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REQUEST FOR PROPOSALS 

FOR 

ADVERTISING SERVICES 

RESPONSES TO PROPOSERS’ 

QUESTIONS 

 

 

 

Note to All Prospective Proposers: 

 

The following responses include questions raised and answers provided during the pre-proposal 

conference held on October 25 and questions submitted in writing by the RFP deadline.  

In its answers to the following questions, the Texas Lottery has attempted to provide both accurate 

and thorough responses. Some answers may clarify or modify the RFP, and every Prospective 

Proposer is on notice of each answer’s content. Answers that modify the RFP are so noted.  

Answers apply only to the facts as presented in each specific question. 

Proposers shall review all sections of the RFP along with this document to ensure a complete 

understanding of the requirements.  Any exceptions to the RFP shall be noted in the proposal, as 

required under Section 2.7 of the RFP.  

It is recommended that Proposers review the pre-Proposal conference video located on the Texas 

Lottery’s website at:   

http://www.txlottery.org/export/sites/lottery/About_Us/Doing_Business_with_TLC/Procurement

/ 

Please note: Any questions regarding the HUB Subcontracting Plan (HSP) are in a separate 

document that will be updated throughout the procurement process.    

 
PRE-PROPOSAL CONFERENCE QUESTIONS AND RESPONSES – 
October 25. 
 

1. Can we use video examples in that creative submission? 

 

RESPONSE:   Yes, video examples are allowed. 

 
2. Do you have an example or an expectation of what you mean by experiential, or is that 

somewhere in the materials? 

 

RESPONSE: The Texas Lottery conducts selling and non-selling experiential 

events to engage with consumers. An example of a selling experiential event is 

the Texas Lottery Luck Zone at the State Fair of Texas. With a $10 Texas 

Lottery ticket purchase, consumers can spin the wheel or go in the Money 

Machine for a chance to win free Texas Lottery scratch tickets. An example of a 

http://www.txlottery.org/export/sites/lottery/About_Us/Doing_Business_with_TLC/Procurement/
http://www.txlottery.org/export/sites/lottery/About_Us/Doing_Business_with_TLC/Procurement/
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non-selling experiential event is the Sound & Cinema Series in Austin 

presented by the Texas Lottery. The event is designed to encourage brand 

engagement and drive product trial. Consumers can spin the wheel for a 

chance to go in the money machine and win free Texas Lottery scratch tickets 

without purchase. The Texas Lottery also conducts experiential activations prior 

to and during sports and music events across the state.   Proposers are 

encouraged to propose experiential activations based on their 

recommendations for achieving the Texas Lottery’s advertising strategy. 

 

3. On the stated audience that you have in there, is that data pulled from winner’s profiles 

or where did you pull that information? 

 

RESPONSE: The stated audience is adult Texans (ages 18+), with our media 

focus being ages 18-49. This is based on media guidelines that we have 

established over the last few years.  

 
The Texas Lottery does not collect demographic information on its winners.  

Please see the Demographic Survey of Texas Lottery Players conducted by the 

University of Houston for information about players who participate in the 

games. 

 

4. When you mentioned translation services, is it just Spanish or other languages as well? 

 

RESPONSE: Spanish is the bulk of the translation services, but we do want 

capabilities for other markets as needed. See Section 7.11. 

 

5. On the nomenclature around roles and responsibilities like who’s going to be doing the 

work, is it acceptable if the same person is, for instance, the print producer and the 

traffic person? Or, is that going to set off a red flag? 

 

RESPONSE: Yes, the same person may perform multiple roles. The Texas 

Lottery will evaluate all elements of a Proposer’s staffing profile, experience of 

personnel in designated roles, etc. Invoicing shall occur under the hourly rate 

and job title being performed. 
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WRITTEN QUESTIONS RECEIVED BY November 6 @ 4 P.M. 
 

6. Specifically, I wanted to clarify the following from section 7.7.2 and Attachment H: 

Media placement shall be reimbursed at net cost with no mark-up. Could you 

please clarify whether any commission or buyers fee is permitted related to the media 

placement? Or is the successful proposer expected to receive compensation based on 

hourly work alone? 

 

RESPONSE:  No commission or buyer’s fees are permitted.  The Successful 

Proposer will be compensated based on hourly rates alone. 

 

7. Could you please indicate: 

When the working files of the TEXAS LOTERIA ticket art will be made available 

to Respondents? 

If the ticket art for the Creative Response is similar to the ticket art of the 

TEXASLOTERIA scratch tickets currently sold in Texas, or if it will be more 

aligned to the authentic design of the traditional Mexican bingo-style game? 
 

RESPONSE: Please see RFP Amendment No. 1.  Texas Loteria game artwork 

will be similar to current Loteria games offered by the Texas Lottery. The Texas 

Lottery will provide working files of any ticket artwork to the Successful 

Proposer for any Contract assignments. 

 
8. Whether companies from outside (the) USA can apply for this (RFP)?   (Like from 

India or Canada.) 

 

RESPONSE:  Yes, non-US advertising agencies may submit Proposals. 

 

9. Whether we need to come over there for meetings? 

 

RESPONSE: Yes, staff of the Successful Proposer must be available to attend 

meetings at Texas Lottery headquarters. See RFP sections 7.16 and 7.21. 

 

10. Can we perform the tasks (related to RFP) outside USA?  (Like from India or Canada.) 

 

RESPONSE:  Yes. Please see the responses to questions 8 and 9 and refer to 

RFP section 7.16 and Attachment H - Cost Proposal for travel reimbursement 

restrictions. 

 

11. Can we submit the proposals via email? 
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RESPONSE: No. Proposals must be submitted in accordance with Part 2 of the 

RFP. 

 

12. May we submit video for creative examples, as well as capabilities (case studies)?   

 

RESPONSE:  Yes. 

 

13. 8.1.4.D What is an example of past, current or expected Experiential recommendation, 

as requested in the creative example? 

 

RESPONSE:  Please refer to the response to question 2. 

 

14. 6.1 agency staffing: Many of our staff play multiple roles that you mention in 

requirements. For instance, would we be penalized if person X was a print producer 

and a traffic manager? Or, a strategist as well as a creative writer?  

 

RESPONSE:  Please refer to the response to question 5. 

 

15. Page 25 of the Business Plan Annual Report 2018 states that "the multicultural 

population of Texas is forecasted to account for 62 percent of the total 18-49 year old 

population".  Do you have data of players and/or winners that validates the reach of 

"all Texans over 18"?  

 

RESPONSE:  The goal of the Texas Lottery’s ad plan is to reach all adult 

Texans (ages 18+). See the response to Question 3 and the Demographic 

Study of Texas Lottery Players. 

 

16. Should Pay at the Pump be a primary messaging platform? 

 

RESPONSE:  Proposers should recommend the media communications 

vehicles that they believe will be most efficient and effective in achieving the 

Texas Lottery’s stated advertising objectives as detailed in Part 7 of the RFP. 

 

17. In the RFP, page 117, the media plan does not include any TV. Will TV be a 

considered media?  

 

RESPONSE:  Due to budgetary considerations, the Texas Lottery is not 

currently pursuing TV advertising as a part of its FY18 advertising strategy.  

Proposers should recommend the media communications vehicles that they 

believe will be most efficient and effective in achieving the Texas Lottery’s 

stated advertising objectives as detailed in Part 7 of the RFP. 
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18. Should we only consider the cluster markets as noted in the media plan (pg 117)?  

 

RESPONSE:  No.  Proposers should recommend the media strategies that they 

believe will be most efficient and effective in achieving the Texas Lottery’s 

stated advertising objectives as detailed in Part 7 of the RFP. 

 

19. Is there another state Lottery program that you admire or would like to emulate?  

 

RESPONSE:  There is a significant amount of effective advertising in other 

lottery jurisdictions. However, each state has its own rules, sensitivities and 

restrictions relating to lottery advertising. 

 

20. Is there a goal to increase the number of retailers selling Lottery tickets/games?  

 

RESPONSE:  Yes, please see the 2018 Comprehensive Business Plan and 

Annual Report. Retailer growth goals are beyond the scope of the RFP. 

 

21. Is there an acceptable range for billable hourly rates for the required staffing roles?  

 

RESPONSE:  No, ranges are not acceptable. Rates for each position identified 

in the RFP must be provided at a fixed hourly rate. 

 

22. May we use a blended hourly rate for all staff?  

 

RESPONSE:  No. 

 
23. General: To what extent has the TLC been pleased with the level of project 

management, strategic leadership, media planning and creative product provided by 

the current Contractor? 

 

RESPONSE:  This question is beyond the scope of the RFP and the 

information requested is not necessary to submit a Proposal. 

 

 

24. General: What improvements would the TLC like to see going forward with the next 

Contractor for these services based on the current Contractor’s performance? 
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RESPONSE:  The Texas Lottery is looking to Proposers to provide their 

recommended solutions to the scope of the RFP. Each Proposer will be 

evaluated independently using the criteria in RFP section 2.15.5 

 

25. General: What is the greatest challenge being faced by the TLC as it relates to 

advertising and marketing efforts? 

 

RESPONSE:  Reductions to the agency’s advertising budget beginning in FY 

2018. 

 

26. What does the TLC consider its greatest opportunity for advertising and marketing 

efforts? 

 

RESPONSE:  The TLC is looking to Proposers to provide their recommended 

solutions. 

 

27. General: To what extent does the current advertising Contractor collaborate with the 

Public Relations Contractor? Is the TLC pleased with the level of collaboration taking 

place currently or would greater integrated efforts be an area of potential 

improvement? 

 

RESPONSE:  The Texas Lottery does not have a Public Relations Contractor. 

 

28. General: Please confirm the scope of work does not include the following services: 

public relations, website design, website programming nor website hosting? Can you 

please confirm which partners TLC uses for these services? 

 

RESPONSE:  Confirmed. These services are beyond the scope of this RFP. 

 

29. General: Does the TLC have any rationale behind the drastic drop in user base since 

1993 or the significant uptick in users from 2014 to 2016? 

 

RESPONSE:  The Texas Lottery does not collect extensive data on lottery 

players that would inform conclusions about participation. Also, see the 

response to Question 3. 

 

30. General: Does the TLC have any rationale behind the drastic drop in scratch ticket 

purchases from 2014 to 2016? 
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RESPONSE:  The Texas Lottery does not understand the question. Scratch 

ticket sales increased during this period. 

 

31. Section 2.10: Please confirm the cost proposal is to be presented in the format set forth 

in Attachment H of the RFP and no estimated service hours are necessary to outline. 

 

RESPONSE:  Confirmed. 

 

32. Section 4.1.2: Are Proposers able to provide the same comparable examples in this 

section as would appear in Section 8.2? Should Proposers show creative in Section 

4.1.2? 

 

RESPONSE:  Proposers should not provide creative examples in response to 

Section 4.1.2.  Please refer to the referenced sections of the RFP for 

clarification. 

 

33. Section 4.4: Would it be considered a conflict of interest if a Proposer, or any 

company affiliated with the Proposer, is providing similar services to another state 

lottery commission? 

 

RESPONSE:  No. 

 

34. Section 6.2: How many of these positions does TLC expect should be full-time by the 

Successful Proposer? Which of these positions is full-time for the current Contractor? 

 

RESPONSE:  This question is beyond the scope of the RFP and the 

information requested is not necessary to submit a Proposal. 

. 

 

35. Section 6.2.5 and 6.2.8. Media and Experiential and Event Staffing have so much 

overlap, should they be considered as one department with staffing for both? 

 

RESPONSE:  Proposers must respond to all sections of the RFP. The Texas 

Lottery will evaluate all elements of a Proposer’s staffing profile, experience of 

personnel in designated roles, etc.   See also response to Question 5. 

 

36. Section 7: Aside from paid social, will the Successful Proposer be responsible for any 

social media needs within the advertising contract? How is social currently managed? 
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RESPONSE:  The Texas Lottery’s advertising vendor currently handles paid 

social and provides limited creative content. The Texas Lottery currently 

manages its social media platforms. 

 

37. Section 7.21: You state that no Austin office is required but will any preference be 

given to agencies who commit to have an office in Austin? 

 

RESPONSE: No. Also, see responses to questions 8-10. 

 

38. Section 7.3.1: Would the TLC provide quantitative and/or qualitative goals for the 

Successful Proposer? How has the current Contractor performed against specified 

quantitative and/or qualitative goals? 

 

RESPONSE:  The Texas Lottery will work with the Successful Proposer on the 

establishment of measurable goals associated with the agency’s advertising 

strategy objectives.  The Texas Lottery declines to evaluate the current 

vendor’s performance as it is beyond the scope of this RFP and is not 

necessary to submit a Proposal. 

 

39. Section 7.7.2: You state “Media placement shall be reimbursed at net cost with no 

mark-up”. Is this statement intended to convey that you will not compensate for media 

servicing using a percentage of spend model? 

 

RESPONSE:  Yes.  See also response to Question 6. 

 

40. Section 8.1.3: Is there any specified targeting goal for English versus Spanish-

speaking potential ticket purchasers for this assignment? 

 

RESPONSE:  No. 

 

41. Section 8.1.3: Historically, what has been the user base for the Texas Loteria product, 

when looking at English versus Spanish-speaking audiences? Is the TLC seeking to 

change that? 

 

RESPONSE:  The Texas Lottery does not collect player data related to the 

Loteria product. Also, please see the response to Question 3. 

 

42. Section 8.1.3: Among all Texas Lottery games available since 2008, where does Texas 

Loteria rank in terms of sales? 
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RESPONSE:  The Loteria games were introduced beginning in 2008 and 

additional price points were added based on the popularity of the game. Please 

see Exhibit 1. 

 

43. Section 8.1.3: Why has Texas Loteria never been promoted previously through an 

advertising campaign? 

 

RESPONSE:  Other advertising priorities took precedence. 

 

44. Section 8.1.3: Can the TLC provide brand usage guidelines for Respondents to follow? 

 

RESPONSE:  Yes. Please see Exhibit 2. 

 

45. Section 8.1.4: What would the TLC consider as success for this creative assignment? 

Are there any quantitative and/or qualitative goals? 

 

RESPONSE:  The Texas Lottery will evaluate Proposals (including creative 

responses) using the evaluation criteria in RFP section 2.15.5. Loteria product 

category sales growth would be a quantitative measure of campaign success in 

an actual campaign.  Proposers should provide suggested measures of 

campaign effectiveness responsive to Section 8.1.4(e) of the RFP and 

consistent with all aspects of 8.1 (Creative Assignment) of the RFP. 

 

46. Section 8.1.4: Should Proposers include a social strategy and/or activation element, or 

is it assumed that the TLC or their PR Contractor would provide such services? 

 

RESPONSE:  Proposers may include a paid social and/or activation element 

strategy, if it is a part of their optimized recommendation.  The Texas Lottery 

does not contract with a public relations vendor. 

 

47. Section 8.1.4.b: Should the media plan include speculative added value and/or PSA 

placements? As detailed in Section 7.7.5, what goal would the TLC typically place 

against added value for an effort this size? 

 

RESPONSE:  Proposers may include speculative added value and/or PSA 

placements.  The Texas Lottery has typically established a goal of 30%. 

 

48. Section 8.1.4.c: Should budget breakdowns include agency fee or is this intended to 

only cover media, production and experiential costs? 
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RESPONSE:  No, agency fees should not be included. 

 

49. 8.1.4.d: Should the television and radio spots be fully produced, or portrayed through 

storyboards/scripts? 

 

RESPONSE:  For purposes of responding to the RFP, either is acceptable. 

 

50. Attachment H: Please confirm 'production and experiential costs will be reimbursed at 

actual invoice cost' means at net cost only, with no mark-up. 

 

RESPONSE:  Confirmed. 

 

51. Attachment I: Can the TLC please provide spend levels for each medium shown on the 

flowchart? At minimum, can the TLC please provide percentage allocation across 

different media channels? Additionally, what has been the typical split between 

English-language and Spanish-language advertising? 

 

RESPONSE:  Yes, please see Amendment No. 7 reflecting spending levels by 

media type.  The Texas Lottery does not have an established split/target for 

English/Spanish-language advertising.  Proposers should recommend the 

communications mix that they believe will be most efficient and effective in 

achieving the Texas Lottery’s stated advertising objectives as detailed in Part 7 

of the RFP. 

 

52. When will finalists be notified for oral presentations?  

 

RESPONSE: Oral presentations will happen during the time frame listed in the 

schedule of events. Each Proposer will be notified approximately 2 weeks prior 

to the date the Texas Lottery schedules its presentation. The notification will 

include detail on the time constraints. 

 

53. 3.3 Is the Texas Lottery Contract in the RFP drafted under the State of Texas Contract 

Management Guide? 

  

RESPONSE: The Texas Lottery has its own procurement rules and contract 

management guide.   

 

54. 4.1.2 May a Proposer include current and/or past experience working with the 

Texas Lottery Commission as evidence of “engagements of comparable complexity 

and sensitivity”? 
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RESPONSE:  Yes. 

 

55. 4.2 May a Proposer include a member of Texas Lottery Commission staff as a 

reference if they have current or past experience working on the Texas Lottery 

business? 

  

RESPONSE: No. 

 

56. 6.2.3 – 6.2.9 Should a Proposer deem that the scope of the Texas Lottery 

business as explained in the RFP necessitates a broader staff be assigned to the 

business than those positions outlined in the RFP, may they include additional 

positions and hourly rates in their proposal? 

  

RESPONSE:  The Texas Lottery has found that the positions listed in the noted 

sections are essential for providing the services in this RFP.  Any other offered 

options (including additional staff positions) should be included in response to 

Section 7.20 – Other Associated Services (Offered Options). 

 

57. 6.4 If the Proposer recommends multiple Account Directors and/or Supervisors to 

satisfactorily manage the full scope of the Texas Lottery business, could 

responsibilities of the said Directors and/or Supervisors be divided among Texas 

Lottery projects? 

  

RESPONSE:  Yes. 

 

58. 7.3 Confirming that the ADVERTISING PLAN is not required as part of the 

Proposer’s RFP Response. 

  

RESPONSE:  Confirmed.  This is a contract requirement for the Successful 

Proposer to complete.  The development of an Advertising Plan is not required 

in response to the RFP. 

 

59. 8.1.3 There are several LOTERIA scratch tickets already in market yet the RFP 

mentions “…expanding the ticket into a suite of scratch tickets…”.  Please clarify the 
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difference between the suite of tickets that is currently active in market, and the 

assignment that is being requested in the RFP. 

  

RESPONSE:  Please refer to section 8.1.3 of the RFP. 

 

60. 8.1.3 Please confirm the anticipated in-market dates for when the LOTERIA 

Suite of tickets will be on sale.  

 

RESPONSE:  Product will be available in market during the time of the planned 

flight for purposes of this exercise.  See RFP Section 8.1.4(c). 

 

61. 8.1.3 For current LOTERIA sales, can the Texas Lottery Commission share 

details on the type of consumer who typically buys this ticket? 

 

RESPONSE:  No, the Texas Lottery does not collect player data related to the 

Loteria product. Also, please see the response to Question 3. 

 

62. 8.1.4(d) Confirming that per the posting on the Texas Lottery Procurement site, the 

Texas Lottery LOTERIA scratch tickets will not reflect the authentic Lotería designs.   

 

RESPONSE:  Confirmed.  See also response to Question 7. 

 

63. 8.1.4(d) Please indicate when Proposers will receive hi-res and/or workable files of 

the actual Texas Lottery LOTERIA ticket artwork so that the Creative Response may 

be satisfactorily completed within the RFP development timeline. 

 

RESPONSE: The Texas Lottery will provide ticket artwork to the Successful 

Proposer for use with its advertising initiatives after Contract Award. The Texas 

Lottery does not expect responses to Part 8 of the RFP to use its precise 

artwork. Proposers may use the artwork provided in Amendment No. 1 or any 

other artwork publicly available for the creative response on Loteria. 

 

64. 8.2 Does a Proposer require prior written consent from the Texas Lottery 

Commission to include case studies of work they performed for the Texas Lottery 

Commission as “examples of related client work from the past three years”? 
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RESPONSE: No, consent is not required. 

 

65. The request for proposal states the Announcement of Apparent Successful Proposer 

being on or before February 23, 2018. Will transition and work commence with the 

new agency shortly thereafter or until the beginning of your fiscal year? 

 

RESPONSE:  Yes, there will a transition period once a contract is executed 

leading to full services being provided in Fiscal Year 2019 (beginning 

September 1, 2018). 

 

66. What are your biggest challenges today in the Scratch category? 

 

RESPONSE:   This question is beyond the scope of the RFP and the 

information requested is not necessary to submit a Proposal. 

 

67. Which of the advertising campaigns for the Scratch category do you consider to be the 

most successful ones to date? Why? 

 

RESPONSE:  This question is beyond the scope of the RFP and the 

information requested is not necessary to submit a Proposal. 

 

68. Can you provide a breakdown of overall sales by DMA? 

 

RESPONSE:  Yes.  See information provided in Exhibit 3. 

 

69. Can you provide a breakdown of sales specific to the Scratch category by DMA? 

 

RESPONSE:  Yes.  See information provided in Exhibit 3. 

 

70. Have you ever considered launching a Scratch game to be played by multiple players 

instead of the usual individual system? 

 

RESPONSE:  This question is beyond the scope of the RFP and the 

information requested is not necessary to submit a Proposal. 

 

71. Your demographic analysis shows a high propensity of players in higher income 

brackets. Is there a demographic breakdown of players by seasonality? For example, 

those who only purchase during the holiday time period vs. those who play year-

round? 
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RESPONSE:  No. Also, see the response to Question 3. 

 

72. How much engagement do you have from retailers? Are they engaged in promoting 

new products? Is this a challenge for you? 

 

RESPONSE:  This question is beyond the scope of the RFP and the 

information requested is not necessary to submit a Proposal. 

 

73. How do you prioritize the Texas Lottery® Mobile App in the communication strategy 

and execution? Your site mentions a second chance in the luck zone for the Scratch 

tickets. 

 

RESPONSE:  The Texas Lottery Mobile App is an important part of the Texas 

Lottery’s communications strategy with its players. 

 

74. Many brands see the digital and social disciplines isolated by definition, execution, 

and structure. How do you define digital, and how are you organized against it? 

 

RESPONSE:  The Texas Lottery is looking to Proposers to provide solutions to 

the scope of the RFP. 

 

75. Are there any plans to update the Texas Lottery® Mobile App? 

 

RESPONSE:  Yes. However, this is outside the scope of the RFP. 

 

76. In regards to Digital Data Capture, Social Listening and Analytics, does the Texas 

Lottery Commission have a preferred vendor (Crimson, Radian6, Sprinklr)? If not, 

should the cost of these tools be rolled into the budget we propose? 

 

RESPONSE:  The Texas Lottery is not seeking these services in response to 

the RFP. 

 

77. Is there an existing database of users and/or is there interest in building one? 

 

RESPONSE:  No. 

 

78. In section 6.3, you have definitions/descriptions for agency personnel. Do you have 

definitions for the roles of Digital Strategy, Social Media, Digital Development, and 

Digital Creative, or are you open to ours? 
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RESPONSE:  No. Proposers should respond to the positions descriptions as 

they are defined in section 6.3 of the RFP. 

 

a.  As we determine staffing needs, how is your digital team organized? 

 

RESPONSE:  Please refer to Part 6 of the RFP for the Texas Lottery’s staffing 

needs. 

 

79. Will you be selecting one agency/team or are you open to breaking this award up into 

multiple contracts? 

 

RESPONSE:  Only one contract will be awarded. 

 

80. Is consumer research available on Scratcher audiences (beyond the 2016 Demographic 

Survey)? 

 

RESPONSE:  The Texas Lottery previously had funding for consumer product 

research ending in Fiscal Year 2017. Copies of the Texas Lottery Q1 2017 

Segmentation Study and the Q4 2017 Tracking Study are provided as exhibits 

4 and 5.  

 

81. Is there consumer research available detailing the motivators and barriers for Hispanic 

and non-Hispanics audiences as it relates to Scratcher tickets? 

 

RESPONSE:  No. 

 

82. Can you provide individual market/sales district lottery sales information? What is the 

current marketing mix within those markets? 

 

RESPONSE:  See response to questions 68 and 69.  See also Attachment I 

related to marketing mix. 

 

83. Can you provide overall Scratcher sales & Texas Loteria sales by individual market or 

lottery sales district? 

 

RESPONSE:  Yes, see response to Questions 68 and 69.  Loteria sales are 

also included by DMA. 

 

84. Are you able to share information regarding the day of week, time of day most 

purchases are made, etc. (by product)?   
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RESPONSE:  This question is beyond the scope of the RFP and the 

information requested is not necessary to submit a Proposal. 

 

 

85. Can you provide a breakdown of the types of retail establishments, and sales for each, 

among the 17,600 licensed retailers across the state?  

 

RESPONSE:  Yes. This information is included in Exhibit 6. 

 

86. Can you further define your meaning of ‘experiential marketing’?  Are 

current/previous examples available?   

 

RESPONSE:  Please see the response to Question 2. 

 

87. Can you provide a list of previous community events that the Texas Lottery has 

participated? 

 

RESPONSE:  Yes.  Please see Exhibit 7.  

 

88. What is your current ad spend mix (TV, Radio, Print, OOH, Digital, experiential, 

etc.)? 

 

RESPONSE:  Please see Amendment No. 7 and response to question 51. 

 

89. Does Evergreen, Print Newspaper, and Experiential run in all Texas markets?  

 

RESPONSE:  Some elements of Evergreen run in all Texas markets, Print 

Newspaper runs in all Texas markets and Experiential runs selectively based 

on identified opportunities, but primarily in the largest DMAs. 

 

90. Does Evergreen media currently promote both draw games and scratch tickets?  

 

RESPONSE:  Yes. 

 

91. Do you have any ingoing biases or mandates for any of the media channels used, flight 

dates, or markets selected in the current plan (based upon what has/hasn’t worked well 

in the past) that we should know about? 
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RESPONSE:  No. The Texas Lottery is looking to Proposers to provide 

solutions to the scope of the RFP. 

 

92. Do you have any pre-existing commitments and/or up-fronts to other partners that 

would drive our budget recommendations? 

 

RESPONSE: Yes. The Texas Lottery pursues long-term leases for Out Of 

Home jackpot billboards.  Also, some experiential deliverable elements may 

transition across fiscal years. 

 

93. Over the course of the last few years, what were your greatest successes? 

 

RESPONSE:  This question is beyond the scope of the RFP and the 

information requested is not necessary to submit a Proposal. 

 

94. In retrospect, what would you have done differently within campaigns that presented 

certain challenges? 

 

RESPONSE:  This question is beyond the scope of the RFP and the 

information requested is not necessary to submit a Proposal. 

 

 

95. Can you share the current Media Buying Guidelines? 

 

RESPONSE:  Please see Exhibit 8.   

 

96. Can you share the current Brand Guidelines for creative? 

 

RESPONSE:  The Texas Lottery does not utilize specific Brand Guidelines.  

Refer to RFP Section 7.2 Advertising Sensitivities for general brand guidelines. 

 

97. Do you have any additional parameters that you can share around ‘unduly influencing 

players to participate in our games’? 

 

RESPONSE:  Refer to RFP Section 7.2 Advertising Sensitivities.   

 

98. The ‘probable quality of the offered goods and/or services’ counts for 45% of the 

scoring matrix – can you break the 45% down any further as to which part of the 

goods and/or services are most important?  

 

RESPONSE: The Texas Lottery declines to answer the question. 
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99. The ‘proposer’s price to provide the goods or services’ counts for 25% of the scoring 

matrix – is this fee only, or is media pricing and/or production costs also a component? 

 

RESPONSE: The Texas Lottery declines to answer the question. 

 

100. How many retailers sell the Loteria tickets? Can you provide a full list of Loteria 

retailers (with names and addresses)? If not, can you provide us with the number of 

different types of retailers that sell the Loteria tickets? 

 

RESPONSE:  Essentially, all Texas Lottery retailers sell the Loteria games. 

 

101. Can you share the monthly Loteria scratch sales for FY2016, FY2017 and 

FY2018 to-date and indicate dates of any previous advertising promotional 

launches/campaigns?  

 

RESPONSE:  Yes, see attached sales data (Exhibit 9).  No previous 

advertising support campaigns have occurred for the Loteria games. 

 

102. Is there sales data available by zip code for FY2017 and FY2018 to-date? Ideally, 

we’d like the total, combined lottery sales by zip code, the Loteria ticket sales by zip 

code, and all scratch ticket sales by zip code. 

 

RESPONSE:  Please see the responses to questions 68, 69 and 83. 

 

103. Is there sales data available for sales by seller (C-store, grocery stores, etc.) for all 

scratch-off tickets? Is there similar data available specifically for Loteria? 

 

RESPONSE:  Please see the response to Question 85. Trade-style data is not 

available for Loteria specifically. 

 

104. Is it a requirement to always show the scratch tickets in all creative? 

 

RESPONSE:  No, but product awareness and visibility is important. 

 

105. Is there a quantitative measure of success you’d like to see against each of the 

Loteria goals? 

 

RESPONSE:  Please see the response to Question 45.  
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106. Where do your digital display ads currently click through to? 

 

RESPONSE:  Product pages on txlottery.org. 

 

107. The RFP mentions a goal of awareness and sales to all Texans 18+, but in section 

8.1.4 (shown below), it’s mentioned that “The Texas Lottery’s media core audience is 

all Texans between the ages of 18 and 49.” Is the desire to exclude people older than 

49 in our media efforts? 

 

RESPONSE:  No.  However, to manage media budgetary limitations the Texas 

Lottery has historically employed this media buying strategy. 

 

108. What percentage of the media budget has been allocated to traditional television?  

 

RESPONSE:  No funds have been allocated to traditional television in Fiscal 

Year 2018. 

 

109. Will the agency selected have the opportunity to work with the state in developing 

new products or will the agency only partner with Texas Lottery in launching and 

promoting new products via campaigns and promotions? 

 

RESPONSE:  The Successful Proposer will not participate in product design 

and development. 

 

110. How many new products does the Texas Lottery develop in a calendar year and 

on average how many per month and/or quarterly?  

 

RESPONSE:  The Texas Lottery launches approximately 90 new scratch ticket 

games each fiscal year with new games launching every other week.  The 

Texas Lottery currently offers nine drawing games with four add-on features.  

New draw games or existing draw game changes typical occur at a rate of 1 to 

2 per year. 

 

111. Is the budget of $26,633,448 defined for Fiscal Years 2018 and 2019 or is there 

an opportunity for the Texas Legislature to increase the budget? 

 

RESPONSE:  Please see Amendment No. 5 to the RFP.  The budget was 

incorrectly stated in the RFP.  The budget is set for fiscal years 2018 and 2019. 
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112. If there is an opportunity for combined staffing personnel roles to save while 

delivering same quality of work and service, is it okay to present a slight change in 

proposed staffing positions? 

 

RESPONSE:  Proposers must provide personnel for every staffing position 

identified in RFP Section 6.3.  See also response to Question 5. 

 

113. The campaign goals were stated in section 8.1.1.  However, to ensure we clearly 

understand what are the marketing objectives and goals for the Creative Response for 

this RFP, can you please confirm the marketing objectives? And goals? 

 

RESPONSE:  Please see the response to Question 105. 

 

114. Is it okay to submit agency case studies along with some individual team 

member’s case studies that are relevant to this particular project to help showcase and 

quantify potential staffing personnel expertise? 

 

RESPONSE:  The Texas Lottery wants to see examples of work performed by 

the Proposer.  However, additional case studies illustrating individual team 

member work may be provided and should be properly noted as such. 

 

115. Can the TLC explain the following descriptors and what is meant by “Luxury 

Suite”,  “Winner’s Circle”, “Multiplier” and “200 Million Cash Explosion” as part of 

the media and communications flow chart? 

 

RESPONSE:  These are scratch products supported by campaign flights. 

 

116. Can you share with the latest current media breakout – traditional TV, social 

media, print/out of home, experiential, etc? 

 

RESPONSE: Please see Amendment No. 7 and response to question 51.  

 

117. What type of experiential marketing events has the TLC participated in that were 

inclusive of all demographics and market segments? 

 

RESPONSE:  Please refer to the response to Question 2. 

 

118. What type of innovative experiential marketing events are TLC seeking to 

participate in that delivers economies (of) scales, reaches diverse audiences and 

provide for real-time engagement with Texan(s) 18-49 across all market segments? 
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RESPONSE:  Please refer to the response to Question 2. 

 

119. What are TLC top 10 markets? 

 

RESPONSE:  The Texas Lottery does not understand the question. 

 

120. Do we need (to) draft a complete comprehensive advertising strategy and media 

plan to support the creative/mock campaign? 

 

RESPONSE:  Yes.  See also response to Question 58. 

 

121. If we decide to partner as subcontractor with another firm whom will serve as the 

prime, is it okay to submit a combination of case studies that is reflective of both firms 

and individual personnel? 

 

RESPONSE:   Yes.  See also response to Question 114. 

 

122. Will all proposers be invited to do an oral presentation or is this limited to a 

second round selection? 

 

RESPONSE:  Proposers that receive passing grades for financial soundness 

and HSP will be scheduled for an oral presentation. Please also refer to the 

response to Question 52. 

 

123. The RFP indicates 5x references must be provided. Do subcontractors submit 

separate references or should the prime include a minimum number of references for 

the subcontractor? 

 

RESPONSE:  The prime will submit all references, for both itself and any 

subcontractors who will perform a substantial amount of the work. Please see 

RFP Amendment No. 3. 

 

124. Please provide historical goals for Added Value Media. 

 

RESPONSE:  From Fiscal Year 2016 - 2018 the annual goal has been 30%. 

 

125. The FY18 Communications flowchart includes Print for GM and Ethnic Markets 

(End of Game). Can additional details be provided? What markets and publications 

does this entail? 
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RESPONSE:  The Texas Lottery spent approximately $200,000 n FY17 on 

monthly newspaper print End of Game notices. There are approximately 98 

General Market publications and 24 Ethnic Market publications on the FY18 

buy.  

 

126. The flowchart indicates social media and evergreen digital were used. Can 

additional details be provided for these tactics? What social media channels were 

used?  

 

RESPONSE:  The Texas Lottery declines to identify past social media channels 

used.  Proposers are encouraged to propose media allocations and strategies 

based on their recommendations for achieving the Texas Lottery’s advertising 

strategy. 

 

127. How are your paid and non-paid social media tactics managed? By the Texas 

Lottery or by your agency? 

 

RESPONSE:  Paid are managed by the advertising agency with oversight from 

the Texas Lottery.  Non-paid social media is managed by the Texas Lottery. 

 

128. Are 3rd party ad servers used to verify the current digital/online media? 

 

RESPONSE:  Yes. 

 

129. Does the $3 million budget for the Creative Assignment include agency fees? 

 

RESPONSE:  No. 
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AMENDMENTS TO THE RFP 

 

 

The following have been adopted by Amendment to the RFP, as permitted by Section 2.12 of the 

RFP. The following sections have either been replaced in their entirety or new material has been 

added. 

 

Amendment No. 2 
 

3.27 ACCOUNTING RECORDS 

 

The Successful Proposer and its Subcontractors are required to maintain and retain their 

books, records, information and any and all other supporting fiscal documents relevant to 

showing any payments under the Contract were expended in accordance with the laws 

and regulations of the State of Texas, including, but not limited to, requirements of the 

Texas Comptroller of Public Accounts and the Texas State Auditor. These records shall 

be available to the Texas Lottery, its internal auditors or external auditors (and other 

designees) and the Texas State Auditor at all times during the Contract period and for a 

period of seven (7) full years after (i) the expiration date of the Contract, or (ii) final 

payment under the Contract, whichever is later. 

Amendment No. 3 

4.2 Proposer References 

A minimum of five (5) verifiable references must be provided that include contact 

person, name of company, phone and e-mail address. Proposers’ references shall include 

references for which the Proposer has provided similar services as described in Part 7 of 

this RFP within the last five (5) years.  A minimum of five (5) verifiable references 

must also be submitted for any subcontractors performing a substantial amount of 

the services. The Texas Lottery reserves the right to verify all information in the 

Proposal submitted by the Proposer and seek other information it deems necessary to 

conduct a thorough review. 

Amendment No. 4 
 

6.4 AGENCY STAFF POSITION CHANGES 

The Successful Proposer shall provide the same Account Director and Supervisor for all 

Texas Lottery projects. The Successful Proposer shall comply with Section 3.11.2 

when making staff changes. 
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Amendment No. 5 
  

7.4.1  The level of anticipated annual Fiscal Year spending will be determined by the 

Texas Lottery. The budget for Fiscal Years 2018 and 2019 is $24,633,448 

annually. The Successful Proposer shall develop a cost-efficient advertising plan 

that is responsive to the Texas Lottery’s marketing needs.  

 

 

 

 



Texas Lottery Commission

FY 2017 Sales by Game 

Scratch
$3,935.2 
77.5%

Lotto
$135.2 
2.7%

Pick 3
$255.5 
5.0%Cash Five

$43.7 
0.9%

Texas 
Two Step

$55.0 
1.1%

Mega Millions
$166.6 
3.3%

Texas 
Triple Chance

$14.6 
0.3%

Daily 4
$101.5 
2.0%

Powerball
$341.2 
6.7%

All or Nothing
$29.0 
0.6%

Fiscal Year Sales $5.08 Billion Note: Add on sales are included with base game

Totals may not sum due to rounding

Amendment No. 6



 

FY18 Campaign Messaging LUXURY SUITE HOLIDAY LUCKY 7's $750 Million Winner’s Circle MULTIPLIER
$200 MILLION CASH 

EXPLOSION

NET COST

Media Audience: Adults 18-49 8/28 9/4 9/11 9/18 9/25 10/2 10/9 10/16 10/23 10/30 11/6 11/13 11/20 11/27 12/4 12/11 12/18 12/25 1/1 1/8 1/15 1/22 1/29 2/5 2/12 2/19 2/26 3/5 3/12 3/19 3/26 4/2 4/9 4/16 4/23 4/30 5/7 5/14 5/21 5/28 6/4 6/11 6/18 6/25 7/2 7/9 7/16 7/23 7/30 8/6 8/13 8/20 8/27

Cluster 1: Austin, Dallas-Ft. Worth, Houston, San Antonio $6,241,555

Radio $1,790,336

Digital $2,823,258

Non campaign digital $122,825

Out-of Home $1,505,137

Cluster 2: Abilene-Sweetwater, Amarillo, Beaumont, El Paso, Corpus Christi, Harlingen-Weslaco-Brownsville-McAllen, Lubbock, Odessa-Midland, Tyler-Longview, Waco-Temple $1,563,548

Digital $999,047

Out-of Home $564,501

Cluster 3: Texarkana, Laredo, San Angelo, Wichita Falls-Lawton, Sherman-Ada, Victoria $205,648

Digital $205,648

Evergreen $9,121,551

Social Media $700,000

Evergreen Digital $272,427

Traffic Radio $1,703,111

Jackpot Billboards $6,161,259

Sunshine Fees (associated with Jackpot Billboards) $284,754

PRINT Newspaper (End of Game) $380,000

General Market $240,000

Etthnic Market $140,000

Experiential $1,445,000

Experiential Marketing $1,445,000

MEDIA $17,512,302

EXPERIENTIAL $1,445,000

PRODUCTION $2,176,146

AGENCY FEE $3,500,000

FY18 GRAND TOTAL $24,633,448

Texas Lottery Commission 
FY18 Communication Flowchart

Date: 11/14/17

October - 17 November - 17 April - 18 May - 18 July - 18
Broadcast Media Calendar

Q1 Q2 Q3

September - 17 August - 18

Q4

June - 18February - 18 March - 18December - 17 January - 18

Amendment No. 7 
Attachment I



Game Code Game Title

General Ledger 

Revenues

01114 $500,000,000 Blockbuster 664,452,760.00 

01387 $500,000,000 Extreme Cash Blast 439,095,480.00 

01354 $500 Million Frenzy 418,362,200.00 

01433 $200 Million Cash Spectacular 264,039,410.00 

01536 10X Mega Money 244,386,420.00 

01671 $500,000,000 Cash 220,579,940.00 

01644 $200,000,000 Cash Blowout 207,677,880.00 

01666 100X the Cash 202,546,460.00 

01583 100X the Cash 200,465,140.00 

01740 Hit $1,000,000 193,012,180.00 

01492 Millionaires Club 181,235,300.00 

01214 Ultimate Casino Jackpot 180,679,600.00 

01394 $7,500,000 Fortune 177,503,200.00 

01277 Casino Action 161,252,500.00 

01753 100X the Cash 158,582,780.00 

01593 Diamond Dollars 152,214,550.00 

01759 $200 Million Payout 150,665,300.00 

01796 Super Loteria 146,728,775.00 

01580 50X the Cash 142,250,580.00 

01024 Super Set for Life 140,259,440.00 

01829 100X the Cash 134,540,420.00 

01663 50X the Cash 134,076,640.00 

01807 Super Loteria 129,179,190.00 

01867 Mega Loteria 126,867,880.00 

01095 Set For Life 122,284,550.00 

01630 Super Weekly Grand 120,039,990.00 

01827 50X the Cash 119,475,810.00 

01197 Set for Life 119,135,580.00 

01349 Set For Life 117,198,210.00 

01719 The Big Money Super Ticket 117,130,500.00 

01797 Cashword Multiplier 116,611,630.00 

01734 Millionaire's Club 116,580,340.00 

01101 $140,000,000 Extreme Payout 115,818,650.00 

01057 Set for Life 115,087,120.00 

01520 $1,000,000 Jackpot 114,324,520.00 

01617 Money Money Millionaire 111,420,360.00 

01866 Cashword Multiplier 110,942,380.00 

01401 Texas Lottery Black- Series IV 109,872,120.00 

01756 High Roller Casino Action 105,567,700.00 

01832 $7,500,000 Ultimate Cash 105,089,100.00 

01798 Bonus Cashword 104,517,654.00 

01557 Super Weekly Grand 103,579,710.00 

01694 $10 Set for Life 101,847,820.00 

01091 Big Money Bingo 101,785,805.00 

01713 $1,000,000 Instant Cashout 101,767,300.00 

01779 Super Break the Bank 101,192,200.00 

01269 Break the Bank 101,164,254.00 

00843 Break the Bank 100,840,820.00 

01715 $100,000 Cashword-o-rama 100,547,220.00 

01047 Break the Bank 99,718,746.00 
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01434 Break the Bank 98,762,770.00 

01542 Break the Bank 98,083,382.00 

01602 One Million Cash 96,647,900.00 

01531 20X Ca$h 96,627,760.00 

01527 $100,000 Cashword-O-Rama 96,078,235.00 

01737 Hit $500,000 95,864,950.00 

01028 Super Set for Life II 95,312,020.00 

00828 Set for Life 94,797,460.00 

01649 $100,000 Cashword-O-Rama 94,569,075.00 

01790 $100,000 Mega Bingo 93,130,480.00 

01097 Bonus Cashword 91,720,749.00 

01258 Bonus Cashword 91,423,896.00 

01665 20X the Cash 91,372,665.00 

01267 Bonus Word Crossword 91,239,702.00 

01351 Bonus Cashword 90,627,489.00 

01155 Bonus Cashword 90,368,742.00 

01103 Bonus Cashword 90,364,995.00 

01217 Bonus Word Cashword 89,959,128.00 

01634 Bonus Cashword 89,772,921.00 

01537 Bonus Cashword 89,644,572.00 

01451 Bonus Word Crossword 89,401,002.00 

01438 Bonus Cashword 88,609,176.00 

01257 Mega Jumbo Bucks III 88,137,090.00 

01764 $1,000,000 Riches 86,849,840.00 

01799 $100,000 Super Cashword 85,409,280.00 

01853 Money 85,130,520.00 

01834 Willy Wonka Golden Ticket 84,805,310.00 

00829 $35,000 Cashword 83,334,912.00 

01716 Cashword Multiplier 81,079,590.00 

01621 Instant Millions 79,496,060.00 

01582 20X the Cash 79,481,740.00 

01256 Giant Jumbo Bucks III 79,435,545.00 

01706 Super Ticket 7's 78,811,040.00 

00833 $130M Payout Bonanza 78,795,200.00 

01094 $130,000,000 Platinum Payout 78,782,050.00 

01824 20X the Cash 78,411,165.00 

01196 Bonus Break the Bank 75,987,155.00 

01350 Bingo Multi-Prize 75,173,690.00 

01164 Monthly Bonus 75,012,825.00 

01454 Bonus Break the Bank 74,891,585.00 

01275 Big Money Bingo 74,541,830.00 

00839 Monthly Bonus 74,533,825.00 

01005 Bonus Break the Bank 74,503,675.00 

01556 Bonus Weekly Grand 74,265,865.00 

00797 Bonus Break the Bank 73,704,085.00 

01784 Bonus Break the Bank 73,647,965.00 

01870 Ultimate Millions 73,419,100.00 

01342 Bonus Break the Bank 73,261,015.00 

01613 Bonus Cashword 73,149,420.00 

01437 Monthly Bonus 72,728,200.00 

01429 Bonus Break the Bank 72,687,390.00 

01546 Bingo Multi-Prize 72,529,320.00 
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01439 Bingo Multi-Prize 72,353,045.00 

