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EXECUTIVE 
SUMMARY
Play for Education is an 
extension of an approved 
education campaign that 
was in the beginning 
stages of its launch. This 
project was given to the 
2015 summer interns 
at St. John & Partners 
with the intention of 
increasing awareness 
of the Florida Lottery’s 
mission to ensure 
Florida’s future success 
by funding its students 
through the Bright 
Futures Scholarship 
Program.  

The intern team began 
by collecting secondary 
research from the 
Florida Lottery’s 
current segmentation 
and tracked reports 
that helped the team 
assess the current 
knowledge and attitudes 

of Floridians toward the 
Florida Lottery. More 
particularly, the attitudes 
related to the Florida 
Lottery’s contribution to 
education. In addition, 
50 intercepts were 
conducted, and the 
information gathered 
from the Florida 
residents went toward 
primary research that 
helped support the 
existing notion that 
Floridians are not well 
aware of the Florida 
Lottery’s connection to 
education and the Bright 
Futures Scholarship 
Program. The general 
lack of awareness and 
low branding support 
discovered through 
research clearly defined 
the problems that this 
campaign was set forth 
to correct.  
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The solution to increasing 
awareness was to develop 
low-cost and flexible 
content with a long-term 
reach that demonstrated 
the statewide benefits 
of the Florida Lottery’s 
contributions to education. 
To achieve this goal, 16 
people were recruited to 
share their story about 
how the Bright Futures 
Scholarship Program 
personally helped them 
receive an opportunity to 
make an impact on Florida’s 
future, which brought a 
real and personal touch to 
the existing campaign. 

The people recruited 
were current and 
former recipients of the 
scholarship, along with 
parents of recipients.  

With 80 percent of 
Floridians agreeing that 
a college education is 
necessary for acquiring a 
successful career in today’s 
workforce, research from 
the University of Florida 
revealed that Floridians 
are still more concerned 
with statewide issues 
such as the economy and 
health care.  We used this 
information to determine 
that sharing real stories 
from real people who 
are currently making a 
difference in Florida, or 
planning to once they 
graduate, would ensure the 
message resonates with 
all Floridians, even the 61 
percent who do not have at 
least a two-year degree.

Over the course of two 
days, a variety of still 
shots were captured and 

each of the 16 advocates 
was filmed sharing their 
Bright Futures story. From 
this, enough content was 
collected to develop more 
than 50 videos that could 
be used interchangeably 
throughout multiple 
channels of media, 
including social, digital, 
print and out-of-home 
advertising. 

The purpose of this 
presentation is to share 
recommendations for how 
to utilize this content in 
effective and efficient ways 
to successfully gain the 
attention of our audiences, 
as well as introduce a new 
platform for collecting 
and disseminating a 
user-generated content 
campaign in an even more 
cost-effective way.

JUST 
IMAGINE
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THE 
FLORIDA 
LOTTERY

ABOUT THE CLIENT
	 The Florida Lottery is one of 
Florida’s most recognized brands, due 
to their polished advertising efforts 
that effectively promote and sell 
their products.  The primary mission 
of the Lottery is to make significant 
contributions to Florida’s education.  With 
an overall contribution of more than 
$28 billion to education, the Lottery has 

granted more than 700,000 students the 
opportunity to attend college through the 
Bright Futures Scholarship Program. With 
this in mind, the Florida Lottery hopes 
to increase awareness of their role in 
supporting education statewide.
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2015
ASSIGNMENT

Step 1
Uncover current knowledge and attitudes of Floridians toward the 
Lottery, specifically concerning their contributions to education.  

Step 2 
Develop objectives, goals, strategies, and measurements that are feasible 
within a $150K budget for production and paid media.  

Step 3
Create a flexible content strategy plan with supporting executions and 
corresponding outreach.

The assignment for the 2015 St. John & Partners Florida 
Lottery Internship Team is to increase awareness of the 
Florida Lottery’s mission to fund education among the 
residents of Florida by sharing stories of those impacted by 
the Lottery’s support.  
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Strengths Weaknesses

Opportunities Threats

•  More than $28 billion toward 
education in total contribution since 
start
•  Sent over 700,000 students to 
college
•  Over $4.6 billion contributed to 
Bright Futures since start
•  Provides additional funding for 
education in the state of Florida
•  Florida Lottery provides excitement 
and optimism, felt by those who 
receive Bright Futures
•  New/niche games for specific target 
markets in Florida

•  Low existing awareness that the Florida 
Lottery funds Bright Futures
•  Consumers view playing the lottery as 
gambling
•  Perception that funds are declining due 
to increase in tuition costs and student 
qualifications
•  Unfavorable political history in Florida 
associated with the Florida Lottery and 
Bright Futures (the government cut 
education funding and is now heavily 
relying on the Florida Lottery to fund 
education — giving the public a negative 
image of the lottery)
•  Limited social media opportunities 
(legal aspect)
•  Eligibility requirements in question

•  Change consumer perceptions 
by highlighting the Florida Lottery’s 
contributions toward educational 
funding
•  Introduce Florida residents to 
positive outcomes generated by the 
Florida Lottery (stories)
•  Show players how their 
contributions have benefited Florida
•  Playing benefits current and future 
students
•  Any Florida resident can benefit 
from the Florida Lottery
•  Increased Florida in-state public 
college enrollment
•  Increased community involvement 
after college
•  County contributions K-12
•  When you play, Florida wins

•  Viewed negatively as a gambling 
institution
•  Unable to advertise on Twitter because 
it’s considered gambling
•  Declining player base
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OGSM
Objective

Goals

Strategies

Measurement

Increase awareness among our target audience of the Florida Lottery’s mission to fund 
Florida’s education.

