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December 5, 2017 

LEDER OF TRANSMIDAL 

Ms. Angela Zgabay-Zgarba 
Contracts Management & Procurement Manager 
Texas Lottery Commission 
611 East 6th Street 
Austin , TX 78701 

Dear Ms. Zgabay-Zgarba : 

6 -0 
~ 3: ["'1'1 

;;- w 0 , 

LatinWorks Marketing, LLC is pleased to submit our proposal to the Texas Lottery 
Commission for Advertising Services as detailed in RFP No. 362-18-0002. We are 
grateful to have served as the Texas Lottery Commission's Advertising Services Agency 
of Record since 2012, and are equally honored to be given the opportunity to bid for the 
privilege of continuing serving in the same capacity. Please note that we are a full
service advertising agency based right here in Austin, Texas, and prior to serving as the 
TLC's Lead agency, we served as your Ethnic Market agency since 2008. 

As you review our response, you wi ll see that our innovative cross-cuttural approach , as 
well as our proprietary tools, our people and our ability to adapt to the unique and 
distinct operational and business needs of our client-partners, position LatinWorks as 
the most qualified Proposer to provide the goods and services required by the Texas 
Lottery in this RFP. Our established , time-tested , results-driven process delivers 
compelling creative that is not only relevant to core audiences, but also not alienating to 
others. This, is critical for your success in today's changing marketplace, especially 
given the fact that demographically, Texas is a minority-majority State. 

Please accept this letter and the attached Proposal as our sincere commitment to 
deliver the goods and services speCified in the RFP with the utmost professionalism, 
excellence, and ethical standards that have been the hallmarks of our work with the 
Texas Lottery Commission. LatinWorks has read , understands and wi ll comply with the 
Terms and Conditions as set forth in Part 3. Moreover, we have read , understand, and 
will comply with the items as detailed in Parts 1 and 2. 



The accompanying Proposal is valid for one hundred and eighty (180) days beginning 
December 5,2017. Should you have any questions please feel free to contact my 
colleague, Jaime Gonzalez-Mir or me as fo llows: 

Jaime Gonzalez-Mir 
0-512-479-4591 
M - 646-823-5252) 
E - j.gonzalez-mir@latinworks.com 

Alejandro Ruelas 
0-512-479-6200 
M - 512-699-6940 
E - a .ruelas@latinworks.com. 

Once again , we are grateful for this opportunity and look forward to the next steps In the 
process. 

Kind regards , 

Alejandro Ruelas 
CMO & Managing Partner 
LatinWorks Marketing LLC 
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EXECUTIVE SUMMARY 

As the Texas Lottery Commission's Advertising Services partner since 2012, all of us at 
LatinWorks are grateful for the opportunity to submit this proposal in response to RFP No. 
362-1 8-0002. We are proud of all that we, Client and agency, have accomplished 
together, dating back to 2008 when we served as your Ethnic Markets agency, and 
subsequently as your lead agency since 2012. We recognize that none of it would have 
been possible without the open, productive partnership we enjoy with the Texas Lottery 
Commission . Should we be fortunate enough to be once again named the Successful 
Proposer, we look forward to bigger and better things in collaboration wiih you. 

We submit ihis proposal with the belief that we are uniquely qualified to continue being 
your agency-partner in 2018 and beyond. LatinWorks thoroughly understands the unique 
requirements of the Texas Lottery business and is fully prepared to continue meeting and 
exceeding your high standards and expectations as we achieve our YOY goals on behalf 
of Texas Education and Veterans. Beyond the expected services of an ad agency, 
several characteristics clearl y set LatinWorks apart: Passionate people with the right 
experience and commitment to the causes embodied by the TLC; a deep understanding 
of the State ofTexas; and our unique cross-cultural approach , proprietary processes, and 
sound financial position. We look fOnNard to sharing details of these as you evaluate our 
proposal. 

Our Latino Roots and Cross-cultural Evolution 
LatinWorks was founded at a time when Hispanic advertising and marketing was an 
afterthought to most marketing organizations. What began with an offering anchored in 
a deep understanding of Latino consumers, so we could connect with them in a different, 
more meaningful way, has evolved into a proven , inclusive, cross-cultural approach that 
bridges people of all backgrounds by emphasizing commonalities instead of differences. 
Today, guided by a relentless commitment to understanding consumers of al l ethnicities , 
LatinWorks is uniquely positioned to address the new omnicultural reality of the United 
States that is particularly thriving in a minority-majority state like Texas. 