01714 Bonus Cashword 72,010,224.00 

01693 $5 Set for Life 71,979,930.00 

01069 Big Money Bingo 71,511,408.00 

01545 $75,000 Cashword-O-Rama 70,961,070.00 

01632 Bonus Break the Bank 70,540,790.00 

01745 $500,000 Money Mania 70,242,700.00 

01637 Holiday Game Book 69,690,880.00 

01142 Maximum Millions 68,752,420.00 

01795 Instant Bingo 67,803,240.00 

01534 Big Winning Numbers 67,062,250.00 

01629 Bonus Weekly Grand 66,896,825.00 

01736 Hit $200,000 66,830,930.00 

01808 Bonus Break the Bank 66,352,740.00 

01794 $5 Set for Life 66,098,565.00 

01270 Weekly Grand 65,873,742.00 

01343 Monthly Bonus 65,856,700.00 

01062 Monthly Bonus 64,616,790.00 

01838 Instant Millionaire 62,777,200.00 

01153 Weekly Grand 62,325,184.00 

01027 Weekly Grand 62,122,610.00 

01711 Holiday Game Book 61,392,560.00 

01789 Texas Loteria 61,068,348.00 

01096 Instant Bingo 60,964,856.00 

00823 $130 M Spectacular 60,592,300.00 

01450 Lucky Gems Bingo 60,540,868.00 

01628 Weekly Grand 60,360,872.00 

01683 Texas Loteria 60,332,523.00 

01540 Loteria Texas 60,264,069.00 

01022 $250,000  Bingo 60,236,960.00 

01524 Loteria 60,125,031.00 

01648 Loteria 59,967,462.00 

01801 Texas Loteria 59,788,779.00 

01733 Super Loteria 59,595,025.00 

01635 Loteria 59,507,697.00 

01068 $1,000,000 Gold Rush 59,443,740.00 

01440 Weekly Grand 59,379,086.00 

01356 Texas Lottery Black- Series III- Limited 

Edition

59,360,770.00 

01355 Weekly Grand 59,195,832.00 

01242 Casino Bingo 59,125,840.00 

00827 Weeky Grand 59,124,210.00 

01276 Texas Lottery Black 59,100,180.00 

01324 Texas Lottery Black Series II- Limited 

Edition

58,602,180.00 

01555 Weekly Grand 58,398,350.00 

01802 Break the Bank 58,181,322.00 

01869 $1,000,000 High Roller 58,089,880.00 

01567 Ultimate Crossword 57,948,590.00 

01607 Texas Gold 57,913,860.00 

01198 Cash Bingo 57,804,170.00 

01486 Cash Excitement 57,363,780.00 

00836 Millions and Millions 57,154,770.00 

01118 Texas $50 Million Club 57,088,440.00 
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01707 Cashword Multiplier 56,950,970.00 

01428 Lucky Gems Bingo 56,734,042.00 

01490 Jumbo Cash Doubler 56,500,520.00 

01443 $250,000 Bingo 56,450,700.00 

01261 Dallas Cowboys 56,450,495.00 

01448 VIP Club 56,369,980.00 

01651 Ultimate Crossword 55,908,430.00 

01040 $1 Million Double Action 55,748,880.00 

00774 $1,000,000 Vegas Luck 55,053,875.00 

01453 Monthly Bonus 54,715,545.00 

00830 Instant Bingo 54,370,886.00 

01250 2010 Dallas Cowboys 53,993,300.00 

01547 $250,000 Bingo 52,626,690.00 

01769 $250,000 Extreme Green 52,491,180.00 

01511 20X Cash 52,071,640.00 

01260 Wild 10's 51,539,600.00 

01687 20X the Cash 50,814,510.00 

01641 20X the Cash 49,978,965.00 

01793 Weekly Grand 49,909,478.00 

01748 $250,000 Cash 49,783,310.00 

01612 Break the Bank 49,723,128.00 

00817 $1 Million Cash 49,043,200.00 

01778 Break the Bank 49,007,650.00 

01211 Gold Bar Bonanza 48,700,890.00 

01638 Holiday Magic 48,514,610.00 

01650 $100,000 Mega Bingo 48,251,955.00 

01868 Bonus Cashword 48,129,192.00 

01633 Twisted Bingo 47,056,758.00 

01743 $250,000 Cash Craze 46,526,420.00 

01830 50X Super Ticket 46,219,300.00 

01726 Happy Holidays 46,174,860.00 

01620 Big Money 45,947,450.00 

01704 $100,000 Mega Bingo 45,460,370.00 

01285 Platinum Present 45,194,460.00 

01266 Loteria Texas 45,124,518.00 

01562 Holiday Millions 44,820,640.00 

01803 Hit $200,000 44,607,985.00 

01442 Loteria Texas 44,523,813.00 

01016 $1 Million Holiday Winnings 44,492,840.00 

01102 Cash Bingo 44,492,464.00 

01452 Loteria Texas 44,418,288.00 

01383 Loteria Texas 44,416,113.00 

01041 Magnificent Millions 44,005,300.00 

01370 Silver Bells 43,861,805.00 

01263 Bonus Word Crossword 43,781,160.00 

01510 $75,000 Cashword-O-Rama 43,361,260.00 

01538 Loteria Texas 43,323,264.00 

01466 Merry Millions 43,277,720.00 

01818 Holiday Countdown Super Ticket 42,955,140.00 

01341 Loteria Texas 42,903,714.00 

00824 Break the Bank 42,863,870.00 

01124 Sizzlin' Red 7's 41,601,609.00 
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01507 Twisted Bingo 41,437,380.00 

01609 Bingo Mania 41,254,338.00 

01232 Big Money 40,876,700.00 

01781 Casino Cash 40,758,810.00 

01552 Platinum Payout 40,509,970.00 

01150 Precious Jewels 40,497,110.00 

01588 7 40,447,050.00 

01692 $2 Set for Life 40,378,404.00 

01472 Double Action 40,116,830.00 

01221 $100,000 Super 7's 40,096,050.00 

01619 Red Ball Tripler 40,012,910.00 

01255 Jumbo Bucks III 39,626,106.00 

01290 Winter Bucks 39,620,590.00 

01470 Holiday Doubler 39,438,470.00 

01500 Sizzlin' 7's 39,420,785.00 

01498 Maximum Jackpot 39,296,120.00 

01436 World Series of Poker 39,214,000.00 

01822 Winners Galore 39,190,780.00 

01192 Jingle Jumbo Bucks 39,159,840.00 

01645 Caesars 39,069,225.00 

01441 The Golden Ticket 38,890,890.00 

01132 Stacks of Cash 38,784,720.00 

01571 Gifts Galore 38,658,430.00 

01359 $250,000 Bingo 38,568,500.00 

01735 Hit $50,000 38,494,382.00 

01709 Bonus Break the Bank 38,399,170.00 

01122 Jingle Jumbo Bucks 38,162,300.00 

01811 $100,000 Cash 37,976,665.00 

01373 Seasons Greetings 37,943,250.00 

01826 $500 Frenzy 37,785,290.00 

01823 10X the Cash 37,637,928.00 

01368 Merry Millionaire 37,362,720.00 

01623 Solid Gold 37,334,210.00 

01201 Big Payout 37,325,160.00 

01721 777 Sevens 37,209,920.00 

01685 Golden 7's 36,881,855.00 

01817 Golden Ticket 36,686,800.00 

01611 Money Spectacular 36,595,185.00 

01833 Lucky No. 7 36,583,025.00 

01325 5 Times Lucky 36,494,485.00 

01577 21 36,471,065.00 

01018 Holiday Lucky Times 10 36,460,710.00 

01664 10X the Cash 36,379,990.00 

00765 Monthly Bonus 36,355,105.00 

01758 $27 Million Payout 36,255,345.00 

01729 Wild 10's 36,107,740.00 

01222 Cash Extravaganza 36,066,700.00 

01653 $100,000 Merry Money 36,066,325.00 

01363 Dallas Cowboys 35,934,465.00 

01126 Fantastic 5's 35,907,923.00 

01831 Lucky 7 Flip Multiplier 35,817,360.00 
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01140 Bust the Bank 35,662,955.00 

01212 $50,000 Cash 35,521,019.00 

01193 Merry Millionaire 35,256,880.00 

01723 Merry Money 35,200,580.00 

01464 Ruby 7's 35,156,010.00 

01636 Texas Dream Home 35,138,415.00 

01668 Win It All 35,072,945.00 

01073 Texas Hold'em 34,982,920.00 

01473 Platinum 10X 34,864,790.00 

01761 Triple Winning 7's 34,830,500.00 

01302 Magnificent 7's 34,743,023.00 

01067 Hot Streak 34,684,216.00 

01815 Garland Riches 34,646,280.00 

01739 Texa$ Ca$h Blowout 34,623,210.00 

01036 Lucky Times 7 34,435,898.00 

01287 Holiday Riches 34,399,240.00 

01303 $100,000 Jackpot 34,242,655.00 

01051 $75,000 Casino 34,222,475.00 

01459 10X The Money 34,216,615.00 

00658 Bonus Break the Bank 34,186,570.00 

01488 Instant Riches 34,048,860.00 

01120 Merry Money 34,045,595.00 

01670 Hot Numbers 33,890,320.00 

01329 Scorching 7's 33,877,424.00 

01215 $50,000 Payout 33,792,100.00 

00825 $1 Million Extravaganza 33,783,840.00 

01842 Explosion de Dinero 33,677,880.00 

01307 Price is Right 33,555,515.00 

01083 Best of 7's 33,538,491.00 

01146 Dazzlin' Diamond 7's 33,488,532.00 

01244 Royal 7's 33,466,608.00 

01358 Mega Money 33,444,170.00 

01189 Winter Winnings 33,432,620.00 

01820 Wild Cash Bonanza 33,413,545.00 

01424 Dallas Cowboys 33,359,585.00 

01228 $50,000 Joker's Wild 33,343,535.00 

01768 High Roller 33,341,610.00 

01514 Red Hot and Wild 7's 33,170,260.00 

01166 Summer Spectacular 33,140,620.00 

01172 Super Wild 8's 33,062,959.00 

01291 Fabulous Fortune 33,011,235.00 

01219 Platinum 8's 32,878,505.00 

01688 $200,000 Jackpot 32,831,555.00 

01703 Golden Ticket 32,750,730.00 

01134 $50,000 Treasures 32,589,940.00 

01377 $100,000 Extreme Cash 32,400,550.00 

01224 $50,000 Riches 32,297,170.00 

01702 Funky 5's 32,280,770.00 

01806 Texas Loteria 32,083,353.00 

00834 Money Mania 31,981,470.00 

01750 Texas Wild 7's 31,926,815.00 

01747 $200,000 Double Payday 31,846,460.00 
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01176 Lucky 7's 31,645,187.00 

01684 Money Multiplier 31,562,310.00 

01658 $100,000 Extreme Green 31,559,390.00 

01204 Precious Pearl 7's 31,467,527.00 

01019 Cool 7's 31,406,515.00 

01279 Hit the Jackpot 31,323,838.00 

01615 Cowboys 31,100,475.00 

01559 All or Nothing 30,751,045.00 

01259 Loteria Texas 30,653,721.00 

01599 Golden Key 30,498,635.00 

01495 Fun 5's 30,306,935.00 

01098 Jewels of the Nile 30,251,775.00 

01283 Silver & Gold 30,237,915.00 

01072 $100,000 Cash Spectacular 30,196,770.00 

01070 State Fair of Texas 30,194,860.00 

01345 Loteria Texas 30,184,941.00 

01316 Loteria Texas 30,175,257.00 

01573 Red Diamond 7's 30,165,100.00 

00785 10 Times Lucky 30,065,510.00 

01367 Black Onyx 7's 30,062,570.00 

01148 Sapphire Blue 5's 30,045,925.00 

01408 20th Anniversary 30,025,370.00 

01048 Money Maker 30,020,340.00 

01564 Trim the Tree 29,963,190.00 

01656 Holiday Gold 29,913,475.00 

01686 Cash & Gold 29,892,380.00 

01152 Loteria Texas 29,889,253.00 

01065 Right on the Money 29,860,700.00 

01752 Cash Multiplier 29,845,380.00 

01054 Mega Jumbo Bucks 29,835,500.00 

01136 Hot Hand 29,832,213.00 

01578 10X the Cash 29,777,518.00 

01389 Find the 9's 29,735,105.00 

01252 Cash Vault 29,687,060.00 

01086 Match for Cash 29,685,960.00 

01485 $100,000 Cash 29,676,920.00 

01627 Weekly Half Grand 29,637,330.00 

01168 Casino Royale 29,570,940.00 

01282 Ruby Red 5's 29,512,945.00 

01372 Cash Blast 29,484,780.00 

01763 Wild Cash 29,451,175.00 

01240 20X The Cash 29,433,830.00 

01468 Nutcracker Cash 29,419,860.00 

01271 $250,000 Bingo 29,396,130.00 

01331 20X the Money 29,351,050.00 

01446 9's In a Line 29,348,932.00 

01528 Cowboys 29,333,690.00 

01403 Black Pearls 29,279,550.00 

01568 Cash Machine 29,268,985.00 

01415 7x the Money 29,256,910.00 

01334 $50,000 Player's Club 29,254,445.00 

01484 $100,000 Winnings 29,236,930.00 
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01333 Break the Bank 29,229,888.00 

01698 Bingo Mania 29,222,250.00 

01063 Loteria Texas 29,197,923.00 

01015 Merry Money 29,158,990.00 

00838 Magnificent 7s 29,136,450.00 

01455 High Roller 29,042,600.00 

01315 Cash Extravaganza 29,030,165.00 

01116 Welcome to Fabulous Las Vegas 29,013,670.00 

01400 Texas 7's 28,879,290.00 

01411 5X Fortune 28,869,605.00 

01461 Diamond Mine 28,855,530.00 

01523 Joker's Wild 28,853,235.00 

01030 Strike It Rich 28,840,320.00 

01295 Green Machine 28,837,915.00 

01385 Chocolate 28,810,295.00 

01229 Crazy Wild 5's 28,778,870.00 

01300 20X The Money 28,764,060.00 

01318 Instant Powerball 28,736,660.00 

01380 Groovy Cash 28,731,960.00 

01158 Pure Gold 28,731,500.00 

01144 Pot O' Gold 28,707,460.00 

01322 Funky 5's 28,669,760.00 

01234 Cool Cash Tripler 28,562,665.00 

01659 Extreme 8s 28,549,000.00 

01392 Spicy Hot 5's 28,544,965.00 

01381 Money Multiplier 28,544,795.00 

01398 Cash Farmer 28,537,395.00 

01730 Lucky Gems Bingo 28,535,236.00 

01184 $50,000 Cash Winfall 28,501,294.00 

01516 Livin' Lucky 28,461,635.00 

01274 Instant Powerball 28,410,780.00 

01776 Cowboys 28,324,710.00 

01053 Giant Jumbo Bucks 28,273,885.00 

01246 Gold Fever 28,272,360.00 

01337 $100,000 Fortune 28,270,230.00 

01585 Cash Multiplier 28,133,900.00 

01432 $100,000 Silver & Gold 28,084,575.00 

01696 Texas Loteria 27,994,269.00 

01105 Giant Jumbo Bucks II 27,978,115.00 

01084 Loteria 27,775,998.00 

00798 WPT Texas Hold'em 27,772,410.00 

01125 Weekly Bonus 27,717,057.00 

01226 Totally Topaz 7's 27,566,679.00 

01309 5 Star Cash 27,564,690.00 

01478 Happy Holidays 27,376,015.00 

01178 Take 5 27,358,490.00 

01026 Blazin' Hot Bucks 27,300,190.00 

01508 Money Mania 27,225,015.00 

01640 10X the Cash 27,178,306.00 

01413 $50 Grand 27,156,365.00 

01483 Golden Spades 27,125,100.00 

01194 Cadillac Cash 27,122,330.00 
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01099 The Texas Ranger Limited Edition Silver 

Series

27,121,145.00 

01431 $100,000 Riches 27,068,630.00 

01813 Hit the Jackpot 26,891,660.00 

01004 Deal or No Deal 26,844,115.00 

01238 Solid Gold 26,790,720.00 

01841 25th Anniversary 26,762,515.00 

00784 Fantastic 5s 26,761,390.00 

01254 Houston Texans 26,588,100.00 

01421 King's Ransom 26,564,505.00 

01691 $1 Set for Life 26,522,232.00 

01418 Fire & Ice 5's 26,502,955.00 

01570 Merry Money 26,496,800.00 

01312 Hot $100,000 26,495,260.00 

01162 Cash Frenzy 26,476,125.00 

01339 Green and Gold 26,306,470.00 

01361 Triple 7's 26,188,010.00 

00840 Big Money Bingo 26,029,230.00 

01561 Sapphire 7's 26,021,390.00 

01284 Winter Green 25,997,545.00 

01554 Weekly Half Grand 25,982,118.00 

01886 $10, $20 or $50! 25,945,725.00 

01009 $75,000 Pinball Wizard 25,901,428.00 

01553 Cash Extravaganza 25,760,660.00 

01505 Mucho Cash Fiesta 25,758,880.00 

01045 Texas NBA 25,754,815.00 

01236 Casino Royale 25,687,210.00 

01471 Great 8's 25,663,965.00 

00805 Top Prize $500,000 25,622,348.00 

01718 Instant Jackpot! 25,593,880.00 

01058 20 Times the Money 25,531,640.00 

01503 Fast Cash 25,445,430.00 

01327 Black Cherry Doubler 25,315,460.00 

01130 Extreme 8's 25,298,590.00 

01493 Gimme 5 25,297,905.00 

01575 Cash Club 25,285,920.00 

01548 5X Raceway Riches 25,259,165.00 

01892 $500,000 Ca$h 25,145,910.00 

01076 $50,000 Solid Gold 25,099,779.00 

01007 Big Riches 24,975,985.00 

00779 $50,000 Maximum Payout 24,931,170.00 

01081 King of Cash 24,924,220.00 

01112 Cash Vault 24,860,810.00 

01625 Mega Slots 24,832,790.00 

01738 Hit $5,000 24,758,427.00 

01093 Blackjack 21 24,745,450.00 

00815 Gold Rush Luck 24,714,880.00 

01085 King Tut's Treasures 24,685,440.00 

01396 Emerald 7's 24,669,135.00 

00837 High Roller 24,611,840.00 

01292 Season's Gold 24,587,595.00 

01825 5X the Cash 24,450,495.00 

01597 Lucky Numbers 24,435,450.00 
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01782 Crazy Cash 24,427,260.00 

01248 Run the Table 24,368,785.00 

01661 5X the Cash 24,349,781.00 

01731 Holiday Treasures 24,330,040.00 

01835 Cash Fortune 24,281,035.00 

01092 Red Hot 5's 24,221,705.00 

01346 $250,000 Bingo 24,170,190.00 

01191 Sparkling 7's 24,126,123.00 

01766 50X Fast Cash 24,116,275.00 

01592 Fun 5's 24,004,645.00 

01851 Instant Riches 23,909,230.00 

01662 Chocolate 23,705,795.00 

01773 Rich 23,674,100.00 

01106 Mega Jumbo II 23,663,590.00 

01364 Houston Texans 23,652,605.00 

01079 3 of a Kind 23,581,115.00 

00811 $100,000 Golden Ticket 23,558,970.00 

01262 Houston Texans 23,475,340.00 

01744 Texas Lottery Live! 23,460,285.00 

01352 $250,000 Bingo 23,265,120.00 

01456 Diamonds & Gold 23,120,165.00 

01435 Bonus Ball Bingo 22,950,141.00 

01525 Platinum Card 22,781,825.00 

01128 Holiday Treasures 22,677,545.00 

01406 Instant Powerball 22,589,825.00 

01060 Indiana Jones 22,527,450.00 

01090 $250,000 Bingo 22,213,660.00 

01519 Stacks of Cash 22,155,605.00 

01529 Houston Texans 22,053,580.00 

01678 Cowboys 21,931,275.00 

01676 Cash Countdown 21,815,180.00 

01680 5X the Cash 21,551,770.00 

01742 Lucky 7 21,467,595.00 

01821 Classy Cash 21,454,525.00 

01190 Merry Money 21,322,515.00 

01616 Houston Texans 21,182,340.00 

01535 5X the Money 21,179,895.00 

01043 Slots of Cash 21,050,075.00 

01800 Weekly Bonus 21,024,074.00 

01182 Five Star Cash 20,654,860.00 

01755 Easy Money 20,572,900.00 

01889 $200,000 Ca$h 20,527,135.00 

01530 Black Cherry Tripler 20,522,481.00 

01180 Blackjack Showdown 20,464,440.00 

01156 9's In a Line 20,462,064.00 

01604 10X Super Fast Cash 20,453,860.00 

01042 9's In a Line 20,376,619.00 

01344 Find the 9's 20,342,805.00 

01673 Raceway Riches 20,305,770.00 

01011 Find the 9's 20,252,609.00 
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01353 9's in a Line 20,176,626.00 

00769 Jokers Wild 20,163,010.00 

01268 9's in a line 20,156,524.00 

01264 Find the 9's 20,152,000.00 

01100 Find the 9's 19,873,511.00 

00768 Find the 9's 19,778,508.00 

01639 5X the Cash 19,730,571.00 

01579 Hearts On Fire 19,640,435.00 

01476 Jingle Bell Crossword 19,625,697.00 

01576 5X the Cash 19,624,245.00 

01814 Holiday Loteria 19,439,682.00 

01458 Lucky 3's 19,237,752.00 

01425 Houston Texans 19,078,390.00 

01066 SLINGO 18,837,848.00 

01682 10X the Cash 18,709,514.00 

01785 Back to School Crossword 18,257,607.00 

01199 Match and Win 18,208,119.00 

01185 Lucky Rider 18,137,005.00 

01230 Triple Payout 17,962,131.00 

01469 Holiday Break the Bank 17,543,198.00 

01320 3 Times the Money 17,530,011.00 

00775 Spicy Hot 7's 17,494,799.00 

01360 Triple Tripler 17,462,136.00 

01131 Bonus Blackjack 17,453,041.00 

01420 3X the Cash 17,415,327.00 

01056 Texas Major League Baseball Series 17,365,025.00 

01108 Diamonds & 7's 17,295,336.00 

01788 Triple the Money 17,262,646.00 

01667 Tetris 17,217,180.00 

01296 Monopoly 17,207,955.00 

00794 State Fair of Texas 17,198,005.00 

01332 Money Tripler 17,098,122.00 

01791 Texas Rangers 17,088,490.00 

01725 Jungle Gold 16,968,039.00 

01652 Candy Cane Ca$h 16,912,688.00 

01202 Triple It 16,873,329.00 

01273 Match and Win 16,869,516.00 

01123 3-D Tic-Tac-Toe 16,860,015.00 

01117 Holiday Package 16,803,423.00 

01208 Tripler 16,756,755.00 

01321 Veterans Cash 16,690,014.00 

01674 Money! Money! Money! 16,445,002.00 

01859 Crossword Connect 16,383,210.00 

01861 Instant Bingo 16,342,332.00 

01539 Bonus Ball Bingo 16,335,444.00 

01517 3X Multiplier 16,325,127.00 

01777 Houston Texans 16,285,225.00 

01786 Lucky Multiplier 16,259,187.00 

01563 Season's Greetings 16,129,224.00 

01679 Houston Texans 16,128,390.00 

01138 Aladdin's Lamp 16,005,042.00 

01188 Stocking Stuffer 15,951,183.00 
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01121 Silver Bells 15,898,689.00 

01724 Stocking Stuffer 15,880,068.00 

01780 Solid Gold 15,797,936.00 

01115 Neon 9's 15,778,440.00 

01187 Snow Dough 15,764,632.00 

01860 Big Play Cashword 15,761,190.00 

01328 Fat Cat Tripler 15,730,364.00 

01618 Triple Dynamite 15,714,484.00 

01023 The Flintstones 15,709,334.00 

01858 Break the Bank 15,665,948.00 

01104 Jumbo Bucks II 15,664,616.00 

01052 Jumbo Bucks 15,619,380.00 

00841 Green Stuff 15,614,496.00 

01151 Money Tripler 15,587,796.00 

01298 Neon 9's 15,554,792.00 

01139 Lucky Dice 15,516,098.00 

01317 Yellow Rose of Texas 15,515,592.00 

01127 Fortune Cookie 15,382,301.00 

01646 Hot 'N Spicy Tripler 15,377,624.00 

01163 Blazing 8's 15,329,154.00 

01509 Lucky Numbers 15,215,266.00 

01143 Double It! 15,214,696.00 

01243 24 Karat Cash 15,212,828.00 

01272 Veterans Cash 15,171,576.00 

01021 Double Doubler 15,170,282.00 

01845 $100 Million Golden Treasures 15,149,400.00 

01159 Treasure 15,141,614.00 

01209 Super Deuces 15,113,729.00 

01305 Triple Lucky Diamonds 15,074,553.00 

01506 Star Trek 15,069,342.00 

01760 Word Games 15,010,161.00 

01218 Veteran's Cash 15,009,388.00 

01170 8 Seconds Lucky 14,997,072.00 

01310 Triple Your Money 14,924,680.00 

01046 Fun $50's 14,851,352.00 

01591 White Ice 8's 14,690,736.00 

01336 Veterans Cash 14,663,438.00 

01850 Combo Play 14,654,496.00 

01167 Dollar Signs 14,575,506.00 

01010 Loteria Texas 14,565,168.00 

01375 Merry Crossword 14,533,260.00 

01265 Veterans Winnings 14,516,112.00 

01154 Fast Bucks 14,472,516.00 

01235 Veterans Cash 14,438,346.00 

01074 3 Times Lucky 14,415,513.00 

01376 Elvis 14,394,674.00 

01293 Double Blackjack 14,383,392.00 

01037 Majestic Jewels 14,352,432.00 

01055 Loteria Texas 14,336,739.00 

01605 Cherry Tripler 14,306,016.00 

01251 Triple Cash 14,304,210.00 

01038 I Love Lucy 14,266,962.00 
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01574 Break the Bank Limited Edition 14,220,392.00 

01314 Spin to Win 14,215,336.00 

01388 3 Times Lucky 14,116,683.00 

01002 5X Winnings 14,082,406.00 

01477 Dazzling 7's 14,076,146.00 

01770 Wild 7's Doubler 14,060,088.00 

01147 Mega Bucks 14,057,322.00 

01013 Wild Card Cash 14,050,530.00 

01710 Neon 9's 13,999,992.00 

01059 Wild Cherries 13,870,902.00 

01289 Candy Cane Cash 13,805,814.00 

01371 Holiday Gold 13,788,154.00 

01489 Blackjack Tripler 13,787,624.00 

01031 Spicy 7's 13,772,052.00 

01677 Find the 9's 13,698,172.00 

01035 2 Times Lucky 13,641,050.00 

01449 Chili Pepper Tripler 13,630,773.00 

01183 Money Tree 13,630,096.00 

01288 Gifts Galore 13,538,266.00 

01247 Flying Aces 13,474,736.00 

01195 Futbol 13,449,500.00 

01175 In the Money 13,425,796.00 

01672 Wild Money Doubler 13,352,854.00 

01253 Spicy Hot 7's 13,312,022.00 

01034 Winning in 3's 13,259,367.00 

01467 Holiday Greetings 13,147,410.00 

01087 Winning Clips 13,130,138.00 

01179 Diamonds and Gold 13,115,518.00 

00842 Pot O' Gold 13,053,624.00 

01657 Red Chili Tripler 13,011,102.00 

01135 Hearts on Fire 12,999,726.00 

01050 Pieces of Eight 12,958,690.00 

01078 Mucho Dinero 12,956,925.00 

01699 Big Cash Money 12,939,404.00 

01543 Weekly Grand 12,909,578.00 

00791 Wild Money 12,886,782.00 

01647 Lucky 13 12,864,392.00 

01587 Chili Pepper Tripler 12,829,974.00 

01852 Wheel of Fortune 12,805,830.00 

01705 Candy Blast! 12,706,550.00 

01225 Stacks of Cash 12,634,296.00 

01775 Royal Riches 12,593,894.00 

01560 Holiday Cheer 12,570,040.00 

01088 Triple Tripler 12,467,469.00 

01749 Money Bags 12,367,788.00 

01720 AMC The Walking Dead 12,287,608.00 

01660 Lucky Loot 12,253,318.00 

01014 Stocking Stuffer 12,117,889.00 

01239 Double Your Luck 12,093,180.00 

01281 Super 7's 12,070,791.00 

01708 Queen of Spades 12,034,254.00 

01171 Fiesta 12,018,316.00 
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01207 Spicy 7's 11,999,655.00 

01082 Lucky Dice Doublerr 11,978,370.00 

01286 Holiday Cheer 11,951,848.00 

01119 $250 Christmas Club 11,929,113.00 

01304 Double Dollars 11,888,272.00 

01369 Happy Holidays 11,870,908.00 

01186 Happy Holidays 11,844,471.00 

01586 Lucky Symbols 11,812,882.00 

01722 Season's Greetings 11,759,869.00 

01757 $7 Million Payout 11,752,499.00 

01386 Hit $100 11,750,110.00 

01589 Double Blackjack 11,725,125.00 

01494 Wild Card 11,653,338.00 

01071 Table Stakes 11,646,950.00 

01572 Crazy Cash 11,609,662.00 

01594 Match 3 Doubler 11,607,662.00 

01395 Spin 3 11,550,808.00 

01417 The Three Stooges 11,548,438.00 

01017 Candy Cane Cash 11,510,966.00 

01566 What's Your Number 11,508,611.00 

00796 Deluxe 7-11-21 11,464,052.00 

01399 Easy Money 11,436,354.00 

01426 Royal Riches 11,405,564.00 

01422 Rockin 9's 11,375,468.00 

01765 Gas Monkey Garage 11,371,130.00 

01497 Great Golden 8's 11,342,586.00 

01482 Neon 9's 11,327,086.00 

01872 Double Match 11,321,344.00 

01501 Money Multiplier 11,240,198.00 

01596 Triple Winning 777's 11,236,478.00 

01614 On the Money 11,195,248.00 

01049 Aztec Gold 11,192,805.00 

01430 Magic 8 Ball 11,157,032.00 

01157 What's Your Number 11,080,195.00 

01513 Money Match 11,058,228.00 

01407 Hot Numbers 11,043,516.00 

01410 Triple Lucky Numbers 11,030,498.00 

01297 Red Hot Cherries 11,016,245.00 

01137 3's a Charm 11,009,281.00 

01504 Just Match 11,004,444.00 

00685 Lucky Millions 10,983,330.00 

01569 I Love Cash 10,955,000.00 

01210 Lucky Slots 10,951,564.00 

01414 Diamond Dollars 10,925,298.00 

01366 Quick 6's 10,912,229.00 

01675 Lucky 7's 10,906,562.00 

01701 Blackjack 10,881,894.00 

01655 Happy Holidays 10,872,953.00 

01109 Cherry Doubler 10,862,199.00 

01584 VIP Cash Club 10,858,308.00 

01681 Fantastic 5's 10,855,973.00 

01697 Triple Payout! 10,836,242.00 
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01499 Fabulous 5's 10,823,392.00 

01491 Super 7's 10,804,466.00 

01608 Tic Tac Toad 10,804,070.00 

01565 Veterans Cash 10,770,988.00 

01457 KISS 10,757,442.00 

01206 Double Doubler 10,734,760.00 

01839 Back to School Crossword 10,732,716.00 

01522 Sizzlin' Cash 10,723,542.00 

01379 Gold Class 10,716,285.00 

01444 Veterans Cash 10,679,942.00 

01518 Cash Bam Boom 10,618,936.00 

01772 Cash 2 Go 10,605,855.00 

01695 Card Suits 10,595,608.00 

01669 $1 Lottery Ticket 10,589,667.00 

01762 Spicy 9's 10,587,006.00 

01391 Platinum Card 10,560,298.00 

01475 Wild Doubler 10,556,346.00 

00816 Cherry Twist 10,513,164.00 

01384 Mardi Gras 10,500,951.00 

01840 7 10,498,450.00 

01727 Mustache Money 10,466,578.00 

01603 $3,000 Spot 10,461,756.00 

01717 Emoji Match 10,461,424.00 

01200 Super Black Jack 10,452,614.00 

01689 Lucky Bucks 10,426,795.00 

01362 Sweet Cash 10,411,756.00 

01754 Cats vs Dogs - Dogs vs Cats 10,394,134.00 

01487 Tons of Fun 10,365,506.00 

01767 Win It All 10,300,095.00 

01700 Wild 1's 10,294,108.00 

01846 Fast Cash Multiplier 10,269,250.00 

01460 Roadrunner Tripler 10,171,012.00 

01003 Line 'em Up 10,166,420.00 

01113 Wild 7's 10,114,144.00 

01805 Pitbull 10,107,484.00 

01129 Lucky Duck 10,080,005.00 

01205 Cash Bounty 10,065,502.00 

01177 Monopoly 10,003,390.00 

01089 Triple Dough $$$ 9,989,282.00 

01061 Sum It Up 9,977,376.00 

01220 Match 3 Tripler 9,968,843.00 

01502 Cash Cow 9,964,520.00 

01374 Armadillo Cash 9,960,405.00 

01169 Crazy Cash 9,942,544.00 

01397 Lucky 7's 9,901,535.00 

01306 Cactus Cash 9,888,072.00 

01008 Tic-Tac-Tex 9,884,693.00 

01080 Super Match 3 9,875,752.00 

01020 7/11/21 9,871,389.00 

01278 Quick Cash 9,865,636.00 

01311 Number Safari 9,860,236.00 

01299 Pieces of 8 9,823,731.00 
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01025 Groovy 8's 9,818,163.00 

00802 Cash Explosion 9,813,278.00 

01280 Green 9,809,638.00 

01526 Wild Winnings 9,806,004.00 

01313 Lucky 13 9,799,960.00 

01521 Lucky 7's 9,793,889.00 

01479 Match 3 Tripler 9,791,900.00 

01308 Hog Mania 9,790,410.00 

01029 Quick 7's 9,782,756.00 

01581 Two Can Doubler 9,782,160.00 

01294 Triple Win 9,780,259.00 

01390 Triple It 9,779,886.00 

01378 Instant Cash Five 9,773,422.00 

01810 The University of Texas 9,759,067.00 

01515 Fantastic 5's 9,730,535.00 

01402 Amazing 8's 9,721,436.00 

01393 Spades 9,720,245.00 

01474 Veterans Cash 9,717,052.00 

01347 Cash to Go 9,708,816.00 

01532 Lady Bucks 9,701,804.00 

01481 Wild Cherry 9,679,414.00 

01541 Find the 9's 9,678,788.00 

01001 X's and O's 9,659,655.00 

01301 Red Hot Hearts 9,656,694.00 

01427 Spicy Hot Cash 9,651,635.00 

01203 Lucky 13 9,644,618.00 

01033 Hot Slots 9,634,458.00 

01624 Scoop the Cash 9,609,992.00 

01107 Poker Face 9,580,707.00 

01882 Dominoes 9,575,253.00 

01809 Texas A&M University 9,545,151.00 

01533 Cash 2 Go 9,514,005.00 

01712 Scoop the Cash Blackjack 9,482,140.00 

01111 Monster Money 9,432,916.00 

01006 Scary Money 9,381,048.00 

01883 Wild 10's 9,360,260.00 

01445 The Avengers 9,348,667.00 

01728 Veterans Cash 9,256,662.00 

01382 Happy Hearts Cash 9,249,908.00 

01405 Texas Tea 9,242,267.00 

01746 Lucky Ticket 9,213,650.00 

01149 Armadillo Dollars 9,212,808.00 

01365 Haunted Halloween 9,172,876.00 

01843 Instant Winnings 9,143,287.00 

01181 Lucky Dog Doubler 9,133,708.00 

01462 Haunted Tripler 9,133,552.00 

01213 The Money Game 9,114,468.00 

01227 Great 8's 9,106,477.00 

01133 Lucky Slots 9,094,609.00 

01323 Triple Cash 9,085,045.00 

01319 Blackjack 9,060,996.00 

01558 Scaredy Cash 9,058,376.00 
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01141 7-11-21 9,052,851.00 

01145 Blackjack 9,042,068.00 

01544 Veterans Cash 9,013,014.00 

01223 Lucky Pair 9,007,394.00 

01412 Red Hot & Blue 7's 8,999,970.00 

01173 Celebrate 8,979,747.00 

01326 Diamond Dash 8,933,264.00 

01416 Double Wild Cherries 8,784,083.00 

01819 Hipster Holiday 8,762,180.00 

01465 Cash On the Spot 8,651,960.00 

01064 Numero Uno 8,521,453.00 

01888 $75,000 Ca$h 8,508,249.00 

01409 Fast Cash 8,479,237.00 

00831 John Wayne- The Duke 8,401,470.00 

00810 $50000 Big Money 8,398,256.00 

01512 Line 'Em Up 8,362,455.00 

01012 Easy Cash 8,300,896.00 

00776 Spread the Wealth 8,265,280.00 

01241 Hot $50 8,252,221.00 

01816 Veterans Cash 8,215,784.00 

01876 Mad Money 8,186,419.00 

01233 Mother Lode 8,179,216.00 

01161 Cash To Go 8,178,737.00 

01245 Bank Loot 8,176,777.00 

01165 Easy 10's 8,137,989.00 

01044 Lucky Symbols 8,125,083.00 

01237 Tic Tac Cash 8,030,456.00 

01039 $1,000 Blackjack 8,020,436.00 

01335 Super 7's 8,007,824.00 

01075 Instant Cash Five 8,004,721.00 

01216 Pot O' Gold Tripler 7,983,686.00 

01249 $1,000 Spin 7,975,572.00 

01000 Crocodile Cash 7,970,897.00 

01875 Aces High 7,962,503.00 

01338 Super 8's 7,944,184.00 

01600 Veterans Cash 7,928,608.00 

01340 $5,000 Winnings 7,924,976.00 

01330 Red White and Blue 7's 7,900,958.00 

01792 Houston Astros 7,868,000.00 

01783 WWE 7,693,314.00 

01423 Ea$y 10 7,678,827.00 

01419 Cash Bonanza 7,665,420.00 

00803 Cash Celebration- Promotional Ticket 7,608,582.00 

01077 Boot Scootin Bucks 7,492,265.00 

00814 Roll the Dice 7,400,860.00 

00778 Lucky 7's 7,362,007.00 

01751 Fast Cash 6,988,078.00 

01836 Fiesta de Ganancias 6,780,815.00 

01865 San Antonio Spurs 6,509,895.00 

00789 Billiards 6,503,901.00 

00804 Diamond Mine 6,326,430.00 

01496 3 Times Lucky 5,875,813.00 
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01887 $2,000 Ca$h 5,617,504.00 

01863 Dallas Mavericks 5,195,110.00 

01854 Lucky Symbols 4,598,269.00 

00732 Weekly Grand 4,504,060.00 

01864 Houston Rockets 4,283,020.00 

00757 Mega Slots 4,238,860.00 

00818 Run the Table 4,203,486.00 

00793 Cat Scratch Fever 3,726,039.00 

00733 Run The Table 3,488,500.00 

00795 Golden Riches 3,223,710.00 

00820 Break The Bank 3,123,386.00 

00762 Yahtzee 3,037,556.00 

00807 Lucky Numbers 2,366,084.00 

00806 Funky 5's 2,296,495.00 

01855 Cowboys 2,017,645.00 

00764 Aces High 1,904,178.00 

00766 Bonus Cashword 1,897,347.00 

00822 Find the 9's 1,794,960.00 

01873 Triple 777 1,543,712.00 

00777 7-07-07 1,457,827.00 

00772 Payday Bonus 1,322,803.00 

00809 Big Bang Bucks 1,157,060.00 

00694 Double Doubler 968,025.00 

00790 Crown Jewels 915,660.00 

01856 Houston Texans 832,400.00 

00799 Instant Bingo 733,186.00 

00745 7-11-21 617,907.00 

01690 Cash Frenzy 477,925.00 

00813 Doubling Sevens 454,622.00 

00786 $1 Million Cash Blast 404,340.00 

01880 The University of Texas 389,144.00 

00800 Quick Silver 346,784.00 

00812 Bonus Blackjack 318,776.00 

01881 Texas A&M University 278,219.00 

00758 Ultimate Vagas Getaway 247,666.00 

00782 The Game of Life 156,246.00 

00662 World Series of Poker Texas Hold 'Em 153,220.00 

00808 3D Tic Tac Toe 146,241.00 

00801 Break The Bank 134,330.00 

00627 Grand Hand 48,890.00 

00748 Wild Winnings 47,600.00 

00780 Panda-Money-Um 35,525.00 

00653 Bonus Blackjack 29,606.00 

00671 Scratch Happy 18,688.00 

00792 Platinum Payout 9,885.00 

00723 Set For Life 8,456.00 

00736 Snake Eyes Doubler 5,393.00 

01348 7-11-21 1,381.00 

00681 Turtle Tripler 34.00 

01231 Maybe It's Your Lucky Day 30.00 

00753 Bah Humbucks 10.00 

00623 Raise the Stakes 7.00 
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Spot Color/PMS:

Logos must be printed in  
the approved PMS SPOT colors  

for that logo.

The CMYK formulas used in each 
spot color logo match the most 
recently updated Pantone Color 
Standards, which is the Pantone 
Color Bridge edition. These for-
mulas are for reference only and 
should not be used when spot 

color is requested.

Four-Color/CMYK (or “Process”):

Logos must be printed in  
the approved colors for that logo.

All four-color logos (except  
Mega Millions, Powerball and the  

Texas Education logo) have CMYK 
formulas that are unique to the  

Texas Lottery Commission.

These unique formulas are  
not intended to match any  
Pantone Color Standards.

These unique formulas should always 
be used when four-color/CMYK, or 

“process,” printing is requested.

One-Color:

Logos must be printed in  
BLACK, WHITE, or the PMS color  

approved for one-color  
application of that logo.

TLC Logo Color Specifications
The TLC logo color specifications provide the color formulas for each logo, for three different application formats: 
one-color, spot color, and four-color. All TLC logos must be printed using the color specifications for each applica-
tion. The intellectual property mark that appears with each logo must also be included. To determine which IP 
mark to use with text-only logo names, please refer to Section II of this document.

The Publications and Graphics team maintains a library of TLC logos in a variety of formats to suit different media 
and purposes. We will be happy to provide you with any of the logos upon request and can also assist in deter-
mining which application to use for a particular job. Please contact a team member for assistance.

