet 3.64% 

more of their available funds than the control group. 

Participants’ PGSI scores and enhancement motives 

did not make a difference to the results.  

In experiment 3, 502 participants saw the yellow 

message and 501 participants were in the control 

group. About 39% of participants did not place any 

bets and kept all the bonus money. Participants who 

gambled placed an average of 2.2 bets. Participants 

who saw the message were 6% more likely to bet 

everything than those in the control group. The 

message did not have an effect on the proportion bet. 

Participants’ PGSI scores and enhancement motives 

did not make a difference to the results. 

Overall, the “when the fun stops, stop” message had 

no beneficial effect in reducing gambling behaviour. 

How you can use this research 

This study can inform policy makers and public health 

in the UK. It suggests that alternative safer gambling 

messages are needed. This study may also be relevant 

to other jurisdictions. Future research could replicate 

this study in a different jurisdiction. Research could 

also test the possible impact of longer exposure and 

mode of delivery (e.g., pop-up vs. static messages).    
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