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OUR ASSIGNMENT




Assignment Overwew

oooooooooooooooooooooooooooooooooooooooooooooooooooo

Assignment:

To increase consumer reach and engagement through the Lottery’s owned channels, as well as to connect and stay connected through
the existing “Stay Connected” programs. The outcome of the assignment should achieve recommendations on whether to build on, add to
and/or remove what the Florida Lottery currently utilizes. Establish an O.G.S.M. and budget necessary to meet the goals of the identified
channels. Further, to create a year-long spec creative that will allow communication with customers 365 days a year in a tiered messaging
strategy.

Assignment Background:

The majority of current Lottery players are Generation Y and the Baby Boomers. Each generation, including Millennials, is present on social
media, but Millennials dominate the user population. This creates an opportunity to reach the untapped market while maintaining interaction
with current players. Claiming Millennials as the target audience produces a template for future adaptation to the incoming generation. This
adaptation ensures success in communication, engagement, awareness and a contribution toward the increase in sales.
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Our Assignment




Social Overview

ooooooooooooooooooooooooooooooooooooooooo

¢ The current platform content is infrequent in postings,
and lacks user engagement and awareness. In specific
platforms it’s outdated, inconvenient or lacks content
as a whole.

¢ In the last few weeks, the Florida Lottery has made
some improvements in their bulk content on the top
social media channels. This includes event updates,
photos, conversations with other brands and product
promotion. Despite recent efforts, postings are still
inconsistent and too slow to provide us with results
that will make a difference. We see room for future
growth and great potential for success if our campaign
is brought to life.

The Numbers
e Facebook - 60,290 likes
¢ Instagram - 1,863 followers
e Twitter - 7,241 followers
e  YouTube - 1,685 subscribers
e App -102,000 downloads
e RSS, Podcast, Email and Text - no data

Each icon is roughly 1000 users
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Assignment Overwew

oooooooooooooooooooooooooooooooooooooooooooooooooooo

As a group, the first week we conducted research on our target audience —Millennials (18-34 year-olds) with subtargets
African Americans and Hispanics. From here we surveyed 140 people to help narrow in on our demographic by learning

psychographic traits of our audience. From this survey alone we were able to see the opportunities the Florida Lottery has

to reach Millennials. We picked the social channels we wanted to focus on and began to create our O.G.S.M. Building off

of the O0.G.S.M., we strategized an ideal campaign highlighting one big idea.
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Primary Research

We needed to know what social media channels are more popular, what
excites Millennials about these social media channels and how aware they
are of Florida Lottery’s social media presence.

Primary Research Methods:

Online Survey: sample size was 140 Florida Millennials answering questions
about the Florida Lottery and their own social media habits.

One-on-one interviews: asked 20 Millennials questions about what they like
and don’t like in terms of digital and social media, what kind of content they
find most engaging, and what gets them motivated to follow brands through
digital and social media.

Survey Intercepts




Secondary Resea rch ‘°

We conducted secondary research through various websites, databases
through 4A’s, MRI data and the weekly trends report given to us by the Florida
Lottery. By looking through all of the information we were able to gather about

Millennials and their habits, we came to understand what drives and triggers
them on social media.

Intercepts & Online Survey
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Millennial Overview

Understanding Millennials

Millennials are the age range of 18-34; they are heavily influenced through social media, mainly through friends’ social media
posts about products and services. In the month of November 2013, Millennials spent around 24 hours on various social
media channels a week. Sixteen of those hours were spent on their mobile device. Four out of 5 will purchase a product from
a brand if they support a cause that interests them. Millennials are really into self-expression and constant connection, and
they have the social tools to prove it. They are also the most diverse and educated generation ever!

Diversity of Millennials

The Millennial generation is large and diverse, so there are a lot of different beliefs, trends and social media habits. Forty-
three percent of Millennials are non-white. Millennial Hispanics are more likely to shop online and do excessive research
before purchasing. African Americans have more of a presence on Twitter than any other race. They want to have their voices
heard and they believe Twitter is the best tool for it. Nearly 40 percent of African American Millennials who use the Internet are
on Twitter. Facebook is still the most dominant social media network among Millennials.

Understanding Millennials




We’re unaware of

Assignment Overwew

.................................................... "Waste 0' IllllIlBy" the Fla. Lottery’s

involvement in
education

Millennials & The Florida Lottery " ook

Millennials are not avid Florida Lottery players. They are very skeptical i

and believe that it is a waste of money, or they don’t think they will win.

When they do play, it is mostly a spur-of-the-moment purchase, either "I don’t carry cash"

for themselves or others as gifts. Scratch-offs are their primary choice

of play.

¢ Unaware of the Florida Lottery’s involvement in education, as well as
Stay Connected programs
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From our survey, 86% of Millennials play a few times a year

e Sees Lottery tickets as rite of passage: age 18

¢ Will purchase Lottery tickets as gifts

Millennials & Florida




Secondary Resea rch
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Millennials & Social Media

Millennials are the heaviest users on social media; the top three social
networks they use are Facebook, Twitter and Instagram. This generation is
eager to get connected, get involved and give to causes they are passionate
about. Millennials are most receptive to messages that use celebrity
endorsements or relatable characters/themes. Millennials love music

and creativity, and care about social causes. They may not be writing big
checks, but they will spend a little extra with a brand who is aligned with
what they care about — whether that’s an artist or a cause. Millennials are
most likely to retweet a brand if there are incentives and they love looking
at photos, which Instagram has plenty of. Millennials value brands that
allow them to express themselves in unique ways. Photo sharing is a way
Millennials can connect with others through creative expression.