1C:  One ColorSPOT:  PMS Color 4C:  CMYK (or “Process”)

2 Spot Color logo: CMYK formulas:

PMS Process 
Black PC PMS 123 PC

PMS Process Black PC
 C – 0
 M – 0
 Y – 0
 K – 100

PMS 123 PC
 C – 0
 M – 21
 Y – 88
 K – 0

1C options:

Black PMS 280 PC PMS 873 PC

This particular logo consists of 9 colors, 
none of which are a specific spot color.  
CMYK formulas are as follows:

  Black circle: 0.0.0.100
  Yellow circle: 0.5.100.0
  Cream circle: 0.5.18.0
  Blue circle: 30.0.0.0
  Green leaf: 95.24.100.10
  Green berry: 20.0.25.0
  Leaf acorn (dark): 20.20.21.50
  Leaf acorn (light): 20.20.20.20
  Star (dark) & Ribbon: 0.20.75.0
  Star (light): 0.10.37.0

Black
 C – 0
 M – 0
 Y – 0
 K – 100

PMS 280 PC
 C – 100
 M – 78
 Y – 5
 K – 18

PMS 873 PC
 C – 33
 M – 37
 Y – 58
 K – 16
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SPOT:  PMS Color 4C:  CMYK (or “Process”)

2 Spot Color logo:

Lottery Blue
 C – 100
 M – 80
 Y – 0
 K – 30

Lottery Orange
 C – 0
 M – 40
 Y – 100
 K – 0

CMYK formulas:

PMS 280 PC PMS 150 PC

1C:  One Color

Lottery Blue Lottery Orange

PMS 280 PC
 C – 100
 M – 78
 Y – 5
 K – 18

PMS 150 PC
 C – 0
 M – 35
 Y – 70
 K – 0

1C:  One ColorSPOT:  PMS Color 4C:  CMYK (or “Process”)

1C options:

2 Spot Color logo:

Bingo Blue
 C – 100
 M – 43
 Y – 0
 K – 0

Bingo Yellow
 C – 0
 M – 30
 Y – 94
 K – 0

CMYK formulas:

PMS 300 PC PMS 123 PC Bingo Blue Bingo Yellow

PMS 300 PC
 C – 100
 M – 42
 Y – 0
 K – 0

PMS 123 PC
 C – 0
 M – 21
 Y – 88
 K – 0 Black White PMS 300 PC

1C options:

Black PMS 280 PCWhite
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1C:  One ColorSPOT:  PMS Color 4C:  CMYK (or “Process”)

2 Spot Color logo:

Lotto Red
 C – 0
 M – 94
 Y – 34
 K – 27

Lotto Yellow
 C – 0
 M – 30
 Y – 94
 K – 0

CMYK formulas:

PMS 215 PC PMS 123 PC Lotto Red Lotto Yellow

PMS 215 PC
 C – 5
 M – 100
 Y – 26
 K – 24

PMS 123 PC
 C – 0
 M – 21
 Y – 88
 K – 0

1C:  One Color

1C options:

Black White

PMS 2738 PC

1C options:

Black White PMS 215 PC

SPOT:  PMS Color 4C:  CMYK (or “Process”)

2 Spot Color logo:

TX TwoStep Blue
 C – 100
 M – 79
 Y – 0
 K – 0

TX TwoStep Red
 C – 0
 M – 100
 Y – 91
 K – 0

CMYK formulas:

PMS 2738 PC PMS 485 PC TX TwoStep  
Blue

TX TwoStep  
Red

PMS 2738 PC
 C – 100
 M – 84
 Y – 0
 K – 2

PMS 485 PC
 C – 0
 M – 93
 Y – 95
 K – 0 PMS 485 PC
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1C:  One ColorSPOT:  PMS Color 4C:  CMYK (or “Process”)

4 Spot Color logo: CMYK formulas:

1C:  One ColorSPOT:  PMS Color 4C:  CMYK (or “Process”)

1C options:

Black White

PMS 144 PC PMS 2685 PC

PMS 
2685 PC

PMS 144 PC
 C – 0
 M – 52
 Y – 100
 K – 0

PMS 
144 PC

PMS 2685 PC
 C – 92
 M – 100
 Y – 0
 K – 10

PMS 
123 PC

PMS 340 PC
 C – 100
 M – 0
 Y – 74
 K – 0

PMS 
340 PC

PMS 123 PC
 C – 0
 M – 21
 Y – 88
 K – 0

Daily 4
Purple

Daily 4  
Orange

 C – 0
 M – 52
 Y – 100
 K – 0Daily 4

Orange

Daily 4  
Purple

 C – 92
 M – 100
 Y – 0
 K – 10

Daily 4
Yellow

Daily 4  
Green

 C – 100
 M – 0
 Y – 69
 K – 15Daily 4

Green

Daily 4  
Yellow

 C – 0
 M – 30
 Y – 94
 K – 0

4 Spot Color logo: CMYK formulas:

PMS 
340 PC

PMS 123 PC
 C – 0
 M – 21
 Y – 88
 K – 0

PMS 
123 PC

PMS 340 PC
 C – 100
 M – 0
 Y – 74
 K – 0

PMS 
2685 PC

PMS 2685 PC
 C – 92
 M – 100
 Y – 0
 K – 10

Pick 3
Green

Pick 3
Yellow

 C – 0
 M – 30
 Y – 94
 K – 0Pick 3

Yellow

Pick 3
Green

 C – 100
 M – 0
 Y – 69
 K – 15

Pick 3
Purple

Pick 3
Purple

 C – 92
 M – 100
 Y – 0
 K – 10

Black White PMS 340 PC
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SPOT:  PMS Color 4C:  CMYK (or “Process”)

4 Spot Color logo: CMYK formulas: 1C options:

Black White

PMS 2685 PC PMS 340 PC

PMS 
2685 PC

PMS 340 PC
 C – 100
 M – 0
 Y – 74
 K – 0

PMS 
340 PC

PMS 2685 PC
 C – 92
 M – 100
 Y – 0
 K – 10

PMS 
123 PC

PMS 123 PC
 C – 0
 M – 21
 Y – 88
 K – 0

SumItUp
Purple

Sum It Up
Green

 C – 100
 M – 0
 Y – 69
 K – 15SumItUp

Green

Sum It Up
Purple

 C – 92
 M – 100
 Y – 0
 K – 10

SumItUp
Yellow

Sum It Up
Yellow

 C – 0
 M – 30
 Y – 94
 K – 0

SPOT:  PMS Color 4C:  CMYK (or “Process”)

2 Spot Color logo:

Scratch Logo Blue
 C – 100
 M – 43
 Y – 0
 K – 0

Scratch Logo Green
 C – 76
 M – 0
 Y – 91
 K – 0

CMYK formulas:

PMS 300 PC PMS 361 PC Scratch Logo 
Blue

Scratch Logo 
Green

PMS 300 PC
 C – 100
 M – 42
 Y – 0
 K – 0

PMS 361 PC
 C – 75
 M – 0
 Y – 100
 K – 0

1C:  One Color

1C options:

Black PMS 300 PCWhite
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1C:  One ColorSPOT:  PMS Color 4C:  CMYK (or “Process”)

2 Spot Color logo: CMYK formulas:

CashFive Purple
 C – 94
 M – 94
 Y – 0
 K – 0

CashFive Green
 C – 56
 M – 0
 Y – 100
 K – 0

PMS 267 PC PMS 376 PC CashFive 
Purple

CashFive 
Green

PMS 267 PC
 C – 86
 M – 96
 Y – 0
 K – 0

PMS 376 PC
 C – 53
 M – 0
 Y – 96
 K – 0

1C options:

Black White PMS 267 PC

SPOT:  PMS Color 4C:  CMYK (or “Process”)

PMS 2738 PC
 C – 100
 M – 84
 Y – 0
 K – 2

PMS 108 PC
 C – 0
 M – 6
 Y – 95
 K – 0

PMS 485 PC
 C – 0
 M – 93
 Y – 95
 K – 0

PMS 430 PC
 C – 33
 M – 18
 Y – 13
 K – 37

Same formulas for Spot & CMYK.

4 Spot Color logo: CMYK formulas:

PMS 2738 PC PMS 485 PC

PMS 108 PC PMS 430 PC

1C:  One Color

1C options:

Black
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SPOT:  PMS Color 4C:  CMYK (or “Process”)

PMS Process Black PC
 C – 0
 M – 0
 Y – 0
 K – 100

PMS 186 PC
 C – 0
 M – 100
 Y – 75
 K – 4

Same formulas for Spot & CMYK.

CMYK formulas:2 Spot Color logo:

PMS Process 
Black PC PMS 186 PC

1C:  One Color

1C options:

Black

SPOT:  PMS Color 4C:  CMYK (or “Process”) 1C:  One Color

1C options:

Black

PMS 280 PC PMS 150 PC

PMS 137 PC PMS 138 PC

4 Spot Color logo:

PMS 280 PC
 C – 100
 M – 78
 Y – 5
 K – 18

PMS 137 PC
 C – 0
 M – 38
 Y – 95
 K – 0

PMS 150 PC
 C – 0
 M – 35
 Y – 70
 K – 0

PMS 138 PC
 C – 0
 M – 50
 Y – 100
 K – 0

Same formulas for Spot & CMYK.

CMYK formulas:

Exhibit 2



Updated 6/17

PMS 2995 PC PMS 130 PC

SPOT:  PMS Color 4C:  CMYK (or “Process”) 1C:  One Color

Black

2 Spot Color logo:

PMS 2995 PC
 C – 80
 M – 12
 Y – 1
 K – 0

PMS 130 PC
 C – 2
 M – 38
 Y – 100
 K – 0

Same formulas for Spot & CMYK.

CMYK formulas:

130 PC

2995 PC

White

PMS 295 PC PMS 187 PC

SPOT:  PMS Color 4C:  CMYK (or “Process”) 1C:  One Color

Black

2 Spot Color logo:

PMS 295 PC
 C – 100
 M – 68
 Y – 8
 K – 52

PMS 187 PC
 C – 5
 M – 100
 Y – 71
 K – 22

Same formulas for Spot & CMYK.

CMYK formulas:
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SPOT:  PMS Color 4C:  CMYK (or “Process”)

2 Spot Color logo:

PMS 280 PC PMS 150 PC

PMS 280 PC
 C – 100
 M – 78
 Y – 5
 K – 18

PMS 150 PC
 C – 0
 M – 35
 Y – 70
 K – 0

Lottery Blue
 C – 100
 M – 80
 Y – 0
 K – 30

Lottery Orange
 C – 0
 M – 40
 Y – 100
 K – 0

CMYK formulas:

Lottery Blue Lottery Orange

1C options:

Black White

1C:  One Color

Black

SPOT:  PMS Color 4C:  CMYK (or “Process”)

PMS Process Black PC
 C – 0
 M – 0
 Y – 0
 K – 100

PMS 361 PC
 C – 75
 M – 0
 Y – 100
 K – 0

PMS 146 PC
 C – 7
 M – 55
 Y – 100
 K – 34

PMS 485 PC
 C – 0
 M – 93
 Y – 95
 K – 0

Same formulas for Spot & CMYK.

4 Spot Color logo: CMYK formulas:

1C:  One Color

1C options:

PMS Process 
Black PC PMS 146 PC

PMS 361 PC PMS 485 PC
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Frequently Used 

Texas Lottery Commission (TLC) Trademarks 

 

 

 

Trademark 

 

Notes 

 
 

Texas Lottery® 

 

OR 

 

 
 

OR 

 

 
 

 

 

 

 

Use the symbol ® with this word mark (Texas Lottery® tickets; Texas Lottery® games; 

Texas Lottery® players). 

 

Use the name “Texas Lottery Commission” to describe the governmental entity. If you 
choose to describe the agency as Texas Lottery, please do not use ® designation. 

 

 
 

 

 

 

Use the symbol ® with this logo.  

 

 

 

 

Use the symbol ™ with this logo (registered with the State of Texas). 

 

 

Lotto Texas® 

 

 

Use the symbol ® with this word mark. 

 
 

 

Use the symbol ® with this logo. 

 
Lotto Texas with Extra!® 

 

 
Use the symbol ® with this word mark.  

 
 

 
 

Use the symbol ® with this logo. 

 

Texas Two Step® 

 

 

Use the symbol ® with this word mark. 

 

 

Use the symbol ® with this logo. 
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Cash Five® 

 

 
Use the symbol ® with this word mark.  

 

 

Use the symbol ® with this logo. 

 

Pick 3™ 

 

 

Use the symbol ™ with this word mark. 

 

 

Use the symbol ® with this logo. 

Texas Lottery Pick 3 with sum it 

up!® 

 
Use the symbol ® with this word mark.  

 

 

Use the symbol ® with this logo.  

Daily 4™ Use the symbol ™ with this word mark. 

 

Texas Lottery Daily 4™ 

 

Use the symbol ™ with this word mark. 

 

 

 

 

Use the symbol ® with this logo. 

Texas Lottery Daily 4 with sum 

it up!™ 
Use the symbol ™ with this word mark. 

 

 

 

 

Use the symbol ® with this logo.  

 

Sum It Up!® 

 

 

Use the symbol ® with this word mark. 

 

 

 

 

Use the symbol ® with this word mark. 

 

Scratch-Offs 

 

Do not use ™ nor ® symbol in connection with the words “Scratch-Offs.” 

 

Use the symbol ® with this logo.  
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Use the symbol ® with this logo. 

 

Use the symbol ® with this logo. 

LUCK|XURY® Use the symbol ® with this logo.   

Mega Millions® 

 

The State of Illinois registered this word mark and gave the TLC permission to use it in 

connection with the multi-state game.   

 

Use the symbol ® with this word mark. 

 

Megaply® 

 

 

Use the symbol ® with this word mark. 

 

Megaplier® 

 

 

Use the symbol ® with this word mark. 

When you buy, Megaply!® 

 

Use the symbol ® with this word mark. 

 

 

 

 

Use the symbol ® with this logo. 

All or Nothing™ Use the symbol ™ with this word mark.  

 

Use the symbol ® with this logo. 

Texas Triple Chance ™ Use the symbol ™ with this word mark. 

 

Use the symbol ® with this logo. 

Next Time, It Could be You® Use the symbol ® with this word mark.  

Play the Games of Texas® 

 

Use the symbol ® with this word mark. 

 

Maybe It’s Your Lucky Day™ Use the symbol ™ with this word mark (registered with the State of Texas).  
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Big Dreams Start Here!® Use the symbol ® with this word mark. 

Texas Hold ’Em™ Use the symbol ™ with this word mark. 

Lone Star Lineup® Use the symbol ® with this word mark. 

 

 
 

Use the symbol ® with this logo. 

Just the Jackpot™ 

Georgia Lottery Corporation filed for registration of this word mark on April 21, 2017, 

and gave the TLC permission to use the mark.  

 

Use the symbol ™ with this word mark. 

 

Use the symbol ™ with this logo.  

Powerball® 

Registered by the Multi-State Lottery Association (MUSL). MUSL gave permission to 

the TLC to use the mark in connection with the multi-state game.  

 

Use the symbol ® with this word mark.  

 
Use the symbol ® with this logo.  

Power Play® 

Registered by the Multi-State Lottery Association (MUSL). MUSL gave permission to 

the TLC to use the mark in connection with the multi-state game. 

 

Use the symbol ® with this word mark.  

 

 

Use the symbol ® with this logo.  

 

 

Use the symbol ® with this logo.  
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DMA Code DMA Description Total Sales *

1 ABILENE-SWEETWATER 69,535,185.00$      

2 AMARILLO 83,596,417.50$      

3 AUSTIN 375,041,179.50$    

4 BEAUMONT-PORT ARTHUR 108,227,382.00$    

5 CORPUS CHRISTI 164,827,503.00$    

6 DALLAS-FT. WORTH 1,290,902,007.50$ 

7 EL PASO 78,406,994.50$      

8 HARLINGEN 214,693,602.00$    

9 HOUSTON 1,280,061,780.00$ 

10 LAREDO 39,877,669.50$      

11 LUBBOCK 76,928,645.00$      

12 ODESSA-MIDLAND 111,739,382.50$    

13 SAN ANGELO 35,548,879.00$      

14 SAN ANTONIO 607,419,799.00$    

15 SHERMAN-ADA 23,314,983.50$      

16 SHREVEPORT 56,649,291.00$      

17 TYLER-LONGVIEW 165,051,398.50$    

18 VICTORIA 23,900,680.00$      

19 WACO-TEMPLE-BRYAN 237,754,715.50$    

20 WICHITA FALLS 35,149,065.50$      

5,078,626,560.00$ 

*Total Sales are unaudited and do not reflect sales adjustments.
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DMA Code DMA Description Scratch*

1 ABILENE-SWEETWATER $58,996,590

2 AMARILLO $69,827,451

3 AUSTIN $308,192,670

4 BEAUMONT-PORT ARTHUR $84,247,135

5 CORPUS CHRISTI $139,786,731

6 DALLAS-FT. WORTH $979,516,635

7 EL PASO $51,695,179

8 HARLINGEN $176,437,384

9 HOUSTON $914,771,434

10 LAREDO $27,857,915

11 LUBBOCK $65,657,270

12 ODESSA-MIDLAND $93,867,452

13 SAN ANGELO $30,552,358

14 SAN ANTONIO $499,515,051

15 SHERMAN-ADA $18,815,086

16 SHREVEPORT $43,842,946

17 TYLER-LONGVIEW $133,843,066

18 VICTORIA $19,915,096

19 WACO-TEMPLE-BRYAN $189,582,323

20 WICHITA FALLS $28,317,195

$3,935,236,967

*Scratch sales are unaudited and do not reflect sales adjustments.
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DMA Code DMA Description Loteria*

1 ABILENE-SWEETWATER 4,832,180.00$     

2 AMARILLO 7,002,736.00$     

3 AUSTIN 36,386,805.00$   

4 BEAUMONT-PORT ARTHUR 5,717,622.00$     

5 CORPUS CHRISTI 14,707,738.00$   

6 DALLAS-FT. WORTH 99,922,664.00$   

7 EL PASO 5,590,129.00$     

8 HARLINGEN 35,810,298.00$   

9 HOUSTON 98,536,627.00$   

10 LAREDO 4,506,591.00$     

11 LUBBOCK 6,726,625.00$     

12 ODESSA-MIDLAND 8,856,266.00$     

13 SAN ANGELO 2,942,470.00$     

14 SAN ANTONIO 50,903,124.00$   

15 SHERMAN-ADA 1,483,186.00$     

16 SHREVEPORT 2,906,672.00$     

17 TYLER-LONGVIEW 10,197,206.00$   

18 VICTORIA 1,721,797.00$     

19 WACO-TEMPLE-BRYAN 16,331,381.00$   

20 WICHITA FALLS 2,094,868.00$     

417,176,985.00$ 

*Loteria sales are unaudited and do not reflect sales adjustments.
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▪ As has been seen consistently over the past year, Households with Children and Households 
with Teens Only remain the most involved segments. 

– Specifically, they have the highest participation rates, highest revenue per player, and most positive 
opinion and attitudes about the Texas Lottery.

– Profiling shows that Households with Children, in particular, were the largest segment of first-time 
Powerball players during the Q2 16 large jackpot and Mega Millions players during the Q4 16 jackpot.

– Even though Households with Teens Only remains a top segment, it has seen some softness in past-
12 month participation and revenue versus Q1 16.

▪ The Mature Singles and Mature Couples segments remain the least involved.

– This is consistent with what we’ve seen since Q3 15. Having said that, it is very interesting that the 
two Mature segments have seen what appears to be longer term lift in playing the lottery, as a result 
of the large Powerball as well as the Q4 Mega Millions jackpots. The levels aren’t close to most of the 
other segments but suggest they may be a slow but steady contributor to sales, especially as large 
jackpots take place.

▪ The Young Singles and Young Couples segments are less engaged, although they responded 
very well during the large jackpots.

– Although a relatively large segment, Young Singles are not as engaged with the lottery as other 
segments. Like Households with Teens, they are less likely to say that the lottery profits support 
public education and veterans programs. One hypothesis is that the political campaign may have 
heightened the issue of government spending on education. 

– Both of these segments contributed a disproportionate amount of first-time players during the large 
Powerball jackpot in Q2. This helped the Young Couples, in particular, to have a larger-than-expected 
share of revenue.

Executive Summary - Life Stage Segmentation
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▪ Midlife Singles and Couples remain fairly uninvolved with the lottery.

– Their participation levels are lower than their share of the population.

– Their attitudes towards the Texas lottery and lottery and gambling in general tend to be average.

– Midlife Couples had a bump in revenue as a result of the January Powerball jackpot (and hit the same 
level as Households with Children at 37%), but have since returned to historical levels. This temporary 
bump caused them to have a greater-than-expected share of revenue.

▪ Across all segments, the two main reasons for playing the lottery are the chance to win a 
little money and the chance to win big. Still, there are some reasons for playing that are 
more important for a particular segment versus other segments. 

– Young Singles: To play games to socialize with others

– Young Couples: To play because they were feeling lucky that day

– Midlife Singles: To play because they were feeling lucky that day

– Midlife Couples: To play for a chance to win big

– Mature Singles: Because it is easy to play

– Mature Couples: Because it is easy to play

– Households with Children: Because these games are challenging and to play games to socialize with 
others

– Households with Teens only: To play because they were feeling lucky that day

Executive Summary - Life Stage Segmentation
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▪ For all games, draw games, Powerball and Mega Millions, Q1 17 is fairly consistent with Q4 
16 in that there are decreases in key measures versus Q2 16 (large Powerball jackpot). 
However, many measures remain higher than the period prior to the jackpot.

▪ Results indicate that the large Powerball jackpot resulted in new “permanent” players.

– Q3 and Q4 15 saw 60% - 61% of Texans 18+ playing any game in the past 4 weeks, versus 68% in the 
most recent quarter.

– Not surprisingly given the size of the jackpots this year, Powerball and Mega Millions are the largest 
contributors to the new players with Households with Children being the largest contributor to first-
time players.

▪ Consistent with prior quarters, about half of adult Texans (18+) have a positive opinion of 
the  Texas Lottery. 

– This suggests an opportunity to improve the opinion among the other half.

▪ Scratch games continue to maintain their key measures. 

– Informed and participation levels remain consistent with prior quarters.

▪ Texas Triple Chance measures are at their lowest levels. 

– Informed and awareness levels have not grown since this game was introduced.

– Only 4% of adults said they played this game in the past 4 weeks. This is about half the level versus 
when it was first introduced (7%).

Executive Summary - Tracking
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▪ There is very low awareness of the Lone Star Lineup value package, but, among those that 
are aware, conversion/purchase is very high.

– Awareness is only 9%, but among those aware of the value package, 56% said it motivated them to 
buy it.

– Depending on the game, 40% - 47% of those who bought the respective game for the first time said 
they bought it because of the value package.

▪ Although most adults are positive/neutral about the Texas Lottery’s efforts to promote 
responsible gaming, there is an opportunity for further improvement.

– About 6 out of 10 Texas adults believe that the Texas Lottery provides clear information about the 
odds of winning (58%) and encourages its customers to play responsibly (59%). But about one third 
have a neutral opinion about these statements, and one in ten say they disagree with each 
statement.

– The bigger opportunity lies with the issues of providing information on where to get help for a 
gambling problem (only 47% agree, 42% are neutral, and 12% disagree), and only 41% agree that the 
Texas Lottery offers information on the signs of a gambling problem (46% are neutral and 13% 
disagree).

Executive Summary - Tracking
Exhibit 4



88888888

Highlights

Exhibit 4



Overall Opinion:
Texas Lottery Attitudes Towards Texas Lottery

Attitudes Towards the 
Lottery & Gambling

Young Singles Average

Less likely to agree that the Texas Lottery makes a positive 
contribution to the State of Texas, Profits from the Texas 
Lottery support Texas public education and veterans 
assistance programs and that the Texas Lottery is 
trustworthy

Disagrees more with: The lottery is an 
appropriate way to raise revenue and Lotteries 
are an innocent form of entertainment
Agrees more with: I am morally opposed to 
gambling in any form, More controls should be 
placed on where/when can play lottery games 

Young Couples
Lower 

(Not sure if this 
is a trend yet)

No strongly differentiated attributes although some 
differentiation for (agreement) Texas Lottery games 
provide entertainment value for your dollar and (disagree) 
that Profits from the Texas Lottery support Texas public 
education and veterans assistance programs

Agrees more with: I am morally opposed to 
gambling in any form
Disagrees more with: The lottery is an 
appropriate way to raise revenue for Texas 

Midlife Singles Average

No strongly differentiated attributes although some 
differentiation for (disagree) Texas Lottery games provide 
entertainment value for your dollar and (agree) for Profits 
from the Texas Lottery support Texas public education 
and veterans assistance programs

Very little differentiation versus the average

Midlife Couples Average
Agree that the Texas Lottery games are fun to play and 
The Texas Lottery makes a positive contribution to the 
State of Texas. Disagree that The Texas Lottery is well 
managed and is well managed

Agrees more with: Lotteries are an innocent 
form of entertainment and the lottery is an 
appropriate way to raise revenue for Texas

Mature Singles Lower

Agree that the Texas Lottery games and drawings are run 
fairly and honestly and Profits from the Texas Lottery 
support Texas public education and veterans assistance 
programs. Disagree that they provide entertainment value 
for your dollar

Disagrees more with that more controls 
should be placed on where and when people 
can play lottery games

Mature Couples Lower
Agree that Profits from the Texas Lottery support Texas 
public education and veterans assistance programs and 
disagree that the games are fun to play

Disagrees more with being morally opposed to 
gambling in any form

HH with Children Very high More likely to agree that The Texas Lottery listens and 
responds to public concerns

Agrees more with more controls should be 
placed on where and when people can play 
lottery games

HH with Teens Only Very high
No strongly differentiated attributes although somewhat
less likely to agree that Profits from the Texas Lottery 
support Texas public education and veterans assistance 
programs

Very little differentiation versus the average

Highlights - Attitudes Towards Texas Lottery, General  Lottery and Gambling 
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Motivations for Playing (higher or lower than expected)

Young Singles
• More likely to play games to socialize with others
• Less likely to play the lottery for entertainment or fun
• Less likely to say they play the lottery to support worthy causes

Young Couples • More likely to play because they were feeling lucky that day
• Less likely to play because the games are challenging

Midlife Singles

• More likely to play because they were feeling lucky that day
• Less likely to play games to socialize with others
• Less likely to play “Because, if you don't play, your numbers will come up and you will miss 

your chance”

Midlife Couples • More likely to play for chance to win big
• Less likely as a distraction from everyday routines

Mature Singles

• More likely because it is easy to play
• Less likely to play games to socialize with others
• Less likely because they were feeling lucky that day
• Less likely because get an omen or sign which reminds them to play

Mature Couples
• More likely because it is easy to play
• Less likely to play because they were feeling lucky that day
• Less likely because they get an omen or sign which reminds to play

HH with Children

• More likely to play because these games are challenging
• More likely to play to socialize with others
• Less likely to play to win a little money
• Less likely to play for the chance to win big

HH with Teens Only

• More likely because they were feeling lucky that day
• Less likely for the feeling of anticipation waiting for the outcome
• Less likely because it is easy to play
• Less likely to play for the chance to win big

Highlights - Motivations that Differentiate

Note: The top motivators for every segment was to either win a little money or to win big. The reasons stated above are 
those that are higher or lower than other segments and therefore differentiate that segment.
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▪ The next two slides focus on trends in participation for All Games, Draw games, Scratch 
games, Powerball and Mega Millions.

– Past 4-week participation levels better reflect the dynamics for that particular quarter. For 
example, Q2 16 shows a spike in participation as a result of the large January 16 Powerball 
jackpot. Whereas Q4 16 shows an increase due to the larger Mega Millions jackpot.

– Past 12-month participation shows the longer-term overall trend. 

▪ There is a significant increase in first-time players (did not play the respective game in 
the 12 months prior to their last purchase) for All Games and Draw games as a result of 
the Q2 16 Powerball jackpot. 

– There also appears to be an increase due to the Mega Millions Q4 16 jackpot although it is not 
as pronounced as the Q2 16 Powerball jackpot.

– Scratch games has brought in far fewer first-time players.

Highlights - All/Draw/Scratch games
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Past 4-week Participation

Base: Total Respondents

% Past 4-week Participation: Q.D1. From the list of Texas Lottery games below, please check off which games you have 
played in the past 4 weeks and the past 12 months.

%

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

All Games 38 38 45 55 47 48 45

All Draw 29 30 36 48 40 42 35

Scratch 26 25 27 28 24 26 27

Powerball 17 16 18 31 25 24 19

Mega Millions 18 18 20 24 21 26 19
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Past 12-month Participation

Base: Total Respondents

% Past 12-month Participation: Q.D1. From the list of Texas Lottery games below, please check off which games you have 
played in the past 4 weeks and the past 12 months.

%

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

All Games 61 60 64 69 71 70 68

All Draw 51 50 57 64 67 65 62

Scratch 48 47 46 45 44 45 47

Powerball 39 38 38 49 56 51 49

Mega Millions 39 39 42 46 45 48 45
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Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

12 17 19

33 34 32
24

49 43
45

36 37 39
44

% PAST-12 MONTH PLAYERS OF ANY GAME

First time Not First

First-time players: Played any Lottery game for the first time in the past 12 months

Not First-time players: Played any Lottery game in the past 12 months but not for the first time

Growth in First-Time Players: All Games

61% 60%
64%

69% 71% 70%
68%
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Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

10
15 17

32 33 31
22

41 35
40

32 34 34

40

% PAST-12 MONTH PLAYERS OF DRAW GAMES

First time Not First

First-time players: Played any Draw game for the first time in the past 12 months

Not First-time players: Played any Draw game in the past 12 months but not for the first time

Growth in First-Time Players: Draw Games

51%
50%

57%

64%
67%

65% 62%
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▪ In Q1 17, scratch games informed and past 4-week participation levels are 
stable and in-line with historical levels. 

▪ Although scratch games experienced higher sales during the Q2 16 time 
period, it was never really reflected in past 4–week participation levels. 
Additionally, the scratch player base never grew the proportion of first-time 
players the way that Powerball and Mega Millions did.

– This suggests that it was the core player base that increased their frequency and/or 
spend levels and drove the sales increase in Q2 16, rather than new first-time 
players.

Highlights - Scratch Games
Exhibit 4



Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

5 6 5 8 8 6 7

43 41 41 37 36 39 40

% PAST-12 MONTH PLAYERS OF SCRATCH GAMES

First time Not First

First-time players: Played Scratch games for the first time in the past 12 months

Not First-time players: Played Scratch games in the past 12 months but not for the first time

Growth in First-Time Players: Scratch games

48% 47% 46% 45% 44% 45%
47%
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Powerball
▪ Past-4-week participation has returned to pre-large jackpot levels, although the 

percent informed about the game continues to maintain a higher level (57% in Q1 
17 versus 46% in Q3 15).

▪ First-time players continue to comprise more of the Powerball player base (9%) 
than prior to the large January jackpot (2 - 6%).

Highlights – Multi-state Games

Mega Millions
▪ The larger Q2 and Q4 16 Mega Millions jackpots helped increase past-4 week 

participation for Mega Millions. In Q1 17 it returned to historical levels.

▪ Q2, Q3 and Q4 16 also saw lift in first-time Mega Millions players, although the 
increase wasn’t as large as was seen for Powerball.
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Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

2 6 5
11 15 11 9

37 32 33

38
41

40 40

% PAST-12 MONTH PLAYERS OF POWERBALL

First time Not First

First-time players: Played Powerball for first time in the past 12 months

Not First-time players: Played Powerball in the past 12 months but not for the first time

Growth in First-Time Players: Powerball

39% 38% 38%

49%
56%

51% 49%

High January jackpot is reflected in data
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First-time Powerball Players - By Life Stage; Q2 16 
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5
86
46
5

12 5

19

9

31

44

9 10

% of Population % of First-time PB Players

HH w/Teens

HH w/Children

Mature Couples

Mature Singles

Midlife Couples

Midlife Singles

Young Couples

Young Singles

Q2 16: Large Powerball jackpot
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Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

2 5 6 8 11 10 7

37 34 36
38 34 38

38

% PAST-12 MONTH PLAYERS OF MEGA MILLIONS

First time Not First

First-time players: Played Mega Millions for first time in the past 12 months

Not First-time players: Played Mega Millions in the past 12 months but not for the first time

Growth in First-Time Players: Mega Millions

39% 39% 42%
46% 45%

48%
45%

High Q4 16 jackpot is 
reflected in data
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First-time Mega Millions Players- By Life Stage; Q4 16 
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Q4 16: Larger Mega Millions jackpot
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▪ Since the large January Powerball jackpot, many draw games have experienced a 
lift in sales, which has been reflected in higher past-4 week participation levels. Q1 
17 is the first quarter where most games are returning to historical (pre-Q2 16) 
levels.

▪ Mega Millions and Megaplier also had participation increases in Q4 16, when the 
relatively large jackpot took place.

▪ The one exception is Texas Triple Chance, which is struggling and has lower past 4-
week participation levels in Q1 17--the lowest since it was introduced (see next 
slide for details).

Highlights – Draw Games
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▪ Key metrics for Texas Triple Chance have not improved in Q1 17 and, in fact, 
past 4-week participation has decreased.

– Past 4-week participation of Texas Triple Chance is 4%, the lowest level since it was 
introduced.

– Only 12% of adults have played Texas Triple Chance in the past 12 months. This is the 
lowest level since it was first introduced (16%).

– Frequency of play has softened, as only 35% of Texas Triple Chance players are saying 
they play it weekly versus 47% in Q2, 46% in Q3 16 and 40% in Q4 16.

– Unaided awareness remains very low at 2%. 

– The percent informed about this game also remains low and at levels similar to prior 
quarters (16%).

▪ The two segments that contribute the most Lottery revenue and have 
historically been the strongest for Texas Triple Chance, Households with 
Children and Households with Teens only, have seen significant decreases in 
past 4-week participation for this game.

– Households with Children dropped from 14% to 7% past-4 week participation in
Q1 17.

– Households with Teens only dropped from 10% to 4% past-4 week participation in 
Q1 17.

Highlights – Texas Triple Chance
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Past 4-week Participation – Q1 2017

Base: Total Respondents
QD1. From the list of Texas Lottery games below, please check off which games you have played in the past 
4 weeks and the past 12 months.

%
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▪ Half (48%) of Texans 18+ have a positive image of the Texas Lottery, while 12% 
are negative and the remaining are neutral.

– This suggests an opportunity to improve the other half.

▪ Although many Texas Lottery attributes are stronger than last year (versus Q3 and 
Q4 15), Q1 17 has experienced a decrease in three attributes versus Q2 16 
including: 

• The Texas Lottery is trustworthy

• The Texas Lottery is well managed

• The Texas Lottery listens and responds to public concerns

– Given that the levels are either the same or higher than all other quarters, this is not 
concerning.

▪ Game satisfaction remains very high and stable versus prior quarters.

– 79% of all lottery players are satisfied with the games provided by the Texas Lottery.

▪ Texas Lottery advertising awareness continues to be strong, but has declined to 
68%, most likely due to less P.R. from the large jackpots.

Highlights – Texas Lottery Corporate Image
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Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

English/Spanish (Net) 66 65 74 76 70 72 68

English 64 63 72 74 67 70 65

Spanish 10 11 13 14 16 14 10
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Texas Lottery Advertising - % Recalled

% Total

Base: All Respondents
Q.A5 Can you recall seeing or hearing any Texas Lottery advertising in any of the following languages in the past three months?
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Life Stage Segments -
Overview
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▪ Young Singles: Ages 18 - 34, no children in household

▪ Young Couples: Ages 18 - 34, no children in household

▪ Midlife Singles: Ages 35 - 50, no children in household

▪ Midlife Couples: Ages 35 - 50, no children in household

▪ Mature Singles: Ages 51 and over, no children in household

▪ Mature Couples: Ages 50 and over, no children in household

▪ Households with Children: Children aged 11 and under living in the 
home/children aged 12 - 17 living in the home

▪ Household with Teenagers Only: Children aged 12 - 17 only living in the 
home

Methodology - Life Stage Segment Definitions
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▪ Young Singles
– Smaller segment of population (12%)
– Play the lottery as expected for their size (share of population matches share of players)
– Disproportionately more likely to be first-time Powerball and Mega Millions players during their 

respective high jackpots
– Revenue per player dropped in Q1 17 vs Q1 16, but this is probably due to the increase in new 

people who may be lighter players
– About average levels for being informed and for being positive about the Texas Lottery
– Mixed attitudes towards the Texas Lottery and gambling but, overall, fairly average
– Key Motivators: Chance to win/little money, Chance to win big, secondarily- to have fun. 

• More likely than other segments to say they play games to socialize.
– Key Barriers: Waste of money, Not interested/do not gamble

▪ Young Couples
– Very small segment of population (5%)
– Play the lottery as expected for their size (share of population matches share of players)
– Versus Q1 16, more people in this segment played the lottery (+8% vs. Q1 16). Those that played 

spent more money than last year (+$57/player). This caused them to play a more important role this 
year: share of revenue increased 7%.

– Disproportionately more likely to be first-time Powerball players during the high January jackpot
– Not as informed or positive about the Texas Lottery as Young Singles. Also, their overall opinion of 

the Texas Lottery has decreased somewhat over time.
– Mixed attitudes towards the Texas Lottery and gambling but, overall, fairly average
– Key Motivators: Chance to win/little money, Chance to win big, to have fun

• More likely than other segments to say they play because they were feeling lucky that day
– Key Barriers: Not interested/do not gamble, Poor odds, Do not play/gamble

Characteristics of Young Segments
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▪ Midlife Singles
– Very small segment of population (6%) and share of lottery revenue (5%)
– All Games participation and revenue are about the same as last year.
– About average levels for being informed and for being positive about the Texas Lottery
– Mixed attitudes towards the Texas Lottery and gambling but, overall, fairly average
– Key Motivators: Chance to win/little money, Chance to win big, to have fun

• More likely than other segments to say they play because they were feeling lucky that day

– Key Barriers: Poor odds, Waste of money, Not interested/do not gamble

▪ Midlife Couples
– Small segment of the population (6%) and share of lottery players (6%)
– Under-index on either lottery playing and/or spend versus their share in the population
– Although their All Games participation is about the same as last year, they did have an 

increase in revenue/player (+$52).
– About average levels for being informed and for being positive about the Texas Lottery
– Mixed attitudes towards the Texas Lottery and gambling but, overall, fairly average
– Key Motivators: Chance to win/little money, Chance to win big, and, secondarily, to 

have fun
• More likely than other segments to say they play for the chance to win big

– Key Barriers: Other priorities for their money, waste of money

Characteristics of Midlife Segments
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▪ Mature Singles
– Smaller segment of the population (12%) and somewhat under-index on lottery 

participation (11% share of players)
– More of them played the lottery this past year (increase to 59% from 55% in Q1 16)
– Revenue per player is slightly lower than last year. Once again, most likely due to lighter 

players coming in during the big jackpots.
– Less informed and more negative towards the lottery
– More negative towards the Texas Lottery, and the lottery and gambling in general, than 

other segments
– Key Motivators: Chance to win/little money, Chance to win big, and, secondarily, to have 

fun 
• More likely than other segments to say they play because it is easy to play

– Key Barriers: Waste of money, Other priorities for their money, not interested

▪ Mature Couples 
– Next to Households with Children, they are the largest share of the population (19%)
– But they continue under-index for share of lottery players (17%) and spending (14%)
– Less informed and more negative towards the lottery
– More negative towards the Texas Lottery and the lottery and gambling in general
– Key Motivators: Chance to win/little money, Chance to win big, to have fun

• More likely than other segments to say they play because it is easy to play

– Key Barriers: Waste of money, Poor odds, not interested

Characteristics of Mature Segments
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▪ Households with Children <11 years old
– Largest segment of the population (31%)
– Largest share of lottery players and revenue (36% of revenue)
– Experienced both an increase in lottery participation (73% to 76%) and in revenue/player 

(+$72/player) versus last year
– Disproportionately more likely to be first-time Powerball and Mega Millions players during 

their respective high jackpots
– Most informed and positive towards the Texas lottery
– Key Motivators: Chance to win/little money, Chance to win big, to have fun 

• More likely to say they play because the games are challenging and they play to socialize with others

– Key Barriers: Poor odds, not interested, waste of money

▪ Households with Teens Only
– Smaller proportion of the population (9% of population)
– Share of lottery spending is higher that of their size in the population, due to a much higher 

spend rate per player versus other segments (13% of revenue). 
– The increase in the participation rate (+2%) could not help offset the decrease in spending 

per player (-$225 per player) from Q1 16 to Q1 17. This caused their share of revenue to 
drop (17% to 13%). 

– Disproportionately more likely to be first-time Powerball and Mega Millions players during 
their respective high jackpots

– Like Households with Children, they are more positive towards the Texas Lottery than other 
segments. They are about average for being informed about the Texas Lottery.

– Key Motivators: Chance to win/little money, Chance to win big, to have fun
• More likely than other segments to say they play because they were feeling lucky that day

– Key Barriers: Do not play often, poor odds, waste of money

Characteristics of Children/Teen Segments
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See next slide for comparison to Q1 16
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% Played 
Past 12 Months

Mean Spend 
Per Player: 

Past 12 Months- $ Change Q1 17 vs Q1 16

Q1 16 Q1 17 Q1 16 Q1 17 % Played Spend $

Total Texas 18+ 64 68 330 330 +4 No Change

Young Singles 62 66 302 246 +4 -54

Young Couples 58 66 179 236 +8 +57

Midlife Singles 63 62 223 251 -1 +28

Midlife Couples 67 68 218 260 +1 +52

Mature Singles 55 59 307 290 +4 -17

Mature Couples 54 60 288 306 +6 +18

Households w/ Children 73 76 355 417 +3 +62

Households w/ Teens Only 73 75 549 324 +2 -225

All Games - Change in Revenue/Player – Life Stage Segments
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Analytical Construct- Behavioral Differences Between Segments

Higher Revenue/

Higher Participation

Current Core Franchise 

Top priority for resources

Maintain loyalty

Lower Revenue/

Lower Participation

Resource intensive to improve

Low Priority

Higher Revenue/Lower 

Participation

Encourage cross-play through cross-

promotions

Lower Revenue/

Higher Participation

Encourage frequency 

This map is an analytical construct for determining how to market to 

each segment depending on where the segment lands on the map.
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Lottery Revenue: Mean $ Per Player/Past 12 Months
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Q1 2017

See next slide for comparison to Q1 16
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Recommendation Based on Behavioral Data - Q1 17

Current Core Franchise 

Top priority for resources

Maintain loyalty

46% of Lottery Players

Resource intensive to improve

Lower Priority

21% of Lottery Players

Encourage cross-play through 

cross-promotions

17% of Lottery Players

Encourage frequency

17% of Lottery Players 

P
la

ye
d

 lo
tt

e
ry

 p
as

t 
1

2
 m

o
n

th
s

Lottery Revenue: Mean $ Per Player/Past 12 Months

HH w/Children HH w/TeensYoung Singles

Midlife Singles

Midlife Couples

Young Couples Mature Singles Mature Couples
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Recommendations Based on Behavioral Data
Q1 17 compared to Q1 16

Quadrant Recommendation

% of Lottery 
Players Life Stage Segments

Q1 16 Q1 17 Q1 16 Q1 17

Lower/Higher
(top left)

Encourage frequency 12% 17%
Midlife Singles
Midlife Couples

Midlife Couples
Young Singles

Lower/Lower
(bottom left)

Resource intensive to improve
Lower Priority

14% 21%
Young Couples
Mature Singles

Midlife Singles
Young Couples
Mature Singles

Higher/Higher
(top right)

Current Core Franchise
Top priority for resources

Maintain loyalty
57% 46%

Young Singles
HH w/ Children

HH w/ Teens

HH w/ Children
HH w/ Teens

Higher/Lower
(bottom right)

Encourage cross-play through 
cross-promotions

16% 17% Mature Couples Mature Couples
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Life Stage Profiles
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Opportunity - Ranking

▪ Based on the behavioral and attitudinal data from this study, we believe 
this is how the life stages would rank relative to opportunity for the Texas 
Lottery:

More OpportunityLess Opportunity

HH w/Children

HH w/TeensYoung SinglesMidlife Singles

Midlife Couples

Young Couples

Mature Couples

Mature Singles
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48%
43% 39%

46% 44%
38% 39%

61%
54%

40%
43% 50%

44% 46%
47% 42%

32%
38%

12% 14% 11% 10% 10%
15% 19%

7% 8%

Total 18+ Young Singles Young Couples Midlife Singles Midlife Couples Mature Singles Mature Couples HH w Children 
Only

HH w Teens 
Only

Positive Neutral Negative

Overall Opinion of Texas Lottery

Change 
vs. Q1 16

+1% +1% -7% -4% -1% -0% +2% +5% -3%

Q.B2 How would you describe your overall opinion of the Texas Lottery? Please answer using a scale from 1 to 7, where 
1" means "very negative" and "7" means "very positive." 
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Attitudes to Texas Lottery

% Informed: Texas Lottery 45

% Positive: Texas Lottery 48

TL markets games to adults only 59

TL games are fun to play 58

TL games provide entertainment value for/dollar 50

TL makes a positive contribution to the Texas 50

TL markets games in a socially responsible way 49

TL games and drawings are run fairly & honestly 49

Profits support public educ. & veterans programs 49

Texas Lottery is trustworthy 48

Texas Lottery is well managed 43

The Texas Lot listens/responds to public concerns 32

Overall

Among all Texans, recall of advertising is high and there was a significant increase in playing of 
Powerball over last year. Still, there is an opportunity to further improve how well people are 
informed about the Texas Lottery, as less than half agree they are well informed.

The primary motivations for playing the lottery remain being able to win a little money or win 
big. This is consistent across all of the life stages.

Key Statistics Motivations for Playing

73%

72%

69%

61%

56%

53%

Chance to win/little money

Chance to win big

For entertainment or fun

Easy to play

Dream if won big

Feeling lucky that day

44%

42%

42%

38%

38%

28%

Waste of money/seems like
a bad investment

Poor odds/unlikely to win

Not interested/do not
gamble

Have other priorities for my
money

Do not play/gamble often

Didn't have the money

% Population NA

Share of Lottery players NA

Share of Lottery Revenue NA

% Recall TLC Advtg 68

% Recall Advtg: English 65

% Recall Advtg: Spanish 10

% Satisfaction: Games 80

Base: 
Texans age 18+

Q1 
15
%

Q1 
16
%

%
Chg

Powerball 38 49 +11

Mega Millions 42 45 +3

Texas Triple Chance NA 12 NA

Scratch games 46 47 +1

Past 12-month Paticipation Barriers to Playing 

Attitudes to Lottery & Gambling

The lottery is an appropriate way to raise revenue 50

Lotteries are an innocent form of entertainment 46

The Govt is too dependent on lotteries for revenue 26

Promoting lotteries send the wrong message to kids 25

More controls should be placed on where and when 
people can play lottery games

24

Gaming is an evil influence on society 20

I am morally opposed to gambling in any form 16

Past 12-month Participation

% Informed, Positive and Attitudes: Top 3 box on a 7-point scale. Motivations for playing: Base: Past 12 –month Lottery players/ Barriers, Non-Lottery players; Green/red indicates higher/lower than the average and/or 

many other segments.
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Past 4-week Participation

Base: Total Respondents

% Past 4-week Participation: Q.D1. Past 4-week Participation: From the list of Texas Lottery games below, please check off 
which games you have played in the past 4 weeks and the past 12 months.

