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Overview 
The aim of this project is to increase awareness and understanding of the new mandatory minimum 
classifications for gambling-like content in video games among parents and carers in Australia. 

The Social Deck has been engaged by the Department of Infrastructure, Transport, Regional 
Development, Communications, Sport and the Arts (the department) to deliver targeted education and 
communication activity to raise awareness about changes to the classification of video games with 
gambling-like content over 6 months (to June 2025). This Strategy includes 12 months of proposed 
activity and distribution. 

This Public Relations Strategy (the Strategy) outlines the below-the-line communication, media, 
engagement and education activity that will be delivered in this period as well as resources for ongoing 
dissemination of information and education to targeted audiences into the future. 

Background 
From September 2024, new mandatory minimum classifications for gambling-like content in video 
games came into effect. The updated Guidelines for Classification of Computer Games 2023 (the 
Guidelines) requires: 

• minimum classification of M (not recommended for children under 15 years of age) for video
games containing in-game purchases linked to elements of change, such as paid loot boxes

• minimum classification of R18+ (restricted – legally restricted to adults aged 18 years and older)
for video games containing simulated gambling – such as casino-style games.

The classification changes apply to games on computers, gaming consoles, phones and tablets. 

These changes were in response to growing body of evidence and community concern around links 
between gambling-like content in video games and gambling harm in real-life, as well as psychological, 
emotional and financial harm.  

Updates to the Guidelines were developed following a public consultation process.  
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Testing feedback 
Key messages and visuals in version 1 of this PR Strategy were tested with a small number of 
representatives from the primary audience group through 3 focus groups and 4 in-depth interviews. 

Key insights and feedback from the testing have helped to further refine the PR Strategy, initial 
resources and approach: 

Messages and focus of content 

• Parents and grandparents agree that drawing attention to the emotional impact of gambling is
more effective than generalised statements

• Messages that emphasised the words ‘children’ and ‘gambling’ early and clearly were more
impactful for parents and grandparents.

• Parents and grandparents agreed parental controls and removing credit card details were
important messages as they’re considered the most effective ways to manage online and gaming 
habits.

o Tips that focused on long-term strategies, such as playing the game or having a
conversation about gambling were seen as effective to help give children the skills they 
need in adulthood to reduce the risk of gambling.

• As identified in the market research, some parents and grandparents did not recognise the term
‘loot box’ and found a definition or example would have been useful.

• Most parents and grandparents were aware of in-game purchases but did not realise some of
these were considered gambling-like content. Sometimes this led to confusion about the
differences between microtransactions, purchasing cosmetic items, and chance-based
purchases such as loot boxes. Key messages should note this overlap but reiterate the specificity 
of gambling-like content.

Messages in this Strategy have been updated as a result of testing feedback – refer Key Messages. 

Imagery and visuals 

• Parents and grandparents agreed that showing the classifications was important and made
images and messages more compelling.

• Parents and grandparents had varied views on the tone of the images and what is considered
realistic and relatable imagery.

o Parents of younger children preferred images that were light and positive, depicting
diverse family dynamics, with parents directly engaging with their children.

o Parents with older children and grandparents felt the images were too positive and
happy and suggested images that were darker in tone and represented the fears parents 
have about online and gaming harms. This included images of children in isolated,
darkened rooms playing video games.

o Grandparents did generally agree with parents with younger children that images
depicting adults and children gaming together was effective and relatable.

• Parents with older children suggested using visual motifs from casino-style gambling to show the 
impact of gambling-like content. However, they also noted to avoid using cartoons or
illustrations.

An additional set of imagery has been incporporated into the Strategy to address feedback – refer 
Creative 

A report with further feedback on the testing of messages and visuals is available.
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Strategy evaluation and risk management 
Evaluation of the PR Strategy is critical to ensuring effectiveness of the messaging and tactics chosen. 

The Strategy’s objectives and associated measures will be evaluated using a mix of output/quantitative 
measures and analytics and qualitative feedback.  Monitoring will happen monthly with a more fulsome 
evaluation of results to occur at the end of August. The 2024 market research provides a baseline for 
measurement. 