Our innovative and comprehensive cross-cultural approach is founded on the belief that 
rich insights and compelling creative emerge from leveraging universal human truths 
across cultures. While demographics playa role in our overall planning process, our 
mindset-driven approach focuses on the things that unite consumers of all backgrounds 
and persuasions as people first , and not on characteristics often used to isolate, like 
language preference, race, ethnicity or country of origin . 

As set forth in ourresponse to Section 4,1.1, and demonstrated in responses to 8.1.4 and 
8.2, no other agency has a proven, cross-cultural process that delivers results-driven 
strategic, creative and media recommendations across all consumer constituencies. This 
approach is especially valuable for the Texas Lottery Commission as it enables us to 
effectively and efficiently engage with all Texans 18+ while respecting our established 
Advertising Sensitivities. 

lotinworks. 
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P roprietary Tools and Processes 
As previously mentioned, our proprietary planning tools and processes further help drive 
the effectiveness and efficiency of our campaigns. 

To preview what you will review in our proposal: 
• Positive Friction enables us to identify the tensions that are inherent between 

consumers and the brand , the category and society itsel f, permitting us to turn 
these into drivers of compell ing ideas that unite and engage consumers of all 
backgrounds. A key output of Posi tive Friction is what LatinWorks refers to as the 
Collision Brief; an inspiring, insightfu l document that has resulted in positive results 
for our client-partners and some recent award-winning campaigns as presented in 
our response to 8.2. The Collision Brief for the Texas Loteria assignment is also 
presented in our response to 8. 1.4(a). 

• LatinWorks moves through a multi-stage proprietary process called Engagement 
Mapping (formerly called ICM prior to 2012) to develop the most effective 
communications plans. The mission of Engagement Mapping is to deliver channel 
and vehicle-neutral integrated touchpoi nt recommendations that carefully consider 
lifestyle and shopping behaviors. It requires deep interdisciplinary collaboration to 
develop a custom consumer-centric approach that taps into a variety of both 
quantitative and qualitative resources. An example of Engagement Mapping in 
practice is provided in our response to Section 8. 1.4(a). 

Ultimately, we believe that working with an agency-partner that has the proven thinking 
and tools with which to engage all Texans 18+ while alienating none, with the right people 
and commitment to continuing to evolve our approach and understanding, would be 
invaluable to the continued success of the Texas Lottery Commission. 

Our Deep Understanding of Texas 
In addition to a proven cross-cultural planning approach, as mentioned above, throughout 
our tenure as the prime agency-partner of the Texas Lottery Commission LatinWorks has 
demonstrated that we have our pulse on the cultural and demographic changes affecting 
our great State. Our understanding of the dynamic, evolving Texas marketplace, the 
trends that will fu rther propel our minority-majority status in the years to come , and the 
implications of all these factors, influence the development of the impacttul campaigns 
we have developed for the TLC since 2012, and arguably even before then as your Ethnic 
Markets AOR. 

Critical to demonstrating LatinWorks' deep understanding of Texas, is our perspective on 
the State's most vital resource: Its diverse people. O Uf cross-cultural strategic approach 
allows us to highlight the attitudes, beliefs and behaviors that drive Texan Adults of all 
races, ethnici ties and language preferences. We applied th is approach to the creative 
exercise required by this RFP, and guided by a combination of syndicated quantitative 
sources and qualitative testimonials from primary research that we conducted among a 
representative sample of Texans, we were able to further dimensionalize our consumer. 
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This work yielded interesting insights and the unifying theme that drove the development 
of our campaign options for Texas Loteria as presented in Section 8.1.4(d). 

Ourresponse to Section 4.1.1 illustrates our complete understanding ofTexas and Texan 
Adults 18+. Our appl ication of Positive Friction through which we uncovered the unifying 
theme that drove the development of our campaigns for Texas Loteria, can be found in 
our response to Section 8.1.4(a). 