%

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

All Games 38 38 45 55 47 48 45

All Draw 29 30 36 48 40 42 35

Scratch 26 25 27 28 24 26 27

Powerball 17 16 18 31 25 24 19

Mega Millions 18 18 20 24 21 26 19
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Jackpot

High MM 
Jackpot
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Young Singles

Although a relatively large segment, Young Singles are not as engaged with the lottery as other 
segments. Their share of revenue is less than expected given their size, and they are less likely to say 
they play the lottery for fun. Like Households with Teens, they are less likely to say that the lottery 
profits support public education and veterans programs. One hypothesis is that the political campaign 
may have heightened the issue of government spending on education. 

On a positive note, they significantly increased their playing of Powerball during the large jackpot, and 
their playing has only slightly decreased over time, suggesting that at least a portion of them became 
permanent players.

% Population 12

Share of Lottery players 11

Share of Lottery Revenue 9

% Recall TLC Advtg 74

% Recall Advtg: English 73

% Recall Advtg: Spanish 10

% Satisfaction: Games 76

Base: 
Texans age 18+

Q1 
16
%

Q1 
17
%

%
Chg

Powerball 37 49 +12

Mega Millions 40 42 +2

Texas Triple Chance NA 15 NA

Scratch games 43 48 +5

Motivations for Playing

70%

70%

62%

59%

53%

54%

Chance to win/little money

Chance to win big

For entertainment or fun

Easy to play

Dream if won big

Feeling lucky that day

51%

39%

45%

38%

25%

25%

Waste of money/seems like
a bad investment

Poor odds/unlikely to win

Not interested/do not
gamble

Have other priorities for my
money

Do not play/gamble often

Didn't have the money

Barriers to Playing 

Key Statistics Attitudes to Texas Lottery

% Informed: Texas Lottery 44

% Positive: Texas Lottery 43

TL markets games to adults only 57

TL games are fun to play 56

TL games provide entertainment value for/dollar 49

TL makes a positive contribution to Texas 38

TL markets games in a socially responsible way 46

TL games and drawings are run fairly & honestly 43

Profits support public educ. & veterans programs 37

Texas Lottery is trustworthy 38

Texas Lottery is well managed 39

The Texas Lot listens/responds to public concerns 28

Attitudes to Lottery & Gambling

The lottery is an appropriate way to raise revenue 39

Lotteries are an innocent form of entertainment 41

The Govt is too dependent on lotteries for revenue 25

Promoting lotteries send the wrong message to kids 27

More controls should be placed on where and when 
people can play lottery games

27

Gaming is an evil influence on society 22

I am morally opposed to gambling in any form 22

% Informed, Positive and Attitudes: Top 3 box on a 7-point scale. Motivations for playing: Base: Past 12 –month Lottery players/ Barriers, Non-Lottery players; Green/red indicates higher/lower than the average and/or 

many other segments.

Past 12-month Participation
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Past 4-week Participation

Base: Total Respondents/Young Singles

% Past 4-week Participation: Q.D1. Past 4-week Participation: From the list of Texas Lottery games below, please check off 
which games you have played in the past 4 weeks and the past 12 months.

%

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

All Games 39 33 44 50 41 46 44

All Draw 28 23 38 44 33 38 36

Scratch 28 24 25 28 20 27 28

Powerball 16 13 18 27 20 19 21

Mega Millions 17 12 19 20 17 20 18
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Young Couples

Young Couples are a smaller segment of the population but their share of revenue is higher than 
expected. This appears to be caused by a significant increase in playing Powerball in Q2 16, when 
they reached a high of 33% playing Powerball in the past 4 weeks. Recent quarters have seen 
their levels returning to pre-January levels.

Still, they aren’t as informed or as positive about the Texas Lottery as other segments. Like Young 
Singles and Households with teens, they have lower agreement regarding the lottery profits 
being spent on public education and veterans programs.

% Population 5

Share of Lottery players 5

Share of Lottery Revenue 9

% Recall TLC Advertising 76

% Recall Advtg: English 75

% Recall Advtg: Spanish 14

% Satisfaction: Games 79

Base: 
Texans age 18+

Q1 
16
%

Q1 
17
%

%
Chg

Powerball 30 46 +16

Mega Millions 36 40 +4

Texas Triple Chance NA 11 NA

Scratch games 44 46 +2

Motivations for Playing

74%

72%

70%

57%

54%

56%

Chance to win/little money

Chance to win big

For entertainment or fun

Easy to play

Dream if won big

Feeling lucky that day

37%

43%

44%

37%

43%

26%

Waste of money/seems like
a bad investment

Poor odds/unlikely to win

Not interested/do not
gamble

Have other priorities for my
money

Do not play/gamble often

Didn't have the money

Barriers to Playing 

Key Statistics Attitudes to Texas Lottery

% Informed: Texas Lottery 35

% Positive: Texas Lottery 39

TL markets games to adults only 59

TL games are fun to play 57

TL games provide entertainment value for/dollar 51

TL makes a positive contribution to the Texas 47

TL markets games in a socially responsible way 47

TL games and drawings are run fairly & honestly 44

Profits support public educ. & veterans programs 43

Texas Lottery is trustworthy 46

Texas Lottery is well managed 40

The Texas Lot listens/responds to public concerns 26

Attitudes to Lottery & Gambling

The lottery is an appropriate way to raise revenue 41

Lotteries are an innocent form of entertainment 41

The Govt is too dependent on lotteries for revenue 23

Promoting lotteries send the wrong message to kids 19

More controls should be placed on where and when 
people can play lottery games

18

Gaming is an evil influence on society 15

I am morally opposed to gambling in any form 16

Past 12-month Participation

% Informed, Positive and Attitudes: Top 3 box on a 7-point scale. Motivations for playing: Base: Past 12 –month Lottery players/ Barriers, Non-Lottery players; Green/red indicates higher/lower than the average and/or 

many other segments.
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Past 4-week Participation

Base: Total Respondents/Young Couples

% Past 4-week Participation: Q.D1. Past 4-week Participation: From the list of Texas Lottery games below, please check 
off which games you have played in the past 4 weeks and the past 12 months.

%

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

All Games 36 38 38 49 44 40 39

All Draw 24 28 25 41 35 33 29

Scratch 26 30 26 26 24 21 22

Powerball 14 14 15 33 25 23 19

Mega Millions 14 18 16 17 17 17 16
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Midlife Singles

Midlife Singles are also a smaller segment, with a share of lottery players similar to their size in 
the population and higher than expected share of revenue.  Like others, this segment also 
increased Powerball playing during Q2 16, but have since returned back to historical levels. 

Their informed levels, opinion of the Texas Lottery, recall of Texas Lottery advertising, game 
satisfaction, motivations for and barriers for playing all tend to be very average.

% Population 6

Share of Lottery players 5

Share of Lottery Revenue 8

% Recall TLC Advtg 66

% Recall Advtg: English 65

% Recall Advtg: Spanish 5

% Satisfaction: Games 79

Base: 
Texans age 18+

Q1 
16
%

Q1 
17
%

%
Chg

Powerball 38 42 +4

Mega Millions 41 43 +2

Texas Triple Chance NA 9 NA

Scratch games 48 43 -5

Motivations for Playing

73%

74%

70%

59%

56%

56%

Chance to win/little money

Chance to win big

For entertainment or fun

Easy to play

Dream if won big

Feeling lucky that day

40%

43%

40%

37%

38%

27%

Waste of money/seems like
a bad investment

Poor odds/unlikely to win

Not interested/do not
gamble

Have other priorities for my
money

Do not play/gamble often

Didn't have the money

Barriers to Playing 

Key Statistics

Past 12-month Participation

Attitudes to Texas Lottery

% Informed: Texas Lottery 43

% Positive: Texas Lottery 46

TL markets games to adults only 53

TL games are fun to play 53

TL games provide entertainment value for/dollar 43

TL makes a positive contribution to the Texas 46

TL markets games in a socially responsible way 46

TL games and drawings are run fairly & honestly 46

Profits support public educ. & veterans programs 48

Texas Lottery is trustworthy 45

Texas Lottery is well managed 37

The Texas Lot listens/responds to public concerns 27

Attitudes to Lottery & Gambling

The lottery is an appropriate way to raise revenue 48

Lotteries are an innocent form of entertainment 43

The Govt is too dependent on lotteries for revenue 24

Promoting lotteries send the wrong message to kids 23

More controls should be placed on where and when 
people can play lottery games

18

Gaming is an evil influence on society 19

I am morally opposed to gambling in any form 11

% Informed, Positive and Attitudes: Top 3 box on a 7-point scale. Motivations for playing: Base: Past 12 –month Lottery players/ Barriers, Non-Lottery players; Green/red indicates higher/lower than the average and/or 

many other segments.
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Past 4-week Participation

Base: Total Respondents/Midlife Singles

% Past 4-week Participation: Q.D1. Past 4-week Participation: From the list of Texas Lottery games below, please check off 
which games you have played in the past 4 weeks and the past 12 months.

%

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

All Games 35 39 42 53 40 40 41

All Draw 27 28 33 43 29 31 30

Scratch 23 29 28 28 26 22 27

Powerball 20 19 20 30 18 16 18

Mega Millions 18 19 21 19 13 19 15
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Midlife Couples

Midlife Couples, like Young Couples and Midlife Singles, are a smaller segment which meets 
expectations relative to its share of lottery players. Although they also had a bump in revenue 
as a result of the January Powerball jackpot (and hit the same level as Households with Children 
at 37%), they have since returned to historical levels. This temporary bump caused them to 
have a greater than expected share of revenue.

Their attitudes towards the Texas Lottery and lottery & gambling in general are not overly 
positive or negative. 

% Population 6

Share of Lottery players 6

Share of Lottery Revenue 9

% Recall TLC Advtg 69

% Recall Advtg: English 68

% Recall Advtg: Spanish 8

% Satisfaction: Games 75

Base: 
Texans age 18+

Q1 
16
%

Q1 
17
%

%
Chg

Powerball 45 50 +5

Mega Millions 45 45 0

Texas Triple Chance NA 7 NA

Scratch games 47 44 -3

Motivations for Playing

71%

72%

62%

51%

53%

47%

Chance to win/little money

Chance to win big

For entertainment or fun

Easy to play

Dream if won big

Feeling lucky that day

39%

30%

33%

41%

33%

30%

Waste of money/seems like
a bad investment

Poor odds/unlikely to win

Not interested/do not
gamble

Have other priorities for my
money

Do not play/gamble often

Didn't have the money

Barriers to Playing 

Key Statistics Attitudes to Texas Lottery

% Informed: Texas Lottery 41

% Positive: Texas Lottery 44

TL markets games to adults only 54

TL games are fun to play 57

TL games provide entertainment value for/dollar 47

TL makes a positive contribution to the Texas 48

TL markets games in a socially responsible way 46

TL games and drawings are run fairly & honestly 43

Profits support public educ. & veterans programs 45

Texas Lottery is trustworthy 40

Texas Lottery is well managed 33

The Texas Lot listens/responds to public concerns 22

Attitudes to Lottery & Gambling

The lottery is an appropriate way to raise revenue 48

Lotteries are an innocent form of entertainment 47

The Govt is too dependent on lotteries for revenue 20

Promoting lotteries send the wrong message to kids 17

More controls should be placed on where and when 
people can play lottery games

13

Gaming is an evil influence on society 11

I am morally opposed to gambling in any form 8

Past 12-month Participation

% Informed, Positive and Attitudes: Top 3 box on a 7-point scale. Motivations for playing: Base: Past 12 –month Lottery players/ Barriers, Non-Lottery players; Green/red indicates higher/lower than the average and/or 

many other segments.
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Past 4-week Participation

Base: Total Respondents/Midlife Couples

% Past 4-week Participation: Q.D1. Past 4-week Participation: From the list of Texas Lottery games below, please check off 
which games you have played in the past 4 weeks and the past 12 months.

%

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

All Games 39 35 44 53 44 42 41

All Draw 28 21 32 49 35 36 32

Scratch 25 22 31 28 28 21 25

Powerball 15 11 19 37 24 22 19

Mega Millions 19 11 18 22 17 25 19
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Mature Singles

This segment, along with Mature Couples, is, like has been seen in the Q1 16 Segmentation 
study, the most negative and least engaged in the lottery. (In fact, they are even a bit more 
negative than Mature Couples.) Their share of revenue is lower than expected, as is how 
informed and positive they are about the Texas Lottery. They are also less likely to think of 
lottery games as being fun to play.

They must not have been able to resist playing the lottery, however, as they also had a 
significant increase in playing Powerball as well as Mega Millions.

% Population 12

Share of Lottery players 11

Share of Lottery Revenue 9

% Recall TLC Advtg 54

% Recall Advtg: English 53

% Recall Advtg: Spanish 2

% Satisfaction: Games 74

Base: 
Texans age 18+

Q1 
16
%

Q1 
17
%

%
Chg

Powerball 25 39 +14

Mega Millions 28 34 +6

Texas Triple Chance NA 3 NA

Scratch games 38 36 -2

Motivations for Playing

71%

69%

61%

60%

51%

40%

Chance to win/little money

Chance to win big

For entertainment or fun

Easy to play

Dream if won big

Feeling lucky that day

47%

40%

45%

45%

39%

32%

Waste of money/seems like
a bad investment

Poor odds/unlikely to win

Not interested/do not
gamble

Have other priorities for my
money

Do not play/gamble often

Didn't have the money

Barriers to Playing 

Key Statistics Attitudes to Texas Lottery

% Informed: Texas Lottery 36

% Positive: Texas Lottery 38

TL markets games to adults only 51

TL games are fun to play 49

TL games provide entertainment value for/dollar 40

TL makes a positive contribution to the Texas 44

TL markets games in a socially responsible way 42

TL games and drawings are run fairly & honestly 46

Profits support public educ. & veterans programs 48

Texas Lottery is trustworthy 41

Texas Lottery is well managed 35

The Texas Lot listens/responds to public concerns 24

Attitudes to Lottery & Gambling

The lottery is an appropriate way to raise revenue 47

Lotteries are an innocent form of entertainment 39

The Govt is too dependent on lotteries for revenue 20

Promoting lotteries send the wrong message to kids 22

More controls should be placed on where and when 
people can play lottery games

13

Gaming is an evil influence on society 15

I am morally opposed to gambling in any form 12

Past 12-month Participation

% Informed, Positive and Attitudes: Top 3 box on a 7-point scale. Motivations for playing: Base: Past 12 –month Lottery players/ Barriers, Non-Lottery players; Green/red indicates higher/lower than the average and/or 

many other segments.
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Past 4-week Participation

Base: Total Respondents/Mature Singles

% Past 4-week Participation: Q.D1. Past 4-week Participation: From the list of Texas Lottery games below, please check off 
which games you have played in the past 4 weeks and the past 12 months.

%

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

All Games 28 29 34 43 37 43 35

All Draw 22 24 27 39 33 38 28

Scratch 18 14 22 22 19 22 20

Powerball 13 10 11 25 17 20 14

Mega Millions 14 11 13 20 16 23 14
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Mature Couples

Like we’ve seen in previous studies, Mature Couples are a large segment of the population but 
under-perform for playing the lottery and lottery revenue. They are also less likely to recall 
Texas Lottery advertising, are less informed, and less positive towards the Lottery.

However, they appear to be on the upswing as they have increased their lottery playing. 
Specifically, they had a bump in playing Powerball during Q2 16 (but has since returned to 
historical levels). They also had a meaningful increase in playing during the Q4 16 Mega Millions 
jackpot. Finally, they have been inching up their participation in Scratch games as well.

% Population 19

Share of Lottery players 17

Share of Lottery Revenue 14

% Recall TLC Advtg 50

% Recall Advtg: English 49

% Recall Advtg: Spanish 4

% Satisfaction: Games 77

Base: 
Texans age 18+

Q1 
16
%

Q1 
17
%

%
Chg

Powerball 31 41 +10

Mega Millions 33 37 +4

Texas Triple Chance NA 4 NA

Scratch games 35 40 +5

Motivations for Playing

74%

73%

69%

64%

53%

40%

Chance to win/little money

Chance to win big

For entertainment or fun

Easy to play

Dream if won big

Feeling lucky that day

54%

47%

46%

41%

37%

22%

Waste of money/seems like
a bad investment

Poor odds/unlikely to win

Not interested/do not
gamble

Have other priorities for my
money

Do not play/gamble often

Didn't have the money

Barriers to Playing 

Key Statistics Attitudes to Texas Lottery

% Informed: Texas Lottery 35

% Positive: Texas Lottery 39

TL markets games to adults only 54

TL games are fun to play 52

TL games provide entertainment value for/dollar 44

TL makes a positive contribution to the Texas 50

TL markets games in a socially responsible way 45

TL games and drawings are run fairly & honestly 47

Profits support public educ. & veterans programs 52

Texas Lottery is trustworthy 46

Texas Lottery is well managed 39

The Texas Lot listens/responds to public concerns 27

Attitudes to Lottery & Gambling

The lottery is an appropriate way to raise revenue 52

Lotteries are an innocent form of entertainment 44

The Govt is too dependent on lotteries for revenue 29

Promoting lotteries send the wrong message to kids 29

More controls should be placed on where and when 
people can play lottery games

24

Gaming is an evil influence on society 21

I am morally opposed to gambling in any form 13

Past 12-month Participation

% Informed, Positive and Attitudes: Top 3 box on a 7-point scale. Motivations for playing: Base: Past 12 –month Lottery players/ Barriers, Non-Lottery players; Green/red indicates higher/lower than the average and/or 

many other segments.

Exhibit 4



Past 4-week Participation

Base: Total Respondents/Mature Couples

% Past 4-week Participation: Q.D1. Past 4-week Participation: From the list of Texas Lottery games below, please check 
off which games you have played in the past 4 weeks and the past 12 months.

%

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

All Games 31 26 34 44 36 41 37

All Draw 25 21 29 38 31 34 26

Scratch 17 15 19 19 18 21 22

Powerball 12 9 13 23 18 19 15

Mega Millions 15 13 15 20 14 22 14

0

10

20

30

40

50

60

70

80

Mature Couples

Exhibit 4



Households with Children

Households with Children continue to be the most positive and engaged with the Texas Lottery. 
Both their share of players and revenue exceed their share in the population which is roughly 
one-third of the entire Texas population! Despite a large increase in playing the lottery in Q2 16, 
their lottery playing is returning to historical levels. Unfortunately, their past-4-week 
participation of Texas Triple Chance is now half that of when it was first introduced (14% vs. 7%).

Their stronger engagement is particularly reflected in their very positive attitudes for most 
attributes, including strong agreement that the lottery is fun to play and for entertainment/fun.

% Population 31

Share of Lottery players 36

Share of Lottery Revenue 36

% Recall TLC Advtg 79

% Recall Advtg: English 73

% Recall Advtg: Spanish 18

% Satisfaction: Games 85

Base: 
Texans age 18+

Q1 
16
%

Q1 
17
%

%
Chg

Powerball 42 58 +16

Mega Millions 50 54 +4

Texas Triple Chance NA 20 --

Scratch games 53 55 +2

Motivations for Playing

73%

74%

74%

65%

61%

62%

Chance to win/little money

Chance to win big

For entertainment or fun

Easy to play

Dream if won big

Feeling lucky that day

35%

42%

40%

33%

36%

31%

Waste of money/seems like
a bad investment

Poor odds/unlikely to win

Not interested/do not
gamble

Have other priorities for my
money

Do not play/gamble often

Didn't have the money

Barriers to Playing 

Key Statistics Attitudes to Texas Lottery (TL)

% Informed: Texas Lottery 56

% Positive: Texas Lottery 61

TL markets games to adults only 68

TL games are fun to play 68

TL games provide entertainment value for/dollar 57

TL makes a positive contribution to the Texas 57

TL markets games in a socially responsible way 56

TL games and drawings are run fairly & honestly 57

Profits support public educ. & veterans programs 54

Texas Lottery is trustworthy 56

Texas Lottery is well managed 53

The Texas Lot listens/responds to public concerns 43

Attitudes to Lottery & Gambling

The lottery is an appropriate way to raise revenue 56

Lotteries are an innocent form of entertainment 52

The Govt is too dependent on lotteries for revenue 29

Promoting lotteries send the wrong message to kids 27

More controls should be placed on where and when 
people can play lottery games

31

Gaming is an evil influence on society 23

I am morally opposed to gambling in any form 20

Past 12-month Participation

% Informed, Positive and Attitudes: Top 3 box on a 7-point scale. Motivations for playing: Base: Past 12 –month Lottery players/ Barriers, Non-Lottery players; Green/red indicates higher/lower than the average and/or 

many other segments.
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Past 4-week Participation

Base: Total Respondents/Households with Children

% Past 4-week Participation: Q.D1. Past 4-week Participation: From the list of Texas Lottery games below, please check off 
which games you have played in the past 4 weeks and the past 12 months.

%

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

All Games 50 53 53 67 58 56 53

All Draw 37 45 43 59 52 50 44

Scratch 36 37 32 36 29 31 33

Powerball 22 23 22 37 32 31 23

Mega Millions 24 27 26 31 28 31 24
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Households with Teens

Next to Households with Children, Households with Teens only is the most engaged segment. 
They have a disproportionate amount of players and revenue, and positive attitudes towards 
the Texas Lottery, and lottery and gambling in general. 

Their Powerball playing did increase during the large jackpot period but has returned to 
historical levels. Their overall lottery revenue declined significantly in the past 12 months with 
Scratch games, which has been on the decline, a possible culprit.

% Population 9

Share of Lottery players 10

Share of Lottery Revenue 13

% Recall TLC Advtg 75

% Recall Advtg: English 71

% Recall Advtg: Spanish 13

% Satisfaction: Games 82

Base: 
Texans age 18+

Q1 
16
%

Q1 
17
%

%
Chg

Powerball 52 53 +1

Mega Millions 51 53 +2

Texas Triple Chance NA 13 NA

Scratch games 53 53 0

75%

71%

71%

58%

59%

59%

Chance to win/little money

Chance to win big

For entertainment or fun

Easy to play

Dream if won big

Feeling lucky that day

35%

41%

32%

34%

45%

34%

Waste of money/seems like
a bad investment

Poor odds/unlikely to win

Not interested/do not
gamble

Have other priorities for my
money

Do not play/gamble often

Didn't have the money

Key Statistics

Attitudes to Lottery & Gambling-

The lottery is an appropriate way to raise revenue 52

Lotteries are an innocent form of entertainment 47

The Govt is too dependent on lotteries for revenue 30

Promoting lotteries send the wrong message to kids 26

More controls should be placed on where and when 
people can play lottery games

22

Gaming is an evil influence on society 20

I am morally opposed to gambling in any form 16

Past 12-month Participation

% Informed, Positive and Attitudes: Top 3 box on a 7-point scale. Motivations for playing: Base: Past 12 –month Lottery players/ Barriers, Non-Lottery players; Green/red indicates higher/lower than the average and/or 

many other segments.

Attitudes to Texas Lottery

% Informed: Texas Lottery 47

% Positive: Texas Lottery 54

TL markets games to adults only 64

TL games are fun to play 61

TL games provide entertainment value for/dollar 55

TL makes a positive contribution to the Texas 51

TL markets games in a socially responsible way 55

TL games and drawings are run fairly & honestly 51

Profits support public educ. & veterans programs 49

Texas Lottery is trustworthy 49

Texas Lottery is well managed 47

The Texas Lot listens/responds to public concerns 35
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Past 4-week Participation

Base: Total Respondents/Households with Teens Only

% Past 4-week Participation: Q.D1. Past 4-week Participation: From the list of Texas Lottery games below, please check off 
which games you have played in the past 4 weeks and the past 12 months.

%

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

All Games 45 50 58 60 56 62 51

All Draw 35 44 49 57 50 54 43

Scratch 36 38 37 28 32 35 31

Powerball 21 28 27 34 35 36 22

Mega Millions 22 27 29 31 29 34 24
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44

45

45

47

43

35

36

54

50

% Positive 5,6,7

Base: All respondents,

QB2. How would you describe your overall opinion of the Texas Lottery? Please answer using scale from 1 to 7, where "1" means "very negative" 
and "7" means "very positive."

46

45

50

50

35

34

33

60

58

47

44

45

50

45

38

37

56

57

51

49

46

50

50

47

38

60

55

47

46

43

45

47

36

37

56

55

Overall Opinion of Texas Lottery 

% Q3 % Q4 % Q1 % Q2 % Q3 % Q4 % Q1

2015 2016 2017

50

43

44

48

44

41

38

62

59

48

43

39

46

44

38

39

61

54

Total (n=2,783)

Young Singles (n=349)

Young Couples (n=343)

Midlife Singles (n=328)

Midlife Couples (n= 325)

Mature Singles (n=344)

Mature Couples (n= 464)

HH w/Children (n=686)

HH w/Teens only (n= 335)
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Attitudes Toward the Texas Lottery - Segments

Total 
Texas

(2,783)
%

Young 
Singles
(349)

%
A

Young 
Couples

(343)
%
B

Midlife 
Singles
(328)

%
C

Midlife 
Couples

(325)
%
D

Mature 
Singles
(344)

%
E

Mature 
Couples

(464)
%
F

HH with 
Children

(686)
%
G

HH with 
Teens 
Only
(335)

%
H

The Texas Lottery markets its 
games to adults only

59 57 59 E 53 54 51 54 68 ABCDEF 64 CDEF

Texas Lottery games are fun to play 58 56 57 E 53 57 E 49 52 68 ABCDEF 61 CEF

Texas Lottery games provide 
entertainment value for your 
dollar

50 49 E 51 CEF 43 47 40 44 57 ACDEF 55 CDEF

The Texas Lottery makes a positive 
contribution to the State of Texas

50 38 47 A 46 A 48 A 44 50 57 ABCDEF 51 A

The Texas Lottery markets its 
lottery games in a socially 
responsible way

49 46 47 46 46 42 45 56 ABCDEF 55 ABCDEF

The Texas Lottery games and 
drawings are run fairly and 
honestly

49 43 44 46 43 46 47 57 ABCDEF 51 AD

Profits from the Texas Lottery 
support Texas public education 
and veterans assistance programs

49 37 43 48 A 45 A 48 A 52 54 ABD 49 A

The Texas Lottery is trustworthy 48 38 46 A 45 40 41 46 56 ABCDEFH 49 ADE

The Texas Lottery is well managed 43 39 40 37 33 35 39 53 ABCDEF 47 ACDEF

The Texas Lottery listens and 
responds to public concerns

32 28 26 27 22 24 27 43 ABCDEFH 35 BCDEF

% Agree

(rated 5, 6, 7)

Base: All respondents/ Q1 2017. Stat testing: 95% Confidence level. A letter next to a number indicates that that number is statistically higher than the 
number in the column indicated by the letter.

QC1. Below is a list of statements that could be made about the Texas Lottery.  Please indicate how you feel about each statement on a scale of 1 to 7, where 
“1” means you “strongly disagree” and “7” means you “strongly agree” with the statement.
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Attribute Profiles (Predicted Values) - By Segment

% Agreement

The Texas Lottery markets its games to 
adults only

Texas Lottery games are fun to play

TL games provide entertainment value for 
your dollar

TL makes a positive contribution to Texas

TL markets lottery games in a socially 
responsible way

TL games and drawings are run fairly and 
honestly

Profits from the Texas Lottery support 
Texas public education and veterans 
assistance programs

The Texas Lottery is trustworthy

The Texas Lottery is well managed

The TL  listens and responds to public 
concerns

0

-1

2

3

1

0

1

-3

-1

-2

Midlife 
Singles

-4

-4

-2

1

-1

1

4

2

4

0

Midlife 
Couples

0

-1

1

6

4

-1

1

-4

-3

-2

Mature 
Singles

-1

0

2

6

1

-2

3

-3

-4

-2

Mature 
Couples

4

2

1

-3

0

-2

-1

-2

1

0

HH with 
Children

1

2

-1

-3

-1

2

-2

2

-1

1

HH with 
Teens

3

2

-4

-7

-1

2

-6

4

3

3

Young 
Singles

-2

0

2

-3

-2

0

0

3

1

2

Young 
Couples
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Total 
(2,783)

%

Young 
Singles
(349)

%
A

Young 
Couples

(343)
%
B

Midlife 
Singles
(328)

%
C

Midlife 
Couples

(325)
%
D

Mature 
Singles
(344)

%
E

Mature 
Couples

(464)
%
F

HH with 
Children

(686)
%
G

HH with 
Teens 
Only
(335)

%
H

The lottery is an appropriate 
way to raise revenue for Texas

50 39 41 48 A 48 A 47 A 52 AB 56 ABCDE 52 AB

Lotteries are an innocent 
form of entertainment

46 41 41 43 47 39 44 52 ABCEF 47 E

The State Government is too 
dependent on lotteries as a 
source of revenue

26 25 23 24 20 20 29 DE 29 DE 30 DE

Promoting lotteries is sending 
the wrong message to kids

25 27 BD 19 23 17 22 29 BDE 27 BD 26 BD

More controls should be 
placed on where and when 
people can play lottery games

24 27 BCDE 18 E 18 13 13 24 BCDE 31 BCDEFH 22 DE

Gaming is an evil influence on 
society

20 22 BDE 15 19 D 11 15 21 BDE 23 BDE 20 DE

I am morally opposed to 
gambling in any form

16 22 BCDEFH 16 D 11 8 12 13 D 20 CDEF 16 D

% Agree

(rated 5, 6, 7)

Attitudes Towards Lottery and Gambling (General)

Base: Total sample  ; Stat testing: 95% Confidence interval A/B/C/D/E/F/G/H. A letter next to a number indicates that that number is statistically higher than the 
number in the column indicated by the letter.

QI1. Changing the topic slightly, how much do you agree or disagree with the following statements that could be made about the Texas Lottery?  Please use a 
scale from 1 to 7 where “1” is “strongly disagree” and “7” is “strongly agree.”
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Attitudes - Profiles (Predicted Values) - By Segment

% Agreement

The lottery is an appropriate way to 
raise revenue for Texas

Lotteries are an innocent form of 
entertainment

The State Government is too 
dependent on lotteries as a source of 
revenue

Promoting lotteries is sending the 
wrong message to kids

More controls should be placed on 
where and when people can play 
lottery games

Gaming is an evil influence on society

I am morally opposed to gambling in 
any form

-3

2

-2

0

0

0

1

Midlife 
Singles

-2

-3

-3

-2

-1

7

5

Midlife 
Couples

1

1

-4

2

-1

-1

3

Mature 
Singles

-4

0

1

3

2

-3

2

Mature 
Couples

-1

-1

4

-3

-2

2

2

HH with 
Children

-1

-1

-1

0

2

0

2

HH with 
Teens

6

3

5

2

-1

-4

-10

Young 
Singles

4

0

0

-2

1

0

-4

Young 
Couples

Base: Played lottery game/other gaming activity in past year

QH1. Below are some reasons why people say they like to play lottery games or participate in other forms of gaming. Please indicate how important each reason is to 
you when you choose to gamble.
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Gaming Motivations – By Segment

Total 
(2,119)

%

Young 
Singles
(267)

%
A

Young 
Couples

(273)
%
B

Midlife 
Singles
(227)

%
C

Midlife 
Couples

(249)
%
D

Mature 
Singles
(220)

%
E

Mature 
Couples

(322)
%
F

HH with 
Children
(7573)

%
G

HH with 
Teens 
Only
(282)

%
H

The chance to win a little money 73 70 74 73 71 71 74 73 75

Chance to win big 72 70 72 74 72 69 73 74 71

For entertainment or fun 69 62 70 E 70 E 62 61 69 74 ADE 71 ADE

Because it's easy to play 61 59 57 59 51 60 64 D 65 BD 58

So you can dream about what you would do 
if you won big

56 53 54 56 53 51 53 61 ADEF 59

Because you were feeling lucky that day 53 54 EF 56 DEF 56 EF 47 40 40 62 ADEF 59 DEF

For the feeling of anticipation waiting for the 
outcome 50 49 51 49 45 46 48 56 DEFH 47

To support worthy causes 45 38 43 41 38 38 43 53 ABCDEF 48 ADE

As a distraction from everyday routines 43 40 D 38 40 D 31 36 41 D 52 ABCDEFH 41 D

Because, if you don't play, your numbers will 
come up and you will miss your chance

34 34 C 30 25 26 29 31
41 ABCDEFH

32

To socialize with others 31 33 CDEF 31 DEF 24 E 21 15 24 E

42 ABCDEFH
33 CDEF

Because these games are challenging 30 28 BDE 20 24 18 19 22 42 ABCDEFH 31 BDEF

Because you get an omen or sign which 
reminds you to play 29 29 EF 23 30 EF 24 17 20 38 ABCDEFH 29 EF

% Agree 

(rated 5, 6, 7)

Base: Played lottery game/other gaming activity in past year; Stat testing: 95% confidence level A/B/C/D/E/F/G/H. A letter next to a number indicates that that 
number is statistically higher than the number in the column indicated by the letter.

QH1. Below are some reasons why people say they like to play lottery games or participate in other forms of gaming. Please indicate how important each reason is 
to you when you choose to gamble.
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Motivations- Profiles (Predicted Values)- By Segment

% Agreement

The chance to win a little money

Chance to win big

For entertainment or fun

Because it's easy to play

So you can dream about what you 
would do if you won big

Because you were feeling lucky that day

For the feeling of anticipation waiting 
for the outcome

To support worthy causes

As a distraction from everyday routines

Because, if you don't play, numbers will 
come up and you will miss your chance

To socialize with others

Because these games are challenging

Because you get an omen or sign which 
reminds you to play

4

-2

-4

-6

0

-2

0

4

1

0

3

2

0

Midlife 
Singles

2

-3

-2

0

-4

0

1

0

3

-3

-1

5

3

Midlife 
Couples

-4

-1

-8

3

1

0

2

-7

1

6

-1

2

4

Mature 
Singles

-5

-2

-3

1

3

2

1

-10

-1

6

3

3

3

Mature 
Couples

3

8

5

1

3

2

-2

2

-3

-3

-2

-7

-8

HH with 
Children

0

3

3

-2

-2

3

-5

5

1

-4

1

-4

0

HH with 
Teens

3

3

5

3

0

-5

0

2

-1

0

-5

-2

-3

Young 
Singles

-3

-5

3

-1

-2

0

2

4

-1

-2

3

0

1

Young 
Couples

Base: Played lottery game/other gaming activity in past year; Stat testing: 95% confidence level A/B/C/D/E/F/G/H. A letter next to a number indicates that that number is statistically higher than the number in the column indicated by the letter.

QH1. Below are some reasons why people say they like to play lottery games or participate in other forms of gaming. Please indicate how important each reason is to you when you choose to gamble.
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Other Types of Gambling

Total 
(2,783)

%

Young 
Singles
(349)

%
A

Young 
Couples

(343)
%
B

Midlife 
Singles
(328)

%
C

Midlife 
Couples

(325)
%
D

Mature 
Singles
(344)

%
E

Mature 
Couples

(464)
%
F

HH with 
Children

(686)
%
G

HH with 
Teens 
(335)

%
H

Raffles or fund-raising tickets 31 25 36 ACEF 26 E 30 EF 19 23 41 ACDEF 41 ACDEF

Gambling at a resort casino 22 20 E 24 E 18 18 14 20 E 27 ACDEF 22 E

Playing cards/money 
w/friends

18 27 CDEF 23 CDEF 9 E 13 EF 5 6 27 CDEF 22 CDEF

Playing bingo for money 18 18 CDEF 25 ACDEFH 10 12 F 8 6 29 ACDEFH 18 CDEF

Gambling at any other type of 
casino

16 14 E 18 CDEF 11 11 9 10 24 ABCDEFH 15 EF

Sports pools or other event-
betting pools with friends

16 18 CDEF 18 CDEF 12 EF 11 EF 5 6 25 ABCDEF 20 CDEF

Playing a lottery game on the 
Internet

11 16 CDEFH 11 CDEF 4 F 3 F 2 1 22 ABCDEFH 9 CDEF

Gambling at an Internet 
casino

10 10 DEF 10 DEF 6 EF 5 EF 2 2 18 ABCDEFH 9 DEF

Betting on horse or dog 
racing either at the track or 
off-track

9 10 CDEF 10 CDEF 4 5 3 5 16 ABCDEFH 9 CDEF

Gambling/cruise ship off 
shore

9 8 CE 11 CDEF 4 5 4 7 14 ACDEFH 8 C

Playing poker online for 
money

8 11 CDEF 7 DEF 4 EF 2 EF 1 0 16 ABCDEFH 8 CDEF

Gambling on a riverboat 8 6 CE 6 3 4 3 4 14 ABCDEFH 6

% Played at 

least once

Base: Played lottery game/other gaming activity in past year; Stat testing: 95% confidence level A/B/C/D/E/F/G/H. A letter next to a number indicates 
that that number is statistically higher than the number in the column indicated by the letter.

Q.G1. Overall in the past year, how many times have you participated in each of the following activities? 
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Evaluations:  Sales, 
Marketing Activity & 

Events, Trends
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Sales (in Millions $) (unaudited)

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17

$1,184.3 $1,088.7 $1,102.4 $1,842.5 $1,188.7 $1,197.3 $1,156.9

$931.2 $852.1 $844.6 $1,257.4 $929.8 $904.2 $903.7

$253.1 $236.6 $257.8 $461.9 $258.9 $304.6 $253.2

$40.4 $34.8 $49.7 $168.0 $58.1 $70.9 $59.8

$65.5 $61.5 $62.1 $84.4 $61.7 $61.2 $60.3

$35.4 $30.9 $31.7 $44.8 $30.5 $57.4 $25.6

$30.4 $31.9 $31.4 $42.1 $25.8 $27.1 $27.5

$22.7 $21.3 $21.2 $30.1 $22.1 $21.8 $22.4

$5.7 $5.0 $6.5 $18.2 $8.0 $9.8 $8.3

$14.3 $14.3 $13.6 $16.9 $14.3 $12.8 $12.6

$12.9 $12.4 $11.6 $15.5 $10.8 $10.9 $10.9

$7.6 $7.9 $7.9 $10.5 $8.0 $14.2 $7.1

$9.7 $8.8 $7.8 $10.3 $7.1 $6.9 $7.2

NA NA $6.6 $9.8 $5.1 $4.0 $4.0

$4.9 $5.3 $5.3 $7.3 $4.8 $5.2 $5.3

$2.7 $2.5 $2.3 $3.3 $2.5 $2.4 $2.3

Sales by Quarter
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Significant Events, Jackpots, or Advertising

Game Q3 2015
(Mar – May)

Q4 2015
(Jun – Aug)

Q1 2016
(Sep – Nov)

Q2 2016
(Dec – Feb)

Q3 2016
(Mar – May)

Q4 2016
(June-Aug)

Q1 2017 
(Sept-Nov)

$136MM $188.9MM $310.5MM $1,586MM $415MM $478MM $403MM

$16.25MM $24.00MM $32.25MM $20.25MM $11.75MM $13.00MM $20.00MM

$233MM $262MM $106MM $165MM $187MM $540MM $133MM

$981,275 $983,417 $924,241 $964,191 $1.02MM $948,405 $925,643

NA NA $140,238 $145,624 $107,042 $71,244 $59,904

$1.25MM $950,000 $950,000 $550,000 $1.45MM $1.35MM $900,000

$186,193 $171,841 $160,000 $160,797 $157,639 $151,767 $154,865

$170,695 $159,004 $459,247 $6.3MM $642,404 $634,473 $463,306

High Jackpot Levels

The dollar amounts in columns 2–7 are the highest level jackpot for that game in that quarter. Non-jackpot game amounts were 
the highest daily sales during the quarter.  

Exhibit 4



Marketing Activity

Game Q3 2015
(Mar – May)

Q4 2015
(Jun – Aug)

Q1 2016
(Sep – Nov)

Q2 2016
(Dec – Feb)

Q3 2016
(Mar – May)

Q4 2016
(June-Aug) Q1 2017 (Sept-Nov)

$500M Cash/
Set for Life

$500M Cash/
Set for Life

NA
Holiday game 
book, Holiday 

games
NA

$10 Spotlight Advtg
Early Aug

• (Start 8/1-10/9) $200 Million Payout (Radio, 
OOH, Print, Digital, POS)
• 9/26 – 11/7 Super Break the Bank (Standee, 

Tower topper, reels, Gemini flier)
•Oct. – Nov. Dallas Cowboys/Houston 

Texans/COTA (Scratch ticket contracts, 
Radio, OOH, Digital)
• 11/21 – 12/25 Holiday Countdown (Holiday 

Super Ticket) (Radio, OOH, Print, Digital, 
POS)

OOH, Digital mobile evergreen (All year)

OOH, Digital mobile evergreen (All year)

9/26 – 10/30 Lone Star Lineup 
(Digital, POS) 

9/26 – 10/30 Lone Star Lineup 
(Digital, POS) 

9/26 – 10/30 Lone Star Lineup 
(Digital, POS) 

9/26 – 10/30 Lone Star Lineup
(Digital, POS) 

9/26 – 10/30 Lone Star Lineup 
(Digital, POS) 

Marketing Activity and Events

OOH: Out-of-home; MM: Millions; POS: Point-of-sale
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Trends Over the Past 6 Quarters

Game Informed Past 4-week Participation
Overall 

Assessment

Not asked Lower than Q2 16 but higher than Q3/Q4 15 Stable

Higher/Returning to 
historical levels

Stable Stable

Not asked Lower than Q2 16 but higher than Q3/Q4 15 Stable

Stable
Lower than Q2/Q3/Q4 16 

Finally returning to historical levels
Stable

Stable Lower than Q2/Q4 16 but in-line with historical levels Stable

Stable but lower than Q2 16 Lower than Q2 16 but in-line with historical levels Stable

Stable but lower than Q1 16 Lower than Q1/Q2/Q4 16 Stable

Stable but lower than Q2 16 Lower than Q1/Q2/Q4 16 Stable

Stable
Lower than Q2/Q3/Q4 16 

Finally returning to historical levels
Stable

Stable
Lower than Q2/Q3/Q4 16 

Finally returning to historical levels
Stable

Stable Lower than Q2/Q4 16 but in-line with historical levels Stable

Lower than Q2 and Q3 16 Lower than all three prior quarters Struggling

Lower than Q2&Q3 16, 
Returning to historical levels

Lower than all three prior quarters Monitor

Stable Lower than Q2/Q4 16 but in-line with historical levels Stable

Stable Stable Stable

Lower than Q2 16, Returning 
to historical levels

Lower than Q2/Q3/Q4 16 but
in-line with historical levels

Stable

Trends Over Past 5 Quarters - Summary
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Informed (% Rated 5, 6, 7)

Q3 15
(3,307)

%
A

Q4 15
(1,906)

%
B

Q1 16
(3,312)

%
C

Q2 16
(2,790)

%
D

Q3 16
(2,735)

%
E

Q4 2016
(2,902)

%
F

Q1 17
(2,783)

%
G

58 CDEF 56 CDEF 53 DE 50 49 50 54 DEF

46 48 51 AB 56 ABC 58 ABC 57 ABC 57 ABC

46 46 55 AB 56 ABG 53 AB 53 AB 53 AB

45 46 51 AB 53 ABE 50 AB 52 AB 53 AB

34 34 44 ABEFG 43 ABEF 39 AB 40 AB 40 AB

27 29 36 AB 36 ABG 34 AB 34 AB 34 AB

31 32 30 34 AC 33 AC 33 C 34 AC

29 32 AC 28 32 AC 33 AC 32 AC 34 AC

24 25 30 AB 30 AB 28 A 28 A 28 A

20 21 24 AB 24 AB 23 A 23 A 23 A

18 19 19 22 ACG 21 AG 20 A 19

18 C 20 C 15 19 C 18 C 18 C 20 CF

NA NA NA 18 G 18 FG 16 16

13 15 AC 13 17 ACFG 16 AC 14 C 15 AC

Base: Total Respondents. A letter next to a number indicates that number is statistically higher than the number in the column indicated by the 
letter. 

Q.A2 Below is a list of Texas Lottery games. Please indicate how well informed you feel you are about how to play each game..  Please use a scale 
from 1 to 7 where 1" is "not at all informed" and "7" is "very well informed."