1 Assess the current 
awareness and attitudes 
Floridians have toward 
the Florida Lottery, 
specifically concerning 
their contributions toward 
education.

3 Launch a growing 
campaign that will drive 
user-generated content 
over the next 12 months.

2 Transform collected 
stories into a paid, owned, 
earned and shared 
awareness campaign 
that will contain print, 
OOH, social and digital 
executions.

1 Analyze secondary 
research (IPSOS, MRI) to 
build consumer personas 
and identify potential 
message triggers.
Conduct on-the-street 
interviews among college 
students and their parents.

3 Target current/former 
Bright Futures recipients 
and their parents to share 
their stories.

2 Identify former, current 
and prospective Bright 
Futures recipients who 
are making a state-wide 
impact.

1 Conduct a post-
campaign survey to 
compare new awareness 
and attitudes toward the 
Florida Lottery.

3 Monitor participation 
and impressions to 
determine if our target 
audience was successfully 
reached.

2 Estimate number of 
impressions generated 
through media buys and 
additional KPIs, such as 
website page views.
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FINDINGS
The first step was gaining an 
understanding of why people play the 
Lottery and what they expect of it as 
an organization. A 2012 Florida Lottery 
segmentation study revealed that the 
majority of Floridians play the lottery for 
the chance to win a little bit of money 
when the jackpot is high and for the 
anticipation of winning. These among 
several other reasons came before the 
altruism of playing for a good cause. 
However, we found that 85 percent of 
Floridians agreed that it was important 
the Florida Lottery’s funds go to a good 
cause, which was the starting point 
leveraged for this campaign.

The next step was turning to a monthly 
Florida Lottery tracking study to 
determine current attitudes toward 

the organization and awareness of its 
contributions. As of April 2015, data 
indicated that 60 percent of Floridians 
had a positive impression of the Florida 
Lottery, 15 percent negative and 25 
percent neutral. With a low percentage 
of negative perceptions, there stands a 
great chance of converting some of the 
neutral opinions to positives through 
this educational awareness campaign.  
Furthermore, the same data indicates 
that 41 percent were aware of the 
Lottery’s funding of general education 
and 42 percent were aware of Bright 
Futures funding. The report noted these 
percentages were based on small sample 
sizes and should be interpreted with 
caution, thus we relied on the primary 
research we conducted to support this 
claim.

UNF Intercepts
Fifty man-on-the-street interviews were conducted at new student orientation at the 
University of North Florida in Jacksonville. Students and parents were approached 
and engaged to gauge their awareness of the Florida Lottery’s funding of the Bright 
Futures Scholarship 
Program. Less than 25 
percent of respondents 
were aware of the 
Lottery’s funding of the 
program. Moreover, 20 
percent of respondents 
who were unaware 
of the scholarship’s 
funding source were 
Bright Futures recipients 
themselves or a parent of 
a recipient.
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PROBLEM 
STATEMENT
The majority of 
Floridians are unaware 
that the Florida Lottery 
funds almost 100 
percent of Florida Bright 
Futures Scholarships, 
including Bright Futures 
recipients and their 
parents. 
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REACH 
STRATEGY

Reaching the entire state of Florida with this message would be 
ideal, but in order to be cost-effective, the reach efforts should be 
concentrated on Bright Futures recipients and their parents. Think 
of a Bright Futures Scholarship as a product of the Florida Lottery. 
How can one expect the rest of the state to be aware of the product 
provided by the Florida Lottery if there are product users who don’t 
know where the product originates? As recipients of the scholar-
ship, they are more likely to advocate for the brand having already 
received value from it, which creates a unique opportunity when first 
conducting this campaign. Bright Futures recipients and their parents 
will be utilized as advocates to share their stories with friends, family 
and eventually expanding to the entire state.

Bright Futures 
Recipients

College Educated 
39%

Florida 
Residents 

2013 Census Data
indicated that only 39 
percent of Floridians have at 
least a two-year degree
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MESSAGING
STRATEGY

UNF Intercepts
When conducting the man-on-the-street interviews, the opportunity to see 
what was important to Floridians was taken by asking them two questions:  
“What comes to mind when you hear, ‘The future of Florida?’” and “What is 
the biggest problem facing Floridians today?” A wide range of responses was 
heard, including health care and education-related concerns, but the most 
common response was the economy of the state. The majority of respondents 
were thinking about potential job growth, developing new business or 
protecting the environment and population by keeping qualified professionals 
in the state. These findings, paired with additional secondary research, led to 
the message insight.

According to the Florida 
Lottery’s 2012 brand 
study, 80 percent of 
Floridians agreed 
that a post-secondary 
education was essential 
for success. However, 
research conducted at 
the University of Florida 
in 2013 revealed that, 
“Although public higher 
education is an important 
issue to Floridians, they 
are more concerned with 
the economy, healthcare, 
and public K-12 education.”  
If the objective is to raise 
awareness across the 
entire state of Florida, a 
message that showed the 
Florida Lottery’s funding 

of higher education 
needed to be displayed in 
a way that would resonate 
with the 60 percent of 
Floridians who do not have 
at least a two-year degree. 
These students aren’t 
just given a scholarship 
or college education, but 
rather an opportunity to 
earn a job in Florida and 
give back by contributing 
to the economy of the 
state. By leveraging 
statewide economic 
concerns, all Floridians 
can be reached and 
then walked through the 
message of the importance 
of college education and 
Bright Futures funding in 

the way of its economic 
impact for those without 
a college degree. Instead 
of simply saying, “We 
fund Bright Futures,” the 
message will say, “The 
future of Florida’s economy 
is in good hands because 
of the talented students 
entering the workforce, 
made possible by the 
Florida Lottery’s Bright 
Futures Scholarship.”  The 
focus on the economy 
in this initial round of 
interviews is broad, so the 
focus going forward should 
be geared more specifically 
on other industries and 
issues, such as health care 
and the environment. 
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WHO WE ARE 
RECRUITING.