Millennials & Social Media
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750/0 will share, retweet and like images at non-profit events
60% enjoy hearing about successful projects

550/0 have posted a “selfie”

53% will retweet a brand if there are incentives

50% follow non-profit organizations




SW.O.T. Analysis

STRENGTHS

High brand awareness

Already present on social media

Has given more than $26 billion to education
Millennials like gaming

Wide variety of games

WEAKNESSES

Cash-only sales

Games can be perceived as unwinnable
Lack of engagement with players

Slow adoption of new technologies

No awareness of stay connected programs

OPPORTUNITIES

Bring awareness to Bright Futures

Create incentives for social media engagement
Showcase “winning awareness”

Increase presence at onsite events

Cross-promotion with vendors

Collect personal information for future communication

Key Findings

THREATS

¢ Online games
e Other gambling establishments in Florida
¢ Social media clutter

14
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—‘ Timeline About Photos Friends More «

About My Faves
* Money is sometimes tight but when
| have extra cash in my wallet | will * Sharing my knowledge and content | care about with others
sometimes buy a scratch-off « Sharing my experiences and engaging with friends
* Good things happen to good people * Following brands and social causes | care about on social

* Family is most important

* Buy lottery tickets when I'm feeling
lucky

* Optimistic | will win, but know the
odds are against me

media

Where | am
Likes @&tﬁ‘}]
* Giving A ebo(
« Cultural Holidays b faceic
* Birthdays ptktern1

* Anniversaries

* Community Service
» Sales/Deals

* Games

Persona |1
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Friends More «

Timeline About Photos

About My Faves
* Social media is the best way to
communicate and be informed « Twitter, so | can be updated on business, brands and

* Best way to access social media

'S throygh mobile device * Facebook, so | can keep in touch with friends and family
* There is no reason to carry cash

o (hEre HaE 1 Hen ninEEma e * | am always on the move, so | love my smart phone
reason for me to do something * | like to show off my achievements and good deeds, so | am
constantly updating my Twitter and Instagram account

celsbrities

Likes
* Recognition Where | am
* Community
* Events = =
« Sports e ﬁ‘j
* Music bo‘ 3
¢ Education “ac're o] T' W
* Friends ”‘bte m"

Persona 2
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Stephanie Nolan

About

Timeline Photos Friends More «

About
+ Social media is the best way to be
informed
* Playing the lottery can be a waste
of money * | ooking at photos and content from friends
* To me, scratch-offs are cheap ¢ Following brands for promotions and deals
and easy ] * Looking for fun events to attend
* Photos are more engaging and
entertaining
* | need to be the first to know what
is trending on social media
+ | need to have my iPhone

My Faves

Where | am

Likes
* Being Social e % iﬁ

* Birthdays

* Special Events ol
« Holidays facﬁm‘g

* Social Trends H.‘t\:_ir@ {

Persona 3







What is ite "

ooooooooooooooooooooooooooo

Objectives Goals Strategies Measurements
Why are we engaged The specific and measurable The initiatives required to The specific metrics that will track
in this effort? accomplishments that will influence and change behavior to the progress we make toward our
indicate progress toward successfully impact our goals goals

each of our objectives




O.G.S.M. Overview 20

Objective: Increase brand awareness and engagement with Millennials through digital and social media.

Goal 1 Goal 2 Goal 3

Increase social, digital and onsite Increase engagement by 6%-8% Build user engagement by
event awareness by 8%-10% through user-generated content increasing download and
retention rate on app by 4%-5%

Strategy 1 Strategy 2 Strategy 3

¢ Develop engaging content to create onsite ¢ Create content to engage users Strengthen retailer relationship through
interactions through relevant platforms In-store copromotion

¢ Create incentives for existing Lottery players ¢ Increase user-generated content HELOEEINET I ETT

e Earned/owned media through events and contests Encourage content sharing

¢ Integrate social icons on and offline
Collect personal consumer information
for future communications
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Channel Recommendahon

We determined through our research that our demographic’s usage of RSS and podcasts is almost negligible, and
that they find text messaging unappealing when used for brand awareness/engagement. These three platforms
should not be entirely discontinued, but expanding them would not be in line with this campaign’s objectives.

Our research led us to focus on the Florida Lottery mobile app, Facebook, Twitter, Instagram, YouTube, and email.

Il fEYRONS




THE BIG IDEA




#PlayltForward

Through the simple act of buying Lottery tickets, Florida Lottery players have
indirectly donated more than $26 billion to education since 1988.

It’s time for Millennials to join in.

Our message campaign informs Millennials of the Florida Lottery’s roots in
giving back, and then encourages them to perpetuate this theme via social
media—a sort of 24/7 player takeover of the company’s online presence. In
doing so, the campaign will create a social media-driven movement of young,
community-minded Florida Lottery players with the potential to go viral.