Informed About Games Trend - Total
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Past 4-week Participation (Total Texas 18+)

Q3 15
(3,307)

%
A

Q4 15
(1,906)

%
B

Q1 16
(3,312)

%
C

Q2 16
(2,790)

%
D

Q3 16
(2,735)

%
E

Q4 2016
(2,902)

%
F

Q1 17
(2,783)

%
G

38 38 45 AB 55 ABCEF 47 AB 48 ABC 45 AB

26 25 27 E 28 BE 24 26 27 E

29 30 36 AB 48 ABCEF 40 ABC 42 ABC 35 AB

18 18 20 24 ABCEG 21 AB 26 ABCEG 19

17 16 18 B 31 ABCEFG 25 ABCG 24 ABCG 19 AB

17 19 21 AB 24 ABCG 22 AB 22 AB 20

7 7 12 ABG 12 ABG 10 AB 12 ABG 8

7 8 10 ABG 12 ABCEG 10 AG 11 ABG 7

7 7 7 11 ABCG 10 ABCG 10 ABCG 8

8 8 8 9 CG 8 10 ABCEG 7

6 7 7 AG 10 ABCEFG 8 AG 8 AG 6

NA NA NA 7 FG 7 G 6 G 4

4 5 5 A 6 ABCG 6 A 6 ABCG 5

4 6 4 6 ACG 7 ACFG 5 G 4

4 5 4 5 6 AC 5 5

3 3 3 4 ACG 4 ACG 4 G 2

Stat testing conducted: 95% confidence level: A letter next to a number indicates that that number is statistically higher than the number in the column indicated by 
the letter. QD1. From the list of Texas Lottery games below, please check off which games you have played in the past 4 weeks and the past 12 months.

Past 4-Week Participation Trend - Total
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Past 4-Week Median Spending (Players)

Q3 15
(1,045)

$

Q4 15
(637)

$

Q1 16
(1,414)

$

Q2 16
(1,467)

$

Q3 16
(1,229)

$

Q4 16
(1,369)

$

Q1 17
(1,203)

$

21 20 26 27 30 30 25

10 10 15 12 15 12 12

21 20 22 22 25 27 25

10 10 10 10 10 10 10

8 8 10 10 10 10 10

10 8 10 10 10 10 10

9 10 10 10 10 10 10

8 10 10 10 10 10 10

10 10 10 10 10 10 10

NA NA NA 10 10 10 12

10 10 10 10 10 10 10

6 10 10 10 10 10 10

5 8 5 5 5 10 5

5 10 6 9 10 10 5

5 8 6 6 8 8 6

5 8 5 5 7 8 5

Note: All Spending numbers are unadjusted. The prior vendor adjusted spending data using an unknown process. No stat testing conducted on 
spending data. 
QD2: About how much did you spend in total in the past 4 weeks and the past 12 months on each of the following games?

Past 4-Week Spending Trend - Total
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Unaided Awareness

Q3 15
(n-3,307)

%
A

Q4 15
(n=1,906)

%
B

Q1 16
(n=3,312)

%
C

Q2 16
(n=2,790)

%
D

Q3 16
(n= 2,735)

%
E

Q4 2016
(2,902)

%
F

Q1 17
(2,793)

%
G

Aware of Any Game (Net) 65 63 66 B 67 B 65 68 AB 69 ABE

Powerball 26 B 23 28 B 35 ABCG 33 ABC 33 ABC 31 ABC

Mega Millions 25 E 24 E 24 E 24 E 21 28 ABCDE 27 CDE

Lotto Texas/Lotto 33 CEFG 32 CEFG 25 26 27 27 28 C

Texas Two Step 17 16 21 ABE 20 AB 18 21 ABE 23 ABCDE

Pick 3 16 B 14 19 ABE 16 B 15 20 ABDE 19 ABDE

Scratch games 16 16 20 ABF 18 19 AB 18 20 AB

Cash Five 5 5 6A 6 A 6 A 7 AB 6

All or Nothing 3 4 5AE 4 AE 3 4 AE 4

Mega (unspecified) 2 2 3AB 4 ABE 3 3 AB 3 AB

Texas Triple Chance/123 NA NA 2 3 C 2 2 2

Daily 4 1 1 2AB 2 AB 2 A 2 2 ABE

Trends in Unaided Awareness of Texas Lottery Games

Base: Total Respondents, Total Mentions (First and Other)
Stat testing: 95% Confidence level. A letter next to a number indicates that that number is statistically higher than the number in the column 
indicated by the letter.
Q.A1 Which lottery games in Texas, if any, are you aware of? Please note that the Q1, Q2 and Q3 16 data may not be completely comparable to Q3 
and Q4 due to not knowing how the prior vendor coded all of their responses.    
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Unaided Recall - Advertising

% Gave Specific Message

78

24

22

14

9

8

8

7

6

6

6

2

1

Any Game-Related

Powerball

Mega Millions

Lotto/Texas Lotto

Scratch games

Texas Two Step

TV Commercial

Radio

Size of jackpot/Jackpot…

Pick 3

Billboard

In-store ads/Gas stations

Texas Triple Chance/1,2,3

QA6. N= 1,485 Reduced Base: Total saw/heard advertising and gave a valid answer. Note: Anyone who said 
“None/NA/Don’t Know” or gave a nonsensical answer has been removed from the base.
Note: Coding structure from prior periods not available; therefore Q3 and Q4 15 data is not shown.

81

21

23

15

10

8

7

5

4

7

6

2

5

81

32

19

13

10

8

5

4

6

5

3

2

3

80

33

18

13

9

8

6

4

6

5

6

1

1

79

28

25

13

6

8

8

6

6

6

5

3

2

2016

% Q1 % Q2 % Q3 % Q4

Higher/Lower than Q1 16

Higher/Lower than Q2 16

Higher/Lower than Q3 16

Higher/Lower than Q4 16
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Scratch Games-
Additional 
Perspective
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26

23

21

12

15

3

$5 or less

$6 - $10

$11 - $20

$21 - $40

$41 - $100

$101 or more

Amount Spent on                           in Past 4 Weeks

Base: Played scratch games in past 4 weeks, n= 741 Please use caution when comparing spending data to Q3 and Q4 as we believe
the prior vendor may have “adjusted” this data. An arrow next to a number indicates that that number is statistically higher or lower 
than the respective quarter.

QD2: About how much did you spend in total in the past 4 weeks and the past 12 months on each of the following games? 

Amount Spent Past 4 Weeks

32

25

21

11

10

2

30

25

23

10

10

1

26

22

24

13

12

4

% Q3 % Q4 % Q1

26

24

21

14

12

4

% Q2 % Q3

26

21

21

14

15

3

2015 2016

% Q4

27

23

23

11

12

4

Higher /Lower 

than Q3 15

Higher /Lower 

than Q4 15

Higher/Lower 

than Q1 16

Higher/Lower 

than Q2 16

Higher/Lower 

than Q3 16

Higher/Lower 

than Q4 16
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Price of First Ticket

Base: First-time scratch players (n=165). An arrow next to a number indicates that that number is statistically higher or 
lower than the respective quarter.

QD15. Thinking about the very first scratch game you ever played, can you recall how much this ticket cost?

$ Price of First 

Scratch Ever Played

27

18

8

21

8

8

4

1

2

3

5

10

20

50

40

13

8

20

8

2

4

25

16

6

19

19

7

3

33

21

7

15

11

6

3

22

16

7

11

16

12

11

21

13

8

20

18

8

9

% Q3 % Q4 % Q1 % Q2 % Q3

2015 2016

% Q4

23

19

4

17

14

10

11

Higher /Lower 

than Q3 15

Higher /Lower 

than Q4 15

Higher/Lower 

than Q1 16

Higher/Lower 

than Q2 16

Higher/Lower 

than Q3 16

Higher/Lower 

than Q4 16

Exhibit 4



8484848484848484

Attitudes Toward
the Texas Lottery
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58

NA

44

47

46

48

44

46

41

30

59

58

50

50

49

49

49

48

43

32

TL markets its games to adults only

TL games are fun to play

TL  games provide entertainment
value for your dollar

TL makes a positive contribution to
the State of Texas

TL markets its lottery games in a
socially responsible way

TL  games and drawings are run
fairly and honestly

Profits from the TL support Texas
public education and veterans

assistance programs

TL is trustworthy

TL is well managed

TL listens and responds to public
concerns

Base: Total sample, n= 2,783 , Stat testing: 95% Confidence level; TL- Texas Lottery

QC1. Below is a list of statements that could be made about the Texas Lottery.  Please indicate how you feel about each statement on a scale of 1 to 
7, where “1” means you “strongly disagree” and “7” means you “strongly agree” with the statement. 

% Agree 5,6,7

Attitudes Toward the Texas Lottery

55

NA

45

45

46

46

43

43

39

29

58

57

48

48

48

48

47

46

42

31

59

60

51

52

51

52

51

51

47

36

57

58

51

49

49

48

47

46

42

32

Higher /Lower 

than Q3 15

Higher /Lower 

than Q4 15

Higher/Lower 

than Q1 16

Higher/Lower 

than Q2 16

Higher/Lower 

than Q3 16

Higher/Lower 

than Q4 16

% Q3 % Q4 % Q1 % Q2 % Q3

2015 2016

% Q4

58

59

51

50

50

50

48

48

43

32
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73

72

69

61

56

53

50

45

43

34

31

30

29

The chance to win a little
money

Chance to win big

For entertainment or fun

Because it's easy to play

So you can dream about what
you would do if you won big

Because you were feeling
lucky that day

For the feeling of anticipation
waiting for the outcome

To support worthy causes

As a distraction from everyday
routines

Because, if you don't play,
your numbers will come up…

To socialize with others

Because these games are
challenging

Because you get an omen or
sign which reminds you to…

2015 2016

67

68

62

57

51

45

42

42

37

29

30

24

23

% Important (5,6,7)

Base: Played Lottery or other Gaming in past 12 months/ Q1 17 n= 2,119, Stat testing: 95% Confidence level. 

QH1. Below are some reasons why people say they like to play lottery games or participate in other forms of gaming.  Please indicate how important each reason 
is to you when you choose to gamble. Please answer using a scale from 1 to 7, where 1 means "not at all important" and 7 means "very important."

Motivations for Playing - Total

68

68

64

58

51

47

43

42

39

30

32

26

25

70

71

66

61

55

51

50

45

42

33

30

29

27

71

71

65

62

58

53

51

46

44

37

35

32

30

69

71

63

58

57

50

49

46

44

37

33

32

31

% Q3 % Q4 % Q1 % Q2 % Q3 % Q4

68

69

61

55

55

50

46

44

41

32

31

29

27

Higher /Lower 

than Q3 15

Higher /Lower 

than Q4 15

Higher/Lower 

than Q1 16

Higher/Lower 

than Q2 16

Higher/Lower 

than Q3 16

Higher/Lower 

than Q4 16
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48

41

44

41

43

19

11

10

10

6

1

1

Reasons For Not Playing Texas Lottery Games

Base: Did not play any lottery games past 12 months/Q1 2017 n= 941

QD16. You have indicated that you haven’t played any Texas Lottery games in the past year. From the list below, please indicate the reasons why 
you haven’t played. Please select all that apply.

47

42

45

41

42

21

12

10

11

8

1

2

43

44

43

41

43

28

13

15

13

6

3

1

42

42

42

40

40

26

13

9

11

6

2

1

45

41

41

40

40

24

13

11

11

7

2

2

43

41

41

38

38

26

14

13

11

8

3

3

Not interested/not appealing/do not 
gamble

Poor odds/unlikely to win

Waste of money/seems like  bad 
investment

Do not play/gamble often

Have other priorities for my money/prefer 
to allocate money elsewhere

No (spare) cash/didn't have the 
money/limited income

Forgot/did not think about it

I have been busy/I don't have the time/I 
have other priorities

Too expensive/price

Do not go where they are sold

Jackpot prize/payoff is (too) low

Have someone else purchase them/don't 
(ever) buy on my own

2015 2016 2017

42

42

44

38

38

28

14

14

13

7

3

2

% Q3 % Q4 % Q1 % Q2 % Q3 % Q4 % Q1
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Base: Played Lottery game past 12 months

QE1. Overall, how satisfied are you with the games provided by the Texas Lottery?  Please answer using scale of 1 to 7 where “1” is “not at all 
satisfied” and “7” is “very satisfied.”

% Satisfied 5,6,7

Satisfaction with Texas Lottery Games

79

76

78

82

76

74

73

86

82

81

84

83

84

82

70

70

89

85

78

73

80

74

73

70

74

84

78

79

76

79

81

79

71

72

86

80

77

74

73

78

76

66

68

85

78

% Q3 % Q4 % Q1 % Q2 % Q3 % Q4 % Q1

2015 2016 2017

79

75

76

76

73

70

71

87

86

80

76

79

79

75

74

77

85

82

Total (n=1,846)

Young Singles (n=229)

Young Couples (n=220)

Midlife Singles (n=193)

Midlife Couples (n= 217)

Mature Singles (n=196)

Mature Couples (n= 271)

HH w/Children (n=521)

HH w/Teens only (n= 245)
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First-Time Players -
Among Past 12-Month Players of the Respective Game

Base: Past-year players of the respective game

QD12. You indicated that you purchased the following Texas Lottery games within the past year. Did you play any of the following games for the 
first time in the past year?

% Played Game for First Time in Past Year

38

34

30

28

28

24

24

21

20

18

17

16

15

14

Texas Triple Chance

All or Nothing

Sum it up!

Daily 4

Cash Five

Extra!

Texas Two Step

Power Play

Pick 3

Powerball

Megaplier

Mega Millions

Lotto Texas

Scratch games

NA

30

29

18

20

29

20

19

11

6

18

6

5

10

NA

36

39

23

26

30

20

23

18

15

21

14

13

13

NA

34

24

24

19

23

19

16

18

14

16

15

12

11

100

36

34

27

27

29

25

25

27

23

21

18

19

17

100

36

35

34

30

29

32

26

25

26

24

24

19

18

100

32

29

31

25

29

27

22

25

22

21

21

17

13

Higher /Lower 

than Q3 15

Higher /Lower 

than Q4 15

Higher/Lower 

than Q1 16

Higher/Lower 

than Q2 16

Higher/Lower 

than Q3 16

Higher/Lower 

than Q4 16

2015 2016

% Q3 % Q4 % Q1 % Q2 % Q3 % Q4
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▪ Attitudes toward the Texas Lottery and gambling are somewhat more 
positive than the prior two to three quarters with fewer people agreeing 
with the following:

– The State government is too dependent on lotteries as a source of revenue

– Promoting lotteries is sending the wrong message to kids

– Gaming is an evil influence on society

– I am morally opposed to gambling in any form

▪ A total of 16% of adults are morally opposed to playing the lottery.

Key Findings - Attitudes Toward Lottery & Gambling/News
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45

41

27

28

23

21

19

Attitudes Towards Lottery and Gambling

Base: Total sample n= 2,902 Q2 2016, Stat test: 95% Confidence level

QI1. Changing the topic slightly, how much do you agree or disagree with the following statements that could be made about the Texas Lottery?  
Please use a scale from 1 to 7 where “1” is “strongly disagree” and “7” is “strongly agree.”

% Agree 5,6,7

50

46

26

25

24

20

16

The lottery is an appropriate
way to raise revenue for Texas

Lotteries are an innocent form
of entertainment

The State Government is too
dependent on lotteries as a

source of revenue

Promoting lotteries is sending
the wrong message to kids

More controls should be placed
on where and when people can

play lottery games

Gaming is an evil influence on
society

I am morally opposed to
gambling in any form

47

41

27

30

22

23

19

51

45

28

28

23

21

18

51

48

30

30

26

24

20

51

46

31

29

25

24

19

2015 2016

% Q3 % Q4 % Q1 % Q2 % Q3 % Q4

Higher /Lower 

than Q3 15

Higher /Lower 

than Q4 15

Higher/Lower 

than Q1 16

Higher/Lower 

than Q2 16

Higher/Lower 

than Q3 16

Higher/Lower 

than Q4 16

50

45

29

28

24

21

18
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Responsible Gaming and 
Value Package
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59%

41%

47%

58%

34%

46%

42%

35%

7%

13%

11%

7%

The Texas Lottery encourages its customers to 
play responsibly

The Texas Lottery offers information on the 
signs of a gambling problem

The Texas Lottery provides information on 
where to get help with a gambling problem

The Texas Lottery provides clear information 
about the odds of winning

Agree Neutral Disagree

Responsible Gaming - Attitudes

Q.C2 Here are some statements that could be made about the Texas Lottery. Please indicate whether you “agree," 
"disagree," or have a "neutral" opinion about each statement.
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Among Total 
Respondents 

(3,404)
%

Among those Aware of 
the Value Pack

(170)
%

Aware of the Value Package 9 100

Purchased the Value Package 5 56

Encouraged to try other draw games 18 38

Q.DPack Now we'd like to ask you some questions about the new Lone Star Lineup value package that contains the All or Nothing, Cash Five, Daily 4, Pick 
3 and Texas Triple Chance daily draw games, $6 worth of games for $5. Were you aware of this draw game value package before now?
Have you purchased this draw game value package? Has the package encouraged you to try other draw games? 
QD13LoneA-E. (Asked among first-time played) Did you purchase this game as part of the Lone Star Lineup package? The Lone Star Lineup package 
contains All or Nothing, Cash Five, Daily 4, Pick 3 and Texas Triple Chance daily draw games, $6 worth of games for $5.  

Lone Star Lineup Value Package- Awareness and Purchase

47 46 44 43
40

Texas Triple Chance Cash Five All or Nothing Daily 4 Pick 3

(121) (121) (114) (100) (110)

% who bought the Value Package

Base: Past 12 month First-Time players of the respective game

Base size:
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Appendix
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▪ The objectives of the quarterly tracking study are to understand and track 
awareness, playing behavior, and attitudes among Texas adults aged 18 
and older.

▪ The information and insights provided will be used by the Texas Lottery 
Commission, in general, and the Operations Managers, specifically, to 
guide business decisions.

Objectives
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▪ Results derive from a quarterly survey conducted in quarter 1 2017, among the 
Texas adult (age 18+) population.

▪ Data collection occurred September 5 through November 11, 2016.

▪ The survey was offered in both English and Spanish.

▪ Data were weighted on five different variables to reflect the Texas population:

– Age, Gender, Hispanic vs. Non-Hispanic, Sales Region and Life Stage segment

▪ A total of 2,400 online surveys were completed among the general population of 
Texas, and another 1,004 surveys were completed among six life stage segments in 
order to achieve a sample of at least 350 per group, for a total of 3,400 surveys.

▪ The respondents were grouped into one of eight mutually exclusive segments 
according to their age, marital status and household composition (please see next 
slide).

Note: In some tables in this report you will see letters next to numbers. A letter next to a number indicates that the number is
statistically significantly higher at the 95% confidence level than the number indicated by the letter. For example, 30% B would
indicate that 30% is statistically higher than the number, e.g., 10%, in column B found in the same row.

Methodology

This study was executed and analysis prepared by Strategic Research Partners (SRP), 
in conjunction with the Gamer Insights Group, Inc., their primary subcontractor.
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Texas 
Census 18+

Quarter 1 2016 
Segmentation
Unweighted

General 
Population

Only

Quarter 1 2016 
Segmentation

Weighted
General 

Population & 
Booster

Quarter 1 2016 
Tracking

Unweighted
General 

Population
Only

Quarter 4 2017 
Tracking

Weighted
General 

Population & 
Booster

%
(3,207)

%
(4,024)

%
(2,400)

%
(3,404)

%

Male 18+ 49 49 49 49 49

Female 18+ 51 51 51 51 51

Hispanic 38 26 38 31 38

Not Hispanic 62 74 62 69 62

18 – 34 34 34 34 34 34

35 – 50 30 30 30 30 30

51+ 36 36 36 36 36

Methodology - Demographic Goals
Exhibit 4



Life Stage
Share of 
Segment

Q1 2017 
Natural Fallout

Sample

Q1 2017
Natural Fallout 

w/ Boosts

% # #

Young Singles 12 261 373

Young Couples 5 113 369

Midlife Singles 6 149 357

Midlife Couples 6 133 351

Mature Singles 12 284 360

Mature Couples 19 485 385

Households with Children 32 738 738

Households with Teens Only 9 237 371

Total 100 2,400 3,404

Methodology - Life Stage Segment Sizes
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The survey covered the following topics:

– Game awareness - unaided 

– How well informed – game-specific and Texas Lottery

– Advertising recall

– Lottery participation and spending

– Whether spending more/same/less on lottery and why 

– Reasons for starting to play a lottery game for the first time

– Gaming motivations

– Barriers to playing

– Corporate image assessment

– Media influences

– Impact of economic conditions

– Participation and spending on other forms of gaming

– Demographics

Methodology - Survey Content
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Supplemental Data 
Report

See the Q1 2017 

Supplemental 

Data Report for 

detailed findings.
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Contents of Supplemental Data Report

Key Metrics by Game and Add-on

Past 4-week Participation, % Informed, % Unaided Awareness, Frequency Trended, Past 4-week 
Spending Per Player – Trended

Life Stage Segments

Past 12-month Lottery Playing

Past 4-week Participation – Trends

Informed/Participation: Powerball, Mega Millions, Scratch, Texas Triple Chance

Advertising Awareness

Spending versus Year Ago

Economic Conditions and Spending

Barriers to Playing

Overall Opinion-- % Negative Opinion

Ideas for Improving Satisfaction

Reasons for Not Playing Texas Lottery Games

Reasons for Negative Opinions

When Last Played (Among those who did not play <12 Months)

Reasons for Starting to Play, by Game

Recall of Lottery-specific News
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Analysis & 
Recommendations
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▪ Multi-state draw game metrics have not yet been positively impacted by the 
climbing Powerball jackpot and the large ($393MM) Mega Millions jackpot.

– As a result, for the most part, key metrics for both of these games are stable versus the 
past two to three quarters yet lower than the Q1 16 – Q1 17 period.

▪ Unaided advertising recall for the Willy Wonka scratch game has declined versus 
last quarter. This does not appear to have hurt either informed levels or past 4-
week participation of scratch games.

– Overall, scratch game key metrics have remained fairly stable over the past four quarters.

▪ Most attitudes toward the Texas Lottery and towards the lottery and gambling in 
general are unchanged versus the prior three to four quarters.

5

Analysis and Recommendations
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Executive Summary
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▪ Similar to last quarter, Q4 17 has been a very “quiet” quarter. Since this study 
covers the entire Q4 17 period, any increases normally seen when there are large 
jackpots are not evident in these results.

– As of August 21st, the Powerball jackpot continues to climb (currently over $650MM) and 
the $393MM Mega Millions jackpot reached its peak at the very end of this quarter’s 
field period.

– Multi-state draw and scratch game key metrics (percent informed and past 4-week 
participation) are relatively unchanged over the past few quarters.

– Draw games appear to be experiencing some softness in past 4-week participation 
versus Q3 17. This traces to Lotto Texas, Texas Two Step, Power Play, Cash Five, All or 
Nothing, Texas Triple Chance and Extra!.

• Metrics for these games may rebound in the next quarter as an indirect result of the impact 
from the large Powerball and Mega Millions jackpots this quarter.

7

Executive Summary
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▪ The past three quarters have seen an increase in the importance for some of the 
reasons for playing the lottery or gambling. 

– Because it's easy to play

– So you can dream about what you would do if you won big

– Because you were feeling lucky that day

▪ And there continues to be a decline in the importance of being able to socialize.

– As was noted in prior tracking study reports, this could be due to not having as many 
very large jackpots recently. (The high point for this attribute was Q2 16 during the 
$1.4 billion dollar Powerball).

▪ Although the Lone Star Lineup Value Package has struggled to drive awareness 
and purchase over the past several quarters, in Q4 17 it declined even further. 

– Awareness of the Value Package continues to be low at 8% of all Texas adults. 

– Only 3% of all Texas adults now claim to have bought the Value Package.

– Only 33% of those aware of the Value Package have purchased it. 

– Both of these measures are significantly lower than the prior quarters.

8

Executive Summary (cont.)
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Results
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This study completed being fielded as the Powerball jackpot continues to 
climb and just as the Mega Millions jackpot reached its peak in early 
August. Additionally, this wave aggregates results across the entire quarter 
(ending August 11). Therefore, it is not surprising that there has been 
almost no change in key metrics for either Powerball or Mega Millions in 
Q4 17.

Powerball
▪ There has been no change in the percent well informed about Powerball over 

the past three quarters. 

▪ Additionally, past 4-week participation is unchanged over the past four quarters.

10

Results – Multi-state Games

Mega Millions
▪ There has been no change in the percent well informed about Mega Millions 

over the past three quarters. 

▪ Similar to Powerball, past 4-week participation is unchanged over the past four 
quarters.
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▪ There has been a decrease in past 4-week participation for the category 
of “All Draw games” in Q4 17.

– That level now stands at 32%, similar to Q2 17, but lower than every quarter 
since Q1 16.

– Versus Q3 17, declines can be traced to these draw games and add-on 
features: Lotto Texas, Texas Two Step, Power Play, Cash Five, All or Nothing, 
Texas Triple Chance and Extra!.

▪ Informed levels has been unchanged for almost all draw games over the 
past three quarters.

11

Results – Draw Games
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▪ Overall, scratch game metrics are very stable versus prior quarters.

– Unaided awareness and informed levels are similar to prior quarters.

– Other than Q1 17, scratch game past-4 week participation is similar to 
prior quarters.

• Past 4-week participation is lower in Q4 17 (24%) than Q1 17 (27%).

▪ The Willy Wonka Golden Ticket game has lower recall in Q4 17. 

– In Q3 17, among scratch games, 6% of people could recall Willy Wonka 
Golden Ticket game advertising.  In Q4 17, fewer mentioned this game 
(2%).

– Despite the lower recall for this particular game, overall scratch game 
unaided awareness is unchanged.

12

Results - Scratch Games
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Key Metrics:
Awareness, Informed, 

Participation, Spending
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Unaided Awareness

14

• Base: Total Respondents

• % Unaided Awareness (Total Mentions): Q.A1 “Which lottery games in Texas, if any, are you aware of?” Please note 
that the Q1, Q2 and Q3 16 data may not  completely comparable to Q3 and Q4 because the method the prior vendor 
used to code responses is unknown.       

%

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17 Q2 17 Q3 17 Q4 17

All Games 65 63 66 67 65 68 69 66 65 65

All Draw

Scratch 16 16 20 18 19 18 20 19 19 19

Powerball 26 23 28 35 33 33 31 30 29 30

Mega Millions 25 24 24 24 21 28 27 24 25 25
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Jackpot

High MM 
Jackpot

Not available
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2015 2016 2017

% Unaided
Awareness

Q3
(3,307)

%
A

Q4
(1,906)

%
B

Q1
(3,312)

%
C

Q2
(2,790)

%
D

Q3
(2,735)

%
E

Q4 
(2,902)

%
F

Q1
(2,783)

%
G

Q2 
(2,831)

%
H

Q3
(2,766)

%
I

Q4
(2,724)

%
J

Any Game (Net) 65 63 66 B 67 B 65 68 ABJ 69 ABEHIJ 66 65 65

Powerball 26 B 23 28 B 35 ABCGHIJ 33 ABCHIJ 33 ABCHIJ 31 ABC 30 B 29 B 30

Mega Millions 25 E 24 E 24 E 24 E 21 28 ABCDEHIJ 27 CDEHI 24 E 25 E 25 E

Lotto Texas/Lotto 33 CEFG 32 CEFG 25 26 27 27 28 CHJ 25 28 CH 26

Texas Two Step 17 16 21 ABE 20 AB 18 21 ABE 23 ABCDEIJ 22 ABD 20 AB 21 ABE

Pick 3 16 B 14 19 ABE 16 B 15 20 ABDEHJ 19 ABDE 17 BE 18 BE 18 DE

Scratch games 16 16 20 ABF 18 19 AB 18 20 AB 19 AB 19 AB 19 AB

Willy Wonka/Golden Tix NA NA NA NA NA NA NA NA 2 J 1

Cash Five 5 5 6A 6 A 6 A 7 ABH 6 5 7 ABEGH 6 A

All or Nothing 3 4 5AE 4 AE 3 4 AE 4 4 5 ABE 4 E

Mega (unspecified) 2 2 3AB 4 ABE 3 3 AB 3 AB 3 AB 3 AB 3 AB

Texas Triple Chance NA NA 2 3 CH 2 2 2 2 2 2

Daily 4 1 1 2AB 2 AB 2 A 2 2 ABE 2 2 3 E

Trends in Unaided Awareness of Texas Lottery Games

15

• Base: Total Respondents, Total Mentions (First and Other)
• Stat testing: 95% Confidence level. A letter next to a number indicates that that number is statistically higher than the number in the 

column indicated by the letter.
• Q.A1 “Which lottery games in Texas, if any, are you aware of?” Please note that the Q1, Q2 and Q3 16 data may not be completely 

comparable to Q3 and Q4 because the method the prior vendor used to code responses is unknown.       
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% Informed

16

• Base: Total Respondents; “Informed” is not asked for All Games and All Draw.

• % Informed (5,6,7): Q.A2. “Below is  list of Texas Lottery games. Please indicate how well informed you feel you are 
about how to play each game.  Please use  scale from 1 to 7 where ‘1’  is ‘not at all informed’ and ‘7’ is ‘very well 
informed.’”

%

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17 Q2 17 Q3 17 Q4 17

All Games

All Draw

Scratch 58 56 53 50 49 50 54 48 50 48

Powerball 46 48 51 56 58 57 57 54 54 53

Mega Millions 45 46 51 53 50 52 53 50 50 50
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60
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70
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Jackpot

High MM 
Jackpot

Not available

Not available
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2015 2016 2017

Informed 
(% Rated 5, 6, 7)

Q3
(3,307)

%
A

Q4
(1,906)

%
B

Q1
(3,312)

%
C

Q2
(2,790)

%
D

Q3
(2,735)

%
E

Q4 
(2,902)

%
F

Q1 
(2,783)

%
G

Q2 
(2,831)

%
H

Q3
(2,766)

%
I

Q4
(2,724)

%
J

58 CDEFHI 56 CDEFHI 53 DEH 50 49 50 54 DEFHIJ 48 50 48

46 48 51 AB 56 ABCJ 58 ABCHIJ 57 ABCHIJ 57 ABCHJ 54 ABC 54 ABC 53 AB

46 46 55 ABHJ 56 ABGHIJ 53 ABJ 53 ABJ 53 AB 52 AB 51 AB 50 AB

45 46 51 AB 53 ABEHIJ 50 AB 52 ABIJ 53 ABHIJ 50 AB 50 AB 50 AB

34 34 44 ABEFGHIJ 43 ABEFHIJ 39 AB 40 AB 40 ABJ 38 AB 38 AB 37 AB

27 29 36 ABHIJ 36 ABGHIJ 34 ABJ 34 ABJ 34 ABJ 33 AB 33 AB 31 A

31 32 30 34 ACHJ 33 ACHJ 33 CHJ 34 ACHJ 30 32 CH 30

29 32 ACJ 28 32 ACJ 33 ACHJ 32 ACHJ 34 ACHJ 30 32 C 29

24 25 30 ABHIJ 30 ABHIJ 28 AJ 28 AJ 28 AJ 26 27 25

20 21 24 ABHJ 24 ABHJ 23 AJ 23 AHJ 23 AHJ 21 23 AJ 21

18 19 19 HJ 22 ACGHIJ 21 AGHJ 20 AHJ 19 HJ 17 19 HJ 17

18 CJ 20 CJ 15 19 CHJ 18 CHJ 18 CJ 20 CFHJ 16 18 CHJ 15

NA NA NA 18 GHIJ 18 FGHIJ 16 J 16 15 16 14

13 15 ACHJ 13 17 ACFGHIJ 16 ACHJ 14 CHJ 15 ACHJ 12 14 HJ 12

•Base: Total Respondents. A letter next to a number indicates that number is statistically higher than the number in the column indicated by the letter. 

•Q.A2 Below is a list of Texas Lottery games. Please indicate how well informed you feel you are about how to play each game..  Please use a scale from 
1 to 7 where 1" is "not at all informed" and "7" is "very well informed."

Informed About Games Trend - Total

17
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Past 4-week Participation

18

• Base: Total Respondents

• % Past 4-week Participation: Q.D1. “From the list of Texas Lottery games below, please check off which 
games you have played in the past 4 weeks and the past 12 months.”

%

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17 Q2 17 Q3 17 Q4 17

All Games 38 38 45 55 47 48 45 43 44 41

All Draw 29 30 36 48 40 42 35 33 35 32

Scratch 26 25 27 28 24 26 27 24 25 24

Powerball 17 16 18 31 25 24 19 18 19 17

Mega Millions 18 18 20 24 21 26 19 18 18 17
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17 17 17

7 7 7 6 6
4 4 3 3 2

Scratch 
games

Lotto 
Texas

Powerball Mega 
Millions

Texas 
Two Step

Pick 3 Megaplier Power 
Play

Cash Five Extra! Daily 4 All or 
Nothing

Texas 
Triple 

Chance 

Sum It 
Up!

19

Past 4-week Participation – by Game – Q4 2017

• Base: Total Respondents

• QD1. “From the list of Texas Lottery games below, please check off which games you have played in the 
past 4 weeks and the past 12 months.”

%
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Past 12-month Participation

20

• Base: Total Respondents

• % Past 12-month Participation: Q.D1. “From the list of Texas Lottery games below, please check off 
which games you have played in the past 4 weeks and the past 12 months.”

%

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17 Q2 17 Q3 17 Q4 17

All Games 61 60 64 69 71 70 68 64 64 62

All Draw 51 50 57 64 67 65 62 58 58 54

Scratch 48 47 46 45 44 45 47 42 43 42

Powerball 39 38 38 49 56 51 49 43 43 40

Mega Millions 39 39 42 46 45 48 45 42 42 38
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21

Past 12-month Participation – by Game – Q4 2017

• Base: Total Respondents

• QD1. “From the list of Texas Lottery games below, please check off which games you have played in the 
past 4 weeks and the past 12 months.”

%
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2015 2016 2017

Q3
(3,307)

%
A

Q4
(1,906)

%
B

Q1
(3,312)

%
C

Q2
(2,790)

%
D

Q3
(2,735)

%
E

Q4 
(2,902)

%
F

Q1 
(2,783)

%
G

Q2 
(2,831)

%
H

Q3
(2,766)

%
I

Q4
(2,724)

%
J

38 38 45 ABJ 55 ABCEFHIJ 47 ABHIJ 48 ABCHIJ 45 ABJ 43 AB 44 ABJ 41 AB

26 25 27 EHIJ 28 BEHIJ 24 26 27 EHIJ 24 25 24

29 30 36 ABHJ 48 ABCEFHIJ 40 ABCHIJ 42 ABCHIJ 35 ABJ 33 AB 35 ABJ 32

18 18 20 HJ 24 ABCEGHIJ 21 ABHIJ 26 ABCEGHIJ 19 18 18 17

17 16 18 B 31 ABCEFGHIJ 25 ABCGHIJ 24 ABCGHIJ 19 AB 18 19 AB 17

17 19 21 ABHIJ 24 ABCGHIJ 22 ABHIJ 22 ABHIJ 20 J 18 19 J 17

7 7 12 ABGHIJ 12 ABGHIJ 10 ABHJ 12 ABGHIJ 8 8 9 7

7 8 10 ABGHJ 12 ABCEGHJ 10 AGHJ 11 ABGHJ 7 8 9 J 7

7 7 7 11 ABCGHIJ 10 ABCGHIJ 10 ABCGHIJ 8 6 8 HJ 6

8 HI 8 HI 8 HI 9 CGHIJ 8 HI 10 ABCEGHIJ 7 6 6 7

6 7 7 AGH 10 ABCEFGHI 8 AGHJ 8 AGHJ 6 6 8 AGHJ 6

NA NA NA 7 FGHIJ 7 GHIJ 6 GHIJ 4 4 4 J 3

4 5 5 A 6 ABCGHIJ 6 AHIJ 6 ABCGHIJ 5 4 4 4

4 6 J 4 6 ACGHIJ 7 ACFGHIJ 5 GHJ 4 4 5 HJ 3

4 5 4 5 HJ 6 ACHJ 5 HJ 5 H 4 5 HJ 4

3 3 3 4 ACGHIJ 4 ACGHIJ 4 GHIJ 2 2 2 2

22

Past 4-Week Participation Trend - Total

Stat testing conducted: 95% confidence level: A letter next to a number indicates that that number is statistically higher than the number in the column indicated by 
the letter. QD1. From the list of Texas Lottery games below, please check off which games you have played in the past 4 weeks and the past 12 months.
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Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17 Q2 17 Q3 17 Q4 17

All Games 21 20 26 27 30 30 25 23 24 22

All Draw 21 20 22 22 25 27 25 22 24 20

Scratch 10 10 15 12 15 12 12 10 11 12

Powerball 10 10 10 10 10 10 10 10 10 10

Mega Millions 10 8 10 10 10 10 10 10 10 10
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Past 4-Week Spending Per Player – Median $

23

• Base: Past 4-week players of the respective game. Please use caution when comparing spending versus 
Q3 and Q4 2015 as the prior vendor claims to have “calibrated results using proprietary method.”

• QD2: About how much did you spend in total in the past 4 weeks and the past 12 months on each of the 
following games? 

$

High PB 
Jackpot

High MM 
Jackpot
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Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17 Q2 17 Q3 17 Q4 17

All Games 62 66 69 83 88 101 71 58 62 54

All Draw 61 63 64 78 84 97 67 55 59 51

Scratch 25 24 29 28 32 32 29 26 26 26

Powerball 21 18 18 22 24 26 21 22 20 18

Mega Millions 17 16 16 22 26 25 22 16 17 16
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Past 4-Week Spending Per Player – Mean $

24

• Base: Past 4-week players of the respective game. Please use caution when comparing spending versus 
Q3 and Q4 2015 as the prior vendor claims to have “calibrated results using  proprietary method.”

• QD2: About how much did you spend in total in the past 4 weeks and the past 12 months on each of the 
following games? 

$

High PB 
Jackpot

High MM 
Jackpot
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Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17 Q2 17 Q3 17 Q4 17

All Games 60 60 90 78 73 80 80 70 76 75

All Draw 50 51 70 61 55 64 60 56 60 57

Scratch 20 20 30 24 25 24 25 25 25 25

Powerball 12 12 20 20 20 20 20 18 20 20

Mega Millions 12 15 20 20 20 20 20 16 20 20
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• Base: Past 4-week players of the respective game. Please use caution when comparing spending versus 
Q3 and Q4 2015 as the prior vendor claims to have “calibrated results using  proprietary method.”

• QD2: About how much did you spend in total in the past 4 weeks and the past 12 months on each of the 
following games? 

$

High PB 
Jackpot

High MM 
Jackpot
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Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17 Q2 17 Q3 17 Q4 17

All Games 259 268 330 350 356 410 330 263 286 225

All Draw 226 231 277 309 316 332 274 222 255 172

Scratch 86 94 119 98 111 156 114 96 83 110

Powerball 55 49 70 58 70 63 60 52 59 46

Mega Millions 47 49 53 59 62 69 64 48 51 44
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• Base: Past 4-week players of the respective game. Please use caution when comparing spending versus 
Q3 and Q4 2015 as the prior vendor claims to have “calibrated results using  proprietary method.”

• QD2: About how much did you spend in total in the past 4 weeks and the past 12 months on each of the 
following games? 

$

High PB 
Jackpot

High MM 
Jackpot
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2015 2016 2017

Median 
Spending

Q3
(1,045)

$

Q4
(637)

$

Q1
(1,414)

$

Q2
(1,467)

$

Q3
(1,229)

$

Q4
(1,369)

$

Q1
(1,203)

$

Q2
(1,167)

$

Q3
(1,164)

$

Q4
(1.079)

%

21 20 26 27 30 30 25 24 24 22

10 10 15 12 15 12 12 10 11 12

21 20 22 22 25 27 25 22 24 20

10 10 10 10 10 10 10 10 10 10

8 8 10 10 10 10 10 10 10 10

10 8 10 10 10 10 10 10 10 10

9 10 10 10 10 10 10 10 10 10

8 10 10 10 10 10 10 10 10 8

10 10 10 10 10 10 10 10 10 10

NA NA NA 10 10 10 12 10 10 10

10 10 10 10 10 10 10 10 10 10

6 10 10 10 10 10 10 10 10 10

5 8 5 5 5 10 5 5 6 5

5 10 6 9 10 10 5 10 5 10

5 8 6 6 8 8 6 6 8 6

5 8 5 5 7 8 5 5 8 5

27

• Note: All spending numbers are unadjusted. The prior vendor adjusted spending data using an unknown process. No stat testing conducted on 
spending data. 

• QD2: About how much did you spend in total in the past 4 weeks and the past 12 months on each of the following games?

Past 4-Week Spending Trend - Median
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Trends Over the Past 6 Quarters

Game Unaided Awareness Informed Past 4-week Participation

Lower than Q1 17/Otherwise stable Not asked Lower than Q1 16-Q1 17 & Q3 17

Stable Stable Stable

Not available Not asked Lower than Q1 16-Q1 17 & Q3 17

Lower than huge Powerball jackpot 
period but otherwise stable

Lower than huge Powerball jackpot period 
but otherwise stable

Lower than Q1 16-Q4 16/otherwise stable

Lower than MM Q4 16 jackpot
quarter but otherwise stable

Lower than MM Q4 16 jackpot quarter but 
stable otherwise

Lower than Q1 16-Q4 16/otherwise stable

Stable Stable Lower than Q1 16-Q4 16/otherwise stable

Stable Stable Lower than Q1 16-Q4 16/otherwise stable

Stable Lower than Q1 16 – Q1 17/otherwise stable Lower than Q1 16-Q4 16/otherwise stable

Non-existent Lower than Q2 16 – Q1 17/otherwise stable Lower than Q1 16-Q4 16/otherwise stable

Stable Lower than Q1 16 – Q1 17/otherwise stable Lower than Q1 16-Q4 16/otherwise stable

Non-existent Lower than Q2 16 – Q1 17/otherwise stable Lower than Q1 16-Q4 16/otherwise stable

Very low/Stable Lower than Q2 16 – Q1 17/otherwise stable Lower than Q1 16-Q4 16/otherwise stable

Low/Stable
Lower than Q1 16 – Q1 17 & Q3

17/otherwise stable
Lower than Q1 16-Q4 16/otherwise stable

Very low/Stable
Lower than Q1 16 – Q1 17 & Q3

17/otherwise stable
Lower than Q1 16-Q4 16/otherwise stable

Non-existent
Lower than Q1 16 – Q1 17 & Q3

17/otherwise stable
Stable

Non-existent
Lower than Q1 16 – Q1 17 & Q3

17/otherwise stable
Lower than Q1 16-Q4 16/otherwise stable

28

Trends Over Past 6 Quarters – Summary 
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Advertising
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Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17 Q2 17 Q3 17 Q4 17

English/Spanish (Net) 66 65 74 76 70 72 68 66 67 68

English 64 63 72 74 67 70 65 64 65 66

Spanish 10 11 13 14 16 14 10 12 11 10
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Texas Lottery Advertising 

30

%

• Base: All Respondents, n= 2,724
• Q.A5 Can you recall seeing or hearing any Texas Lottery advertising in any of the following languages in the 

past three months?
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2016 2017

Q1
%

Q2
%

Q3
%

Q4
%

Q1
%

Q2
%

Q3
%

Q4
%

Any Game-Related 81 81 80 79 78 77 79 77

Powerball 21 32 33 28 24 25 24 25

Mega Millions 23 19 18 25 22 19 19 23

Lotto 15 13 13 13 14 14 13 11

Scratch Games 10 10 9 6 9 11 15 10

Willy Wonka/Golden Ticket NA NA NA NA NA NA 6 2

Texas Two Step 8 8 8 8 8 9 7 8

Radio 5 4 4 6 7 7 6 8

TV Commercial 7 5 6 8 8 7 7 6

Pick 3/ Cash 3 7 5 5 6 6 5 4 5

Billboard 6 3 6 5 6 5 6 7

Size of Jackpot/Jackpot winners 4 6 6 6 6 5 4 5

In store ads/Gas Stations 2 2 1 3 2 3 3 2

All or Nothing 3 3 2 1 2 2 1 2

Unaided Recall - Advertising

• QA6. N= 1,461 Reduced Base: Total saw/heard advertising and gave a valid answer. Note: Anyone who said 
“None/NA/Don’t Know” or gave a nonsensical answer has been removed from the base.