An evaluation plan to monitor and measure the Strategy is at Appendix 1. 

Effectiveness will also be dependent on mitigating issues, risks or unintended consequences that may 
arise as a result of message distribution. The following are key considerations and ways to mitigate 
identified risks: 

• Limited media and reach: Project constraints such as no paid advertising / media and inability to 
pay talent as media spokespeople may limit media opportunities and coverage. The Social Deck is 
working with media specialist, Zotts and Co, with existing media networks to generate as much
interest as possible for free media coverage. We will use case study stories to help shape media
articles and approved spokespeople such as the Classification Board Director.

• Confusion about which games have classifications: It’s likely communication may cause some
confusion among the target audience and stakeholders about how classifications work with
existing games, and why some games and not others have updated classifications. We will be
clear in communication about how the new classification standards are being introduced.

• Unintended impacts on parents and carers: We will ensure that all tactics focus on positive and
empowering messaging, rather than causing parents to feel shame or distrust in information. It
will be important to avoid causing tensions between parents or parents and their children in
relation to existing choices.

• Unintended consequences or impacts on industry: It’s important to consider the direct and
external influences the communication may have on commercial entities and industry. For
example, singling out particular games or messaging that appears to restrict gaming will be
avoided.

• Timing and external influences on delivery: The timing for delivery of the PR activity is during
the first 6 months of 2025, which is an election year. It is possible that a Caretaker period may
pause, delay and limit delivery of this Strategy. It’s proposed resources and stories could
continue to be created but may not be distributed via government channels during caretaker.

A risk management plan has been developed to support the project. 
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Strategic approach 
Our strategic approach will move people along the spectrum of awareness-understanding-action. 
This will help to ensure the PR and communication objectives are achieved. 

 

 

Awareness 

Greater awareness of gambling-like content in games =  
increase likelihood of interest in issue and recall of information 

Only 2% of parents/ carers were aware of the changes to the classification of video games containing 
gambling-like content. Research showed ‘those with higher levels of awareness were more likely to feel 
that information about the changes was personally relevant to them, which in turn increased their 
interest in, and the cut through of, the information’. 

Through this Strategy there is substantial opportunity to increase awareness among parents and 
carers that:  

• the way gambling-like content in video games is classified is changing (influences knowledge) 
• this issue is personally relevant to them and can support decision making (influences 

attitudes) 
• gambling-like content in games can cause issues with emotional and health impacts and has 

links to gambling issues later on.   
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Understanding 

Greater understanding of how information can be used = 
increased confidence in decision making. 

The 2024 market research showed there is an appetite amongst the target audience for information 
on this topic to inform decision making, as well as to empower parents/ carers and build their self-
efficacy. 

PR activity will seek to build knowledge and understanding of what gambling-like content looks like, 
the classification system and changes that have come into place. The 2024 market research 
identified that knowledge of the following will be needed: 

Improved knowledge and understanding will support increased confidence in decision making, and 
support for classifications to be used when parents/carers are making decisions about the games 
their children play. 

Testing of draft messages in this strategy highlighted the importance of having clear information to 
build knowledge that classifications are not just about explicit content and violence but contain 
information about potentially harmful or concerning content in other forms. For example, gambling-
like content - many parents and grandparents did not realise there was consumer advice to identify 
this.

FOI 26-157

R
el

ea
se

d 
un

de
r t

he
 F

O
I A

ct
 1

98
2 

by
 th

e 
D

ep
ar

tm
en

t o
f I

nf
ra

st
ru

ct
ur

e,
 

Tr
an

sp
or

t, 
R

eg
io

na
l D

ev
el

op
m

en
t, 

C
om

m
un

ic
at

io
ns

, S
po

rt 
an

d 
th

e 
Ar

ts
 



FOI 26-157

R
el

ea
se

d 
un

de
r t

he
 F

O
I A

ct
 1

98
2 

by
 th

e 
D

ep
ar

tm
en

t o
f I

nf
ra

st
ru

ct
ur

e,
 

Tr
an

sp
or

t, 
R

eg
io

na
l D

ev
el

op
m

en
t, 

C
om

m
un

ic
at

io
ns

, S
po

rt 
an

d 
th

e 
Ar

ts
 



PR Strategy – Page 14 of 37 

  
  