Brand Pillars “

Our Big ldea, #PlayltForward, naturally ties into the Florida Lottery’s brand pillars. Every goal, strategy and tactic we have ladders back and
supports the importance of what the Florida Lottery stands for.

L&

Irdesgrity Abcrve A

The Big Idea




#PLAYITFORWARD IN ACTION




Did You Know? 26

oooooooooooooooooooooooooooooooooooooo

By using the #PlayltForward campaign, we aim to engage Millennials with the Florida Lottery by bringing awareness to the
brand’s affiliation with Bright Futures and how they continually play it forward throughout the Sunshine State. The Florida Lottery
benefits students in Florida, from scholarship programs to statewide projects. Unfortunately, a large number of students aren’t
aware that the Florida Lottery funds these programs. With the #PlayltForward campaign, we want to help bring awareness to
how the Florida Lottery pays it forward in the education system. With a rising total of $26 billion given to education, the Florida
Lottery is inarguably funding tomorrow.

FUNDS GIVEN TO 780
STATEWIDE PROJECTS

Play It Forward: Awareness
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Campaign Spokesperson

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

This is Christie Bassett, Florida Teacher of the Year for 2015, and a Bright Futures recipient who has played it forward in the classroom, as well as in
her community. Christie represents a purpose, and Millennials engage with brands that stand for something, more importantly that give back to their
community. Graduating from college seven years ago and becoming Teacher of the Year is quite an accomplishment, and she could not have done

it without the help of Bright Futures. She represents brand pillars such as Optimistic Moments and Funding Tomorrow with her story. We decided to
recognize Bright Futures scholars and showcase where they are now. We want to utilize Christie’s Bright Futures Spotlight as a personal interest story
to pitch to Florida media, highlighting aspects of the #PlayltForward campaign. Christie will encourage others to share their own Spotlights and where
they are now.

* 30 Years Old

. ™ Polk County Art Teacher

Lil Bright Futures Scholar

FOXIS TEACHER OF THE VEAR a‘ Florida Southern Graduate

] v,

Florida Teacher of the Year

Play It Forward: Awareness | SKP
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Bright Futures Spotlight

e e 0000000000000 00 00 e e 0000000000000 o

We encourage Florida Lottery followers to submit their personal stories about how Bright Futures has helped them through
school and how they continue to play it forward. By submitting a photo, a brief caption, and tagging #PlayltForward, users will
have a chance to be showcased on our social media channels. Millennials are more likely to submit user-generated content

when they know it has the potential to be shared by brands they are loyal to. This campaign embraces the brand pillars of
Funding Tomorrow and Driving Excitement.

i & Florida Lottery & Florida Lottery
Yesterday #

Florida Lottery
Yesterda Yesterda
Meet Heather Meet Blair

Meet Jared
Heather lives in Jacksonville, FL. and with the help of the Florida Bright Blair always wanted to be a sports broadcaster but didn’t think she Jared is a system analyst from Melbourne, FL. He graduated college in
Futures Program, she was able attend the @UofNorthFlorida’s presti- would be able to put herself through college alone. Thanks to the Flori- 2008 with the help of the Florida Bright Futures Scholarship Program.
gious nursing program. --- “Nly patients give me purpose and are my da Bright Futures Program, she is in school and werking toward her In his free time he's usually with his wife and kids at the beach, - |
number one priority. | #PlayltForward by making sure all of by them are life-long dream. --- “l want to #PlayltForward by telling others how
taken care of."

much the Florida Bright Futures program helps people like me.

#PlayltForward by setting a good example for my children.”

Fan Photo: Bright Futures Spotlight Fan Photo: Bright Futures Spotlight
.\

Like - Comment - Share Like - Comment - Share Like - Comment - Share

Play It Forward: Awareness
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#PlayltForward “Photo-a-Day” 30
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Instagram is one of the most popular social media channels among Millennials. We created a #PlayltForward-themed Photo-
a-Day calendar to encourage Florida Lottery followers to share how they play it forward on a daily basis. With challenges such
as “Bake something for your neighbor” and “Donate school supplies,” users are asked to share their photos of the completed
tasks. The participants must tag #PlayltForward for a chance to have their submissions shared on the Florida Lottery’s
Instagram account. This is a month-long Instagram campaign designed to embody the brand pillars of Integrity Above All,
Driving Excitement and Funding Tomorrow.

il Carrier =il Carrier il Carrier

Profile Profile Profile

@ floridalottery . Teddy_Cool @ Carly92

#PlayltForward

1.1 11X 22 Buy
2 12 [ 23, Buy food for someone n
n
3. Payfor the person behind 13. Spread good news:
You! 9 24, Thank your mall carrer
4. Smieata stranger 14 Donato school SUBPIES | e postive post s
N 15.Tip generously around
5. Pick uplitter P gen
16.Callaloved one 26, Conserve energy
S SHrRAn UGS 17 by press yoursal 27. Makea new friend
7. Donate blood . o .
18. Smileat astranger 28, Thank aveteran
& Bakeforandgnbor 19. Hug someone youlove 29, Say something nice
9. Volunteer at aschool - Hug vo! 9
10. Compliment a stranger 2. atee &nemng
21. Malla letter