• Note: Coding structure from prior periods not available; therefore Q3 and Q4 15 data is not shown.
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Evaluations:  Sales, 
Marketing Activity & 

Events, Trends

Exhibit 5



Sales (in Millions $) (unaudited)

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17 Q2 17 Q3 17 Q4 17

$1,184.3 $1,088.7 $1,102.4 $1,842.5 $1,188.7 $1,197.3 $1,156.9 $1,249.0 $1,339.9 $1,331.5

$931.2 $852.1 $844.6 $1,257.4 $929.8 $904.2 $903.7 $978.9 $1,079.7 $972.8

$253.1 $236.6 $257.8 $461.9 $258.9 $304.6 $253.2 $270.1 $260.2 $358.7

$40.4 $34.8 $49.7 $168.0 $58.1 $70.9 $59.8 $62.5 $52.9 $124.7

$65.5 $61.5 $62.1 $84.4 $61.7 $61.2 $60.3 $63.0 $65.3 $61.9

$35.4 $30.9 $31.7 $44.8 $30.5 $57.4 $25.6 $29.6 $28.4 $47.8

$30.4 $31.9 $31.4 $42.1 $25.8 $27.1 $27.5 $29.2 $29.2 $27.5

$22.7 $21.3 $21.2 $30.1 $22.1 $21.8 $22.4 $24.3 $24.9 $24.8

$5.7 $5.0 $6.5 $18.2 $8.0 $9.8 $8.3 $8.6 $7.9 $16.5

$14.3 $14.3 $13.6 $16.9 $14.3 $12.8 $12.6 $15.7 $13.0 $13.7

$12.9 $12.4 $11.6 $15.5 $10.8 $10.9 $10.9 $11.0 $11.2 $10.7

$7.6 $7.9 $7.9 $10.5 $8.0 $14.2 $7.1 $7.9 $7.9 $12.3

$9.7 $8.8 $7.8 $10.3 $7.1 $6.9 $7.2 $7.1 $7.5 $7.2

NA NA $6.6 $9.8 $5.1 $4.0 $4.0 $3.6 $3.6 $3.4

$4.9 $5.3 $5.3 $7.3 $4.8 $5.2 $5.3 $5.6 $5.9 $5.7

$2.7 $2.5 $2.3 $3.3 $2.5 $2.4 $2.4 $2.5 $2.6 $2.5

Sales by Quarter
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Significant Events, Jackpots, or Advertising

Game Q3 15
(Mar–May)

Q4 15
(Jun – Aug)

Q1 16
(Sep – Nov)

Q2 16
(Dec – Feb)

Q3 16
(Mar – May)

Q4 16
(June-Aug)

Q1 17 
(Sept-Nov)

Q2 17
(Dec-Feb)

Q3 17
(Mar-May)

Q4 17
(June-Aug)

$136MM $188.9MM $310.5MM $1,586MM $415MM $478MM $403MM $403MM $302MM $700MM

$16.25MM $24.00MM $32.25MM $20.25MM $11.75MM $13.00MM $20.00MM $21.00MM $27.25MM $14.25MM

$233MM $262MM $106MM $165MM $187MM $540MM $133MM $188MM $174MM $393MM

$981,275 $983,417 $924,241 $964,191 $1.02MM $948,405 $925,643 $937,633 $949.945 $907,002

NA NA $140,238 $145,624 $107,042 $71,244 $59,904 $55,200 $48,788 $63,340

$1.25MM $950,000 $950,000 $550,000 $1.45MM $1.35MM $900,000 $1.45MM $775,000 $950,000

$186,193 $171,841 $160,000 $160,797 $157,639 $151,767 $154,865 $152,914 $158,985 $151,206

$170,695 $159,004 $459,247 $6.3MM $642,404 $634,473 $463,306 $784,142 $294,779 $2.9MM

34

High Jackpot Levels

The dollar amounts in columns 2–7 are the highest level jackpot for that game in that quarter. Non-jackpot game 
amounts were the highest daily sales during the quarter.  
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Marketing Activity

Q1 16
(Sep – Nov)

Q2 16
(Dec – Feb)

Q3 16
(Mar –
May)

Q4 16
(June-
Aug)

Q1 17 (Sept-Nov) Q2 17 (Dec-Feb) Q3 17 (Mar-May) Q4 17 (June-Aug)

NA

Holiday 
game book, 

Holiday 
games

NA

$10 
Spotlight 

Advtg
Early 
Aug

• (Start 8/1-10/9) $200 Million 
Payout (Radio, OOH, Print, Digital, 
POS)

• 9/26 – 11/7 Super Break the Bank 
(Standee, Tower topper, reels, 
Gemini flier)

•Oct. – Nov. Dallas 
Cowboys/Houston Texans/COTA 
(Scratch ticket contracts, Radio, 
OOH, Digital)

• 11/21 – 12/25 Holiday Countdown 
(Holiday Super Ticket) (Radio, 
OOH, Print, Digital, POS)

• 11/21 – 12/25: Holiday 
Countdown (Holiday Super 
Ticket) (Radio, OOH, Print, 
Digital, POS)

• 1/16 – 2/26: X the Cash  
(TV, Radio, OOH, Digital, 
POS)

•Willy Wonka: TV/Radio: 
4/3- 5/14; OOH, Digital, 
POS,  3/27-5/7

• Texas Lottery 25th

Anniversary 5/1-5/14, 
Radio, Scratch coin

• Instant Millionaire: 5/29-
7/2: Radio, Digital, OOH

•Wheel of Fortune: 8/7-
9/3: Radio, Digital, OOH, 
Post POS

Power Cruise (Digital, OOH POS): 2/6- 3/29
OOH, Digital mobile evergreen (All year) 

OOH, Digital mobile evergreen (All year)

9/26 – 10/30 Lone Star 
Lineup  (Digital, POS) 

9/26 – 10/30 Lone Star 
Lineup (Digital, POS) 

9/26 – 10/30 Lone Star 
Lineup (Digital, POS) 

9/26 – 10/30 Lone Star 
Lineup (Digital, POS) 

9/26 – 10/30 Lone Star 
Lineup (Digital, POS) 

Corporate
Problem Gambling Awareness 

Month: March

35

Marketing Activity and Events

OOH: Out-of-home; MM: Millions; POS: Point-of-sale

Exhibit 5



3636363636363636

Scratch Games -
Additional 
Perspective
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2015 2016 2017

Q3
(699)

%

Q4
(413)

%

Q1
(872)

%

Q2
(744)

%

Q3
(655)

%

Q4 
(741)

%

Q1
(728)

%

Q2 
(670)

%

Q3
(652)

%

Q4
(643)

%

$5 or less 32 30 26 26 26 27 26 26 26 25

$6 - $10 25 25 22 24 21 23 23 26 24 24

$11 - $20 21 23 24 21 21 23 21 23 25 25

$21 - $40 11 10 13 14 14 11 12 10 10 13

$41 - $100 10 10 12 12 15 12 15 12 12 11

$101 or more 2 1 4 4 3 4 3 2 2 3

37

Amount Spent on                           in Past 4 Weeks

• Base: Played scratch games in past 4 weeks. 
• QD2: About how much did you spend in total in the past 4 weeks and the past 12 months on each of 

the following games? 

Amount Spent 

Past 4 Weeks
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2015 2016 2017

Q3
(699)

%

Q4
(413)

%

Q1
(166)

%

Q2
(199)

%

Q3
(202)

%

Q4 
(166)

%

Q1
(165)

%

Q2 
(156)

%

Q3
(145)

%

Q4
(148)

%

$1 40 25 33 22 21 23 27 30 26 26

$2 13 16 21 16 13 19 18 23 15 21

$3 8 6 7 7 8 4 8 6 5 8

$5 20 19 15 11 20 17 21 22 24 20

$10 8 19 11 16 18 14 8 8 16 11

$20 2 7 6 12 8 10 8 5 5 6

$50 4 3 3 11 9 11 4 3 2 4

38

Price of First Ticket

$ Price of First 

Scratch Ever 

Played

• Base: First-time scratch players. 
• QD15. Thinking about the very first scratch game you ever played, can you recall how much this 

ticket cost?
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Attitudes and 
Motivations
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▪ Half (46%) of Texans 18+ have a positive opinion of the Texas Lottery, while 13% are 
negative and the remaining are neutral.

– The overall opinion of the Texas Lottery continues to be consistent over the past few quarters. Yet 
there remains an opportunity to improve the opinion of the Texas Lottery among about half the adult 
population.

– Game satisfaction has also remained stable and very high at 79%.

▪ The corporate image of the Texas Lottery continues to be very stable.

– The strongest attributes are that it markets games only to adults and the games are fun to play. 

– The greatest area of opportunity is to strengthen the image of the Texas Lottery as listening and 
responding to public concerns.

▪ The past three quarters have seen an increase in the importance for some of the reasons for 
playing the lottery or gambling. 

– Because it's easy to play

– So you can dream about what you would do if you won big

– Because you were feeling lucky that day

▪ And there continues to be a decline in the importance of being able to socialize.

– As was noted in the Q2 17 Texas Lottery tracking report, this could be due to not having as many very 
large jackpots recently. (The high point for this attribute was Q2 16 during the $1.4 billion dollar 
Powerball).

40

Texas Lottery Corporate Image
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▪ First-time players continue to be a larger proportion of the player base than in the 
time period prior to the huge Q2 16 Powerball jackpot.

– In prior quarters it was concluded that the large Powerball jackpot in Q2 16 resulted in 
new “permanent” players.  This tracking study is now six quarters away from that large 
jackpot, yet the percentage of first-time players continues to be higher (22%) than the 
time period prior to the large jackpot (Q3 16- Q1 16: 12%-19%). 

– It is possible that recently introduced new games and/or marketing events are bringing 
in more first-time players.

41

Texas Lottery Corporate Image (cont.)
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2015 2016 2017

Q3
(3,307)

%

Q4
(1,906)

%

Q1
(3,312)

%

Q2
(2,790)

%

Q3
(2,735)

%

Q4 
(2,902)

%

Q1
(2,783)

%

Q2 
(2,831)

%

Q3
(2,766)

%

Q4
(2,724)

%

Texas Lottery markets its games 
to adults only

58 55 58 59 57 58 59 57 57 58

TL games are fun to play NA NA 57 60 58 59 58 56 57 56

TL markets its lottery games in a 
socially responsible way

46 46 48 51 49 50 49 48 50 48

TL  games and drawings are run 
fairly and honestly

48 46 48 52 48 50 49 49 49 47

TL  games provide entertainment 
value for your dollar

44 45 48 51 51 51 50 48 50 47

TL makes a positive contribution 
to the State of Texas

47 45 48 52 49 50 50 48 50 47

Profits from the TL support Texas 
public education and veterans 
assistance programs

44 43 47 51 47 48 49 47 49 46

Texas Lottery is trustworthy 46 43 46 51 46 48 48 46 48 44

Texas Lottery is well managed 41 39 42 47 42 43 43 42 45 41

Texas Lottery listens and responds 
to public concerns

30 29 31 36 32 32 32 30 33 29

42

Texas Lottery Corporate Image - Trend

• Base: Total sample, TL = Texas Lottery, NA = Not asked in that quarter

• QC1. Below is a list of statements that could be made about the Texas Lottery.  Please indicate how 
you feel about each statement on a scale of 1 to 7, where “1” means you “strongly disagree” and “7” 
means you “strongly agree” with the statement. 
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17 18 13 12 12 11 12 13 13 13

39 36
40 37 41 39 40 40 39 41

44 46 47 51 47 50 48 47 48 46

Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17 Q2 17 Q3 17 Q4 17

Negative Neutral Positive

43

Overall Opinion of the Texas Lottery - Trend

%

• Base: All respondents
• QB2. How would you describe your overall opinion of the Texas Lottery? Please answer using a scale 

from 1 to 7, where "1" means "very negative" and "7" means "very positive."
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2015 2016 2017

Q3
(2,096)

%

Q4
(1,274)

%

Q1
(2,400)

%

Q2
(2,149)

%

Q3
(2,101)

%

Q4 
(2,261)

%

Q1
(2,119)

%

Q2 
(1,789)

%

Q3
(1,746)

%

Q4
(1,648)

%

Chance to win big 68 68 71 71 71 69 72 79 79 78

The chance to win a little 
money

67 68 70 71 69 68 73 77 77 78

For entertainment or fun 62 64 66 65 63 61 69 68 68 67

Because it's easy to play 57 58 61 62 58 55 61 64 66 64

So you can dream about what 
you would do if you won big

51 51 55 58 57 55 56 64 65 64

Because you were feeling 
lucky that day

45 47 51 53 50 50 53 61 61 60

For the feeling of anticipation 
waiting for the outcome

42 43 50 51 49 46 50 53 56 52

As a distraction from everyday 
routines

37 39 42 44 44 41 43 43 44 40

To support worthy causes 42 42 45 46 46 44 45 42 47 40

Because, if you don't play, 
your numbers will come up 
and you will miss your chance

29 30 33 37 37 32 34 38 39 35

Because you get an omen or 
sign which reminds you to play

23 25 27 30 31 27 29 31 33 29

Because these games are 
challenging

24 26 29 32 32 29 30 29 31 25

To socialize with others 30 32 30 35 33 31 31 24 25 21

44

Motivations for Playing - Total

• Base: Played Lottery or other Gaming in past 12 months
• QH1. Below are some reasons why people say they like to play lottery games or participate in other forms of 

gaming.  Please indicate how important each reason is to you when you choose to gamble. Please answer 
using a scale from 1 to 7, where 1 means "not at all important" and 7 means "very important."

% Important (5,6,7)
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2015 2016 2017

Q3
%

Q4
%

Q1
%

Q2
%

Q3
%

Q4
%

Q1
%

Q2
%

Q3
%

Q4
%

Total 79 81 78 79 77 79 80 80 81 79

Young Singles 76 84 73 76 74 75 76 82 80 79

Young Couples 78 83 80 79 73 76 79 76 81 80

Midlife Singles 82 84 74 81 78 76 79 76 78 77

Midlife Couples 76 82 73 79 76 73 75 79 74 84

Mature Singles 74 70 70 71 66 70 74 75 73 75

Mature Couples 73 70 74 72 68 71 77 72 78 71

HH w/Children 86 89 84 86 85 87 85 86 86 83

HH w/Teens only 82 85 78 80 78 86 82 85 84 80

• Base: Played Lottery game past 12 months

• QE1. Overall, how satisfied are you with the games provided by the Texas Lottery?  Please answer using  
scale of 1 to 7 where “1” is “not at all satisfied” and “7” is “very satisfied.”

Satisfaction with Texas Lottery Games

% Satisfied 5,6,7
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Q3 15 Q4 15 Q1 16 Q2 16 Q3 16 Q4 16 Q1 17 Q2 17 Q3 17 Q4 17

12
17 19

33 34 32
24 21 21 22

49 43
45

36 37 39
44

43 43 40

% PAST 12-MONTH PLAYERS OF ANY GAME
First time Not First

• First-time players: Played any lottery game for the first time in the past 12 months

• Not First-time players: Played any lottery game in the past 12 months but not for the first time

Growth in First-time Players: All Games

46

61% 60%
64%

69% 71% 70% 68%
64% 64% 62%
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2015 2016 2017

Q3
%

Q4
%

Q1
%

Q2
%

Q3
%

Q4 
%

Q1
%

Q2 
%

Q3
%

Q4
%

Daily 4 18 23 24 27 34 31 28 29 26 33

Texas Triple Chance NA NA NA 100 100 100 38 32 37 32

Extra! 29 30 23 29 29 29 24 20 22 29

All or Nothing 30 36 34 36 36 32 34 34 32 28

Sum it up! 29 39 24 34 35 29 30 32 29 27

Cash Five 20 26 19 27 30 25 28 27 23 26

Texas Two Step 20 20 19 25 32 27 24 26 22 24

Pick 3 11 18 18 27 25 25 20 21 22 24

Power Play 19 23 16 25 26 22 21 22 17 18

Powerball 6 15 14 23 26 22 18 18 17 18

Megaplier 18 21 16 21 24 21 17 20 17 16

Mega Millions 6 14 15 18 24 21 16 18 17 16

Lotto Texas 5 13 12 19 19 17 15 14 14 16

Scratch games 10 13 11 17 18 13 14 13 12 14

47

First-time Players -
Among Past 12-month Players of the Respective Game

• Base: Past-year players of the respective game
• QD12. You indicated that you purchased the following Texas Lottery games within the past year. Did you 

play any of the following games for the first time in the past year?
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▪ Attitudes toward the Texas Lottery and gambling are consistent 
with prior quarters. 

– About half the Texas adult population agrees that the lottery is an 
appropriate way to generate revenue. 

– A little less than half (44%) agrees that lotteries are an innocent form 
of entertainment.

▪ A total of 16% of Texas adults are morally opposed to playing the 
lottery.

48

Attitudes Toward Lottery and Gambling
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2015 2016 2017

Q3
(3,307)

%

Q4
(1,906)

%

Q1
(3,312)

%

Q2
(2,790)

%

Q3
(2,735)

%

Q4 
(2,902)

%

Q1
(2,783)

%

Q2 
(2,831)

%

Q3
(2,866)

%

Q4
(2,724)

%

The lottery is an appropriate 
way to raise revenue for 
Texas

45 47 51 51 51 50 50 50 51 49

Lotteries are an innocent 
form of entertainment

41 41 45 48 46 45 46 47 45 44

The State government is too 
dependent on lotteries as a 
source of revenue

27 27 28 30 31 29 26 27 28 26

Promoting lotteries is 
sending the wrong message 
to kids

28 30 28 30 29 28 25 26 27 25

More controls should be 
placed on where and when 
people can play lottery 
games

23 22 23 26 25 24 24 21 24 22

Gaming is an evil influence 
on society

21 23 21 24 24 21 20 19 20 19

I am morally opposed to 
gambling in any form

19 19 18 20 19 18 16 16 18 16

49

Attitudes Toward Lottery and Gambling

• Base: Total sample 
• QI1. Changing the topic slightly, how much do you agree or disagree with the following statements that 

could be made about the Texas Lottery?  Please use a scale from 1 to 7 where “1” is “strongly disagree” 
and “7” is “strongly agree.”

% Agree 5, 6, 7
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Responsible Gaming and 
Value Package
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▪ Attitudes towards Texas’ responsible gambling efforts remain constant over 
the past four quarters.

▪ About 6 in 10 Texans aged 18+ agree that the Texas Lottery:

– Encourages its customers to play responsibly

– Provides clear information about the odds of winning

▪ The greatest opportunity remains having the Texas Lottery increase 
awareness of the information it provides on the signs of a gambling problem.

– Only 41% of Texans 18+ agree that the lottery offers information on the signs of a 
gambling problem.

▪ Although the Value Package has struggled to drive awareness and purchase 
over the past several quarters, in Q4 17 it declined even further. 

– Awareness of the Value Package continues to be low at 8% of all Texas adults. 

– Only 3% of all Texas adults now claim to have bought the Value Package.

– Only 33% of those aware of the Value Package have purchased it. 

– Both of these measures are significantly lower than the prior quarters.

51

Responsible Gambling and Value Package
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2017

Q1
(2,783)

%
A

Q2
(2,831)

%
B

Q3
(2,766)

%
C

Q4
(2,724)

%
D

The Texas Lottery encourages its customers to play responsibly 59 57 59 59

The Texas Lottery provides clear information about the odds of 
winning

58 56 56 58

The Texas Lottery provides information on where to get help with 
a gambling problem

47 47 47 46

The Texas Lottery offers information on the signs of a gambling 
problem

41 41 43 41

% Agree

Responsible Gambling - Attitudes

• Base: Total Respondents
• Q.C2 Here are some statements that could be made about the Texas Lottery. Please indicate whether 

you “agree," "disagree," or have a "neutral" opinion about each statement.
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• Stat testing conducted: 95% confidence level: A letter next to a number indicates that that number is 
statistically higher than the number in the column indicated by the letter. 

• Q.D6Pack Now we'd like to ask you some questions about the new Lone Star Lineup value package that 
contains the All or Nothing, Cash Five, Daily 4, Pick 3 and Texas Triple Chance daily draw games, $6 worth 
of games for $5. Were you aware of this draw game value package before now?

• Have you purchased this draw game value package? Has the package encouraged you to try other draw 
games? 

Lone Star Lineup Value Package - Awareness and Purchase

2017

Base: Among Total Respondents 

Q1
(2,783)

%
A

Q2
(2,831)

%
B

Q3
(2,766)

%
C

Q4
(2,724)

%
D

Aware of the Value Package 9 8 10 B 8

Purchased the Value Package 5 D 5 D 6 D 3

Encouraged to try other draw games 18 CD 17 15 15

Base: Among those Aware of the Value Package
(237)

%
(222)

%
(259)

%
(229)

%

Purchased the Value Package 48 D 52 D 47 D 33

Encouraged to try other draw games 56 61 CD 49 51

53
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QD13LoneA-E. (Asked among first-time played) Did you purchase this game as part of the Lone Star Lineup 
package? The Lone Star Lineup package contains All or Nothing, Cash Five, Daily 4, Pick 3 and Texas Triple 
Chance daily draw games, $6 worth of games for $5.  

Lone Star Lineup Value Package - Games Purchased

40
35

40 41
45

Texas Triple Chance Cash Five All or Nothing Daily 4 Pick 3

(89) (108) (75) (103) (130)

% of first-time buyers who bought the game as part of Value Package

Base: Past 12 month first-time players of the respective game

Base size:

54
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Appendix:
Objectives, Methodology
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▪ The objectives of the quarterly tracking study are to understand and track 
awareness, playing behavior, and attitudes among Texas adults aged 18 
and older.

▪ The information and insights provided will be used by the Texas Lottery 
Commission, in general, and the Operations Managers, specifically, to 
guide business decisions.

Objectives

56
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▪ Results derive from a quarterly survey conducted in fiscal year quarter 4 2017 
(June – August) among the Texas adult (age 18+) population.

▪ Data collection occurred June 1, 2017 through August 11, 2017.

▪ The survey was offered in both English and Spanish.

▪ Data were weighted on five different variables to reflect the Texas population:

– Age, Gender, Hispanic vs. Non-Hispanic, Sales Region and Life Stage segment

▪ A total of 2,400 online surveys were completed among the general population of 
Texas, and another 1,000 surveys were completed among six life stage segments in 
order to achieve a sample of at least 350 per group, for a total of 3,400 surveys.

▪ The respondents were grouped into one of eight mutually exclusive segments 
according to their age, marital status and household composition (please see 
Methodology - Life Stage Segment Sizes slide).

Note: In some tables in this report you will see letters next to numbers. A letter next to a number indicates that the number is
statistically significantly higher at the 95% confidence level than the number indicated by the letter. For example, 30% B would
indicate that 30% is statistically higher than the number, e.g., 10%, in column B found in the same row.

Methodology

57

This study was executed and analysis prepared by Strategic Research Partners (SRP), 
in conjunction with the Gamer Insights Group, Inc., their primary subcontractor.
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Texas 
Census 18+

Quarter 1 2016 
Segmentation
Unweighted

General 
Population

Only

Quarter 1 2016 
Segmentation

Weighted
General 

Population & 
Booster

Quarter 4 2017 
Tracking

Unweighted
General 

Population
Only

Quarter 4 2017 
Tracking

Weighted
General 

Population & 
Booster

%
(3,207)

%
(4,024)

%
(2,400)

%
(2,724)

%

Male 18+ 49 49 49 49 49

Female 18+ 51 51 51 51 51

Hispanic 38 26 38 32 38

Not Hispanic 62 74 62 68 62

18 – 34 34 34 34 34 34

35 – 50 30 30 30 30 30

51+ 36 36 36 36 36

Methodology - Demographic Goals

58
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Life Stage
Share of 
Segment

Q4 2017 
Natural Fallout

Rep. Sample

Q4 2017
Natural Fallout 

w/ Boosts

% # #

Young Singles 12 314 411

Young Couples 5 136 362

Midlife Singles 6 163 350

Midlife Couples 6 137 370

Mature Singles 12 311 415

Mature Couples 19 460 460

Households with Children 32 656 656

Households with Teens Only 9 223 376

Total 100 2,400 3,400

59

Methodology - Life Stage Segment Sizes
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The survey covered the following topics:

– Game awareness - unaided 

– How well informed – game-specific and Texas Lottery

– Advertising recall

– Lottery participation and spending

– Whether spending more/same/less on lottery and why 

– Reasons for starting to play a lottery game for the first time

– Gaming motivations

– Barriers to playing

– Corporate image assessment

– Media influences

– Impact of economic conditions

– Demographics

60

Methodology - Survey Content
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Supplemental Data 
Report

See the Q4 2017 

Supplemental 

Data Report for 

detailed findings.
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Contents of Supplemental Data Report

Key Metrics by Game and Add-on

Past 4-week Participation, % Informed, % Unaided Awareness, Frequency Trended, Past 4-week 
Spending Per Player – Trended

Life Stage Segments

Past 12-month Lottery Playing

Past 4-week Participation – Trends

Informed/Participation: Powerball, Mega Millions, Scratch, Draw

Overall Opinion of and Attitudes Toward Texas Lottery

Attitudes Toward Lotteries and Gambling in General

Gaming Motivations

Advertising Awareness

Spending versus Year Ago

Economic Conditions and Spending
How Conditions Changed Purchasing

Spending versus Year Ago

Average Monthly Spending Reduction

Reasons for Change in Spending on Lottery Games
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Contents of Supplemental Data Report

Barriers to Playing

Overall Opinion-- % Negative Opinion

Ideas for Improving Satisfaction

Reasons for Negative Opinions

Reasons for Not Playing Texas Lottery Games

When Last Played (Among those who did not play <12 Months)

Reasons for Starting to Play, by Game

Recall of Lottery-specific News
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5.  Retailer Sales 

Contribution 

Column A Column B  Column C  

FY17 FY17 FY17

Total Draw Instant

FY17 sales as FY17 sales as FY17 sales 

Total % of total Draw (Terminal) % of draw Instant as % of 

Type of business Sales sales Sales sales Sales instant sales

Grocery/food 

stores 587,234,199 11.6% 157,639,189 13.8% 429,595,010 10.9%

Convenience 

stores 693,681,978 13.7% 148,018,027 13.0% 545,663,951 13.9%

C-store/gas 3,584,053,855 70.6% 780,605,103 68.3% 2,803,448,752 71.2%

Restaurant/bar 4,401,353 0.1% 1,004,018 0.1% 3,397,335 0.1%

Drug stores 1,008,073 0.0% 289,550 0.0% 718,523 0.0%

Liquor stores 58,565,576 1.2% 19,544,435 1.7% 39,021,141 1.0%

Merchandise 17,685,543 0.3% 3,632,071 0.3% 14,053,472 0.4%

Service businesses 0 0.0% 0 0.0% 0 0.0%

Newstands/smoke 9,734,519 0.2% 2,812,250 0.2% 6,922,269 0.2%

Kiosks 0 0.0% 0 0.0% 0 0.0%

Miscellaneous 121,096,556 2.4% 28,696,987 2.5% 92,399,569 2.3%

Total $5,077,461,652 100.0% $1,142,241,630 100.0% $3,935,220,022 100.0%
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FY17 Selling and Non-Selling Events 

Selling Events:

Marfa Lights Festival

State Fair of Texas

Formula One @ Circuit of the Americas

NASCAR @ Texas Motor Speedway (Fall) 

Traders Village - Houston

Lunar New Year - Houston

Borderfest

Traders Village - Grand Prairie 

NASCAR @ Texas Motor Speedway (Spring) 

Fiesta de los Reyes

Mayfest

Old Pecan Street Festival (Spring)

IndyCar Race @ Texas Motor Speedway

Wildflower! Arts & Music Festival

Pasadena Strawberry Festival

Aransas Pass Shrimporee

Tomato Fest

El Paso Downtown Street Festival

Texas Hunters and Sportsman's Expo

Non Selling Events:

San Antonio Veterans Day Parade

Monster Jam - Houston and El Paso

Texas Stars Hockey

Amarillo Bulls Hockey

Round Rock Express Baseball

Corpus Christi Hooks Baseball

Sugar Land Skeeters Baseball

El Paso Chihuahua's Baseball

San Antonio Missions Baseball

Rio Grande Valley Toros Soccer
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 TLC Media Buying Guidelines  
 
GENERAL BUYING GUIDELINES 
 
PRIMARY DEMOGRAPHIC  

• A18-49 

MARKET CLUSTERS 

• CLUSTER 1: Austin, Dallas-Ft. Worth, Houston, San Antonio 

• CLUSTER 2: Beaumont-Pt. Arthur, Odessa-Midland, Abilene-Sweetwater, Tyler-Longview, 
Lubbock, Waco-Temple-Bryan, El Paso, RGV, Corpus Christi, Amarillo 

• CLUSTER 3: Texarkana, Laredo, San Angelo, Wichita Falls-Lawton, Sherman-Ada, Victoria 

GRPs/IMPRESSIONS/UNITS 

• Advertising Agency to buy to planned GRPs/Impressions/units, unless otherwise approved by 
the client. 

• If conditions indicate that a market cannot be bought to GRP/impression/unit goals, then 
alternative scheduling options should be discussed with client. 

BUDGET 

• Media Buys will be negotiated as far out in advance as possible to secure best pricing options 

• All final budgets by market must be reported and include savings and overages. 

• Overages/Savings of +/- 10% must be supported by written rationale 

• If conditions indicate that a market cannot be bought to budget goals, then alternative 
scheduling options should be discussed with the client. 

 

RADIO BUYING GUIDELINES  

RATING BOOKS 

• Rating books must be aligned per quarter with available books in each market  

STATION SELECTION 

• Only stations licensed to the State of Texas can be purchased: 
o Stations can be licensed in more than one state (EX: Texas and Oklahoma), but must be 

licensed in Texas 

• All stations must be rated by Nielsen Audio and have the ability to post in order to be purchased 
or run added value 

• Radio stations that do not agree to post rating delivery per TLC guidelines will be ineligible for 
any media opportunities 
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SEPARATION 

• Required separation for radio buys: 
o Campaign Radio  45 minutes  
o Traffic Radio   20 minutes 

• One hour separation will be requested for campaign radio buys 

• No charge weight may run with 30 minute separation from other paid or unpaid spots 

BROAD ROTATORS & OVERNIGHT  

• Rotators cannot be purchased 

• No spots can air overnight (12a-5a) 

 

DIGITAL 

GENERAL GUIDELINES 

• Ads must be served within the state of Texas 

• Ads must be served to Adults 18+ 

• All vendors must adhere to IAB Standard Terms & Conditions for Interactive Advertising v3.0 

• All selected digital partners must provide details on how audiences are reached 

BRAND SAFETY  

• Brand safety 3rd party measurement must be implemented in order to verify safe content and 
context (EX: DoubleVerify)  

AD SERVING 

• Selected Display, Video, Audio and Mobile partners must be able to accept 3rd party ad serving 
tracking tags in order to verify delivery (EX: Sizmek, PointRoll, Google DoubleClick, Medialets) 

VIEWABILITY & FRAUD 

• Viewability 3rd party measurement must be implemented in order to ensure display and video 
ads were viewable and prevent click and view fraud (EX: Integral Ad Science, Peer 39) and can 
be implemented on publisher side 

• All partners are optimized to 70% viewability goal for display based on MRC guidelines for 
measurable media 

• Large video player sizes preffered  
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OUT-OF-HOME (OOH) 

GENERAL GUIDELINES 

• OOH must be within the state of Texas 

• OOH demographics for Adults 18+ 

• Bulletins and poster placement should be in high-traffic locations with broad reach 

• Campaign billboards must comprise a minimum of 70% Right Hand Reads by market 
o For markets with less than 70% RHR, deviation rationale must be provided to TLC 

 

PRINT 

GENERAL GUIDELINES 

• Current circulation audit is required of all publications 
o Audit report must cover at least 3 months of activity 
o Advertising Services vendor to recommend if publications need to be removed for non- 

compliance with audit.  

POSTING 

GUIDELINES 

• Bonus and Goodwill GRPs are to be included in Post Buy reporting.  Bonus GRPs will be included 
in the final post delivery, and Goodwill GRPs will be reported separately. 

• Buys will be negotiated to post with the following guidelines: 

Medium Posting Parameters

Radio 

Diary 90-110%

Meter 90-110%

PPM 95-105%

Digital 90-110%

OOH 90-110%  

 

UNDERDELIVERY WEIGHT 

• Specific vendors failing to post to the minimum percentage will owe free compensatory (UD) 
weight in the amount of the shortfall, regardless if the market delivers overall.   

• UD Weight will be tracked and schedules maintained on a separate estimate and will run until all 
UD weight is recovered. 

• The UD Weight Owed figure is to be included on the Post Buy Reports, but UD Weight Ran is not 
to be included within delivery for the campaign 

• Station UD Weight schedules/contracts will be forwarded after Post Buy Reports are sent to the 
client 

• Advertising Services vendor will keep a tally of all GRPs owed/ran by campaign, to be provided 
to TLC upon request. 
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Effective Date Game Code

General Ledger 

Revenues Month

3/1/2016 01796 1,875.00 Mar-16

3/2/2016 01796 16,125.00 Mar-16

3/3/2016 01796 36,375.00 Mar-16

3/4/2016 01796 77,625.00 Mar-16

3/5/2016 01796 103,125.00 Mar-16

3/6/2016 01796 117,380.00 Mar-16

3/7/2016 01796 156,000.00 Mar-16

3/8/2016 01796 226,775.00 Mar-16

3/9/2016 01796 247,455.00 Mar-16

3/10/2016 01796 283,590.00 Mar-16

3/11/2016 01796 382,875.00 Mar-16

3/12/2016 01796 407,250.00 Mar-16

3/13/2016 01796 346,125.00 Mar-16

3/14/2016 01796 446,830.00 Mar-16

3/15/2016 01796 389,490.00 Mar-16

3/16/2016 01796 411,375.00 Mar-16

3/17/2016 01796 439,980.00 Mar-16

3/18/2016 01796 528,440.00 Mar-16

3/19/2016 01796 531,000.00 Mar-16

3/20/2016 01796 471,000.00 Mar-16

3/21/2016 01796 500,125.00 Mar-16

3/22/2016 01796 449,625.00 Mar-16

3/23/2016 01796 478,140.00 Mar-16

3/24/2016 01796 489,690.00 Mar-16

3/25/2016 01796 567,000.00 Mar-16

3/26/2016 01796 561,740.00 Mar-16

3/27/2016 01796 467,250.00 Mar-16

3/28/2016 01796 527,565.00 Mar-16

3/29/2016 01796 478,455.00 Mar-16

3/30/2016 01796 503,545.00 Mar-16

3/31/2016 01796 526,445.00 Mar-16

11,170,270.00 Mar-16 Total

4/1/2016 01796 641,025.00 Apr-16

4/2/2016 01796 659,625.00 Apr-16

4/3/2016 01796 508,125.00 Apr-16

4/4/2016 01796 536,395.00 Apr-16

4/5/2016 01796 473,555.00 Apr-16

4/6/2016 01796 477,750.00 Apr-16

4/7/2016 01796 474,935.00 Apr-16

4/8/2016 01796 566,415.00 Apr-16

4/9/2016 01796 567,130.00 Apr-16

4/10/2016 01796 486,570.00 Apr-16

4/11/2016 01796 554,295.00 Apr-16

4/12/2016 01796 498,100.00 Apr-16

4/13/2016 01796 516,980.00 Apr-16

4/14/2016 01796 514,680.00 Apr-16

4/15/2016 01796 581,295.00 Apr-16

4/16/2016 01796 611,320.00 Apr-16

4/17/2016 01796 515,340.00 Apr-16

4/18/2016 01796 569,605.00 Apr-16

4/19/2016 01796 521,615.00 Apr-16

4/20/2016 01796 518,615.00 Apr-16

4/21/2016 01796 533,800.00 Apr-16
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4/22/2016 01796 598,565.00 Apr-16

4/23/2016 01796 578,690.00 Apr-16

4/24/2016 01796 522,410.00 Apr-16

4/25/2016 01796 569,200.00 Apr-16

4/26/2016 01796 502,560.00 Apr-16

4/27/2016 01796 498,790.00 Apr-16

4/28/2016 01796 520,985.00 Apr-16

4/29/2016 01796 626,810.00 Apr-16

4/30/2016 01796 630,000.00 Apr-16

16,375,180.00 Apr-16 Total

5/1/2016 01796 545,990.00 May-16

5/2/2016 01796 607,370.00 May-16

5/3/2016 01796 532,895.00 May-16

5/4/2016 01796 520,500.00 May-16

5/5/2016 01796 514,965.00 May-16

5/6/2016 01796 604,620.00 May-16

5/7/2016 01796 587,620.00 May-16

5/8/2016 01796 511,545.00 May-16

5/9/2016 01796 583,940.00 May-16

5/10/2016 01796 499,710.00 May-16

5/11/2016 01796 505,060.00 May-16

5/12/2016 01796 539,505.00 May-16

5/13/2016 01796 617,550.00 May-16

5/14/2016 01796 580,125.00 May-16

5/15/2016 01796 523,125.00 May-16

5/16/2016 01796 591,855.00 May-16

5/17/2016 01796 534,140.00 May-16

5/18/2016 01796 515,425.00 May-16

5/19/2016 01796 512,770.00 May-16

5/20/2016 01796 579,885.00 May-16

5/21/2016 01796 557,625.00 May-16

5/22/2016 01796 509,080.00 May-16

5/23/2016 01796 542,765.00 May-16

5/24/2016 01796 492,355.00 May-16

5/25/2016 01796 475,475.00 May-16

5/26/2016 01796 502,540.00 May-16

5/27/2016 01796 588,065.00 May-16

5/28/2016 01796 540,375.00 May-16

5/29/2016 01796 480,440.00 May-16

5/30/2016 01796 498,000.00 May-16

5/31/2016 01796 485,240.00 May-16

16,680,555.00 May-16 Total

6/1/2016 01796 511,805.00 Jun-16

6/2/2016 01796 548,445.00 Jun-16

6/3/2016 01796 676,495.00 Jun-16

6/4/2016 01796 630,810.00 Jun-16

6/5/2016 01796 509,995.00 Jun-16

6/6/2016 01796 530,405.00 Jun-16

6/7/2016 01796 472,425.00 Jun-16

6/8/2016 01796 446,755.00 Jun-16

6/9/2016 01796 487,455.00 Jun-16

6/10/2016 01796 535,160.00 Jun-16

6/11/2016 01796 536,395.00 Jun-16

6/12/2016 01796 449,150.00 Jun-16
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6/13/2016 01796 506,040.00 Jun-16

6/14/2016 01796 467,555.00 Jun-16

6/15/2016 01796 481,290.00 Jun-16

6/16/2016 01796 455,830.00 Jun-16

6/17/2016 01796 505,500.00 Jun-16

6/18/2016 01796 557,655.00 Jun-16

6/19/2016 01796 483,750.00 Jun-16

6/20/2016 01796 514,230.00 Jun-16

6/21/2016 01796 466,920.00 Jun-16

6/22/2016 01796 434,105.00 Jun-16

6/23/2016 01796 448,500.00 Jun-16

6/24/2016 01796 538,500.00 Jun-16

6/25/2016 01796 573,375.00 Jun-16

6/26/2016 01796 441,375.00 Jun-16

6/27/2016 01796 483,985.00 Jun-16

6/28/2016 01796 456,290.00 Jun-16

6/29/2016 01796 468,200.00 Jun-16

6/30/2016 01796 473,800.00 Jun-16

15,092,195.00 Jun-16 Total

7/1/2016 01796 579,760.00 Jul-16

7/2/2016 01796 562,755.00 Jul-16

7/3/2016 01796 488,250.00 Jul-16

7/4/2016 01796 464,625.00 Jul-16

7/5/2016 01796 475,800.00 Jul-16

7/6/2016 01796 423,655.00 Jul-16

7/7/2016 01796 451,485.00 Jul-16

7/8/2016 01796 493,770.00 Jul-16

7/9/2016 01796 519,750.00 Jul-16

7/10/2016 01796 478,335.00 Jul-16

7/11/2016 01796 478,325.00 Jul-16

7/12/2016 01796 428,055.00 Jul-16

7/13/2016 01796 418,250.00 Jul-16

7/14/2016 01796 446,705.00 Jul-16

7/15/2016 01796 504,495.00 Jul-16

7/16/2016 01796 509,250.00 Jul-16

7/17/2016 01796 466,500.00 Jul-16

7/18/2016 01796 496,520.00 Jul-16

7/19/2016 01796 422,965.00 Jul-16

7/20/2016 01796 422,625.00 Jul-16

7/21/2016 01796 430,960.00 Jul-16

7/22/2016 01796 532,965.00 Jul-16

7/23/2016 01796 542,625.00 Jul-16

7/24/2016 01796 429,195.00 Jul-16

7/25/2016 01796 438,300.00 Jul-16

7/26/2016 01796 417,040.00 Jul-16

7/27/2016 01796 440,710.00 Jul-16

7/28/2016 01796 443,670.00 Jul-16

7/29/2016 01796 484,420.00 Jul-16

7/30/2016 01796 504,750.00 Jul-16

7/31/2016 01796 492,375.00 Jul-16

14,688,885.00 Jul-16 Total

8/1/2016 01796 503,230.00 Aug-16

8/2/2016 01796 435,690.00 Aug-16

8/3/2016 01796 419,215.00 Aug-16
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8/4/2016 01796 431,645.00 Aug-16

8/5/2016 01796 508,045.00 Aug-16

8/6/2016 01796 483,000.00 Aug-16

8/7/2016 01796 454,875.00 Aug-16

8/8/2016 01796 456,455.00 Aug-16

8/9/2016 01796 405,515.00 Aug-16

8/10/2016 01796 398,250.00 Aug-16

8/11/2016 01796 438,375.00 Aug-16

8/12/2016 01796 490,125.00 Aug-16

8/13/2016 01796 511,125.00 Aug-16

8/14/2016 01796 448,500.00 Aug-16

8/15/2016 01796 511,250.00 Aug-16

8/16/2016 01796 425,165.00 Aug-16

8/17/2016 01796 428,185.00 Aug-16

8/18/2016 01796 443,515.00 Aug-16

8/19/2016 01796 522,235.00 Aug-16

8/20/2016 01796 510,375.00 Aug-16

8/21/2016 01796 448,500.00 Aug-16

8/22/2016 01796 463,860.00 Aug-16

8/23/2016 01796 418,730.00 Aug-16

8/24/2016 01796 430,575.00 Aug-16

8/25/2016 01796 427,160.00 Aug-16

8/26/2016 01796 509,175.00 Aug-16

8/27/2016 01796 498,750.00 Aug-16

8/28/2016 01796 446,625.00 Aug-16

8/29/2016 01796 491,120.00 Aug-16

8/30/2016 01796 448,030.00 Aug-16

8/31/2016 01796 423,620.00 Aug-16

14,230,915.00 Aug-16 Total

9/1/2016 01796 475,990.00 Sep-16

9/2/2016 01796 553,440.00 Sep-16

9/3/2016 01796 534,375.00 Sep-16

9/4/2016 01796 469,395.00 Sep-16

9/5/2016 01796 499,125.00 Sep-16

9/6/2016 01796 455,980.00 Sep-16

9/7/2016 01796 421,720.00 Sep-16

9/8/2016 01796 438,965.00 Sep-16

9/9/2016 01796 499,990.00 Sep-16

9/10/2016 01796 558,000.00 Sep-16

9/11/2016 01796 423,750.00 Sep-16

9/12/2016 01796 490,420.00 Sep-16

9/13/2016 01796 439,055.00 Sep-16

9/14/2016 01796 450,050.00 Sep-16

9/15/2016 01796 436,455.00 Sep-16

9/16/2016 01796 535,730.00 Sep-16

9/17/2016 01796 507,000.00 Sep-16

9/18/2016 01796 444,375.00 Sep-16

9/19/2016 01796 469,725.00 Sep-16

9/20/2016 01796 441,610.00 Sep-16

9/21/2016 01796 424,430.00 Sep-16

9/22/2016 01796 432,640.00 Sep-16

9/23/2016 01796 504,050.00 Sep-16

9/24/2016 01796 534,375.00 Sep-16

9/25/2016 01796 469,500.00 Sep-16

Exhibit 9



9/26/2016 01796 510,090.00 Sep-16

9/27/2016 01796 435,675.00 Sep-16

9/28/2016 01796 443,870.00 Sep-16

9/29/2016 01796 434,455.00 Sep-16

9/30/2016 01796 559,600.00 Sep-16

14,293,835.00 Sep-16 Total

10/1/2016 01796 570,750.00 Oct-16

10/2/2016 01796 497,250.00 Oct-16

10/3/2016 01796 519,875.00 Oct-16

10/4/2016 01796 485,370.00 Oct-16

10/5/2016 01796 441,420.00 Oct-16

10/6/2016 01796 481,170.00 Oct-16

10/7/2016 01796 496,490.00 Oct-16

10/8/2016 01796 505,875.00 Oct-16

10/9/2016 01796 459,705.00 Oct-16

10/10/2016 01796 501,860.00 Oct-16

10/11/2016 01796 440,955.00 Oct-16

10/12/2016 01796 456,745.00 Oct-16

10/13/2016 01796 455,195.00 Oct-16

10/14/2016 01796 523,300.00 Oct-16

10/15/2016 01796 542,625.00 Oct-16

10/16/2016 01796 449,250.00 Oct-16

10/17/2016 01796 488,845.00 Oct-16

10/18/2016 01796 452,840.00 Oct-16

10/19/2016 01796 437,755.00 Oct-16

10/20/2016 01796 431,460.00 Oct-16

10/21/2016 01796 488,280.00 Oct-16

10/22/2016 01796 498,000.00 Oct-16

10/23/2016 01796 445,105.00 Oct-16

10/24/2016 01796 470,185.00 Oct-16

10/25/2016 01796 463,190.00 Oct-16

10/26/2016 01796 440,845.00 Oct-16

10/27/2016 01796 426,220.00 Oct-16

10/28/2016 01796 522,290.00 Oct-16

10/29/2016 01796 516,000.00 Oct-16

10/30/2016 01796 435,375.00 Oct-16

10/31/2016 01796 484,230.00 Oct-16

14,828,455.00 Oct-16 Total

11/1/2016 01796 488,245.00 Nov-16

11/2/2016 01796 491,880.00 Nov-16

11/3/2016 01796 519,400.00 Nov-16

11/4/2016 01796 556,385.00 Nov-16

11/5/2016 01796 564,750.00 Nov-16

11/6/2016 01796 455,250.00 Nov-16

11/7/2016 01796 533,740.00 Nov-16

11/8/2016 01796 464,650.00 Nov-16

11/9/2016 01796 440,615.00 Nov-16

11/10/2016 01796 450,425.00 Nov-16

11/11/2016 01796 509,380.00 Nov-16

11/12/2016 01796 493,125.00 Nov-16

11/13/2016 01796 436,450.00 Nov-16

11/14/2016 01796 499,475.00 Nov-16

11/15/2016 01796 443,685.00 Nov-16

11/16/2016 01796 445,125.00 Nov-16
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11/17/2016 01796 435,345.00 Nov-16