Things to avoid to prevent ‘inaction’ 

• Perception that classifications are taking away parent choice / rights  
• Stigma about gaming by children and shame for parents who allow their children to game 
• Confusing messages 
• Imagery that may be seen to place blame or be negatively portray gaming (though noting that 

darker imagery may be used in reference to older children and gaming based on feedback 
from this primary audience group). 

Communication tone and style 
Considering these areas to avoid, the tone and style of the communication is important. 
Communication will use a respectful tone in acknowledgment of parents’/ carers’ autonomy in 
decision making. The tone of communication should be:  

Positive and empowering – to reduce parents’/ carers’ sense of being overwhelmed, 
avoid blaming or stigmatising parents/ carers for their current approach to children’s 
game choice, and avoid “demonising” video games as inherently negative or harmful to 
children. 

Supportive and practical – to increase parents’/ carers’ self-efficacy and provide them 
with clear steps to take, while also showing respect for parents’/ carers’ autonomy in 
making decisions about their child.  

Informative and credible – to help ensure parents and carers prioritise credible 
government/classifications standards information over other influences and sources. 
The information and messaging need to add value and be in a simple form that parents 
and carers are comfortable to come back to. 
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Key messaging 
The following key messages apply across audience groups. Content tone and language may change at 
times for different audience segments. 

 

Know: There are classifications for gambling-like content in games 

MESSAGE THEME 1 

Introduce the issue 

• Gambling-like content in video games our children play can be 
hard to detect. 
o Playing video games with gambling-like content can 

normalise gambling behaviours. 

MESSAGE THEME 2 

Explain prevalence of 
gambling-like content in 
gaming 

• Over the last decade, gambling-like content in video games 
has increased. This includes: 
o In-game purchases with an element of chance, such as paid 

loot boxes. These are mystery items players can use real 
money to buy, without knowing what item they will get. 

o Simulated gambling, including casino-style video games. 

MESSAGE THEME 3 

Explain WHAT the new 
classifications are and 
HOW they work 

• New classifications are now in place to help parents and 
carers identify video games with gambling-like content.  

• The Australian Government has changed the way games are 
classified so that video games with: 

a. in-game purchases with an element of chance such as paid 
loot boxes are classified as M (not recommended for 
children under 15 years of age) 

b. simulated gaming, such as casino-style games – are legally 
restricted to adults and classified as R18+.  

• These changes apply to video games on computers, gaming 
consoles, phones and tablets.  

• The classifications only apply to new video games. Existing 
games aren’t affected unless they’re updated with new content 
and need to be reclassified. 

• Video game classifications can be found on online gaming 
stores, digital downloads, game packaging and some 
advertisements.  
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Understand: Why this change is important and relevant to you 

MESSAGE THEME 4 

Why the new 
classifications are 
important 

• Research shows links between gambling-like content in
video games and problem gambling, emotional and mental
health impacts.

• Gambling-like content in video games has become more
common over the past decade.

• These changes have been made in response to growing
evidence as well as community concern.

MESSAGE THEME 5 

Explain what gambling-
like content in gaming 
looks like 

• Gambling-like content in gaming means parts of a game have
features that are like gambling - where players rely on
chance to win rewards.

• Common gambling-like content includes loot boxes, which
offer random rewards in exchange for money or in-game
currency, and simulated gambling games, like virtual casinos or
poker, that imitate the sounds and visuals of gambling without
real money payouts.

• They can also include mechanics like pay-to-win systems,
where players are incentivised to spend money or in-game
currency for gameplay advantages or progression.

• These features normalise gambling behaviours by rewarding
players unpredictably, making them feel similar to betting or
wagering and can be addictive.