31. Pass outcandy

floridalottery Follow @FloridaLottery on Insta- Teddy_Cooll hope my neighbors like cookies Carly92 Bright Futures helped me fulfill my
gram, enter your photos everyday using the #PlayltForward @floridalottery lifelong dream of becoming a Vet. Now |
#PlayltForward, and win prizes every week for #PlayltForward everyday by saving the lives of
the month of October! animals.
| @ Like | @ Comment | | 000 | @ Like | @ Comment | | 000 | @ Like @ Comment | 000

A ¥ B a m
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Engagement: Contests




YouTube How-To Video !
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ST. JOHN.PARTNERS TELEVISION SCRIPT

Description: How to Play, YouTube Length: 1:30
Lottery U “Convenience Store”

Client: Florida Lottery

Date: 7/18/14 Job #: | Comm #: AD/CW: DC/1J
Tag/Comm. # VIDEO AUDIO
SUPER: “How to Play” text in front of out-of- MUSIC: Intro music.
focus landscape. 1.) Intro 2.) Keith introduces himself and 3.) Keith leads you into

welcomes you to Florida Lottery U. convenience store.

Cut to Keith standing in front of young, bustling ~ GUIDE: What’s up guys? My name’s |

campus green background. Keith, and this is Florida Lottery
University. Today I'll walk you through
everything you need to know so you can
feel confident playing Florida Lottery’s
new game, LUCKY MONEY with
EZmatch.

Draw games aren’t just for expert Lottery
players. LUCKY MONEY is just as easy
as the scratch-off tickets that you’re used
to. Once you learn how to play, you’ll be ~ -
introduced to a whole new level of 4.) Once inside, you see the 5.) Keith takes you through the 6.) Keith purchases the play slip.
winning opportunities. Florida Lottery Terminal. playing process step-by-step as

you look over his shoulder.

Believe me—the time you spend here at
Florida Lottery U could pay off big.

Cut to Keith’s back as he walks into a
convenience store.

Play It Forward: Awareness
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#PlayltForward Ticket Drop
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Flamingo Pride is one of the Florida Lottery’s brand pillars. We designed a #PlayltForward-themed ticket drop to create another
incentive for Florida Lottery fans to engage with the brand on social media. By posting hints and pictures of where the tickets and swag
prizes will be, Florida Lottery followers will be able to find prizes all around Florida at iconic locations such as Mile 0 and the Castillo De

San Marcos. Florida Lottery representatives will be onsite to document each finding. At each drop site, a pink lawn flamingo will mark
where the prize is located, further promoting the brand.

il Carrier

Profile

-
% tinderella

tinderella I'm happy because | got lucky!!! The
@floridalottery ticket drops are awesome. Follow
them for weekly clues. #PlayltForward

@ Like @ Comment | 000

uill Carrier

Profile

tofusquirrel Thanks @floridalottery! | found
the tickets. #PlayltForward

(@ Like | (@ Comment | (o0

A ¥ B a @

Engagement: Contests

@ Florida Lottery - Foliow

Buy your own castie when you find this
hidden treasure. #PlayltForward

@ Florida Lottery I & Follow

We hate this number, but not today!
First one here wins the loot
#PlayltForward

¢ 5o Efiaridaitieny



Traveling Digital Wall »

The digital wall is something new we want to bring to the Florida Lottery’s indoor and outdoor events. Millennials like to see
their content recognized, from photos to status updates. The wall will project tweets, status updates and photos that followers
post using the hashtag #PlayltForward. The wall will travel to each event, creating engagement opportunities with event
attendees. The wall can also be streamed to your computer or cell phone screen so you can watch the feed at each event from
your own device. This wall will drive excitement for our events and will help raise awareness for the Florida Lottery.

LORIb,
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%

@meibly: jor iti
@meibly: Gave my seatto a senior citizen, #PlayltForward

Play It Forward: Awareness




Event Presence
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At each event, a Florida Lottery tent will include a chance for attendees to engage on- and offline. The digital wall will showcase
content and photos of people attending the event. A corn hole competition will be set up outside the tent, encouraging
attendees to engage with our brand by purchasing $5 in Lottery tickets and checking into the Florida Lottery tent on one of their
social channels. This competition will drive excitement to our tent, creating optimistic moments for winning players. Players
have the opportunity to win Florida Lottery merchandise stamped with “#PlayltForward,” T-shirts, sunglasses and a discount

scratch-off card to a player’s school bookstore, ranging from 10% to 50% off.

Millennial Hispanic Millennial
College Game Days - 11/29 Hispanic Festival of Polk County
Alumni/Booster Club Meetings 10/26
Scholarship Night $5,000
Ice Cream Social
$5,000

]

i, sk
folowuson: (I @G 57

Play It Forward
with the Florida
Lottery

Share how
you’ve Played It &
Forward, just like
Christie.

Load

Play It Forward: Awareness

African American Millennial
Zora Neale Hurston Festival of
the Arts & Humanities
1/31-2/4
$5,000




The Tent

oooooooooooooooooooo

At the events, Christie Bassett and Florida Lottery representatives will continue to
spread the #PlayltForward message with opportunities to engage on- and offline. A

corn hole competition will travel to event sites for attendees to get involved at our tent.
Players will purchase $5 Lottery tickets to compete for 1st-, 2nd- and 3rd-place prizes.