11/18/2016 01796 539,800.00 Nov-16

11/19/2016 01796 550,875.00 Nov-16

11/20/2016 01796 430,875.00 Nov-16

11/21/2016 01796 456,725.00 Nov-16

11/22/2016 01796 427,875.00 Nov-16

11/23/2016 01796 491,250.00 Nov-16

11/24/2016 01796 417,000.00 Nov-16

11/25/2016 01796 487,125.00 Nov-16

11/26/2016 01796 466,875.00 Nov-16

11/27/2016 01796 409,125.00 Nov-16

11/28/2016 01796 495,040.00 Nov-16

11/29/2016 01796 437,900.00 Nov-16

11/30/2016 01796 394,100.00 Nov-16

14,232,490.00 Nov-16 Total

12/1/2016 01796 462,995.00 Dec-16

12/2/2016 01796 542,980.00 Dec-16

12/3/2016 01796 536,250.00 Dec-16

12/4/2016 01796 451,500.00 Dec-16

12/5/2016 01796 484,040.00 Dec-16

12/6/2016 01796 374,795.00 Dec-16

12/7/2016 01796 370,625.00 Dec-16

12/8/2016 01796 323,530.00 Dec-16

12/9/2016 01796 379,620.00 Dec-16

12/10/2016 01796 368,625.00 Dec-16

12/11/2016 01796 308,625.00 Dec-16

12/12/2016 01796 331,095.00 Dec-16

12/13/2016 01796 277,135.00 Dec-16

12/14/2016 01796 265,355.00 Dec-16

12/15/2016 01796 278,175.00 Dec-16

12/16/2016 01796 283,120.00 Dec-16

12/17/2016 01796 292,500.00 Dec-16

12/18/2016 01796 189,375.00 Dec-16

12/19/2016 01796 248,105.00 Dec-16

12/20/2016 01796 213,600.00 Dec-16

12/21/2016 01796 193,500.00 Dec-16

12/22/2016 01796 210,375.00 Dec-16

12/23/2016 01796 257,625.00 Dec-16

12/24/2016 01796 228,750.00 Dec-16

12/25/2016 01796 171,375.00 Dec-16

12/26/2016 01796 221,625.00 Dec-16

12/27/2016 01796 197,130.00 Dec-16

12/28/2016 01796 178,090.00 Dec-16

12/29/2016 01796 184,040.00 Dec-16

12/30/2016 01796 211,385.00 Dec-16

12/31/2016 01796 208,875.00 Dec-16

9,244,815.00 Dec-16 Total

1/1/2017 01796 158,085.00 Jan-17

1/2/2017 01796 188,625.00 Jan-17

1/3/2017 01796 164,775.00 Jan-17

1/4/2017 01796 148,915.00 Jan-17

1/5/2017 01796 146,625.00 Jan-17

1/6/2017 01796 156,895.00 Jan-17

1/7/2017 01796 164,250.00 Jan-17
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1/8/2017 01796 141,750.00 Jan-17

1/9/2017 01796 136,600.00 Jan-17

1/10/2017 01796 131,330.00 Jan-17

1/11/2017 01796 128,995.00 Jan-17

1/12/2017 01796 140,935.00 Jan-17

1/13/2017 01796 146,095.00 Jan-17

1/14/2017 01796 141,375.00 Jan-17

1/15/2017 01796 115,125.00 Jan-17

1/16/2017 01796 133,500.00 Jan-17

1/17/2017 01796 101,385.00 Jan-17

1/18/2017 01796 104,825.00 Jan-17

1/19/2017 01796 99,035.00 Jan-17

1/20/2017 01796 106,920.00 Jan-17

1/21/2017 01796 116,625.00 Jan-17

1/22/2017 01796 88,500.00 Jan-17

1/23/2017 01796 96,795.00 Jan-17

1/24/2017 01796 77,245.00 Jan-17

1/25/2017 01796 79,205.00 Jan-17

1/26/2017 01796 79,455.00 Jan-17

1/27/2017 01796 86,255.00 Jan-17

1/28/2017 01796 99,750.00 Jan-17

1/29/2017 01796 90,375.00 Jan-17

1/30/2017 01796 84,750.00 Jan-17

1/31/2017 01796 80,305.00 Jan-17

3,735,300.00 Jan-17 Total

2/1/2017 01796 67,875.00 Feb-17

2/2/2017 01796 76,500.00 Feb-17

2/3/2017 01796 89,250.00 Feb-17

2/4/2017 01796 92,625.00 Feb-17

2/5/2017 01796 68,625.00 Feb-17

2/6/2017 01796 70,580.00 Feb-17

2/7/2017 01796 58,875.00 Feb-17

2/8/2017 01796 43,900.00 Feb-17

2/9/2017 01796 53,955.00 Feb-17

2/10/2017 01796 68,080.00 Feb-17

2/11/2017 01796 65,250.00 Feb-17

2/12/2017 01796 57,375.00 Feb-17

2/13/2017 01796 58,170.00 Feb-17

2/14/2017 01796 48,170.00 Feb-17

2/15/2017 01796 48,640.00 Feb-17

2/16/2017 01796 42,375.00 Feb-17

2/17/2017 01796 52,745.00 Feb-17

2/18/2017 01796 55,875.00 Feb-17

2/19/2017 01796 46,875.00 Feb-17

2/20/2017 01796 54,000.00 Feb-17

2/21/2017 01796 42,000.00 Feb-17

2/22/2017 01796 39,175.00 Feb-17

2/23/2017 01796 47,950.00 Feb-17

2/24/2017 01796 45,750.00 Feb-17

2/25/2017 01796 51,000.00 Feb-17

2/26/2017 01796 49,500.00 Feb-17

2/27/2017 01796 44,935.00 Feb-17

2/28/2017 01796 39,400.00 Feb-17

1,579,450.00 Feb-17 Total
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3/1/2017 01796 34,500.00 Mar-17

3/2/2017 01796 30,550.00 Mar-17

3/3/2017 01796 38,625.00 Mar-17

3/4/2017 01796 37,125.00 Mar-17

3/5/2017 01796 29,250.00 Mar-17

3/6/2017 01796 25,170.00 Mar-17

3/7/2017 01796 23,430.00 Mar-17

3/8/2017 01796 29,795.00 Mar-17

3/9/2017 01796 24,965.00 Mar-17

3/10/2017 01796 27,375.00 Mar-17

3/11/2017 01796 27,000.00 Mar-17

3/12/2017 01796 19,875.00 Mar-17

3/13/2017 01796 18,280.00 Mar-17

3/14/2017 01796 13,440.00 Mar-17

3/15/2017 01796 13,125.00 Mar-17

3/16/2017 01796 15,000.00 Mar-17

3/17/2017 01796 14,505.00 Mar-17

3/18/2017 01796 15,375.00 Mar-17

3/19/2017 01796 16,875.00 Mar-17

3/20/2017 01796 10,665.00 Mar-17

3/21/2017 01796 8,955.00 Mar-17

3/22/2017 01796 7,995.00 Mar-17

3/23/2017 01796 7,090.00 Mar-17

3/24/2017 01796 9,670.00 Mar-17

3/25/2017 01796 8,010.00 Mar-17

3/26/2017 01796 5,250.00 Mar-17

3/27/2017 01796 7,285.00 Mar-17

3/28/2017 01796 4,640.00 Mar-17

3/29/2017 01796 4,990.00 Mar-17

3/30/2017 01796 6,640.00 Mar-17

3/31/2017 01796 4,735.00 Mar-17

540,185.00 Mar-17 Total

4/1/2017 01796 5,250.00 Apr-17

4/2/2017 01796 2,625.00 Apr-17

4/3/2017 01796 4,230.00 Apr-17

4/4/2017 01796 3,335.00 Apr-17

4/5/2017 01796 1,895.00 Apr-17

4/6/2017 01796 3,035.00 Apr-17

4/7/2017 01796 1,875.00 Apr-17

4/8/2017 01796 375.00 Apr-17

4/9/2017 01796 1,125.00 Apr-17

4/10/2017 01796 1,875.00 Apr-17

4/11/2017 01796 1,640.00 Apr-17

4/12/2017 01796 885.00 Apr-17

4/13/2017 01796 1,555.00 Apr-17

4/14/2017 01796 1,560.00 Apr-17

4/15/2017 01796 1,125.00 Apr-17

4/16/2017 01796 1,500.00 Apr-17

4/17/2017 01796 255.00 Apr-17

4/18/2017 01796 (265.00) Apr-17

4/19/2017 01796 280.00 Apr-17

4/20/2017 01796 700.00 Apr-17

4/21/2017 01796 1,125.00 Apr-17

4/23/2017 01796 375.00 Apr-17
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4/24/2017 01796 (115.00) Apr-17

4/25/2017 01796 535.00 Apr-17

4/26/2017 01796 (185.00) Apr-17

4/27/2017 01796 (640.00) Apr-17

4/28/2017 01796 375.00 Apr-17

36,325.00 Apr-17 Total

5/1/2017 01796 (140.00) May-17

5/2/2017 01796 (305.00) May-17

5/3/2017 01796 3,325.00 May-17

5/4/2017 01796 (750.00) May-17

5/5/2017 01796 (375.00) May-17

5/8/2017 01796 (70.00) May-17

5/9/2017 01796 (225.00) May-17

5/15/2017 01796 (300.00) May-17

5/23/2017 01796 (5.00) May-17

5/31/2017 01796 (35.00) May-17

1,120.00 May-17 Total

7/3/2017 01796 (195.00) Jul-17

7/12/2017 01796 (100.00) Jul-17

7/14/2017 01796 (250.00) Jul-17

(545.00) Jul-17 Total

8/7/2017 01796 (90.00) Aug-17

8/18/2017 01796 (295.00) Aug-17

8/23/2017 01796 (5.00) Aug-17

8/30/2017 01796 (265.00) Aug-17

(655.00) Aug-17 Total

9/1/2017 01796 (375.00) Sep-17

(375.00) Sep-17 Total

10/11/2017 01796 5.00 Oct-17

5.00 Oct-17 Total

01796 Total 146,728,405.00 

6/28/2016 01801 900.00 Jun-16

6/29/2016 01801 3,375.00 Jun-16

6/30/2016 01801 7,200.00 Jun-16

11,475.00 Jun-16 Total

7/1/2016 01801 9,900.00 Jul-16

7/2/2016 01801 17,775.00 Jul-16

7/3/2016 01801 20,025.00 Jul-16

7/4/2016 01801 27,900.00 Jul-16

7/5/2016 01801 32,628.00 Jul-16

7/6/2016 01801 32,175.00 Jul-16

7/7/2016 01801 36,675.00 Jul-16

7/8/2016 01801 47,025.00 Jul-16

7/9/2016 01801 58,950.00 Jul-16

7/10/2016 01801 53,100.00 Jul-16

7/11/2016 01801 71,775.00 Jul-16

7/12/2016 01801 74,250.00 Jul-16

7/13/2016 01801 68,175.00 Jul-16

7/14/2016 01801 83,928.00 Jul-16

7/15/2016 01801 103,050.00 Jul-16

7/16/2016 01801 103,275.00 Jul-16

7/17/2016 01801 108,450.00 Jul-16

7/18/2016 01801 123,129.00 Jul-16

7/19/2016 01801 110,220.00 Jul-16
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7/20/2016 01801 102,825.00 Jul-16

7/21/2016 01801 127,383.00 Jul-16

7/22/2016 01801 148,500.00 Jul-16

7/23/2016 01801 161,550.00 Jul-16

7/24/2016 01801 121,200.00 Jul-16

7/25/2016 01801 137,208.00 Jul-16

7/26/2016 01801 141,900.00 Jul-16

7/27/2016 01801 145,347.00 Jul-16

7/28/2016 01801 141,630.00 Jul-16

7/29/2016 01801 163,752.00 Jul-16

7/30/2016 01801 165,150.00 Jul-16

7/31/2016 01801 151,425.00 Jul-16

2,890,275.00 Jul-16 Total

8/1/2016 01801 172,863.00 Aug-16

8/2/2016 01801 157,959.00 Aug-16

8/3/2016 01801 157,254.00 Aug-16

8/4/2016 01801 178,218.00 Aug-16

8/5/2016 01801 170,082.00 Aug-16

8/6/2016 01801 189,573.00 Aug-16

8/7/2016 01801 160,650.00 Aug-16

8/8/2016 01801 182,175.00 Aug-16

8/9/2016 01801 165,909.00 Aug-16

8/10/2016 01801 149,850.00 Aug-16

8/11/2016 01801 171,225.00 Aug-16

8/12/2016 01801 200,856.00 Aug-16

8/13/2016 01801 202,050.00 Aug-16

8/14/2016 01801 179,325.00 Aug-16

8/15/2016 01801 201,432.00 Aug-16

8/16/2016 01801 187,290.00 Aug-16

8/17/2016 01801 188,241.00 Aug-16

8/18/2016 01801 185,289.00 Aug-16

8/19/2016 01801 207,048.00 Aug-16

8/20/2016 01801 190,575.00 Aug-16

8/21/2016 01801 198,675.00 Aug-16

8/22/2016 01801 200,634.00 Aug-16

8/23/2016 01801 185,400.00 Aug-16

8/24/2016 01801 182,796.00 Aug-16

8/25/2016 01801 193,386.00 Aug-16

8/26/2016 01801 200,079.00 Aug-16

8/27/2016 01801 220,275.00 Aug-16

8/28/2016 01801 179,325.00 Aug-16

8/29/2016 01801 208,638.00 Aug-16

8/30/2016 01801 210,321.00 Aug-16

8/31/2016 01801 193,185.00 Aug-16

5,770,578.00 Aug-16 Total

9/1/2016 01801 211,548.00 Sep-16

9/2/2016 01801 244,407.00 Sep-16

9/3/2016 01801 243,225.00 Sep-16

9/4/2016 01801 201,843.00 Sep-16

9/5/2016 01801 230,850.00 Sep-16

9/6/2016 01801 216,447.00 Sep-16

9/7/2016 01801 210,117.00 Sep-16

9/8/2016 01801 212,340.00 Sep-16

9/9/2016 01801 221,076.00 Sep-16
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9/10/2016 01801 231,750.00 Sep-16

9/11/2016 01801 191,250.00 Sep-16

9/12/2016 01801 228,120.00 Sep-16

9/13/2016 01801 210,969.00 Sep-16

9/14/2016 01801 200,613.00 Sep-16

9/15/2016 01801 209,925.00 Sep-16

9/16/2016 01801 254,901.00 Sep-16

9/17/2016 01801 238,725.00 Sep-16

9/18/2016 01801 213,300.00 Sep-16

9/19/2016 01801 237,147.00 Sep-16

9/20/2016 01801 213,324.00 Sep-16

9/21/2016 01801 211,227.00 Sep-16

9/22/2016 01801 216,582.00 Sep-16

9/23/2016 01801 228,120.00 Sep-16

9/24/2016 01801 241,200.00 Sep-16

9/25/2016 01801 213,900.00 Sep-16

9/26/2016 01801 250,146.00 Sep-16

9/27/2016 01801 220,542.00 Sep-16

9/28/2016 01801 210,615.00 Sep-16

9/29/2016 01801 227,916.00 Sep-16

9/30/2016 01801 261,870.00 Sep-16

6,703,995.00 Sep-16 Total

10/1/2016 01801 258,975.00 Oct-16

10/2/2016 01801 244,350.00 Oct-16

10/3/2016 01801 264,282.00 Oct-16

10/4/2016 01801 252,501.00 Oct-16

10/5/2016 01801 227,559.00 Oct-16

10/6/2016 01801 234,213.00 Oct-16

10/7/2016 01801 263,469.00 Oct-16

10/8/2016 01801 251,775.00 Oct-16

10/9/2016 01801 222,300.00 Oct-16

10/10/2016 01801 241,341.00 Oct-16

10/11/2016 01801 239,328.00 Oct-16

10/12/2016 01801 230,583.00 Oct-16

10/13/2016 01801 233,892.00 Oct-16

10/14/2016 01801 269,745.00 Oct-16

10/15/2016 01801 277,200.00 Oct-16

10/16/2016 01801 232,650.00 Oct-16

10/17/2016 01801 249,525.00 Oct-16

10/18/2016 01801 201,084.00 Oct-16

10/19/2016 01801 217,935.00 Oct-16

10/20/2016 01801 203,907.00 Oct-16

10/21/2016 01801 230,628.00 Oct-16

10/22/2016 01801 220,950.00 Oct-16

10/23/2016 01801 203,802.00 Oct-16

10/24/2016 01801 207,684.00 Oct-16

10/25/2016 01801 196,926.00 Oct-16

10/26/2016 01801 187,581.00 Oct-16

10/27/2016 01801 194,658.00 Oct-16

10/28/2016 01801 206,508.00 Oct-16

10/29/2016 01801 211,050.00 Oct-16

10/30/2016 01801 178,860.00 Oct-16

10/31/2016 01801 183,258.00 Oct-16

7,038,519.00 Oct-16 Total
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11/1/2016 01801 185,175.00 Nov-16

11/2/2016 01801 183,687.00 Nov-16

11/3/2016 01801 203,601.00 Nov-16

11/4/2016 01801 214,200.00 Nov-16

11/5/2016 01801 212,850.00 Nov-16

11/6/2016 01801 185,850.00 Nov-16

11/7/2016 01801 204,033.00 Nov-16

11/8/2016 01801 182,091.00 Nov-16

11/9/2016 01801 168,660.00 Nov-16

11/10/2016 01801 178,272.00 Nov-16

11/11/2016 01801 188,820.00 Nov-16

11/12/2016 01801 192,150.00 Nov-16

11/13/2016 01801 171,675.00 Nov-16

11/14/2016 01801 183,159.00 Nov-16

11/15/2016 01801 171,000.00 Nov-16

11/16/2016 01801 181,119.00 Nov-16

11/17/2016 01801 159,966.00 Nov-16

11/18/2016 01801 199,530.00 Nov-16

11/19/2016 01801 201,825.00 Nov-16

11/20/2016 01801 157,950.00 Nov-16

11/21/2016 01801 175,236.00 Nov-16

11/22/2016 01801 164,688.00 Nov-16

11/23/2016 01801 179,325.00 Nov-16

11/24/2016 01801 149,400.00 Nov-16

11/25/2016 01801 174,375.00 Nov-16

11/26/2016 01801 177,750.00 Nov-16

11/27/2016 01801 169,872.00 Nov-16

11/28/2016 01801 188,193.00 Nov-16

11/29/2016 01801 165,216.00 Nov-16

11/30/2016 01801 157,797.00 Nov-16

5,427,465.00 Nov-16 Total

12/1/2016 01801 164,253.00 Dec-16

12/2/2016 01801 198,438.00 Dec-16

12/3/2016 01801 188,100.00 Dec-16

12/4/2016 01801 168,300.00 Dec-16

12/5/2016 01801 195,972.00 Dec-16

12/6/2016 01801 163,413.00 Dec-16

12/7/2016 01801 165,843.00 Dec-16

12/8/2016 01801 154,137.00 Dec-16

12/9/2016 01801 174,957.00 Dec-16

12/10/2016 01801 171,675.00 Dec-16

12/11/2016 01801 157,275.00 Dec-16

12/12/2016 01801 179,226.00 Dec-16

12/13/2016 01801 163,251.00 Dec-16

12/14/2016 01801 158,361.00 Dec-16

12/15/2016 01801 156,012.00 Dec-16

12/16/2016 01801 179,550.00 Dec-16

12/17/2016 01801 180,225.00 Dec-16

12/18/2016 01801 148,500.00 Dec-16

12/19/2016 01801 181,869.00 Dec-16

12/20/2016 01801 166,386.00 Dec-16

12/21/2016 01801 161,772.00 Dec-16

12/22/2016 01801 174,180.00 Dec-16

12/23/2016 01801 202,725.00 Dec-16
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12/24/2016 01801 201,150.00 Dec-16

12/25/2016 01801 153,000.00 Dec-16

12/26/2016 01801 214,650.00 Dec-16

12/27/2016 01801 199,077.00 Dec-16

12/28/2016 01801 194,772.00 Dec-16

12/29/2016 01801 203,934.00 Dec-16

12/30/2016 01801 233,019.00 Dec-16

12/31/2016 01801 233,775.00 Dec-16

5,587,797.00 Dec-16 Total

1/1/2017 01801 185,175.00 Jan-17

1/2/2017 01801 247,050.00 Jan-17

1/3/2017 01801 230,889.00 Jan-17

1/4/2017 01801 221,934.00 Jan-17

1/5/2017 01801 218,154.00 Jan-17

1/6/2017 01801 226,266.00 Jan-17

1/7/2017 01801 230,625.00 Jan-17

1/8/2017 01801 212,850.00 Jan-17

1/9/2017 01801 252,246.00 Jan-17

1/10/2017 01801 242,805.00 Jan-17

1/11/2017 01801 243,489.00 Jan-17

1/12/2017 01801 223,848.00 Jan-17

1/13/2017 01801 269,661.00 Jan-17

1/14/2017 01801 272,700.00 Jan-17

1/15/2017 01801 222,300.00 Jan-17

1/16/2017 01801 278,100.00 Jan-17

1/17/2017 01801 230,895.00 Jan-17

1/18/2017 01801 237,102.00 Jan-17

1/19/2017 01801 256,806.00 Jan-17

1/20/2017 01801 258,846.00 Jan-17

1/21/2017 01801 267,300.00 Jan-17

1/22/2017 01801 230,850.00 Jan-17

1/23/2017 01801 238,947.00 Jan-17

1/24/2017 01801 224,658.00 Jan-17

1/25/2017 01801 225,144.00 Jan-17

1/26/2017 01801 218,559.00 Jan-17

1/27/2017 01801 251,082.00 Jan-17

1/28/2017 01801 259,875.00 Jan-17

1/29/2017 01801 228,825.00 Jan-17

1/30/2017 01801 257,349.00 Jan-17

1/31/2017 01801 239,271.00 Jan-17

7,403,601.00 Jan-17 Total

2/1/2017 01801 246,717.00 Feb-17

2/2/2017 01801 245,808.00 Feb-17

2/3/2017 01801 282,945.00 Feb-17

2/4/2017 01801 278,100.00 Feb-17

2/5/2017 01801 247,350.00 Feb-17

2/6/2017 01801 269,628.00 Feb-17

2/7/2017 01801 250,863.00 Feb-17

2/8/2017 01801 248,766.00 Feb-17

2/9/2017 01801 225,252.00 Feb-17

2/10/2017 01801 264,645.00 Feb-17

2/11/2017 01801 262,233.00 Feb-17

2/12/2017 01801 233,775.00 Feb-17

2/13/2017 01801 256,947.00 Feb-17
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2/14/2017 01801 227,340.00 Feb-17

2/15/2017 01801 229,929.00 Feb-17

2/16/2017 01801 224,208.00 Feb-17

2/17/2017 01801 257,322.00 Feb-17

2/18/2017 01801 266,850.00 Feb-17

2/19/2017 01801 244,125.00 Feb-17

2/20/2017 01801 283,950.00 Feb-17

2/21/2017 01801 244,935.00 Feb-17

2/22/2017 01801 248,511.00 Feb-17

2/23/2017 01801 257,853.00 Feb-17

2/24/2017 01801 288,666.00 Feb-17

2/25/2017 01801 286,200.00 Feb-17

2/26/2017 01801 279,675.00 Feb-17

2/27/2017 01801 299,976.00 Feb-17

2/28/2017 01801 280,197.00 Feb-17

7,232,766.00 Feb-17 Total

3/1/2017 01801 288,915.00 Mar-17

3/2/2017 01801 289,176.00 Mar-17

3/3/2017 01801 312,021.00 Mar-17

3/4/2017 01801 305,775.00 Mar-17

3/5/2017 01801 306,876.00 Mar-17

3/6/2017 01801 318,285.00 Mar-17

3/7/2017 01801 268,095.00 Mar-17

3/8/2017 01801 272,061.00 Mar-17

3/9/2017 01801 272,244.00 Mar-17

3/10/2017 01801 280,050.00 Mar-17

3/11/2017 01801 285,975.00 Mar-17

3/12/2017 01801 245,025.00 Mar-17

3/13/2017 01801 280,065.00 Mar-17

3/14/2017 01801 254,733.00 Mar-17

3/15/2017 01801 262,605.00 Mar-17

3/16/2017 01801 259,443.00 Mar-17

3/17/2017 01801 287,712.00 Mar-17

3/18/2017 01801 274,275.00 Mar-17

3/19/2017 01801 257,850.00 Mar-17

3/20/2017 01801 271,857.00 Mar-17

3/21/2017 01801 236,841.00 Mar-17

3/22/2017 01801 242,748.00 Mar-17

3/23/2017 01801 228,906.00 Mar-17

3/24/2017 01801 269,715.00 Mar-17

3/25/2017 01801 228,375.00 Mar-17

3/26/2017 01801 215,775.00 Mar-17

3/27/2017 01801 218,664.00 Mar-17

3/28/2017 01801 192,288.00 Mar-17

3/29/2017 01801 184,164.00 Mar-17

3/30/2017 01801 196,041.00 Mar-17

3/31/2017 01801 196,506.00 Mar-17

8,003,061.00 Mar-17 Total

4/1/2017 01801 203,625.00 Apr-17

4/2/2017 01801 154,125.00 Apr-17

4/3/2017 01801 166,206.00 Apr-17

4/4/2017 01801 145,956.00 Apr-17

4/5/2017 01801 136,938.00 Apr-17

4/6/2017 01801 134,568.00 Apr-17
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4/7/2017 01801 128,250.00 Apr-17

4/8/2017 01801 120,150.00 Apr-17

4/9/2017 01801 97,194.00 Apr-17

4/10/2017 01801 111,813.00 Apr-17

4/11/2017 01801 98,184.00 Apr-17

4/12/2017 01801 96,294.00 Apr-17

4/13/2017 01801 87,675.00 Apr-17

4/14/2017 01801 98,937.00 Apr-17

4/15/2017 01801 80,550.00 Apr-17

4/16/2017 01801 60,525.00 Apr-17

4/17/2017 01801 83,487.00 Apr-17

4/18/2017 01801 76,977.00 Apr-17

4/19/2017 01801 67,392.00 Apr-17

4/20/2017 01801 58,164.00 Apr-17

4/21/2017 01801 67,389.00 Apr-17

4/22/2017 01801 61,650.00 Apr-17

4/23/2017 01801 53,100.00 Apr-17

4/24/2017 01801 59,373.00 Apr-17

4/25/2017 01801 46,110.00 Apr-17

4/26/2017 01801 49,149.00 Apr-17

4/27/2017 01801 46,281.00 Apr-17

4/28/2017 01801 49,563.00 Apr-17

4/29/2017 01801 50,625.00 Apr-17

4/30/2017 01801 43,200.00 Apr-17

2,733,450.00 Apr-17 Total

5/1/2017 01801 47,976.00 May-17

5/2/2017 01801 40,566.00 May-17

5/3/2017 01801 38,925.00 May-17

5/4/2017 01801 38,025.00 May-17

5/5/2017 01801 36,498.00 May-17

5/6/2017 01801 35,325.00 May-17

5/7/2017 01801 27,675.00 May-17

5/8/2017 01801 32,301.00 May-17

5/9/2017 01801 27,675.00 May-17

5/10/2017 01801 25,875.00 May-17

5/11/2017 01801 29,682.00 May-17

5/12/2017 01801 29,253.00 May-17

5/13/2017 01801 26,550.00 May-17

5/14/2017 01801 21,375.00 May-17

5/15/2017 01801 25,875.00 May-17

5/16/2017 01801 21,987.00 May-17

5/17/2017 01801 21,600.00 May-17

5/18/2017 01801 23,175.00 May-17

5/19/2017 01801 18,450.00 May-17

5/20/2017 01801 20,034.00 May-17

5/21/2017 01801 15,750.00 May-17

5/22/2017 01801 18,675.00 May-17

5/23/2017 01801 16,959.00 May-17

5/24/2017 01801 13,050.00 May-17

5/25/2017 01801 15,300.00 May-17

5/26/2017 01801 13,950.00 May-17

5/27/2017 01801 19,350.00 May-17

5/28/2017 01801 13,500.00 May-17

5/29/2017 01801 15,441.00 May-17
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5/30/2017 01801 12,645.00 May-17

5/31/2017 01801 12,189.00 May-17

755,631.00 May-17 Total

6/1/2017 01801 17,964.00 Jun-17

6/2/2017 01801 15,075.00 Jun-17

6/3/2017 01801 11,250.00 Jun-17

6/4/2017 01801 6,750.00 Jun-17

6/5/2017 01801 11,157.00 Jun-17

6/6/2017 01801 13,791.00 Jun-17

6/7/2017 01801 8,271.00 Jun-17

6/8/2017 01801 10,266.00 Jun-17

6/9/2017 01801 10,575.00 Jun-17

6/10/2017 01801 11,925.00 Jun-17

6/11/2017 01801 5,625.00 Jun-17

6/12/2017 01801 9,435.00 Jun-17

6/13/2017 01801 8,550.00 Jun-17

6/14/2017 01801 7,311.00 Jun-17

6/15/2017 01801 7,875.00 Jun-17

6/16/2017 01801 4,725.00 Jun-17

6/17/2017 01801 6,075.00 Jun-17

6/18/2017 01801 4,725.00 Jun-17

6/19/2017 01801 9,087.00 Jun-17

6/20/2017 01801 5,973.00 Jun-17

6/21/2017 01801 5,502.00 Jun-17

6/22/2017 01801 4,368.00 Jun-17

6/23/2017 01801 6,138.00 Jun-17

6/24/2017 01801 4,275.00 Jun-17

6/25/2017 01801 4,725.00 Jun-17

6/26/2017 01801 1,443.00 Jun-17

6/27/2017 01801 3,444.00 Jun-17

6/28/2017 01801 3,006.00 Jun-17

6/29/2017 01801 2,751.00 Jun-17

6/30/2017 01801 1,182.00 Jun-17

223,239.00 Jun-17 Total

7/1/2017 01801 1,800.00 Jul-17

7/2/2017 01801 2,925.00 Jul-17

7/3/2017 01801 1,098.00 Jul-17

7/4/2017 01801 384.00 Jul-17

7/5/2017 01801 1,311.00 Jul-17

7/6/2017 01801 513.00 Jul-17

7/7/2017 01801 372.00 Jul-17

7/8/2017 01801 225.00 Jul-17

7/9/2017 01801 450.00 Jul-17

7/10/2017 01801 (267.00) Jul-17

7/11/2017 01801 255.00 Jul-17

7/12/2017 01801 (159.00) Jul-17

7/13/2017 01801 621.00 Jul-17

7/14/2017 01801 (30.00) Jul-17

7/15/2017 01801 675.00 Jul-17

7/16/2017 01801 225.00 Jul-17

7/17/2017 01801 (204.00) Jul-17

7/18/2017 01801 (27.00) Jul-17

7/19/2017 01801 (303.00) Jul-17

7/20/2017 01801 (720.00) Jul-17
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7/21/2017 01801 195.00 Jul-17

7/22/2017 01801 225.00 Jul-17

7/23/2017 01801 225.00 Jul-17

7/24/2017 01801 (273.00) Jul-17

7/25/2017 01801 (330.00) Jul-17

7/26/2017 01801 (309.00) Jul-17

7/27/2017 01801 (378.00) Jul-17

7/31/2017 01801 (66.00) Jul-17

8,433.00 Jul-17 Total

8/1/2017 01801 (21.00) Aug-17

8/2/2017 01801 468.00 Aug-17

8/3/2017 01801 (66.00) Aug-17

8/4/2017 01801 (543.00) Aug-17

8/7/2017 01801 (99.00) Aug-17

8/9/2017 01801 (141.00) Aug-17

8/12/2017 01801 (225.00) Aug-17

8/15/2017 01801 (69.00) Aug-17

8/16/2017 01801 (162.00) Aug-17

8/17/2017 01801 (3.00) Aug-17

8/18/2017 01801 (321.00) Aug-17

8/19/2017 01801 (12.00) Aug-17

8/22/2017 01801 (264.00) Aug-17

8/23/2017 01801 (12.00) Aug-17

8/24/2017 01801 (36.00) Aug-17

(1,506.00) Aug-17 Total

9/6/2017 01801 (69.00) Sep-17

9/7/2017 01801 (123.00) Sep-17

9/8/2017 01801 (84.00) Sep-17

9/11/2017 01801 (180.00) Sep-17

9/14/2017 01801 (102.00) Sep-17

9/15/2017 01801 (78.00) Sep-17

9/19/2017 01801 (126.00) Sep-17

9/20/2017 01801 (117.00) Sep-17

9/26/2017 01801 (72.00) Sep-17

(951.00) Sep-17 Total

10/2/2017 01801 (225.00) Oct-17

10/4/2017 01801 (21.00) Oct-17

10/11/2017 01801 6.00 Oct-17

10/16/2017 01801 (153.00) Oct-17

10/25/2017 01801 (30.00) Oct-17

10/31/2017 01801 (225.00) Oct-17

(648.00) Oct-17 Total

01801 Total 59,787,180.00 

3/15/2017 01806 450.00 Mar-17

3/16/2017 01806 4,725.00 Mar-17

3/17/2017 01806 5,175.00 Mar-17

3/18/2017 01806 6,975.00 Mar-17

3/19/2017 01806 9,450.00 Mar-17

3/20/2017 01806 20,025.00 Mar-17

3/21/2017 01806 23,625.00 Mar-17

3/22/2017 01806 27,675.00 Mar-17

3/23/2017 01806 38,025.00 Mar-17

3/24/2017 01806 51,300.00 Mar-17

3/25/2017 01806 64,149.00 Mar-17
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3/26/2017 01806 63,000.00 Mar-17

3/27/2017 01806 90,450.00 Mar-17

3/28/2017 01806 98,550.00 Mar-17

3/29/2017 01806 118,800.00 Mar-17

3/30/2017 01806 130,500.00 Mar-17

3/31/2017 01806 155,091.00 Mar-17

907,965.00 Mar-17 Total

4/1/2017 01806 172,350.00 Apr-17

4/2/2017 01806 142,425.00 Apr-17

4/3/2017 01806 177,654.00 Apr-17

4/4/2017 01806 151,815.00 Apr-17

4/5/2017 01806 160,425.00 Apr-17

4/6/2017 01806 166,899.00 Apr-17

4/7/2017 01806 180,300.00 Apr-17

4/8/2017 01806 186,300.00 Apr-17

4/9/2017 01806 169,995.00 Apr-17

4/10/2017 01806 202,275.00 Apr-17

4/11/2017 01806 179,844.00 Apr-17

4/12/2017 01806 178,155.00 Apr-17

4/13/2017 01806 185,928.00 Apr-17

4/14/2017 01806 215,100.00 Apr-17

4/15/2017 01806 202,050.00 Apr-17

4/16/2017 01806 162,000.00 Apr-17

4/17/2017 01806 208,182.00 Apr-17

4/18/2017 01806 197,856.00 Apr-17

4/19/2017 01806 198,621.00 Apr-17

4/20/2017 01806 202,767.00 Apr-17

4/21/2017 01806 214,875.00 Apr-17

4/22/2017 01806 202,950.00 Apr-17

4/23/2017 01806 201,150.00 Apr-17

4/24/2017 01806 218,880.00 Apr-17

4/25/2017 01806 199,293.00 Apr-17

4/26/2017 01806 205,995.00 Apr-17

4/27/2017 01806 195,768.00 Apr-17

4/28/2017 01806 225,159.00 Apr-17

4/29/2017 01806 230,850.00 Apr-17

4/30/2017 01806 201,834.00 Apr-17

5,737,695.00 Apr-17 Total

5/1/2017 01806 239,799.00 May-17

5/2/2017 01806 219,858.00 May-17

5/3/2017 01806 211,797.00 May-17

5/4/2017 01806 232,170.00 May-17

5/5/2017 01806 238,449.00 May-17

5/6/2017 01806 233,523.00 May-17

5/7/2017 01806 210,192.00 May-17

5/8/2017 01806 232,737.00 May-17

5/9/2017 01806 207,159.00 May-17

5/10/2017 01806 212,190.00 May-17

5/11/2017 01806 204,678.00 May-17

5/12/2017 01806 247,152.00 May-17

5/13/2017 01806 239,625.00 May-17

5/14/2017 01806 198,675.00 May-17

5/15/2017 01806 241,425.00 May-17

5/16/2017 01806 211,992.00 May-17
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5/17/2017 01806 208,368.00 May-17

5/18/2017 01806 218,736.00 May-17

5/19/2017 01806 240,075.00 May-17

5/20/2017 01806 241,326.00 May-17

5/21/2017 01806 223,083.00 May-17

5/22/2017 01806 231,996.00 May-17

5/23/2017 01806 202,863.00 May-17

5/24/2017 01806 224,007.00 May-17

5/25/2017 01806 207,726.00 May-17

5/26/2017 01806 234,522.00 May-17

5/27/2017 01806 235,800.00 May-17

5/28/2017 01806 188,550.00 May-17

5/29/2017 01806 225,000.00 May-17

5/30/2017 01806 223,353.00 May-17

5/31/2017 01806 213,171.00 May-17

6,899,997.00 May-17 Total

6/1/2017 01806 227,055.00 Jun-17

6/2/2017 01806 251,031.00 Jun-17

6/3/2017 01806 264,825.00 Jun-17

6/4/2017 01806 217,350.00 Jun-17

6/5/2017 01806 247,794.00 Jun-17

6/6/2017 01806 208,281.00 Jun-17

6/7/2017 01806 205,053.00 Jun-17

6/8/2017 01806 212,337.00 Jun-17

6/9/2017 01806 218,877.00 Jun-17

6/10/2017 01806 229,230.00 Jun-17

6/11/2017 01806 206,247.00 Jun-17

6/12/2017 01806 225,570.00 Jun-17

6/13/2017 01806 196,719.00 Jun-17

6/14/2017 01806 191,718.00 Jun-17

6/15/2017 01806 185,556.00 Jun-17

6/16/2017 01806 230,079.00 Jun-17

6/17/2017 01806 231,300.00 Jun-17

6/18/2017 01806 195,975.00 Jun-17

6/19/2017 01806 232,623.00 Jun-17

6/20/2017 01806 189,249.00 Jun-17

6/21/2017 01806 176,679.00 Jun-17

6/22/2017 01806 193,719.00 Jun-17

6/23/2017 01806 213,525.00 Jun-17

6/24/2017 01806 231,852.00 Jun-17

6/25/2017 01806 190,125.00 Jun-17

6/26/2017 01806 224,058.00 Jun-17

6/27/2017 01806 187,839.00 Jun-17

6/28/2017 01806 185,733.00 Jun-17

6/29/2017 01806 187,053.00 Jun-17

6/30/2017 01806 212,349.00 Jun-17

6,369,801.00 Jun-17 Total

7/1/2017 01806 225,900.00 Jul-17

7/2/2017 01806 181,800.00 Jul-17

7/3/2017 01806 215,988.00 Jul-17

7/4/2017 01806 187,650.00 Jul-17

7/5/2017 01806 179,919.00 Jul-17

7/6/2017 01806 183,009.00 Jul-17

7/7/2017 01806 198,603.00 Jul-17
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7/8/2017 01806 204,096.00 Jul-17

7/9/2017 01806 180,000.00 Jul-17

7/10/2017 01806 195,489.00 Jul-17

7/11/2017 01806 188,424.00 Jul-17

7/12/2017 01806 184,266.00 Jul-17

7/13/2017 01806 180,792.00 Jul-17

7/14/2017 01806 200,670.00 Jul-17

7/15/2017 01806 216,450.00 Jul-17

7/16/2017 01806 194,652.00 Jul-17

7/17/2017 01806 199,833.00 Jul-17

7/18/2017 01806 178,350.00 Jul-17

7/19/2017 01806 185,670.00 Jul-17

7/20/2017 01806 188,262.00 Jul-17

7/21/2017 01806 222,429.00 Jul-17

7/22/2017 01806 218,250.00 Jul-17

7/23/2017 01806 194,133.00 Jul-17

7/24/2017 01806 189,594.00 Jul-17

7/25/2017 01806 170,076.00 Jul-17

7/26/2017 01806 177,918.00 Jul-17

7/27/2017 01806 173,622.00 Jul-17

7/28/2017 01806 188,103.00 Jul-17

7/29/2017 01806 202,050.00 Jul-17

7/30/2017 01806 174,150.00 Jul-17

7/31/2017 01806 198,141.00 Jul-17

5,978,289.00 Jul-17 Total

8/1/2017 01806 202,143.00 Aug-17

8/2/2017 01806 189,774.00 Aug-17

8/3/2017 01806 210,324.00 Aug-17

8/4/2017 01806 220,170.00 Aug-17

8/5/2017 01806 216,225.00 Aug-17

8/6/2017 01806 204,525.00 Aug-17

8/7/2017 01806 218,205.00 Aug-17

8/8/2017 01806 189,774.00 Aug-17

8/9/2017 01806 179,775.00 Aug-17

8/10/2017 01806 193,275.00 Aug-17

8/11/2017 01806 207,684.00 Aug-17

8/12/2017 01806 222,750.00 Aug-17

8/13/2017 01806 188,100.00 Aug-17

8/14/2017 01806 203,964.00 Aug-17

8/15/2017 01806 187,704.00 Aug-17

8/16/2017 01806 206,940.00 Aug-17

8/17/2017 01806 193,635.00 Aug-17

8/18/2017 01806 221,319.00 Aug-17

8/19/2017 01806 218,475.00 Aug-17

8/20/2017 01806 195,750.00 Aug-17

8/21/2017 01806 209,232.00 Aug-17

8/22/2017 01806 186,738.00 Aug-17

8/23/2017 01806 218,457.00 Aug-17

8/24/2017 01806 189,000.00 Aug-17

8/25/2017 01806 212,856.00 Aug-17

8/26/2017 01806 199,575.00 Aug-17

8/27/2017 01806 156,375.00 Aug-17

8/28/2017 01806 185,841.00 Aug-17

8/29/2017 01806 181,809.00 Aug-17
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8/30/2017 01806 189,180.00 Aug-17

8/31/2017 01806 190,032.00 Aug-17

6,189,606.00 Aug-17 Total

9/1/2017 01806 208,398.00 Sep-17

9/2/2017 01806 222,525.00 Sep-17

9/3/2017 01806 204,093.00 Sep-17

9/4/2017 01806 210,681.00 Sep-17

9/5/2017 01806 197,400.00 Sep-17

9/6/2017 01806 193,269.00 Sep-17

9/7/2017 01806 196,863.00 Sep-17

9/8/2017 01806 205,671.00 Sep-17

9/9/2017 01806 221,712.00 Sep-17

9/10/2017 01806 184,500.00 Sep-17

9/11/2017 01806 202,827.00 Sep-17

9/12/2017 01806 205,350.00 Sep-17

9/13/2017 01806 187,695.00 Sep-17

9/14/2017 01806 192,087.00 Sep-17

9/15/2017 01806 216,336.00 Sep-17

9/16/2017 01806 209,925.00 Sep-17

9/17/2017 01806 187,650.00 Sep-17

9/18/2017 01806 210,213.00 Sep-17

9/19/2017 01806 180,138.00 Sep-17

9/20/2017 01806 178,668.00 Sep-17

9/21/2017 01806 179,016.00 Sep-17

9/22/2017 01806 194,769.00 Sep-17

9/23/2017 01806 218,280.00 Sep-17

9/24/2017 01806 177,741.00 Sep-17

9/25/2017 01806 204,990.00 Sep-17

9/26/2017 01806 179,865.00 Sep-17

9/27/2017 01806 176,832.00 Sep-17

9/28/2017 01806 190,977.00 Sep-17

9/29/2017 01806 227,274.00 Sep-17

9/30/2017 01806 223,425.00 Sep-17

5,989,170.00 Sep-17 Total

10/1/2017 01806 196,200.00 Oct-17

10/2/2017 01806 222,891.00 Oct-17

10/3/2017 01806 192,270.00 Oct-17

10/4/2017 01806 188,934.00 Oct-17

10/5/2017 01806 196,596.00 Oct-17

10/6/2017 01806 206,640.00 Oct-17

10/7/2017 01806 223,875.00 Oct-17

10/8/2017 01806 193,050.00 Oct-17

10/9/2017 01806 206,571.00 Oct-17

10/10/2017 01806 178,059.00 Oct-17

10/11/2017 01806 181,488.00 Oct-17

10/12/2017 01806 183,168.00 Oct-17

10/13/2017 01806 211,581.00 Oct-17

10/14/2017 01806 213,075.00 Oct-17

10/15/2017 01806 186,975.00 Oct-17

10/16/2017 01806 212,835.00 Oct-17

10/17/2017 01806 186,348.00 Oct-17

10/18/2017 01806 186,630.00 Oct-17

10/19/2017 01806 196,434.00 Oct-17

10/20/2017 01806 213,213.00 Oct-17
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10/21/2017 01806 221,400.00 Oct-17