• Gambling like content in games can sometimes be hard to
detect, so the classifications help parents to identify the level
of gambling features within a game.
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Act: Consider classification standards when making decisions about games 

MESSAGE THEME 6 

Confident to consider 
use/classifications when 
making decisions about 
games for children  

• Parents, carers and grandparents can look for 
classifications when helping their children choose games 

• There’s a database—the National Classification Database— 
that shows you classifications and consumer advice in games 
and this will continue to be updated.  

• Consumer advice is the text that accompanies a 
classification or game rating. Consumer advice for gambling-
like content in video games includes: 

o Chance-based in-game purchases – for video games 
containing in-game purchases linked to elements of 
chance, like loot-boxes. 

o High-impact simulated gambling – for video games 
containing simulated gambling. 

o Gambling themes – for video games containing 
content which may resemble gambling, but does not 
meet the threshold for simulated gambling. 

• Parental controls can also be used to help parents and carers 
monitor and limit the type of content children can access. 
Most game consoles and digital devices provide age-based 
parental controls. Many allow you to block access to content 
based on the classification. 

More: 

• Parents and carers can:  

• have a chat with your kids about the games they play. 
Discuss why some games might not be appropriate or the 
risks they carry. Start a conversation about the risks of 
gambling if needed 

• set up parental controls to monitor and limit the content 
children can access and how much they can spend 

• consider removing credit card details from devices or 
consoles. Check to see if credit card details are saved to the 
devices your children use for gaming 

• learn and play your child’s video games to help you 
understand how they work and if they contain simulated 
gambling or gambling-like content  

• check the classification of the video games their children 
play or want to buy. You can use the classification advice to 
help choose games that are right for their children 

• visit classification.gov.au/GamblingContent for more 
information. 
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Given there is no opportunity for paid media buys, media activity will rely heavily on having different 
angles to pitch and good spokespeople, to elicit media interest in the issue and stories. There can be 
substantial time (hours) required for the pitching, briefings, follow ups and preparation for unpaid 
media opportunities and these are built in to the implementation plan and costings. 

Social media 
Social media activity will include a mix of organic and third-party activity. The following social media 
will be created between January and June 2025. These social media assets and content can continue 
to be shared and built on throughout 2025. 

• Social media assets (10 x separate posts and tiles) for organic placements on the department’s
channels. A social media content calendar will accompany this Strategy.

• Vox pop-style video where parents are asked if they know about classifications and whether
they realise some video games kids play can have gambling-like content.This would be shared on 
the department’s channels and shared with third parties.

• Working with trusted organisations and services to share content through established social
media channels e.g. Facebook parenting groups.

• Identifying relevant government social media channels and sharing social media content –
including DSS’ Australian Families Facebook page, the Department of Education, the Australian
Communications and Media Authority (ACMA), eSafety Commission channels and state/territory 
level social media channels.

A list of third party social media channels is at Appendix 2.

Education and events 
The following events are proposed to June 2025, with suggestions included for ongoing event 
attendance led by the department.  

• Webinar aimed at interested parents, grandparents and carers, and stakeholders. The webinar
would build a more in-depth understanding of the rationale behind the changes, gambling harm,
what the changes are and what they mean for them, making informed choices about video game 
purchases and tips on having conversations with children about gambling harm. This could be
co-hosted by the eSafety Commissioner.

o The following identified audiences such as Playgroups and neighbourhood centres with
parenting programs should be encouraged to attend. These can be reached through
government departments and directly through a stakeholder list (refer Stakeholder
Engagement section).

Proposed future education and event activity 

• Education products distributed to Playgroups, libraries and other forms of
neighbourhood/community centres where parenting sessions are held. These centres would be 
encouraged to share information with parents and carers during relevant information sessions
about children’s safety, gaming and other topics.
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Stakeholder engagement, partnerships and 
intermediaries 
Stakeholder engagement will be important to build and establish trusted relationships with key 
stakeholders who can assist with the dissemination of messaging and content to parents and carers.  