PERSONAS

Persona 1

䠀攀氀氀漀Ⰰ 洀礀 渀愀洀攀 椀猀⸀⸀⸀

䴀愀爀礀

䐀愀椀氀礀 
䄀挀琀椀瘀椀琀椀攀猀

䴀攀搀椀愀 ☀
䐀椀最椀琀愀氀 唀猀攀

嘀椀攀眀 漀渀 
䌀漀氀氀攀最攀

ⴀ 䬀攀甀爀椀最 挀漀昀昀攀攀 戀攀昀漀爀攀 眀漀爀欀
ⴀ 䰀椀猀琀攀渀猀 琀漀 倀愀渀搀漀爀愀 椀渀 挀愀爀 
  漀渀 琀栀攀 眀愀礀 琀漀 眀漀爀欀
ⴀ 吀甀琀漀爀 欀椀搀猀 愀昀琀攀爀 猀挀栀漀漀氀
ⴀ 匀栀漀瀀猀 愀琀 吀爀愀搀攀爀 䨀漀攀ᤠ猀

ⴀ 一攀琀昀氀椀砀Ⰰ 䰀漀挀愀氀 一攀眀猀 倀爀漀最爀愀洀猀
ⴀ 匀漀挀椀愀氀 䴀攀搀椀愀 
     䘀愀挀攀戀漀漀欀 Ⰰ 䤀渀猀琀愀最爀愀洀Ⰰ 倀椀渀琀攀爀攀猀琀Ⰰ 䈀甀稀稀昀攀攀搀 
     猀琀椀氀氀 渀攀攀搀猀 栀攀氀瀀 眀椀琀栀 猀漀洀攀 琀栀椀渀最猀
ⴀ 匀洀愀爀琀瀀栀漀渀攀Ⰰ 氀愀瀀琀漀瀀Ⰰ 䬀椀渀搀氀攀 
ⴀ 䈀氀愀挀欀戀漀愀爀搀⼀猀挀栀漀漀氀 眀攀戀猀椀琀攀猀
ⴀ ⴀ 吀攀挀栀渀漀氀漀最礀 昀漀爀 瀀爀漀搀甀挀琀椀瘀椀琀礀 

ᰠ䤀琀 眀愀猀 攀砀瀀攀渀猀椀瘀攀Ⰰ 戀甀琀 眀漀爀琀栀 
椀琀 戀攀挀愀甀猀攀 洀礀 搀攀最爀攀攀 栀愀猀 
愀氀氀漀眀攀搀 洀攀 琀漀 瀀攀爀猀甀攀 洀礀
瀀爀漀昀攀猀猀椀漀渀愀氀 最漀愀氀猀⸀ 䤀 眀愀渀琀 琀漀
攀渀挀漀甀爀愀最攀 愀猀 洀愀渀礀 欀椀搀猀 愀猀 
瀀漀猀猀椀戀氀攀 琀漀 眀漀爀欀 栀愀爀搀 琀漀 最攀琀
椀渀琀漀 挀漀氀氀攀最攀⸀ᴠ椀渀琀漀 挀漀氀氀攀最攀⸀ᴠ

圀栀愀琀 眀攀 挀愀渀 猀愀礀 
琀栀愀琀 眀椀氀氀 爀攀猀漀渀愀琀攀 

眀椀琀栀 栀攀爀⸀⸀⸀
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Persona 3

Persona 2

䠀攀氀氀漀Ⰰ 洀礀 渀愀洀攀 椀猀⸀⸀⸀

䄀搀愀洀

䐀愀椀氀礀 
䄀挀琀椀瘀椀琀椀攀猀

䴀攀搀椀愀 ☀
䐀椀最椀琀愀氀 唀猀攀

嘀椀攀眀 漀渀 
䌀漀氀氀攀最攀

ⴀ 䜀漀椀渀最 琀漀 挀氀愀猀猀
ⴀ 䠀愀渀最椀渀最 漀甀琀 眀椀琀栀 昀爀椀攀渀搀猀
ⴀ 匀琀甀搀礀椀渀最 愀琀 匀琀愀爀戀甀挀欀猀
ⴀ 䄀琀琀攀渀搀椀渀最 猀琀甀搀攀渀琀 洀攀攀琀椀渀最猀
ⴀ 圀漀爀欀椀渀最 漀甀琀 眀椀琀栀 愀 昀爀椀攀渀搀

ⴀ 匀瀀漀爀琀猀 䌀攀渀琀攀爀
ⴀ 匀漀挀椀愀氀 䴀攀搀椀愀 
     䘀愀挀攀戀漀漀欀Ⰰ 吀眀椀琀琀攀爀Ⰰ 䤀渀猀琀愀最爀愀洀Ⰰ 匀渀愀瀀挀栀愀琀
     倀爀椀洀愀爀礀 渀攀眀猀 猀漀甀爀挀攀Ⰰ 瀀漀猀琀猀 猀攀氀搀漀洀
ⴀ 匀瀀漀琀椀昀礀
ⴀ 匀洀愀爀琀瀀栀漀渀攀 愀氀眀愀礀猀 眀椀琀栀 栀椀洀 
ⴀ ⴀ 吀攀挀栀ⴀ猀愀瘀瘀礀Ⰰ 眀愀礀 漀昀 氀椀昀攀
ⴀ 䐀漀攀猀 渀漀琀 漀眀渀 愀 䐀攀猀欀琀漀瀀 