10/22/2017 01806 198,450.00 Oct-17

10/23/2017 01806 223,941.00 Oct-17

10/24/2017 01806 198,108.00 Oct-17

10/25/2017 01806 187,119.00 Oct-17

10/26/2017 01806 200,589.00 Oct-17

10/27/2017 01806 204,075.00 Oct-17

10/28/2017 01806 212,175.00 Oct-17

10/29/2017 01806 178,650.00 Oct-17

10/30/2017 01806 212,949.00 Oct-17

10/31/2017 01806 184,779.00 Oct-17

6,199,068.00 Oct-17 Total

01806 Total 44,271,591.00 

12/3/2016 01807 4,875.00 Dec-16

12/4/2016 01807 8,250.00 Dec-16

12/5/2016 01807 85,875.00 Dec-16

12/6/2016 01807 117,750.00 Dec-16

12/7/2016 01807 123,000.00 Dec-16

12/8/2016 01807 123,000.00 Dec-16

12/9/2016 01807 202,875.00 Dec-16

12/10/2016 01807 257,625.00 Dec-16

12/11/2016 01807 238,500.00 Dec-16

12/12/2016 01807 296,625.00 Dec-16

12/13/2016 01807 299,175.00 Dec-16

12/14/2016 01807 331,045.00 Dec-16

12/15/2016 01807 343,190.00 Dec-16

12/16/2016 01807 415,875.00 Dec-16

12/17/2016 01807 409,875.00 Dec-16

12/18/2016 01807 357,000.00 Dec-16

12/19/2016 01807 401,735.00 Dec-16

12/20/2016 01807 359,075.00 Dec-16

12/21/2016 01807 382,125.00 Dec-16

12/22/2016 01807 402,755.00 Dec-16

12/23/2016 01807 471,375.00 Dec-16

12/24/2016 01807 476,625.00 Dec-16

12/25/2016 01807 341,250.00 Dec-16

12/26/2016 01807 481,125.00 Dec-16

12/27/2016 01807 410,470.00 Dec-16

12/28/2016 01807 439,575.00 Dec-16

12/29/2016 01807 436,025.00 Dec-16

12/30/2016 01807 525,665.00 Dec-16

12/31/2016 01807 543,750.00 Dec-16

9,286,085.00 Dec-16 Total

1/1/2017 01807 411,750.00 Jan-17

1/2/2017 01807 490,875.00 Jan-17

1/3/2017 01807 417,805.00 Jan-17

1/4/2017 01807 399,510.00 Jan-17

1/5/2017 01807 427,585.00 Jan-17

1/6/2017 01807 450,030.00 Jan-17

1/7/2017 01807 469,875.00 Jan-17

1/8/2017 01807 413,250.00 Jan-17

1/9/2017 01807 460,315.00 Jan-17

1/10/2017 01807 427,985.00 Jan-17

1/11/2017 01807 461,955.00 Jan-17
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1/12/2017 01807 447,720.00 Jan-17

1/13/2017 01807 544,960.00 Jan-17

1/14/2017 01807 529,875.00 Jan-17

1/15/2017 01807 454,500.00 Jan-17

1/16/2017 01807 479,250.00 Jan-17

1/17/2017 01807 436,115.00 Jan-17

1/18/2017 01807 437,705.00 Jan-17

1/19/2017 01807 462,085.00 Jan-17

1/20/2017 01807 500,295.00 Jan-17

1/21/2017 01807 530,625.00 Jan-17

1/22/2017 01807 460,125.00 Jan-17

1/23/2017 01807 483,245.00 Jan-17

1/24/2017 01807 448,000.00 Jan-17

1/25/2017 01807 430,820.00 Jan-17

1/26/2017 01807 456,180.00 Jan-17

1/27/2017 01807 524,855.00 Jan-17

1/28/2017 01807 571,875.00 Jan-17

1/29/2017 01807 462,750.00 Jan-17

1/30/2017 01807 500,975.00 Jan-17

1/31/2017 01807 475,860.00 Jan-17

14,468,750.00 Jan-17 Total

2/1/2017 01807 513,830.00 Feb-17

2/2/2017 01807 521,880.00 Feb-17

2/3/2017 01807 630,915.00 Feb-17

2/4/2017 01807 623,250.00 Feb-17

2/5/2017 01807 497,765.00 Feb-17

2/6/2017 01807 562,260.00 Feb-17

2/7/2017 01807 474,365.00 Feb-17

2/8/2017 01807 455,025.00 Feb-17

2/9/2017 01807 440,660.00 Feb-17

2/10/2017 01807 497,150.00 Feb-17

2/11/2017 01807 533,225.00 Feb-17

2/12/2017 01807 463,875.00 Feb-17

2/13/2017 01807 490,555.00 Feb-17

2/14/2017 01807 428,360.00 Feb-17

2/15/2017 01807 439,875.00 Feb-17

2/16/2017 01807 443,945.00 Feb-17

2/17/2017 01807 548,060.00 Feb-17

2/18/2017 01807 531,750.00 Feb-17

2/19/2017 01807 484,125.00 Feb-17

2/20/2017 01807 516,750.00 Feb-17

2/21/2017 01807 451,210.00 Feb-17

2/22/2017 01807 476,555.00 Feb-17

2/23/2017 01807 506,430.00 Feb-17

2/24/2017 01807 575,575.00 Feb-17

2/25/2017 01807 592,500.00 Feb-17

2/26/2017 01807 529,125.00 Feb-17

2/27/2017 01807 571,670.00 Feb-17

2/28/2017 01807 522,590.00 Feb-17

14,323,275.00 Feb-17 Total

3/1/2017 01807 537,565.00 Mar-17

3/2/2017 01807 564,040.00 Mar-17

3/3/2017 01807 611,720.00 Mar-17

3/4/2017 01807 603,375.00 Mar-17
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3/5/2017 01807 574,865.00 Mar-17

3/6/2017 01807 631,710.00 Mar-17

3/7/2017 01807 498,730.00 Mar-17

3/8/2017 01807 510,630.00 Mar-17

3/9/2017 01807 502,745.00 Mar-17

3/10/2017 01807 560,655.00 Mar-17

3/11/2017 01807 586,875.00 Mar-17

3/12/2017 01807 507,750.00 Mar-17

3/13/2017 01807 537,250.00 Mar-17

3/14/2017 01807 531,550.00 Mar-17

3/15/2017 01807 485,800.00 Mar-17

3/16/2017 01807 514,720.00 Mar-17

3/17/2017 01807 568,165.00 Mar-17

3/18/2017 01807 612,505.00 Mar-17

3/19/2017 01807 494,625.00 Mar-17

3/20/2017 01807 533,240.00 Mar-17

3/21/2017 01807 469,005.00 Mar-17

3/22/2017 01807 475,960.00 Mar-17

3/23/2017 01807 477,135.00 Mar-17

3/24/2017 01807 560,915.00 Mar-17

3/25/2017 01807 564,750.00 Mar-17

3/26/2017 01807 480,000.00 Mar-17

3/27/2017 01807 535,735.00 Mar-17

3/28/2017 01807 482,175.00 Mar-17

3/29/2017 01807 514,110.00 Mar-17

3/30/2017 01807 509,065.00 Mar-17

3/31/2017 01807 612,765.00 Mar-17

16,650,130.00 Mar-17 Total

4/1/2017 01807 639,375.00 Apr-17

4/2/2017 01807 484,875.00 Apr-17

4/3/2017 01807 546,710.00 Apr-17

4/4/2017 01807 469,405.00 Apr-17

4/5/2017 01807 487,285.00 Apr-17

4/6/2017 01807 471,590.00 Apr-17

4/7/2017 01807 538,500.00 Apr-17

4/8/2017 01807 567,750.00 Apr-17

4/9/2017 01807 477,215.00 Apr-17

4/10/2017 01807 527,505.00 Apr-17

4/11/2017 01807 476,915.00 Apr-17

4/12/2017 01807 483,025.00 Apr-17

4/13/2017 01807 505,035.00 Apr-17

4/14/2017 01807 581,250.00 Apr-17

4/15/2017 01807 533,625.00 Apr-17

4/16/2017 01807 457,875.00 Apr-17

4/17/2017 01807 513,355.00 Apr-17

4/18/2017 01807 497,440.00 Apr-17

4/19/2017 01807 480,965.00 Apr-17

4/20/2017 01807 481,460.00 Apr-17

4/21/2017 01807 564,000.00 Apr-17

4/22/2017 01807 565,875.00 Apr-17

4/23/2017 01807 512,495.00 Apr-17

4/24/2017 01807 538,420.00 Apr-17

4/25/2017 01807 464,550.00 Apr-17

4/26/2017 01807 466,825.00 Apr-17
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4/27/2017 01807 501,480.00 Apr-17

4/28/2017 01807 550,620.00 Apr-17

4/29/2017 01807 573,375.00 Apr-17

4/30/2017 01807 501,655.00 Apr-17

15,460,450.00 Apr-17 Total

5/1/2017 01807 526,460.00 May-17

5/2/2017 01807 469,700.00 May-17

5/3/2017 01807 508,830.00 May-17

5/4/2017 01807 504,375.00 May-17

5/5/2017 01807 567,190.00 May-17

5/6/2017 01807 538,875.00 May-17

5/7/2017 01807 464,225.00 May-17

5/8/2017 01807 543,025.00 May-17

5/9/2017 01807 485,270.00 May-17

5/10/2017 01807 464,595.00 May-17

5/11/2017 01807 495,785.00 May-17

5/12/2017 01807 590,430.00 May-17

5/13/2017 01807 546,750.00 May-17

5/14/2017 01807 490,875.00 May-17

5/15/2017 01807 535,875.00 May-17

5/16/2017 01807 482,015.00 May-17

5/17/2017 01807 462,805.00 May-17

5/18/2017 01807 466,295.00 May-17

5/19/2017 01807 527,625.00 May-17

5/20/2017 01807 551,790.00 May-17

5/21/2017 01807 483,135.00 May-17

5/22/2017 01807 528,250.00 May-17

5/23/2017 01807 454,090.00 May-17

5/24/2017 01807 448,875.00 May-17

5/25/2017 01807 441,425.00 May-17

5/26/2017 01807 544,245.00 May-17

5/27/2017 01807 510,000.00 May-17

5/28/2017 01807 461,625.00 May-17

5/29/2017 01807 506,250.00 May-17

5/30/2017 01807 439,655.00 May-17

5/31/2017 01807 439,165.00 May-17

15,479,505.00 May-17 Total

6/1/2017 01807 478,195.00 Jun-17

6/2/2017 01807 553,055.00 Jun-17

6/3/2017 01807 570,750.00 Jun-17

6/4/2017 01807 469,875.00 Jun-17

6/5/2017 01807 531,655.00 Jun-17

6/6/2017 01807 463,630.00 Jun-17

6/7/2017 01807 430,925.00 Jun-17

6/8/2017 01807 402,745.00 Jun-17

6/9/2017 01807 525,490.00 Jun-17

6/10/2017 01807 529,875.00 Jun-17

6/11/2017 01807 454,735.00 Jun-17

6/12/2017 01807 469,980.00 Jun-17

6/13/2017 01807 401,155.00 Jun-17

6/14/2017 01807 417,205.00 Jun-17

6/15/2017 01807 453,180.00 Jun-17

6/16/2017 01807 494,095.00 Jun-17

6/17/2017 01807 516,375.00 Jun-17
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6/18/2017 01807 452,290.00 Jun-17

6/19/2017 01807 514,805.00 Jun-17

6/20/2017 01807 419,725.00 Jun-17

6/21/2017 01807 410,715.00 Jun-17

6/22/2017 01807 414,355.00 Jun-17

6/23/2017 01807 470,135.00 Jun-17

6/24/2017 01807 545,250.00 Jun-17

6/25/2017 01807 468,750.00 Jun-17

6/26/2017 01807 485,265.00 Jun-17

6/27/2017 01807 442,145.00 Jun-17

6/28/2017 01807 397,795.00 Jun-17

6/29/2017 01807 413,590.00 Jun-17

6/30/2017 01807 502,985.00 Jun-17

14,100,725.00 Jun-17 Total

7/1/2017 01807 556,875.00 Jul-17

7/2/2017 01807 436,125.00 Jul-17

7/3/2017 01807 528,560.00 Jul-17

7/4/2017 01807 444,000.00 Jul-17

7/5/2017 01807 418,445.00 Jul-17

7/6/2017 01807 429,630.00 Jul-17

7/7/2017 01807 500,750.00 Jul-17

7/8/2017 01807 512,240.00 Jul-17

7/9/2017 01807 457,875.00 Jul-17

7/10/2017 01807 483,420.00 Jul-17

7/11/2017 01807 436,555.00 Jul-17

7/12/2017 01807 435,630.00 Jul-17

7/13/2017 01807 434,755.00 Jul-17

7/14/2017 01807 494,095.00 Jul-17

7/15/2017 01807 538,125.00 Jul-17

7/16/2017 01807 456,375.00 Jul-17

7/17/2017 01807 499,430.00 Jul-17

7/18/2017 01807 431,290.00 Jul-17

7/19/2017 01807 433,425.00 Jul-17

7/20/2017 01807 451,370.00 Jul-17

7/21/2017 01807 541,400.00 Jul-17

7/22/2017 01807 568,500.00 Jul-17

7/23/2017 01807 455,230.00 Jul-17

7/24/2017 01807 470,435.00 Jul-17

7/25/2017 01807 414,460.00 Jul-17

7/26/2017 01807 419,315.00 Jul-17

7/27/2017 01807 435,740.00 Jul-17

7/28/2017 01807 500,250.00 Jul-17

7/29/2017 01807 519,000.00 Jul-17

7/30/2017 01807 451,500.00 Jul-17

7/31/2017 01807 467,410.00 Jul-17

14,622,210.00 Jul-17 Total

8/1/2017 01807 477,390.00 Aug-17

8/2/2017 01807 471,375.00 Aug-17

8/3/2017 01807 493,125.00 Aug-17

8/4/2017 01807 569,465.00 Aug-17

8/5/2017 01807 596,250.00 Aug-17

8/6/2017 01807 486,375.00 Aug-17

8/7/2017 01807 535,030.00 Aug-17

8/8/2017 01807 435,665.00 Aug-17
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8/9/2017 01807 439,090.00 Aug-17

8/10/2017 01807 452,625.00 Aug-17

8/11/2017 01807 516,395.00 Aug-17

8/12/2017 01807 552,375.00 Aug-17

8/13/2017 01807 467,985.00 Aug-17

8/14/2017 01807 492,550.00 Aug-17

8/15/2017 01807 456,970.00 Aug-17

8/16/2017 01807 449,220.00 Aug-17

8/17/2017 01807 454,920.00 Aug-17

8/18/2017 01807 537,535.00 Aug-17

8/19/2017 01807 561,750.00 Aug-17

8/20/2017 01807 468,375.00 Aug-17

8/21/2017 01807 477,675.00 Aug-17

8/22/2017 01807 427,485.00 Aug-17

8/23/2017 01807 458,515.00 Aug-17

8/24/2017 01807 442,900.00 Aug-17

8/25/2017 01807 546,445.00 Aug-17

8/26/2017 01807 471,750.00 Aug-17

8/27/2017 01807 372,370.00 Aug-17

8/28/2017 01807 423,120.00 Aug-17

8/29/2017 01807 397,760.00 Aug-17

8/30/2017 01807 434,370.00 Aug-17

8/31/2017 01807 421,205.00 Aug-17

14,788,060.00 Aug-17 Total

9/1/2017 01807 514,505.00 Sep-17

9/2/2017 01807 550,875.00 Sep-17

9/3/2017 01807 476,180.00 Sep-17

9/4/2017 01807 495,280.00 Sep-17

9/5/2017 01807 437,660.00 Sep-17

9/6/2017 01807 433,380.00 Sep-17

9/7/2017 01807 436,470.00 Sep-17

9/8/2017 01807 486,040.00 Sep-17

9/9/2017 01807 536,625.00 Sep-17

9/10/2017 01807 467,625.00 Sep-17

9/11/2017 01807 467,580.00 Sep-17

9/12/2017 01807 432,360.00 Sep-17

9/13/2017 01807 442,990.00 Sep-17

9/14/2017 01807 446,130.00 Sep-17

9/15/2017 01807 514,590.00 Sep-17

9/16/2017 01807 530,250.00 Sep-17

9/17/2017 01807 442,500.00 Sep-17

9/18/2017 01807 484,335.00 Sep-17

9/19/2017 01807 417,960.00 Sep-17

9/20/2017 01807 428,300.00 Sep-17

9/21/2017 01807 425,075.00 Sep-17

9/22/2017 01807 496,650.00 Sep-17

9/23/2017 01807 531,465.00 Sep-17

9/24/2017 01807 439,875.00 Sep-17

9/25/2017 01807 495,305.00 Sep-17

9/26/2017 01807 435,395.00 Sep-17

9/27/2017 01807 423,915.00 Sep-17

9/28/2017 01807 458,855.00 Sep-17

9/29/2017 01807 567,785.00 Sep-17

9/30/2017 01807 562,875.00 Sep-17
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14,278,830.00 Sep-17 Total

10/1/2017 01807 474,750.00 Oct-17

10/2/2017 01807 509,455.00 Oct-17

10/3/2017 01807 471,930.00 Oct-17

10/4/2017 01807 465,070.00 Oct-17

10/5/2017 01807 460,840.00 Oct-17

10/6/2017 01807 510,675.00 Oct-17

10/7/2017 01807 510,750.00 Oct-17

10/8/2017 01807 464,250.00 Oct-17

10/9/2017 01807 471,000.00 Oct-17

10/10/2017 01807 431,825.00 Oct-17

10/11/2017 01807 441,095.00 Oct-17

10/12/2017 01807 443,755.00 Oct-17

10/13/2017 01807 517,475.00 Oct-17

10/14/2017 01807 525,100.00 Oct-17

10/15/2017 01807 473,250.00 Oct-17

10/16/2017 01807 496,915.00 Oct-17

10/17/2017 01807 448,605.00 Oct-17

10/18/2017 01807 434,150.00 Oct-17

10/19/2017 01807 460,295.00 Oct-17

10/20/2017 01807 533,245.00 Oct-17

10/21/2017 01807 549,720.00 Oct-17

10/22/2017 01807 477,680.00 Oct-17

10/23/2017 01807 516,300.00 Oct-17

10/24/2017 01807 448,820.00 Oct-17

10/25/2017 01807 445,115.00 Oct-17

10/26/2017 01807 472,830.00 Oct-17

10/27/2017 01807 525,750.00 Oct-17

10/28/2017 01807 503,625.00 Oct-17

10/29/2017 01807 473,250.00 Oct-17

10/30/2017 01807 505,175.00 Oct-17

10/31/2017 01807 450,680.00 Oct-17

14,913,375.00 Oct-17 Total

01807 Total 158,371,395.00 

10/17/2016 01814 79,875.00 Oct-16

10/18/2016 01814 75,600.00 Oct-16

10/19/2016 01814 87,492.00 Oct-16

10/20/2016 01814 119,700.00 Oct-16

10/21/2016 01814 159,411.00 Oct-16

10/22/2016 01814 169,863.00 Oct-16

10/23/2016 01814 166,317.00 Oct-16

10/24/2016 01814 203,589.00 Oct-16

10/25/2016 01814 207,786.00 Oct-16

10/26/2016 01814 202,968.00 Oct-16

10/27/2016 01814 214,914.00 Oct-16

10/28/2016 01814 254,094.00 Oct-16

10/29/2016 01814 230,400.00 Oct-16

10/30/2016 01814 196,875.00 Oct-16

10/31/2016 01814 238,056.00 Oct-16

2,606,940.00 Oct-16 Total

11/1/2016 01814 231,639.00 Nov-16

11/2/2016 01814 253,800.00 Nov-16

11/3/2016 01814 265,881.00 Nov-16

11/4/2016 01814 282,120.00 Nov-16
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11/5/2016 01814 273,825.00 Nov-16

11/6/2016 01814 224,100.00 Nov-16

11/7/2016 01814 263,250.00 Nov-16

11/8/2016 01814 241,413.00 Nov-16

11/9/2016 01814 212,331.00 Nov-16

11/10/2016 01814 236,232.00 Nov-16

11/11/2016 01814 244,320.00 Nov-16

11/12/2016 01814 257,175.00 Nov-16

11/13/2016 01814 213,075.00 Nov-16

11/14/2016 01814 234,204.00 Nov-16

11/15/2016 01814 229,605.00 Nov-16

11/16/2016 01814 232,614.00 Nov-16

11/17/2016 01814 231,726.00 Nov-16

11/18/2016 01814 265,563.00 Nov-16

11/19/2016 01814 257,850.00 Nov-16

11/20/2016 01814 206,775.00 Nov-16

11/21/2016 01814 243,462.00 Nov-16

11/22/2016 01814 245,352.00 Nov-16

11/23/2016 01814 263,634.00 Nov-16

11/24/2016 01814 183,375.00 Nov-16

11/25/2016 01814 230,625.00 Nov-16

11/26/2016 01814 243,225.00 Nov-16

11/27/2016 01814 221,175.00 Nov-16

11/28/2016 01814 245,886.00 Nov-16

11/29/2016 01814 221,031.00 Nov-16

11/30/2016 01814 236,283.00 Nov-16

7,191,546.00 Nov-16 Total

12/1/2016 01814 260,487.00 Dec-16

12/2/2016 01814 290,778.00 Dec-16

12/3/2016 01814 272,925.00 Dec-16

12/4/2016 01814 240,075.00 Dec-16

12/5/2016 01814 276,300.00 Dec-16

12/6/2016 01814 239,472.00 Dec-16

12/7/2016 01814 238,548.00 Dec-16

12/8/2016 01814 224,922.00 Dec-16

12/9/2016 01814 257,625.00 Dec-16

12/10/2016 01814 259,425.00 Dec-16

12/11/2016 01814 225,450.00 Dec-16

12/12/2016 01814 266,601.00 Dec-16

12/13/2016 01814 234,948.00 Dec-16

12/14/2016 01814 243,594.00 Dec-16

12/15/2016 01814 247,095.00 Dec-16

12/16/2016 01814 270,657.00 Dec-16

12/17/2016 01814 265,950.00 Dec-16

12/18/2016 01814 213,525.00 Dec-16

12/19/2016 01814 244,020.00 Dec-16

12/20/2016 01814 231,123.00 Dec-16

12/21/2016 01814 246,645.00 Dec-16

12/22/2016 01814 239,838.00 Dec-16

12/23/2016 01814 271,575.00 Dec-16

12/24/2016 01814 245,925.00 Dec-16

12/25/2016 01814 196,875.00 Dec-16

12/26/2016 01814 268,425.00 Dec-16

12/27/2016 01814 247,263.00 Dec-16
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12/28/2016 01814 257,706.00 Dec-16

12/29/2016 01814 224,898.00 Dec-16

12/30/2016 01814 214,167.00 Dec-16

12/31/2016 01814 191,565.00 Dec-16

7,608,402.00 Dec-16 Total

1/1/2017 01814 115,875.00 Jan-17

1/2/2017 01814 165,186.00 Jan-17

1/3/2017 01814 174,570.00 Jan-17

1/4/2017 01814 159,885.00 Jan-17

1/5/2017 01814 145,638.00 Jan-17

1/6/2017 01814 120,132.00 Jan-17

1/7/2017 01814 89,196.00 Jan-17

1/8/2017 01814 72,000.00 Jan-17

1/9/2017 01814 97,176.00 Jan-17

1/10/2017 01814 92,754.00 Jan-17

1/11/2017 01814 76,542.00 Jan-17

1/12/2017 01814 58,923.00 Jan-17

1/13/2017 01814 57,393.00 Jan-17

1/14/2017 01814 48,183.00 Jan-17

1/15/2017 01814 34,200.00 Jan-17

1/16/2017 01814 39,216.00 Jan-17

1/17/2017 01814 42,057.00 Jan-17

1/18/2017 01814 32,352.00 Jan-17

1/19/2017 01814 35,781.00 Jan-17

1/20/2017 01814 28,386.00 Jan-17

1/21/2017 01814 28,137.00 Jan-17

1/22/2017 01814 21,222.00 Jan-17

1/23/2017 01814 27,540.00 Jan-17

1/24/2017 01814 20,235.00 Jan-17

1/25/2017 01814 19,770.00 Jan-17

1/26/2017 01814 21,927.00 Jan-17

1/27/2017 01814 22,686.00 Jan-17

1/28/2017 01814 16,302.00 Jan-17

1/29/2017 01814 18,000.00 Jan-17

1/30/2017 01814 24,099.00 Jan-17

1/31/2017 01814 18,084.00 Jan-17

1,923,447.00 Jan-17 Total

2/1/2017 01814 14,694.00 Feb-17

2/2/2017 01814 20,394.00 Feb-17

2/3/2017 01814 20,235.00 Feb-17

2/4/2017 01814 13,050.00 Feb-17

2/5/2017 01814 10,800.00 Feb-17

2/6/2017 01814 22,470.00 Feb-17

2/7/2017 01814 6,945.00 Feb-17

2/8/2017 01814 2,886.00 Feb-17

2/9/2017 01814 2,454.00 Feb-17

2/10/2017 01814 849.00 Feb-17

2/11/2017 01814 3,066.00 Feb-17

2/13/2017 01814 (777.00) Feb-17

2/14/2017 01814 (510.00) Feb-17

2/15/2017 01814 (816.00) Feb-17

2/16/2017 01814 (1,089.00) Feb-17

2/17/2017 01814 (384.00) Feb-17

2/20/2017 01814 (99.00) Feb-17
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2/21/2017 01814 (468.00) Feb-17

2/22/2017 01814 (624.00) Feb-17

2/23/2017 01814 (756.00) Feb-17

2/24/2017 01814 (579.00) Feb-17

2/27/2017 01814 (99.00) Feb-17

2/28/2017 01814 (189.00) Feb-17

111,453.00 Feb-17 Total

3/1/2017 01814 (375.00) Mar-17

3/2/2017 01814 (375.00) Mar-17

3/3/2017 01814 (180.00) Mar-17

3/6/2017 01814 (258.00) Mar-17

3/7/2017 01814 (15.00) Mar-17

3/8/2017 01814 (48.00) Mar-17

3/9/2017 01814 (51.00) Mar-17

3/10/2017 01814 (225.00) Mar-17

3/13/2017 01814 (15.00) Mar-17

3/15/2017 01814 (9.00) Mar-17

3/20/2017 01814 (18.00) Mar-17

3/22/2017 01814 (63.00) Mar-17

3/29/2017 01814 (90.00) Mar-17

3/31/2017 01814 (9.00) Mar-17

(1,731.00) Mar-17 Total

4/5/2017 01814 (18.00) Apr-17

4/11/2017 01814 (69.00) Apr-17

4/14/2017 01814 (63.00) Apr-17

(150.00) Apr-17 Total

6/6/2017 01814 (225.00) Jun-17

(225.00) Jun-17 Total

01814 Total 19,439,682.00 

2/6/2017 01867 292,000.00 Feb-17

2/7/2017 01867 377,000.00 Feb-17

2/8/2017 01867 482,910.00 Feb-17

2/9/2017 01867 591,500.00 Feb-17

2/10/2017 01867 880,670.00 Feb-17

2/11/2017 01867 811,500.00 Feb-17

2/12/2017 01867 765,500.00 Feb-17

2/13/2017 01867 825,530.00 Feb-17

2/14/2017 01867 738,230.00 Feb-17

2/15/2017 01867 779,900.00 Feb-17

2/16/2017 01867 770,110.00 Feb-17

2/17/2017 01867 922,680.00 Feb-17

2/18/2017 01867 841,500.00 Feb-17

2/19/2017 01867 721,000.00 Feb-17

2/20/2017 01867 788,000.00 Feb-17

2/21/2017 01867 713,770.00 Feb-17

2/22/2017 01867 745,500.00 Feb-17

2/23/2017 01867 785,530.00 Feb-17

2/24/2017 01867 891,010.00 Feb-17

2/25/2017 01867 866,000.00 Feb-17

2/26/2017 01867 720,000.00 Feb-17

2/27/2017 01867 818,230.00 Feb-17

2/28/2017 01867 835,230.00 Feb-17

16,963,300.00 Feb-17 Total

3/1/2017 01867 800,520.00 Mar-17
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3/2/2017 01867 795,340.00 Mar-17

3/3/2017 01867 922,660.00 Mar-17

3/4/2017 01867 910,500.00 Mar-17

3/5/2017 01867 774,780.00 Mar-17

3/6/2017 01867 837,580.00 Mar-17

3/7/2017 01867 755,300.00 Mar-17

3/8/2017 01867 712,040.00 Mar-17

3/9/2017 01867 685,830.00 Mar-17

3/10/2017 01867 797,070.00 Mar-17

3/11/2017 01867 791,260.00 Mar-17

3/12/2017 01867 675,000.00 Mar-17

3/13/2017 01867 771,940.00 Mar-17

3/14/2017 01867 684,140.00 Mar-17

3/15/2017 01867 667,670.00 Mar-17

3/16/2017 01867 697,170.00 Mar-17

3/17/2017 01867 830,710.00 Mar-17

3/18/2017 01867 779,500.00 Mar-17

3/19/2017 01867 667,000.00 Mar-17

3/20/2017 01867 716,340.00 Mar-17

3/21/2017 01867 642,970.00 Mar-17

3/22/2017 01867 609,560.00 Mar-17

3/23/2017 01867 659,190.00 Mar-17

3/24/2017 01867 769,960.00 Mar-17

3/25/2017 01867 705,590.00 Mar-17

3/26/2017 01867 637,960.00 Mar-17

3/27/2017 01867 711,900.00 Mar-17

3/28/2017 01867 649,170.00 Mar-17

3/29/2017 01867 633,630.00 Mar-17

3/30/2017 01867 662,500.00 Mar-17

3/31/2017 01867 826,660.00 Mar-17

22,781,440.00 Mar-17 Total

4/1/2017 01867 821,000.00 Apr-17

4/2/2017 01867 596,500.00 Apr-17

4/3/2017 01867 712,220.00 Apr-17

4/4/2017 01867 592,060.00 Apr-17

4/5/2017 01867 622,370.00 Apr-17

4/6/2017 01867 627,040.00 Apr-17

4/7/2017 01867 726,170.00 Apr-17

4/8/2017 01867 724,500.00 Apr-17

4/9/2017 01867 591,800.00 Apr-17

4/10/2017 01867 693,890.00 Apr-17

4/11/2017 01867 620,180.00 Apr-17

4/12/2017 01867 642,840.00 Apr-17

4/13/2017 01867 674,610.00 Apr-17

4/14/2017 01867 774,220.00 Apr-17

4/15/2017 01867 715,000.00 Apr-17

4/16/2017 01867 619,500.00 Apr-17

4/17/2017 01867 670,800.00 Apr-17

4/18/2017 01867 661,260.00 Apr-17

4/19/2017 01867 602,020.00 Apr-17

4/20/2017 01867 650,780.00 Apr-17

4/21/2017 01867 735,940.00 Apr-17

4/22/2017 01867 719,500.00 Apr-17

4/23/2017 01867 644,230.00 Apr-17
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4/24/2017 01867 681,100.00 Apr-17

4/25/2017 01867 592,990.00 Apr-17

4/26/2017 01867 654,870.00 Apr-17

4/27/2017 01867 657,380.00 Apr-17

4/28/2017 01867 734,290.00 Apr-17

4/29/2017 01867 720,000.00 Apr-17

4/30/2017 01867 680,610.00 Apr-17

20,159,670.00 Apr-17 Total

5/1/2017 01867 747,630.00 May-17

5/2/2017 01867 612,550.00 May-17

5/3/2017 01867 607,850.00 May-17

5/4/2017 01867 655,170.00 May-17

5/5/2017 01867 730,210.00 May-17

5/6/2017 01867 669,500.00 May-17

5/7/2017 01867 568,090.00 May-17

5/8/2017 01867 639,880.00 May-17

5/9/2017 01867 615,570.00 May-17

5/10/2017 01867 591,550.00 May-17

5/11/2017 01867 635,510.00 May-17

5/12/2017 01867 677,090.00 May-17

5/13/2017 01867 656,000.00 May-17

5/14/2017 01867 621,500.00 May-17

5/15/2017 01867 638,340.00 May-17

5/16/2017 01867 551,800.00 May-17

5/17/2017 01867 574,710.00 May-17

5/18/2017 01867 626,180.00 May-17

5/19/2017 01867 693,500.00 May-17

5/20/2017 01867 669,940.00 May-17

5/21/2017 01867 541,100.00 May-17

5/22/2017 01867 647,470.00 May-17

5/23/2017 01867 563,140.00 May-17

5/24/2017 01867 551,170.00 May-17

5/25/2017 01867 572,460.00 May-17

5/26/2017 01867 614,700.00 May-17

5/27/2017 01867 647,500.00 May-17

5/28/2017 01867 534,000.00 May-17

5/29/2017 01867 571,480.00 May-17

5/30/2017 01867 559,690.00 May-17

5/31/2017 01867 556,250.00 May-17

19,141,530.00 May-17 Total

6/1/2017 01867 598,060.00 Jun-17

6/2/2017 01867 720,500.00 Jun-17

6/3/2017 01867 729,500.00 Jun-17

6/4/2017 01867 562,000.00 Jun-17

6/5/2017 01867 632,390.00 Jun-17

6/6/2017 01867 503,900.00 Jun-17

6/7/2017 01867 487,230.00 Jun-17

6/8/2017 01867 494,290.00 Jun-17

6/9/2017 01867 665,430.00 Jun-17

6/10/2017 01867 627,680.00 Jun-17

6/11/2017 01867 500,030.00 Jun-17

6/12/2017 01867 525,620.00 Jun-17

6/13/2017 01867 479,760.00 Jun-17

6/14/2017 01867 506,640.00 Jun-17
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6/15/2017 01867 521,710.00 Jun-17

6/16/2017 01867 587,690.00 Jun-17

6/17/2017 01867 605,000.00 Jun-17

6/18/2017 01867 512,220.00 Jun-17

6/19/2017 01867 558,840.00 Jun-17

6/20/2017 01867 489,700.00 Jun-17

6/21/2017 01867 470,880.00 Jun-17

6/22/2017 01867 503,460.00 Jun-17

6/23/2017 01867 574,440.00 Jun-17

6/24/2017 01867 620,000.00 Jun-17

6/25/2017 01867 483,500.00 Jun-17

6/26/2017 01867 534,050.00 Jun-17

6/27/2017 01867 480,560.00 Jun-17

6/28/2017 01867 489,560.00 Jun-17

6/29/2017 01867 480,610.00 Jun-17

6/30/2017 01867 558,630.00 Jun-17

16,503,880.00 Jun-17 Total

7/1/2017 01867 617,000.00 Jul-17

7/2/2017 01867 487,500.00 Jul-17

7/3/2017 01867 567,910.00 Jul-17

7/4/2017 01867 444,500.00 Jul-17

7/5/2017 01867 472,780.00 Jul-17

7/6/2017 01867 475,460.00 Jul-17

7/7/2017 01867 536,180.00 Jul-17

7/8/2017 01867 582,470.00 Jul-17

7/9/2017 01867 509,000.00 Jul-17

7/10/2017 01867 551,830.00 Jul-17

7/11/2017 01867 460,870.00 Jul-17

7/12/2017 01867 489,510.00 Jul-17

7/13/2017 01867 479,760.00 Jul-17

7/14/2017 01867 576,910.00 Jul-17

7/15/2017 01867 596,000.00 Jul-17

7/16/2017 01867 488,610.00 Jul-17

7/17/2017 01867 523,090.00 Jul-17

7/18/2017 01867 476,910.00 Jul-17

7/19/2017 01867 479,880.00 Jul-17

7/20/2017 01867 493,500.00 Jul-17

7/21/2017 01867 609,220.00 Jul-17

7/22/2017 01867 626,000.00 Jul-17

7/23/2017 01867 463,060.00 Jul-17

7/24/2017 01867 475,440.00 Jul-17

7/25/2017 01867 450,870.00 Jul-17

7/26/2017 01867 451,770.00 Jul-17

7/27/2017 01867 470,140.00 Jul-17

7/28/2017 01867 557,050.00 Jul-17

7/29/2017 01867 545,500.00 Jul-17

7/30/2017 01867 508,500.00 Jul-17

7/31/2017 01867 546,690.00 Jul-17

16,013,910.00 Jul-17 Total

8/1/2017 01867 519,200.00 Aug-17

8/2/2017 01867 520,000.00 Aug-17

8/3/2017 01867 544,900.00 Aug-17

8/4/2017 01867 605,410.00 Aug-17

8/5/2017 01867 615,000.00 Aug-17
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8/6/2017 01867 509,500.00 Aug-17

8/7/2017 01867 591,870.00 Aug-17

8/8/2017 01867 468,400.00 Aug-17

8/9/2017 01867 444,630.00 Aug-17

8/10/2017 01867 427,480.00 Aug-17

8/11/2017 01867 537,580.00 Aug-17

8/12/2017 01867 574,500.00 Aug-17

8/13/2017 01867 472,500.00 Aug-17

8/14/2017 01867 468,920.00 Aug-17

8/15/2017 01867 448,990.00 Aug-17

8/16/2017 01867 448,670.00 Aug-17

8/17/2017 01867 457,610.00 Aug-17

8/18/2017 01867 548,100.00 Aug-17

8/19/2017 01867 549,000.00 Aug-17

8/20/2017 01867 466,970.00 Aug-17

8/21/2017 01867 501,480.00 Aug-17

8/22/2017 01867 429,450.00 Aug-17

8/23/2017 01867 457,290.00 Aug-17

8/24/2017 01867 458,000.00 Aug-17

8/25/2017 01867 560,020.00 Aug-17

8/26/2017 01867 503,000.00 Aug-17

8/27/2017 01867 372,820.00 Aug-17

8/28/2017 01867 464,590.00 Aug-17

8/29/2017 01867 427,040.00 Aug-17

8/30/2017 01867 448,900.00 Aug-17

8/31/2017 01867 462,330.00 Aug-17

15,304,150.00 Aug-17 Total

9/1/2017 01867 555,950.00 Sep-17

9/2/2017 01867 594,000.00 Sep-17

9/3/2017 01867 494,230.00 Sep-17

9/4/2017 01867 530,220.00 Sep-17

9/5/2017 01867 456,910.00 Sep-17

9/6/2017 01867 443,380.00 Sep-17

9/7/2017 01867 437,650.00 Sep-17

9/8/2017 01867 522,600.00 Sep-17

9/9/2017 01867 544,260.00 Sep-17

9/10/2017 01867 467,500.00 Sep-17

9/11/2017 01867 490,470.00 Sep-17

9/12/2017 01867 446,050.00 Sep-17

9/13/2017 01867 455,500.00 Sep-17

9/14/2017 01867 444,270.00 Sep-17

9/15/2017 01867 550,350.00 Sep-17

9/16/2017 01867 518,000.00 Sep-17

9/17/2017 01867 451,500.00 Sep-17

9/18/2017 01867 464,480.00 Sep-17

9/19/2017 01867 374,270.00 Sep-17

9/20/2017 01867 360,500.00 Sep-17

9/21/2017 01867 370,790.00 Sep-17

9/22/2017 01867 399,760.00 Sep-17

9/23/2017 01867 412,860.00 Sep-17

9/24/2017 01867 295,000.00 Sep-17

9/25/2017 01867 323,250.00 Sep-17

9/26/2017 01867 302,570.00 Sep-17

9/27/2017 01867 272,590.00 Sep-17
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9/28/2017 01867 258,200.00 Sep-17

9/29/2017 01867 327,350.00 Sep-17

9/30/2017 01867 334,000.00 Sep-17

12,898,460.00 Sep-17 Total

10/1/2017 01867 243,000.00 Oct-17

10/2/2017 01867 267,920.00 Oct-17

10/3/2017 01867 244,560.00 Oct-17

10/4/2017 01867 221,300.00 Oct-17

10/5/2017 01867 204,050.00 Oct-17

10/6/2017 01867 244,400.00 Oct-17

10/7/2017 01867 229,000.00 Oct-17

10/8/2017 01867 193,500.00 Oct-17

10/9/2017 01867 201,260.00 Oct-17

10/10/2017 01867 190,540.00 Oct-17

10/11/2017 01867 173,170.00 Oct-17

10/12/2017 01867 163,370.00 Oct-17

10/13/2017 01867 214,170.00 Oct-17

10/14/2017 01867 212,000.00 Oct-17

10/15/2017 01867 176,000.00 Oct-17

10/16/2017 01867 202,970.00 Oct-17

10/17/2017 01867 157,890.00 Oct-17

10/18/2017 01867 159,940.00 Oct-17

10/19/2017 01867 164,750.00 Oct-17

10/20/2017 01867 204,100.00 Oct-17

10/21/2017 01867 208,500.00 Oct-17

10/22/2017 01867 155,000.00 Oct-17

10/23/2017 01867 173,350.00 Oct-17

10/24/2017 01867 148,090.00 Oct-17

10/25/2017 01867 136,930.00 Oct-17

10/26/2017 01867 134,640.00 Oct-17

10/27/2017 01867 161,500.00 Oct-17

10/28/2017 01867 162,000.00 Oct-17

10/29/2017 01867 132,500.00 Oct-17

10/30/2017 01867 135,540.00 Oct-17
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10/31/2017 01867 129,930.00 Oct-17

5,745,870.00 Oct-17 Total

01867 Total 145,512,210.00 

9/18/2017 01885 115,000.00 Sep-17

9/19/2017 01885 144,500.00 Sep-17

9/20/2017 01885 159,000.00 Sep-17

9/21/2017 01885 215,500.00 Sep-17

9/22/2017 01885 302,500.00 Sep-17

9/23/2017 01885 346,500.00 Sep-17

9/24/2017 01885 291,000.00 Sep-17

9/25/2017 01885 402,730.00 Sep-17

9/26/2017 01885 381,280.00 Sep-17

9/27/2017 01885 383,050.00 Sep-17

9/28/2017 01885 440,800.00 Sep-17

9/29/2017 01885 546,020.00 Sep-17

9/30/2017 01885 527,000.00 Sep-17

4,254,880.00 Sep-17 Total

10/1/2017 01885 415,500.00 Oct-17

10/2/2017 01885 502,900.00 Oct-17

10/3/2017 01885 501,000.00 Oct-17

10/4/2017 01885 433,170.00 Oct-17

10/5/2017 01885 437,140.00 Oct-17

10/6/2017 01885 534,000.00 Oct-17

10/7/2017 01885 507,500.00 Oct-17

10/8/2017 01885 444,000.00 Oct-17

10/9/2017 01885 458,320.00 Oct-17

10/10/2017 01885 468,420.00 Oct-17

10/11/2017 01885 456,240.00 Oct-17

10/12/2017 01885 452,490.00 Oct-17

10/13/2017 01885 575,210.00 Oct-17

10/14/2017 01885 563,520.00 Oct-17

10/15/2017 01885 468,000.00 Oct-17

10/16/2017 01885 520,290.00 Oct-17

10/17/2017 01885 450,710.00 Oct-17

10/18/2017 01885 468,990.00 Oct-17

10/19/2017 01885 471,520.00 Oct-17

10/20/2017 01885 595,370.00 Oct-17

10/21/2017 01885 533,000.00 Oct-17

10/22/2017 01885 452,330.00 Oct-17

10/23/2017 01885 524,740.00 Oct-17

10/24/2017 01885 475,440.00 Oct-17

10/25/2017 01885 485,400.00 Oct-17

10/26/2017 01885 512,450.00 Oct-17

10/27/2017 01885 610,000.00 Oct-17

10/28/2017 01885 559,000.00 Oct-17

10/29/2017 01885 483,000.00 Oct-17

10/30/2017 01885 526,150.00 Oct-17

10/31/2017 01885 495,300.00 Oct-17

15,381,100.00 Oct-17 Total

01885 Total 19,635,980.00 

Report Total 593,746,443.00 

Grand Total 1,187,492,886.00 
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