Money collected will be donated to schools located in the area of the event. We want
to emphasize the notion that all players are winners and by playing the Florida Lottery,
students have the opportunity to attend college.

00000 AT&T LTE 3:19 PM

<

[ write Post [® Share Photo

fQ\\ Alex Frank
¥ 1 minute ago

About to win some cornhole! — at Florida

Lottery Tent.
- L \
[rs) \
\
8
1525\ I
alym \ |
ey \ |
<l Sunbeam Rd m

L o} .
-, Florida Lottery Tent
ey Cvent

i Like P Comment A Share

.%; Alex Frank via
¥ Stephanie Cea
Tuesday at 10:08 PM

M

News Feed Requests Messenger Notifications

Play It Forward: Awareness
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Giveaways & Prizes *

oooooooooooooooooooooooooooooooooooooooooooooooooo

#PlayltForward T-shirts, glasses and sunglasses will be available at
each event for attendees. Millennials love free stuff and winning prizes.
Attendees will have the opportunity to win Florida Lottery merchandise
to share with their friends at events. Giving back and spreading the o
#PlayltForward campaign is the overall objective at events. . g QI

pnspi

fPlaytForwar

Play It Forward: Awareness



Giveaways & Prizes

oooooooooooooooooooooooooooooooooooooooooooooooooo

Something new we want to bring to college events is the opportunity for
attendees to win a bookstore scratch-off. The scratch-off coupon will range
from 10 to 50 percent off of the students’ next bookstore purchases. This
coupon mimics the feeling of playing and winning with the Florida Lottery—an
aspect that appeals to Millennials. This coupon embodies what #PlayltForward
stands for. With this bookstore scratch-off, we aim to make known the
connection between the Florida Lottery and education funding.

Play It Forward: Awareness
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#PLAYITFORWARD
COLLEGE SCRATCH OFF

Scratch off entire area below, win shown amount off your textbooks.

Win up to 50% off your bookstore purchase!

Follow us on: 1 B 2 &

TEME | SEP




Additional Events ¥

ooooooooooooooooooooooooooooooooooooooooooo

Given our budget, we are able to attend events that Millennials already frequent. However, the
Florida Lottery can continue to reach the target audience at several other events, such as the
Calle Ocho music festival, college basketball games and purpose-driven foot races. Our research
suggests that attending these would enable us to successfully reach our demographic.

‘ Rolex 24 At Daytona

Education for Life 5K
Calle Ocho Festival

Big Guava Music Festival Tampa Bay Black Heritage Festival

) o B 3

\ College Basketball Games WV sunFest




Paid Media Overwew

ooooooooooooooooooooooooooooooooooooooooooooooooooooo

Objective: Raise awareness of the Stay Connected program.

Overall Media Approach:
Leverage promotional media to carry the new message throughout the year. It needs to
have a continuous presence to remain top-of-mind.

Digital media brings wide-ranging benefits like a broad and cost-efficient
reach, as well as specific targeting. The Millennial generation is likely to
find digital media appealing, as they tend to be drawn to interactive and
eye-catching experiences. This gives us an opportunity to increase brand
affinity and awareness among our demographic.

We'll target sites frequented by Millennials, gamers and Lottery enthusiasts
in the Florida market. Digital media will also give us the ability to retarget
Florida Lottery site visitors; we can track users who visit our website, and
make sure our ads show up on other pages that they visit. Success will be
measured by app downloads, Facebook page likes, and Florida Lottery
website visits.

Paid Media Approach: Digital
7/1/15-8/31/15
$115,000

Paid Media Strategy




Digital/Mobile Display ®

ooooooooooooooooooooooooooooooooooooooooooooooooooooooo

¢ High-impact ad formats create viewer interest and curiosity
regarding the Stay Connected program, along with
display placements which help increase engagement from
viewers
¢ Rich media (desktop / mobile)
¢ Page takeover (desktop)

e Display units targeting Lotto/sweeps/gaming/
gambling behaviors across sites that perform best
against Lottery players 0 N Ll N E
¢ Millennials almost unanimously have smartphones .

¢ Follows consumers throughout the day (on-the-go - FIRST FOR CELEBRITY NEWS

consumers)

* Reinforces message close to point of sale Life ;tyle I

¢ | ess ad clutter for viewer’s attention

e Gamer-oriented users

¢ Retargeting current app users to alert them of new features to
encourage them to engage with the app

Paid Media Tactics
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Static Banner

Did you go to school on a Bright
Futures scholarship?

Meet a few of the 650,000+ students
who did.

Click here to meet a few

#PlayltForward

Paid Media Tactics
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Rotating Banner Ads

ooooooooooooooooooooooooooooooooooooooooooooooooo

Which one of these
people is a Bright Futures
Scholarship recipient?

All of them!

Meet some of the 650,000+ people that the Florida Lottery
has helped through college.