ᰠ䄀 挀漀氀氀攀最攀 攀搀甀挀愀琀椀漀渀 椀猀 愀
爀攀焀甀椀爀攀洀攀渀琀 昀漀爀 昀椀渀搀椀渀最 愀 最漀漀搀
樀漀戀 椀渀 琀漀搀愀礀ᤠ猀 眀漀爀欀昀漀爀挀攀⸀
䤀 攀砀瀀攀挀琀 洀礀 搀攀最爀攀攀 琀漀 琀甀爀渀
椀渀琀漀 愀 樀漀戀⸀ 䤀 愀洀 眀椀氀氀椀渀最 琀漀 琀愀欀攀 
漀渀 搀攀戀琀 琀漀 昀椀渀愀渀挀攀 洀礀 
攀搀甀挀愀琀椀漀渀Ⰰ 椀昀 渀攀挀攀猀猀愀爀攀搀甀挀愀琀椀漀渀Ⰰ 椀昀 渀攀挀攀猀猀愀爀礀⸀ᴠ

圀栀愀琀 眀攀 挀愀渀 猀愀礀 
琀栀愀琀 眀椀氀氀 爀攀猀漀渀愀琀攀 

眀椀琀栀 栀椀洀⸀⸀⸀

䠀攀氀氀漀Ⰰ 洀礀 渀愀洀攀 椀猀⸀⸀⸀

䬀愀爀攀渀

䐀愀椀氀礀 
䄀挀琀椀瘀椀琀椀攀猀

䴀攀搀椀愀 ☀
䐀椀最椀琀愀氀 唀猀攀

嘀椀攀眀 漀渀 
䌀漀氀氀攀最攀

ⴀ 圀漀爀欀⼀挀栀漀爀攀猀
ⴀ 刀攀氀愀砀椀渀最 眀椀琀栀 昀愀洀椀氀礀
ⴀ 匀栀漀瀀瀀椀渀最⼀瀀爀攀瀀愀爀椀渀最 洀攀愀氀猀
ⴀ 吀椀搀礀椀渀最 琀栀攀 栀漀甀猀攀
ⴀ 䄀琀琀攀渀搀椀渀最 猀瀀椀渀 挀氀愀猀猀

ⴀ 䔀氀氀攀渀Ⰰ 吀漀搀愀礀Ⰰ 䘀漀漀搀 一攀琀眀漀爀欀
ⴀ 匀漀挀椀愀氀 䴀攀搀椀愀 
     䘀愀挀攀戀漀漀欀 琀漀 猀琀愀礀 挀漀渀渀攀挀琀攀搀 
     猀琀椀氀氀 渀攀攀搀猀 栀攀氀瀀 眀椀琀栀 猀漀洀攀 琀栀椀渀最猀
ⴀ 匀洀愀爀琀瀀栀漀渀攀 愀氀眀愀礀猀 眀椀琀栀 栀攀爀 
ⴀ 䌀栀攀挀欀猀 攀洀愀椀氀 漀渀 琀栀攀 最漀
ⴀ ⴀ 吀攀挀栀渀漀氀漀最礀 琀漀 猀琀愀礀 挀漀渀渀攀挀琀攀搀
ⴀ 䐀攀猀欀琀漀瀀 昀漀爀 眀漀爀欀Ⰰ 琀愀戀氀攀琀 昀漀爀 昀甀渀 

ᰠ䴀漀爀攀 椀洀瀀漀爀琀愀渀琀氀礀 琀栀愀渀 琀栀攀 
攀搀甀挀愀琀椀漀渀 椀琀猀攀氀昀Ⰰ 琀栀攀 挀漀氀氀攀最攀
攀砀瀀攀爀椀攀渀挀攀 最椀瘀攀猀 洀礀 欀椀搀猀 琀栀攀
氀椀昀攀 猀欀椀氀氀猀 愀渀搀 椀渀搀攀瀀攀渀搀攀渀挀攀
琀栀愀琀 眀椀氀氀 瀀爀攀瀀愀爀攀 琀栀攀洀 昀漀爀 琀栀攀 
昀甀琀甀爀攀⸀ᴠ

圀栀愀琀 眀攀 挀愀渀 猀愀礀 
琀栀愀琀 眀椀氀氀 爀攀猀漀渀愀琀攀 

眀椀琀栀 栀攀爀⸀⸀⸀
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OPPORTUNITY
BRIEF
Problem/Opportunity
Awareness of the Florida Lottery’s contributions to education is low (<50%)

Solution
Use the success stories of Bright Futures recipients to highlight the impact the Florida 
Lottery’s contributions to education have on the state as a whole.

Who Are We Engaging
Bright Futures recipients, past and present, and their parents

Insight
While Floridians believe a college education is important, they are still more concerned 
with the economy and health care. 

Best Trigger
The future of your state’s economy is being secured through the jobs these people 
earn with a college degree, which was made possible by the Florida Lottery’s Bright 
Futures Scholarship Program.

Takeaway
The Florida Lottery is actively working to protect and provide for our state by making 
education more accessible to our citizens.

Approach
Capture the success stories of Bright Futures recipients, highlighting the current im-
pact they are making on the state through formal, in-studio interviews to create flexible 
content with a long-term reach.  This content will be disbursed via TV commercials, 
OOH billboards, print ads and social media outlets.

Measuring Success
Sustained awareness rate above 60 percent for a period of 12 months.

Resources
$150K, plus fixed annual OOH billboards and carrier stations.



THREE-
PART
PROCESS
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1  RECRUITMENT
Identify & collect REAL stories from real people.