We will undertake stakeholder engagement through the following main activities: 

Stakeholder identification, mapping and contact list –  
A stakeholder list has been developed to support the project and further map intermediaries to 
audience segments. This list will help with:  

• distribution of information and resources
• invitations, promotions and engagements for events
• to investigate potential partnership activity.

Stakeholders in the list have been mapped into two tiers: 
• Tier 1 are stakeholders that we could partner with, do an event with, may be a spokesperson

and/or may help to secure case study talent
• Tier 2 are stakeholders we would share tailored information and resources with.

Direct engagement with peak body / representative organisations –  
Direct engagement with a number of peak body and representative groups. In the first instance we 
will prioritise: 

• Alannah and Madeline Foundation
• Children and Media Australia
• IGEA
• Children with Disability Australia (CYDA) and Children and Family Disability Alliance (CAFDA)
• Education umbrella organisations and associations e.g. Australian Secondary Principals

Association, Australian Primary Princpals Association, Independent Schools Australia.

Examples for how we might engage with these priority organsiations is at Appendix 3. 

Additional organisations and parent groups will be added through the mapping process and as tactics 
that include stakeholder engagement and outreach begin.  

Stakeholder outreach and third party distribution – 

Distribute the resources outlined throughout the Strategy to trusted organisations who reach key 
audience groups including parents, grandparents, carers, educators and children. This includes 
distributing: 

• the digital stakeholder toolkit, with information sheets and relevant case studies
• social media tiles and templates
• invitations and promotions for events

It’s proposed that 2 x direct messages (EDMs) will be sent to tier 1 and 2 of the stakeholder list. The 
department may consider adiditonal or ongoing EDMs. 

Engagement with intermediaries and place-based settings 
In addition to organisations, it will be important to engage with point of sale and other intermediaries or 
place-based settings, especially to test and get their buy-in on products they are being asked to display 
or distribute. This will be done through small, informal testing to ensure products are appropriate for in-
store display and through working with key corporates and larger stores on dissemination options.  

In addition, there may be a need to engage with online platforms around future information that could 
be displayed about Classifications, noting this would be led by the policy areas in the department.  
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Appendix 3. Peak and representative engagement 
The following summaries are initial engagement or partnership opportunities with peak and 
representative organisations. These would be delivered in the first 6 months of the Strategy 
implementation. Additional partnerships and engagements with other representative and parenting 
groups would continue following the initial outreach phases (refer Stakeholder Engagement section).  

Alannah and Madeline Foundation 

Very interested and open to collaborations. 

Media opportunities - Potential for CEO to be spokesperson or be involved in events (e.g, webinars). 
Potential to share and amplify social media content. 

eSmart - Collaborate on a module on the new gambling classification as part of the eSmart program. 
This would be integrated into the resources provided for teachers and schools. It could also have a 
'take-home' module that could be accessed by parents. 

eSmart Events - Collaborate on an eSmart Event focused on the new gambling classification, e.g. a 
webinar. Possible opportunity to involve new Classification Director as panellist. 

Children and Media Australia 

Interested in collaborating, the issue of gambling in gaming is of key interest to them. They have a 
high quality email list which would be a great channel for distribution. 

Media opportunities - Chairperson would potentially be available as media talent or for involvement 
in webinar. 

App review database - They have a good database of app reviews which highlights whether games 
have any gambling like content. Note: it does not have any government funding anymore (latest 
reviews are November 2023). 

They have a number of other quality resources on loot boxes and gambling content. Potential 
opportunities for sharing on social media. 

IGEA 

Interested in collaborating and amplifying content. 

Potential collaboration on safer internet day - 11 February 2025. IGEA are doing a campaign 
specifically around gambling content in games. 

They suggested Family Gaming Database as a quality source of reviews and information about 
gaming for families. 

CYDA and/or CAFDA 

Opportunity to host a joint event for parents and carers of children with disability who game, 
leveraging CYDA’s reach into parents and carers who may be more likely to access information 
through these trusted sources. 

Also partner with CYDA to recruit and engage 1-2 parents of children with disability to feature in 
case study and media stories.  

CYDA would also likely share and amplify content. 
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