Sae their stories on Facebook

Paid Media Tactics




Pushdown Unit “

ooooooooooooooooooooooooooooooooooooo

Meet Kenneth

A Bright Future Scholar
and oceanographer.
Aanedn lectus purus,
farmnentum aget faclisis non,
nutrum sed orcl, Proin id
semper mi, Id rhoncus tortar.
Pallerntasgue posuers matiis
nedgue, =t dignissim saplen
auctor vel. Nunc accumsan
massa mi, ac aliquarn tortor
fringilla quis. Donec nac
fringilla magna, ut soliciudin
falls. Cum soclis natogua
penatious et magnls dis
parturient montas, nascatur
fdiculus mus. Vestibulum ac

Bright Futures
Spotlight

#PIayItFnrwafd
0

See more stories

Paid Media Tactics




Mobile Banners

ooooooooooooooooooooooooooooooooooooooo

Download the new Florida Lottery App
#PlayltForward

The Florida Lottery. Reimagined.
Click here to download the new app

Paid Media Tactics
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Pandora Radio

ooooooooooooooooooooooooooooooooooooo

Sixty-one percent of Millennials listen to Pandora, the top-rated station in every market in Florida. Because Pandora ads are only served
when users interact with the platform (skipping a song, for example), using Pandora guarantees that consumers are engaged and
listening to the ad. Pandora has fewer ads per minute than other outlets, meaning brands stand out.

We'll utilize audio spots and banner ads for Pandora’s desktop and mobile platforms that provide a direct link to either the Facebook
page or the mobile app.

PANDORA

internet radio

Paid Media Tactics
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Desktop Pandora

© © 0 0 0 00 0000000000000 000000000000000000c0 0 00

Ads for Feelings
from Michael Zapruder
on Dragon Chinese Cockfail... S5

ST. JOHN:PARTNERS RADIO SCRIPT

. Description: Pandora Desktop Length: 0:15
low Playin, B Music rofile. i 4 FlOl‘lda LOtte . .
. mu vrak Radi — g 5 ‘ uth : Clieat 4 Brlght Futures Spothght
e - Date: 7/29/2014 Job #: ‘ Comm #: AD/CwW: DC/IJ
Burt Bacharach Radio -

John Williams (Comp... v
Dean Martin Radio /

Wolfgang Amadeus

L. ™ Tag/Comm. # _ AUDIO MUSIC/SFX
French Cafe Radio o
Georg Philipp Telen... MUSIC: Fade out last few seconds of a
Black Sabbath Radio Meet Arthiir Previn, 1
Midlake Radio Ads For Feelings popular song.
by Michael Zapruder
Siephis Ratllo on Dragon Chinese Cocktail Horoscope ouncer:
The Ocean Blue Radio A]lﬂ B
Philip Glass Radio T Pusish - | | B Shere.. | | e Buy - A vard winningigonductorand You like to play music, and the Light, poppy background music plays
Madi Diaz Radio . s . H H
: Florida Lottery likes to play it forward!  behind narration.

Jason Becker Radio Lyrics not available \ Th Bright F S lgl'l
ook Symphorias — \ e new Bright Futures Spotlight
A ot Pl o RaHS About Michael Zapruder ' features people who play it forward in

5 - San Francisco-based singer/songwriter and guitarist Michael Zapruder . g .
dd variety
i R first gained attention as a member of Patty Spiglanin's band the Naked » 1 thCIr communltlcs, thanks to thc1r
e Barbies, which self-released three albums (Dancing with Vacuums [1994], ¢ Bl‘lghl Futures Scholarships from the
Sam Cooke Radio . \ . . .

full bio Florida Lottery. Click to see their
Slia e r stories and share your own.

Belle & Sebastian Bright Futures First few seconds of a prlllal' song.

Alexi Murdoch Spotlight
Agualung
Mason Jennings

Paid Media Tactics




Mobile Pandora v

oooooooooooooooooooooooooooooooooooooooo

ST. JOHN-PARTNERS RADIO SCRIPT

. . Description: Pandora Mobile Length: 0:15
Client: Florida Lottery Play It Forward
Date: 7/29/2014 Job #: | Comm #: AD/CW: DC/JJ
Earn rewardS- Tag/Comm. # AUDIO MUSIC/SFX

Wi n fr‘ee St Uff. ﬁi{; ;?.ldgc out last few seconds of a
#PlayltForward. Amsounce:

Use this break from playing your Light, poppy background music plays

D load th music to play with the new Florida behind narration.
e . Lottery app. You can earn rewards and
Florida Lottery’s new app share your winning smile, wherever you

are. Click to download the new Florida
Lottery app and play it forward.

First few seconds of a popular song.

Paid Media Tactics
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Facebook Ads

Millennials are extremely active on Facebook. By pushing messages through this platform, the Florida Lottery
can build a solid base of Facebook fans—a following to listen when content is pushed out. Facebook ads will

help us create brand affinity and make people want to engage with the Florida Lottery.

w Fheidn Ledtery 2hisind o Ak
y 23 B

These piayers hit the jackpot in the first 550,000 Jackpot Second Chance
Orawing! DON't $&€ your name cn Ihe 1517 You can S8l énbér your nan-
WInNNG JACKPOT BCREts on our websie fof 1 nex drawing

Tl AT By TRGITE

Florts Lottery Second Chance Drawings &
Fromatons. - Jackpod Famdy - Winners

Paid Media Tactics




Facebook Ads *

ooooooooooooooooooooooooooooooooooo

e ¥ See More

SPONSORED & Create Ad

R
Florida Lottery |

fl Local Business

% kkok

60,421 1
1,276

‘What's ot 1o love about the weekend With ihis much cash up for graos?