2 CREATION & DISBURSEMENT
Create & disburse REAL stories on multiple media.

3 FUTURE RECOMMENDATIONS
Continue to collect, curate & disburse REAL stories.
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Collect real stories from 
real people.
Part one of our campaign was to collect real stories 
from real people. We wanted to reach as many 
people as possible to try to find the most positive, 
impactful, and inspiring stories. To do so, we made 
use of our own personal social networks, St. John & 
Partners’ social network, and the Florida Lottery’s 
social network. We also boosted an ad on Facebook 
specifically tailored to reach our ideal talent. 
Illustrated below are the performance results from 
that post.

Students 

Flight Dates: 7/3 – 7/7 

Media Cost: $246.80

Impressions Delivered: 87,909

Standard KPIs

Total Reach: 57,796

Total Post Engagements: 139

Total Post Likes: 20

Parents

Flight Dates: 7/3 – 7/7 

Media Cost: $376.70

Impressions Delivered: 152,881

Standard KPIs

Total Reach: 97,108

Total Post Engagements: 265

Total Post Likes: 31

Facebook Page Posts
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FLOT Recruitment Conversions
Received Emails: 65

Response Ratio: .04%

Cost per Response: $9.59

Recruited Talent: 16

Insights
•  Having a landing page as opposed to an email address may have helped in the collection of stories. Directions 

weren’t very detailed on what information we were seeking. Facebook users are more likely to submit 

information if they are prompted what information to include (i.e., filling in the blanks). 

•  Moving forward, we recommend a longer campaign flight date that doesn’t overlap with major holidays or 

events that would affect how often people are using Facebook. This would ensure the message reaches more 

users and would give additional users a chance to submit their stories.

•  In addition, we recommend using an image with a person in it because people are more receptive to seeing 

other people. Human-based images generate eye contact between the audience and the ad.

After photographing and recording 16 Bright Futures recipients, or 
parents of, we were able to create numerous pieces of content to be used 
throughout the campaign. We have enough video footage alone to make 
over 50 short clips and the potential to create over 800 individual pieces 
of content. In the following pages you will see ways in which we think this 
content would be best used.

Facebook Page Posts Performance
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CAMPAIGN
EXPANSION

Previous Print Ads

Previous Bonus Billboard
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CRE-
ATION
& 
DIS-
BURSE-
MENT

Based on this brief, an OOH and print 
concept was approved. Our job was to 
take this concept to the next level — 
collecting and building real stories that 
expand the campaign into any and all 
appropriate paid, owned and earned 
areas.

Taking the 
approved concept 
to the next level.
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PAID Media Approach
Leverage both annual media and carrier station 
support to keep the campaign message top of 
mind and remain present throughout the year. 
Utilize incremental paid media to launch the “Play 
For Education” campaign.
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PRINT ADS
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OUT-OF-HOME
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DIGITAL BANNERS

728x90

300x600

300x250
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SOCIAL MEDIAN
For paid social we will create a website-clicks ad. We have chosen 
this type of ad because we want to drive people to our landing 
page where they can read more about the featured stories and 
share their own. The ad will reach every demographic in Florida 
over the age of 18. 
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INCREMENTAL PAID 
MEDIA BREAKDOWN

Our paid media approach will support the disbursement of stories 
through digital outlets which:

•  Have a broad, cost-efficient reach, as well as specific targeting option
•  Engage consumers when and where education is top of mind
•  Provide inspirational and positive messaging across various platforms 
to highlight the Play For Education message

We can leverage “Big Data,” directing capabilities of our digital partners to laser-focus 
our investment on those most closely aligned with our audience. More than 75 percent 
of all digital consumers age 18+ are now using both desktop and mobile platforms 
to access the Internet (ComScore). Mobile usage is now outpacing desktop among 
millennials. Through banners, videos and paid social across desktops, mobile devices 
and tablets, we can optimize messaging to reach our audience at all times of the day 
(at home and on the go). Illustrated below are the details for each digital media tactic:

Each ad allows a direct link to the “Play For Education” landing page. Digital media also 
allows detailed trackability of our audience, which makes measuring results easy.

Markets: Statewide (geo-targeted to state of Florida)
Flight Dates: 8/24 – 10/4
Total Cost: $121,000
Audience: Reaching Bright Futures recipients (past and present) 
and parents of those recipients, creating a ripple effect of 
awareness across the whole state of Florida. Tactics will be based 
on interest categories, like the economy and education, topic focus 
based on creative content, and demographic focusing.

Paid Media Overview
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OWNED
Media Approach
Leverage current owned media to disburse Bright Futures state-impact 
stories and drive traffic to the “Support Education” section of the Florida 
Lottery’s website by making use of the Florida Lottery website, all Florida 
Lottery social media platforms, email marketing efforts to Bright Futures 
recipients, internal communication efforts to all Florida Lottery staff, and 
industry videos to be shared at conferences.

The Florida Lottery has 150 
employees who walk the halls 

of the agency daily. Creating 
internal communication 

content allows us to share 
thanks from the Bright Futures 

recipients. It will also show 
the employees how their 

work greatly impacts Florida’s 
future.
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INTERNAL 
COMMUNICATIONS

Tablet, desktop and mobile screensavers
The screensavers will be updated on the internal computers 
monthly. 



30  Play for Education

Posters for hallways
We designed three 11 x 17 “Thank You” posters 
using the brand colors to express gratitude to the 
employees. We incorporated inspiring quotes from 
real Bright Futures recipients to show the Florida 
Lottery employees their direct impact on Florida.

