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THE POWER OF EARNED MEDIA IN 
LOTTERY MARKETING
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The Power of Earned Media 

Definition:

The publicity or exposure a brand receives from third-party sources without direct payment or 
promotion. It's the organic buzz generated through word-of-mouth, social media shares, news 
coverage, or customer reviews— not paid placements.

Why it matters:

● Third-party credibility boosts campaign legitimacy.
● Earned media expands our reach beyond ad placements.
● It opens the door for community conversations around our brand and mission.
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LEVERAGING EARNED MEDIA TO 
BOOST PAID CAMPAIGNS
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Our Three-Pronged Earned 
Media Approach

Distribution of Media Kits

Beneficiary Inclusion

Winner Awareness
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STRATEGIC USE OF MEDIA 
KITS & PR BOXES
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Creating Tangible 
Campaign Experiences
Our Approach:

We create customized PR boxes for priority campaigns 
to engage media, influencers, and partners.

Each box includes:
● Themed promotional swag.
● Free tickets for the game we’re promoting.
● A printed press release with campaign 

background.

Why It Works:

● Delivers a tangible experience—reporters and 
influencers can physically see and play 
the product.

● Builds excitement and buzz on social channels.
● Increases the chance of organic coverage and 

social shares.
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Lady Luck 
Campaign Recap
Total Placements: 5

Total Publicity Value:
$7,308

Total Audience Reach: 
40,085



99

ALIGNING CAMPAIGNS WITH 
GIVES BACK EFFORTS
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A Way We Can Make
Campaigns Matter
Our Approach:

● We align major campaigns with our Gives Back 
program to create a deeper community 
connection.

Why It Works:

● Opens up multiple earned media angles: human 
interest, community impact, beneficiary stories.

● Creates ongoing storytelling opportunities 
throughout the campaign.



11

Desert Botanical Garden 
Lotería Ticket
Strategy:

● Highlight community impact to create 
authentic media moments.

● Tied our game launch to our Gives Back 
pillar, Environmental Conservation.

● Hosted “Lotería Nights” and “Sonoran 
Sippin’” events at DBG.

● Earned media coverage spotlighted our 
sustainability efforts and partnership.
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Arizona Adventure 
Strategy:

● Tied our game launch to our Gives Back pillar, 
Environmental Conservation.

● Partnering with the City of Phoenix for park 
cleanup events provided positive community 
engagement and content.
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Arizona Adventure  
Campaign Recap
Total Placements: 27

Total Publicity Value:
$22,533

Total Audience Reach: 
3,011,673
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WINNER AWARENESS
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Timely, Campaign-Driven 
Earned Opportunities
When We Use It:

● While we don’t highlight every ticket winner, 
major campaign moments create the perfect 
opportunity to tell these stories.

Why It Works:

● Reinforces the campaign message.

● Creates another reason to engage media and 
audiences—“this is happening now” urgency.
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LESSONS LEARNED & BEST PRACTICES
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Lessons Learned & Best Practices

Key Takeaways:

● Earned media gives us more bang for our buck. Paid media guarantees placement—but earned media 
validates our campaigns.

● In today’s landscape, anyone can pay to be seen. But if a campaign earns attention organically, it signals to 
the public that there’s real value, impact, or interest.

Best Practices:

● Give media a heads-up early.

● Build personal relationships.

● Always have a strong hook.

● Keep messaging simple.

● Include a clear call to action.
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SO, WHAT’S NEXT?
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Willie’s Wears Merchandise
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Willie’s Wears Merchandise
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Keeping up the Momentum: State Forty Eight
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Keeping up the Momentum: State Forty Eight
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Keeping up the Momentum: State Forty Eight
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Cydeni Carter
ccarter@azlottery.gov