Katay Wooks, Josoph Mattar and 6 oers iiks Iy

FEEmE - #PlayltForward

S 567 MILLION Florida Lottery
S 000 floridalottery.com

mlanwge

FLORIDA :
(! W -

Fridoy's Jockpot:

million awarded to college students last year

FLORIDA e

Q@@@@ more about how we Play it Forward
550 MILLION .

Eshwared

Paid Media Tactics




Flowchart

@00 0000000000000 00000 0 00

Incremental Paid Media
Digital Display/Mobile
Pandora
Paid Facebook
Annual Paid Media Allocation
Existing Digital OOH
Drawing Support
TV & Digital
Promotional Paid Media
TBD
Owned Media

Website

Social Media Channels
Earned Media

PR

Paid Media

29

20

27

24

31

Y ¥

i A
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$62,458

$26,398

$25,144

A 4

A J

-
>

A J

A 4

Incremental Media: $115,000
Incremental Budget:  $115,000

Variance: ($0)
Total Impressions: 17,216,209
CPM: $6.68

Flight Dates:
7/1/15-8/31/15




Reimagining the App ”

oooooooooooooooooooooooooooooooooooooooooooooooooooo

The Florida Lottery currently has an existing app, but we decided to reimagine
what else it can offer our demographic, as well as how it is offered to them.
Millennials love simplicity and convenience because they’re fast-paced and
always on the go, so our reimagined app will include new and simple specs: a
scanner, a rewards program, an opportunity for social sharing, and a location
service called iBeacon. We have also simplified the app icon to make it more
noticeable on a player’s smartphone homepage.

Play It Forward: App



App Platforms

@ e 0000000000000 00000000000000000 000

The pre-existing Florida Lottery app is only compatible with iOS phones.

74% of Millennials own a smartphone.
44% of those own an iPhone, but 50% own an Android.

Because half of Millennials, specifically African Americans and
Hispanics, own an Android, we concluded that creating an app that
is compatible with Android phones would be incredibly beneficial in
increasing user engagement.

Play It Forward: App

< ©.al Wl 935
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Login System

oooooooooooooooooooooooooooooooo

We will install a new login system that requires users to create an account
using either their email and general demo info or by linking with their
Facebook. The added convenience provided by the link is craved by
Millennials, who love to skip that extra step of typing info if we’re able to
avoid it.

There isn’t an established database as of now that collects demographic
info. By collecting this consumer information, we can use it for insight and
help create recommendations for the future.

Play It Forward: App
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Login

email

password

(7] b L 9

Numbers Scan Rewards Locate



Addition of the Scanner >

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

The major addition to the reimagined app is the scanner. It allows players
to scan both scratch-off and terminal tickets. They’re made aware of this
option from an icon located on each ticket. There will no longer be an
inconvenient “looking up the numbers” process. We're skipping another
step! It’s a quick and easy way to let players know if they’ve won and how
much.

12:00 AM

It also ladders back to the integrity Above All brand pillar because it is a
great way to prevent fraud.

Overall, it will provide players with winning ticket information, second
chance entry, and an entry into our Rewards Program.

Barcode will scan automaticaly.
Try to avoid shadows and glare.

(7] [ o

Numbers Scan Rewards

Play It Forward: App




Integrating Social Medlu

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Another major point of the app is integrating social media. If a player receives a winning ticket, they will be given the
option to take a “winning selfie.” We want to incorporate winning awareness and get the word out that people are
winning. Real people. Millennials are easily influenced by photos and peers, so we want our players to turn the camera
around and take a selfie. This is our opportunity to drive excitement when they are asked to share their selfie on
Instagram/Facebook/Twitter and ultimately lead to an increase in sales. This also earns players another point towards
their rewards program. We want to play it forward to players because they played it forward to us!

ﬂ Dogluvrao

1Just won $100 on a @Floridalottery
scratch-off! #winningsmiles
You won!

Take your winning selfie

Your winning

l!ﬂ

#winningsmiles

(7] U] o (7] [ 5
Numbers can Rewards Locate Numbers Scan Rewards

Play It Forward: App
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#WinningSmiles

ooooooooooooooooooooooooooooooooooooooooo

Through the new Florida Lottery mobile application, users will have
the ability to share photos of their #WinningSmiles on their personal
social media accounts. Once app users scan their tickets, winners
will be prompted to take a photo of themselves with their tickets.
Once the photo is taken, players will be given the opportunity to
share the photos through Instagram, Facebook and Twitter. The
Florida Lottery will showcase user-generated content weekly to
encourage more submissions.