吀栀愀渀欀 礀漀甀 
䘀氀漀爀椀搀愀 䰀漀琀琀攀爀礀℀
ᰠ吀栀愀渀欀 礀漀甀 昀漀爀 戀攀椀渀最 
搀椀昀昀攀爀攀渀琀Ⰰ 愀渀搀 戀攀椀渀最 愀 
挀漀爀瀀漀爀愀琀椀漀渀 琀栀愀琀 搀漀攀猀渀ᤠ琀 
欀攀攀瀀 愀氀氀 椀琀猀 瀀爀漀ǻ琀猀Ⰰ 戀甀琀 
最椀瘀攀猀 戀愀挀欀 琀漀 琀栀攀 
挀漀洀洀甀渀椀琀礀⸀ᴠ 

刀䤀䌀䠀䄀刀䐀 戀甀猀椀渀攀猀猀 搀攀瘀攀氀漀瀀攀爀
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FLALOTTERY
.COM

BANNER 
ROTATOR AD
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FLALOTTERY
.COM

FEATURED STORIES



34  Play for Education

SOCIAL MEDIA
The strategy of the Play for Education 
campaign is to showcase that the Florida 
Lottery is providing Bright Futures 
recipients more than just a scholarship 
to pursue a higher education; it is giving 
them the opportunity to positively impact 
the future of Florida. 

This strategy will be executed socially by 
highlighting feature stories and providing 
information about the importance of 
obtaining a higher education in the state 
of Florida. These executions will be 
effective because they are informative and 
will attract attention.  

Currently, the Florida Lottery’s social 
media pages do not post about Bright 
Futures, and through conversation 
tracking, it was noticed that people are 
not talking about Florida Lottery and 
Bright Futures Scholarships together. To 
change this, the Florida Lottery will post 
about Bright Futures three times per 
week on Facebook, Twitter and Instagram. 
The post image will be the same across 
all platforms, but copy will vary due to 
character length limitations. The three 
post types will differ to provide variety. 
Infographics, quotes, photo feature stories 
and video feature stories will be shared. 
By reviewing past analytical data, we 
will be able to understand the best days 
and times to post in order to obtain the 
highest reach, engagement, etc.

The feature story content will be in either 
video or photo form. For the video post, 
the copy will give the person’s name and 
where they or their child attends school 
and will include how they positively impact 
Florida. These videos will showcase their 
Bright Futures story. For the photo post, 
the post will share the person’s story and 
how it impacts Florida’s economy with 
copy including the person’s name and 
where they or their child attends school. 

By posting questions in the copy and 
asking people to share their stories, will 
encourage engagement, interaction and 
conversation. The goal is to have people 
share their stories and talk about them on 
their social media accounts to increase 
awareness.

For Twitter, the already established 
#JustImagine hashtag will remain intact 
when posting Bright Futures content. 
The motive behind this tactic is to build a 
stronger connection between the Florida 
Lottery and Bright Futures while creating 
more discussion about both brands.

To evaluate the effectiveness of the Play 
for Education social campaign, data will be 
reviewed to measure reach, new followers, 
likes, comments and shares. An increase 
is expected in social conversations 
surrounding Bright Futuresand the Florida 
Lottery collectively, in addition to an 
increase in submitted stories. 



  Play for Education  35 

Once the effectiveness of the campaign is 
evaluated through increased awareness, 
conversation and stories received, it 
will be confirmed whether or not the 
proposed initiative was effective. In 
the event that posts are not effective, 
adjustments to the time and day of the 
week of posts should be implemented. 
There is also the possibility of changing 
the way in which these stories are shared 
and the focus of the stories received. 
An adjustment in the frequency of posts 
may also serve to raise effectiveness. 
Currently, it is being suggested to post 
at least three times a week, because 
the Lottery posts frequently each week, 
some days posting twice. By replacing 
some of the current content being posted 
with content about Bright Futures, more 
attention will be attracted.

It’s being suggested that more stories 
continue to be collected and shared in 
the future. Although, there was limited 
time and resources for recruitment and 
collection of these initial stories, it’s 
anticipated that the Florida Lottery will be 
able to reach a larger audience, which will 
provide the ability to recruit better stories 
to continue this campaign.  

In all, the social media plan is to 
disseminate and feature stories about 
what Bright Futures recipients have done 
to impact Florida and to share stimulating 
Bright Futures facts that will entice 
people to pursue a higher education in 
Florida. 

“Bring attention to the positive effect 
the Florida Lottery has on students 
and the state of Florida through social 
recruitment and engaging posts. 
Bright Futures recipients recieve more 
than just a scholarship to pursue a 
higher education; they are earning the 
opportunity to positively impact the 
future of Florida.” 
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Facebook

Twitter
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Infographics
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EARNED
Media Approach
Draw on built relationships to further spread Play for Education campaign 
messaging through the Florida Department of Education website, branding 
on Bright Futures handouts, talent sharing their personal stories socially, 
infographic flyers for guidance counselors, media advisories and press kits.

