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Industry Survey Results 

 

Lottery 

Total # of  
University 

Partnerships Spend Ad Budget 

% of Ad 
Budget Spent 
on University 

Marketing Type of Advertising Message 

Colorado 1  $          5,000   $          10,240,000  0.05% Beneficiary 

Florida 8  $   1,265,000   $        37,750,000  3% Beneficiary & Gaming 

Georgia 4  $      336,609   $        20,500,000  2% Beneficiary & Gaming 

Idaho 7  $        72,100   $          3,590,000  2% Beneficiary & Gaming 

Iowa 3  $      155,000   $          4,500,000  3% Gaming 

Kentucky 6  $      164,900   $          8,940,000  2% Beneficiary & Gaming 

Louisiana 14  $      238,400   $          7,500,000  3% Generic 

Missouri 1  $        83,270   $        16,000,000  1% Beneficiary & Gaming 

North Carolina 5  $      336,609   $        13,290,000  3% Beneficiary 

Oregon 2  $      164,800   $          8,900,000  2% Beneficiary & Gaming 

Rhode Island 2  $        60,300   $          2,300,000  3% Gaming 

South Carolina 15  $      135,700   $          8,550,000  2% Beneficiary & Play Responsibly 

AVERAGE 6  $      251,474   $        11,838,333  2%   



Key Survey Findings 
 

1. Lotteries with proceeds that benefit education are more likely to 
advertise with universities/colleges. 
 

2. Lotteries spend on average 2% of their total advertising budget on 
college/university advertising. 
 

3. Lotteries do not advertise with every university/college in the state and 
spend levels with each university/college can vary quite significantly. 
 

4. University/college selection is based on factors such as promotion 
offerings, advertising cost, stadium attendance, media reach, alumni and 
media value.  Lotteries use these quantifiable measures to help 
narrow  down which universities/colleges to partner with. 

 



Considerations 

1. The ALC’s net proceeds benefit higher education -- advertising our 
beneficiary message would resonate well with the college/university 
team audience. 

 
2. Arkansas university/colleges teams have large fan bases and strong 

brand loyalty.  By not advertising with them, are we missing an 
opportunity?  
 

3. Universities/colleges may be able to offer us gaming and/or promotional 
programs that have the potential to increase our sales.   
 

4. It may be too cost prohibited to advertise with every college/university in 
the state, but there are clear best practices for how to make selections. 
The method is no different then how we determine which TV, radio or 
billboards to advertise with. 

 



Thank you! 

 Questions? 
