Play It Forward: App
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«tll Carrier «tll Carrier

Profile Profile

E‘ pattypwe

: lukemolane

pattypwc Heck yea! Totally just won 2500
bucks! #winningsmiles

lukemolane | JUST WON $1000!!!
#winningsmiles @floridalottery

' @ Like @ Comment | o0 | @ Like i‘ @& Comment | | o000 |

f ¥ B a @ ¥ B aQ @




Rewards Program

oooooooooooooooooooooooooooooooooooooooooooo

Millennials love games. Millennials also like to win something for
nothing. Rewards programs offer that. Rewards programs like CVS,
Dick’s Sporting Goods, Kohl’s and My Coke Rewards drive us to be
brand loyal because we’re getting something for nothing. The Lottery
rewards program will do the same thing and give players a second
second chance. Players can get points by scanning purchased tickets,
entering tickets into second chance, or by taking a selfie and sharing on
their social media platform. They’ll rack up points and can then choose
between prizes such as Lottery swag or discounts for future purchases.

Play It Forward: App
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12:00 AM

Unisex Shirt

100 Points

a
#i"
Water Bottle Tumbler

75 Points 75 Points

1000 pts

(7] [ o

Scan Rewards
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iBeacon

@00 0000000000000 00 00

iBeacon is a new technology that broadcasts small amounts of information (approx. 240 characters of text) to users’
smartphones. The target demographic has smartphones and responds well to concise messaging. They are likely to
explore new methods of interaction. Retailers can choose to install iBeacon transmitters in or around the store.

®

eee00 Verizon LTE

10: 41

Wednesday, February 5

iBeacon

1041

Wednesday, February 5

“You can make Some & Florida Lottery & Florida Lottery
Win some cheddar! Buy a $10 Sweet deal! Buy a $2 Florida
i i Florida Lottery scratch-off at Lottery scratch-off at customer
Serl ou S b read by pl ayl n g customer service and save 15% service and save 15% on a dozen

on a Winn-Dixie Cheese Nibbler

the Florida Lottery.” tray. #PayitForward

chocolate chip cookies from the
Winn-Dixie bakery. #PlayltForward

Let the Florida Lottery make your dessert
purchase even sweeter! When you buy any of
our §2 scratch-off {ll save 15% off a

chocolate chip cool Visit customer service

S0 you can experience firsthand how Winn-Dixie
and the Florida Lottery are Playing it Forward!

“Be sharp and win some
cheddar. Pick up a Florida
Lottery ticket!”

> slide to
@ m s o [T 5
Scan ate Scan ewards

> slide to

0
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Increase social and digital awareness by 8%-10%.

Increase onsite awareness by 8%-10%.

We will be able to track our progress toward this goal by measuring the following:

Earned and owned media coverage:

¢ Increased Facebook reach (Facebook Insights)
Increased Twitter reach (Twitter Analytics)
Increased Instagram reach (Iconosquare)
Increased media coverage (Vocus)

Increased presence at events by 10%

Vocus

60




Goal #2 / Mecsuremen’rs

Increase consumer experience and engagement by 6%-8% through user generated con-
tent.

We will be able to track our progress toward this goal by measuring the following:

¢ Facebook engagement rate (engagement/reach)

Twitter engagement rate (Twitter Analytics)

Instagram interaction (engagement/reach)

Number of contest entries

Number of Florida Lottery hashtags incorporated into user posts

61




Goal #3 / Mecsuremen’rs .

Build consumer relationships through an increased download rate, retention rate and
user engagement on the FLOT app by 4%-5%.

We will be able to track our progress toward this goal by measuring the following:

¢ Number of new downloads (ad views)

¢ Number of subscribers for the app rewards program (Flurry Analytics)
e Number of stores with iBeacon

FLURRY




IN CONCLUSION




Money Well Spent

oooooooooooooooooooooooooooooooooooooooooooooo

64

ITEM COST COST BREAKDOWN
Video/Photo Content Creation 520,000
How-To-Play Videos, Photoshoots, etc.
App Creation $150,000
Creation of Android Platform $50,000
Enhancement of iOS Platform $50,000
Creation of Login System $50,000
PR Events 525,000
Digital Wall $10,000
Event Sponsorships (Hispanic Festival of Polk County, Alumni/Booster Club Events,
College Game Days, Zora Neale Hurston Festival of the Arts & Humanities) $10,000
Production/Prizes/Giveaways $5,000
Paid Media Promotions $115,000
Digital/Mobile Display 563,458
Pandora $26,398
Paid Facebook $25,144
iBeacon Installation $5,000
25 Stores (Trial Run) $200/unit

TOTAL COST

$315,000
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Additional Recommenda’rlons

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

¢ Upgraded eBlast creation

=
platform to MailChimp

¢ Mobile-friendly website

e Solution for cash-only purchases @ ¢ More iBeacon placement in stores

iBeacon

N,

¢ Additional event appearances ¢ Upgraded database system

MUSIC FESTIVAL

Conclusion
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Conclusion

ooooooooooooooooooooooooooo

As a group, strategizing to engage Millennials with the Florida Lottery proved to be a huge challenge. Through
countless hours of research and brainstorming, we discovered that bringing awareness to Bright Futures will
engage more Millennials. By running the #PlayltForward campaign, we use the brand pillars to promote the
Florida Lottery’s social media channels and gain the support of our target demographic. By encouraging user-
generated content, being present at specific events, running social media contests and providing players with a
more user-friendly and functional mobile application, we will create and maintain support of the Florida Lottery.

Conclusion
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