匀椀渀挀攀 ㄀㤀㤀㜀

䘀甀渀搀攀搀 䈀礀

匀椀渀挀攀 ㄀㤀㤀㜀

䘀甀渀搀攀搀 䈀礀

Below is the Florida Deptartment of Education 
Website. We added “Funded By,” the Florida 
Lottery tagline, along with the copy, “Since 1997” 
on the Bright Futures tab. This directly connects 
Florida Lottery funding Bright Futures. 
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Bright Futures 
Student Handbook 
Chapter 1: Initial Eligibility Requirements 
 
      
 

Office of Student Financial Assistance 
Florida Department of Education 

7/1/2015 

 

 

  

2015-16 

  
 

䘀甀渀搀攀搀 戀礀
吀栀攀 䘀氀漀爀椀搀愀 䰀漀琀琀攀爀礀

匀椀渀挀攀 ㄀㤀㤀㜀

伀ϻ挀攀 漀昀 匀琀甀搀攀渀琀 䘀椀渀愀渀挀椀愀氀 䄀猀猀椀猀琀愀渀挀攀
䘀氀漀爀椀搀愀 䐀攀瀀愀爀琀洀攀渀琀 漀昀 䔀搀甀挀愀琀椀漀渀
㜀⼀㘀⼀㈀　㄀㔀

䘀甀渀搀攀搀 戀礀
吀栀攀 䘀氀漀爀椀搀愀 䰀漀琀琀攀爀礀

匀椀渀挀攀 ㄀㤀㤀㜀

伀ϻ挀攀 漀昀 匀琀甀搀攀渀琀 䘀椀渀愀渀挀椀愀氀 䄀猀猀椀猀琀愀渀挀攀
䘀氀漀爀椀搀愀 䐀攀瀀愀爀琀洀攀渀琀 漀昀 䔀搀甀挀愀琀椀漀渀
㜀⼀㘀⼀㈀　㄀㔀

FLORIDA DEPT. OF 
EDUCATION

Above is the Florida Deptartment of 
Education Bright Futures handbook. 
We added the Florida Lottery logo 
and the copy, “Funded by The 
Florida Lottery Since 1997.”
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INFO-FLYER
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These information flyers are designed to easily share information about the 
Bright Futures Scholarship Program. They can be used at tabling events, 
shared on social media and passed out to guidance counselors.
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PLANNING

BUDGET

FLOWCHART
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M
ED

IAMEASURING
SUCCESS
Campaign success is measured best by monitoring 
the monthly tracking study conducted by the Florida 
Lottery.

Using 41 percent Bright Futures awareness and 42 
percent general education contribution awareness, 
we expect to see a sustained annual rate of more 
than 60 percent in both categories. At the end of the 
first campaign year, we should compare the number 
of Bright Futures page visits on the Florida Lottery 
website to the current annual visit rate. 

Increased access to Florida Lottery social media 
performance metrics will help us monitor social 
engagement throughout the campaign to assess the 
rate of awareness growth. Should the Tumblr page be 
created, we can also monitor click-throughs and view-
throughs to determine success of the site in collecting 
and disbursing stories. Regarding our content, video 
plays, completion rates and email-blast open rates will 
indicate interest in the content and likeliness to reach 
the intended audience.
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(current, former and parents) is recommended to 
maintain a collection of flexible content that can 
be used across all media. Tweaking the interview 
question list to focus more on specific industry 
impact in the state to gather a variety of industry 
representatives is also recommended. The 
question list should also include more fill-in-the-
blank type questions, as they seemed to be the 
most effective in evoking a natural response that 
would also fit well into the finalized content.

Establishing a customer relationship management 
(CRM) is recommended, which will monitor our 
interactions with past, current and future Bright 
Futures recipients. A CRM will build a database 
that allows one to follow Bright Futures recipients 
as they graduate college, giving us easier access to 
them for the purpose of sharing their stories.  

Cost effectiveness can be maximized by pursuing 
Goal 3, which seeks to integrate the recruitment 
and disbursement of stories by providing an 
infrastructure that will allow us to collect user-
generated content.

Finally, we recommend reaching out to state 
businesses, professional organizations and 
chambers to recruit past Bright Futures recipients 
who are making an impact in Florida. Sharing their 
story is also an opportunity to give exposure to the 
company/organization they are affiliated with, so 
motivating employers to find their Bright Futures 
employees should be fairly easy.
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ICE CREAM 
SOCIALS

Using a photo booth that is capable of 
video is suggested to give users the ability 
to share content on social media.

Ice cream socials currently use Red Eye 
Photo Booths. Although Red Eye Photo 
Booths are great for this event, usage is 
lower than desired. These photo booths 
offer a larger space capable of capturing 
large groups, using green screen 
backdrops and offering high visibility to 
bystanders. Last year’s approximate cost 
was $16,500 for this vendor. The cost for 
adding the video and social media sharing 
options was quoted at $18,500.

A second photo booth vendor, Photo 
Magic of Florida, was sourced and 
is capable of delivering booths to all 
locations with attendants. These booths 
are capable of capturing photo, taking 
video and sharing content on social 
media, but are enclosed, allowing only 2-3 
people at a time. The photo booths allow 
for custom messages to be inserted on 
the photo booth screen and all content to 

be branded. The provided quote reflected 
all the requirements of the Red Eye Photo 
Booths, minus the green screen, which 
is replaced with a custom backdrop. The 
total quoted cost including tax was $8,132. 

Using Photo Magic of Florida is 
recommended due to cost and because 
people will be more likely to share their 
stories in a private setting, allowing them 
to open up more for video content.

To encourage guests to use the photo 
booths, using a raffle table is suggested. 
Only guests who approach the raffle table 
with their instant photo booth printouts 
will get an entry into the raffle. Additional 
recommendations include offering 
another entry opportunity for anyone 
who posts their photos or video on social 
media with the hashtag, #play4edu. Prize 
suggestions for the raffle are tablets and 
laptops, because they will strongly appeal 
to college students.

Every Bright 
Futures recipient 
has a story to tell.
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TUMBLR
PAGE

A significant part of the Play for Education 
campaign involves sharing impactful 
stories of Bright Futures recipients. The 
stories will specifically focus on how 
obtaining a higher education has given 
students the opportunity to positively 
impact the future of Florida’s economy. 

