
Project Worth 
FY26 Q2 Results and FY26 Update 



New Campaign 



The Evolution of Know the Signs 
With this campaign, we set out to evolve Know the Signs by 
moving away from an emphasis on simply outlining signs and 
symptoms and instead taking a deeper look at problem gambling 
from multiple perspectives. 

This evolution marks a move away from emotionally heavy 
storytelling toward an approach that meets people where they 
are—at a critical moment before a crisis occurs. 



Know the Signs 2.0 Campaign 

● Educate the public on problem gambling and harm prevention. 

● Reduce stigma surrounding problem gambling in a positive and 
supportive way. 

● Raise awareness of resources available across Nevada. 

● Continue establishing Project Worth as a trusted and reliable 
support system. 



Three Themes Within the Campaign 

● The brain science behind gambling 
○ Understanding the psychology behind gambling and 

breaking down shame and stigma. 
● Sports betting and online gambling awareness 

○ Addressing the rapid growth, visibility, and normalization of 
online gaming and sports betting. 

● The ripple effect of problem gambling 
○ Exploring how problem gambling impacts families, friends, 

and communities. 



Campaign Details 
● Campaign creative development was funded through the SB341 

budget allocation. 
● Individuals featured in the ads: 

○ Dr. Fong 
○ Denise Quirk 
○ Nat and Sherri 
○ Don 

● Ad types: 
○ Video - 0:15, 0:30 and 3:00 
○ Display 
○ Carousel 
○ Static 



Carousel Ads 

Full Ad Set 

https://www.figma.com/proto/iM3WpIov6XxwTHV5NKO2N4/Know-The-Signs---Phase-Three?page-id=367%3A103&node-id=702-18&p=f&viewport=483%2C150%2C0.04&t=qL4djK4J3f55jdkT-1&scaling=contain&content-scaling=fixed


Static Ads 

Full Ad Set 
Sports & Online 

Gambling 
The Brain Ripple Effect 

https://www.figma.com/proto/iM3WpIov6XxwTHV5NKO2N4/Know-The-Signs---Phase-Three?page-id=367%3A103&node-id=702-18&p=f&viewport=483%2C150%2C0.04&t=qL4djK4J3f55jdkT-1&scaling=contain&content-scaling=fixed


The Brain Video Ad 0:30 

Full Video Ad Set 

https://vault.kps3.com/share/BE698077-109D-4DBB-A384F81F1770C0D6/?viewType=grid
https://vault.kps3.com/share/BE698077-109D-4DBB-A384F81F1770C0D6/?mediaId=E31486E3-76A7-4F29-BCDFD5AC3789E674


Sports Betting Video Ad 0:30 

Full Video Ad Set 

https://vault.kps3.com/share/BE698077-109D-4DBB-A384F81F1770C0D6/?viewType=grid
https://vault.kps3.com/share/BE698077-109D-4DBB-A384F81F1770C0D6/?viewType=grid&mediaId=45C6F59E-F634-4064-AB22EB72EA507194


The Ripple Effect Video Ad 0:30 

Full Video Ad Set 

https://vault.kps3.com/share/BE698077-109D-4DBB-A384F81F1770C0D6/?viewType=grid
https://vault.kps3.com/share/BE698077-109D-4DBB-A384F81F1770C0D6/?mediaId=C00F4F26-5A28-4416-81B9273424341B8B


FY26 Update 



Marketing Budget Breakdown in FY26 

Services Costs 

Strategy and account management $10,012.50 

Digital advertising and reporting $30,000.00 

Social media $15,012.50 

Website maintenance and hosting $3,900.00 

Advertising hard costs $41,075.00 

Total $100,000.00 



FY26 Social Media 

● After reviewing the performance of our organic social media channels over 
the past year, we noticed that while engagement and follower growth have 
increased slightly, they haven’t expanded at the rate we’d like. 
○ We believe this is because the subject matter is deeply personal, and 

many people may be hesitant to publicly engage with the content. 

● Therefore, we decreased KPS3’s service budget by $10K and reallocated 
those funds to paid advertising hard costs where we can raise awareness. To 
align our efforts with this adjusted budget, we will no longer be posting on X, 
however, we will still be posting to Facebook and Instagram. 



FY26 Paid Channels 

● Existing Channels: 
○ Google Paid Search 
○ Meta Advertising 

● New Channels: 
○ Display 
○ Online Video 



Total FY26 Paid Media Budget $52,115 

Flighted Budget 



The Big Game Initiative 

From January 26 to February 8, we are allocating $1,376 of the 
budget to deliver targeted problem gambling awareness 
messaging tied to sports betting, leveraging increased attention 
during this major sporting event. 

The following ads will run 
during this period: 

● Sports Betting 0:15 
Video 
○ Stories & Reels 

● Sports Betting 0:30 
Video 
○ Stories & Reels 
○ In-Feed 

https://www.youtube.com/watch?v=wzDhdlaaK0o
https://vault.kps3.com/share/BE698077-109D-4DBB-A384F81F1770C0D6/?mediaId=E2EC28FA-6ABF-45A2-9B623B9818C252A5
https://vault.kps3.com/share/BE698077-109D-4DBB-A384F81F1770C0D6/?mediaId=E2EC28FA-6ABF-45A2-9B623B9818C252A5
https://vault.kps3.com/share/BE698077-109D-4DBB-A384F81F1770C0D6/?mediaId=45C6F59E-F634-4064-AB22EB72EA507194
https://vault.kps3.com/share/BE698077-109D-4DBB-A384F81F1770C0D6/?mediaId=45C6F59E-F634-4064-AB22EB72EA507194


Q2 Performance Highlights 
October - December 2025 



Q2 Website Performance 
● Overall website traffic increased significantly by 542%, driven by increased 

investment in ad placements. 
● Quiz engagement also increased, with quiz starts rising by 31% and quiz 

submissions increasing by 20%. 
● Email and phone contacts saw a substantial increase, up 206% compared to 

the previous period. 



Q2 Outbound Links 

The Dr. Robert Hunter 
International Problem 
Gambling Center website 
received a total of 63 
clicks, ranking as the 
most-clicked link on the 
Project Worth site. 



Q2 Paid Search Performance 

● Clicks on contact options, such as phone numbers and email links, 
increased by an impressive 56% this quarter, with gains across both 
campaigns. 

● Paid search recorded a 68% engagement rate (+4.5%) and 995 sessions 
(+5.2%) during the period. 



Q2 Organic Social Media Performance 
● Instagram followers: 1 

● Facebook followers: 4 



Thank you. 
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