By building a community for Bright 
Futures through a tumblr page, effective 
recruitment and dissemination of the 
stories will be achieved. Individuals will be 
able to visit www.playforeducation.share 
to view Bright Futures stories and will 
also have the opportunity to share their 
own Bright Futures story. Therefore, the 
tumblr page acts as a hub to learn how 
individuals have impacted Florida with 

their college education. 
Examples of content that will be shared 
on the tumblr page are feature-story 
photos and videos along with mad-libs 
that will provide a fun, easy way for 
people to share their stories. 

An example of a mad-lib that would 
be used is: “Florida is the best state 
because ________. Ten years ago I would 
never imagined ________. Knowing that my 
education provides ________ for the state of 
Florida reassures me that (1st blank) ________ 
will never go away.”

The tumblr page is the landing page for 
everything being promoted regarding 
education. When a story is posted on 
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social media, the audience is asked to 
read more on the tumblr page, so the 
stories collected through social media and 
events hosted by the Florida Lottery, such 
as the ice cream socials, will be shared 
on the tumblr page. The Bright Futures 
community will continue to grow through 
monthly cash give-a-ways that will act as 
an incentive for recipients and parents to 

share their Bright Futures story. 
The stories that are collected through 
social media and events hosted by the 
Florida Lottery (ex. ice cream social) will 
also be shared on the tumblr page.



48  Play for Education

A
P
P
EN

D
IX

References
Florida Lottery Segmentation Report, 2012
U.S. Census Bureau, 2013
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Florida Lottery April Tracking Report, 2015

Intercept Interview
Questions
June 12, 2015
The University of North Florida Campus
               1 University of North Florida Drive
               Jacksonville, FL 32224

Parent Questions:
1. How did you feel when you found out your child was 
accepted to college?
2. What do you hope this education will do for them?
3. What role did you play in getting them to this point in 
their education?
4. When I say, “The future of Florida,” what sort of things 
come to mind?
5. In your opinion, what is the biggest problem facing 
Floridians today?
6. Are you a Florida resident?
7. (if yes #6) Do you know about the Bright Futures 
Scholarship?
8. (if yes #7) Is your child a recipient?
9. (if yes #7) Do you know how the scholarship is funded?
10.	 Do you play the Florida Lottery?
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Student Questions:
1. Congratulations on beginning your college career.  What are you most excited 
about?
2. What made you decide to apply for college?
3. Who was the biggest influence in helping you decide to pursue a college education?
4. What do you believe is the biggest benefit you will receive from this education?
5. When I say, “The future of Florida,” what sort of things come to mind?
6. In your opinion, what is the biggest problem facing Floridians today?
7. Are you a Florida resident?
8. (if yes #6) Do you know about the Bright Futures Scholarship?
9. (if yes #7) Are you a recipient? Do you know how the scholarship is funded?
10. Do you play the Florida Lottery?

Social Media Calendar

Play for Education

Aug

Back-to-School

Flamingo Frenzy RecruitmentIce Cream Socials

Bright Futures Story Recruitment

JanDecNovOctSept

Monthly Giveaways

Bright Futures Story Disbursement

Students’ Winter Vacation 
Holiday Season

Social Media Content Plan
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Tumblr Launch Press Release
 

 
 

 

 

 
 
FOR IMMEDIATE RELEASE  
MONDAY, AUGUST 17, 2015 
 
CONTACT: FLORIDA LOTTERY COMMUNICATIONS  
(850) 487-7727 
 

FLORIDA LOTTERY OFFERS $1,000 EACH MONTH FOR BRIGHT FUTURES 
STORIES  

 
TALLAHASSEE – To raise awareness for its Bright Futures Scholarship Program, the Florida Lottery is 
encouraging past and current Bright Futures recipients and their parents to share inspiring stories. 
Launching August 17, 2015, on the brand’s Tumblr site, the Florida Lottery is offering participants the 
chance to win $1,000 each month for real-life examples of the program’s positive impact on the lives of 
Floridians.  
 
“We want to collect and share these stories with Florida residents to demonstrate the influence the Bright 
Futures Scholarship Program has had not only on education, but on the state as a whole,” said Florida 
Lottery Secretary Cynthia O’Connell. “Many Bright Futures recipients have started careers here and are 
contributing immensely to the growth and development of Florida.”   
 
Interested candidates are encouraged to submit their stories on the Florida Lottery’s Tumblr page, 
www.playforeducation.share, which is dedicated to promoting the Bright Futures Scholarship Program. 
Entries should be in the form of a 30- to 60-seconds video and must showcase the entrant sharing his/her 
story. Stories collected so far have included life-changing opportunities provided by Bright Futures 
Scholarships. The Florida Lottery will select one story to feature each month, and the winner will receive a 
$1,000 cash prize. 
 
The Bright Futures Scholarship Program, which is primarily funded by the Florida Lottery, was created in 
1997 by the Florida Legislature to assist students in pursuing postsecondary educational and career 
goals. Since the program's inception, the Florida Lottery has contributed more than $4.6 billion to send 
more than 700,000 students to college. 
 
ABOUT THE FLORIDA LOTTERY 
 
The Florida Lottery is responsible for contributing more than $28 billion to education and sending more 
than 700,000 students to college through the Bright Futures Scholarship Program. The Florida Lottery 
reinvests nearly 98 percent of its revenue back into Florida's economy through prize payouts, 
commissions to more than 13,000 Florida retailers and transfers to education. Since 1988, Florida Lottery 
games have paid more than $46 billion in prizes and made more than 1,400 people millionaires. For more 
information, please visit www.flalottery.com. 
 

# # # 
Just Imagine® 
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AND 
THAT’S A 
WRAP!



“Education is for improving the lives of others 
and for leaving your community and world 

better than you found it.”

- Marian Wright Edelman