Establishment of a New Core Audience for Texas Lottery 
Through this process, we took the opportunity of to refine and re-evaluate our core 
audience. Texas Lottery Commission and LatinWorks have traditionally turned to Light
Lapsed Players as our primary opportunity audience. As a first step in our analysis, we 
separated the Light and Lapsed Player and discovered that the greatest opportunity 
between these is really among Lapsed Players. Further analysis revealed shared 
mind sets among all player segments - Lapsed, Light and Heavy. But still , we were only 
considering those Texans who play the lottery with a varying degree of regularity. What 
about all those Texans who hadn't played any lottery game in the past 12 months, who 
also possessed a shared mindset with current players? 

By exploring beyond those who had participated in the lottery, we increased our potential 
audience base by nearly 29%. We call this new mind set-identified consumer the 
Experience Seeker. More details on how we identified the Experience Seeker, and why 
we recommend this new opportunity mindset consumer, is provided in our response to 
Section 8.1.4(a). 

To preview, Experience Seekers represent LatinWorks' new recommended core 
audience for the Texas Lottery, as they possess the greatest potential for driving positive 
results and growth - a greater opportunity than the traditional Texas Lottery Light-Lapsed 
Player consumer poses. Experience Seekers are mostly comprised of Lapsed Players , 
but psychographically, they also contain some Light and Heavy Players , as well as 
Texans currently not playing the lottery. The Experience Seeker values experiences over 
possessions and displays an openness to play lottery games. Further, they are more 
educated and are of the youngest median age (37) of either, the Lapsed , Light or Heavy 
Player segments. 

Our Commitment to HUB 
Few agencies can understand the significance of minority-owned organizations in our 
communities and their impact on our economy than LatinWorks . We believe in the 
importance of the HUB program and, through our subcontracting partnerships, are 
committed to continuing to promote and support HUB enterprises in our State. 

As the Texas Lottery Commission's Lead AOR since 2012, we have exceeded the 
expressed HUB goals since Day One of our contract and are pleased to report that, as 
evidenced in our response to Part 5, we will continue doing so should we be fortunate 
enough to be named the Successful Proposer during this process. Our HSP Proposal is 
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an accurate "real world" plan that we would be in a position to implement immediately in 
FY18. The subcontracting partners we identified are established entities and have proven 
they can deliver on the high standards of the Texas Lottery Commission. We feel 
privileged that they have agreed to work with LatinWorks as opportunities present 
themselves. 

One notable development is that LatinWorks is in the process of regaining our own HUB 
certification and wi ll report any decision immediately to the TLC. 

Capabilities and Staffing 
LatinWorks is a full -service advertising agency, offering a comprehensive suite of 
capabilities, including, but not limited to , account management; strategic planning; 
creative development; production ; experiential strategy, live activation, contract 
negotiation - including partner management; and retai l engagement. In addition, the 
agency has a proven media services group, able to expertly deliver planning and buying 
across all relevant platforms: traditional, broadcast, digital and social media. 

At LatinWorks, we recognize that we simply cannot deliver on the promises of these 
capabilities without attracting and retaining the best talent. That's why we recruit new 
team members based on the four (4) principles on which the Agency was founded: 

• Is the candidate collaborative? We understand that no one - our client-partners 
and team members alike - wants to work with a genius who is disruptive in the 
wrong ways, or a great person who's unproductive. This principle allows Us to 
strike a balance. 

• Is the candidate reslless? Will the candidate go the extra mile to find solutions to 
the most challenging business problem? 

• Is the candidate entrepreneurial? Is slhe resourceful and innovative? 
• Is the candidate divergent? Does sthe settle for the tried-and-true or strive to find 

a better way? 

As expressed in our responses to Part 6, we believe we have a solid team in place. Our 
Texas Lottery team is responsive , responsible and committed to delivering on, and 
reflecting, the shared core values of the Texas Lottery Commission as detailed in Section 
1.3 of th is RFP. Importantly, we all understand the nuances and unique processes of the 
Texas Lottery business that may not be evident to others in th is RFP, and are committed 
to continuing to improve and strengthen our working relationships with the extended 
Texas Lottery Commission team as we have done since 2008. 

Closely related to Staffing is our Cost Proposal. In addition to understanding the unique 
procedural requirements of the Texas Lottery Commission , LatinWorks fu lly understands 
the highest standards of quality and integrity required by the Texas Lottery Commission 
in the management and execution of the scope of services outlined in this RFP. We also 
understand the need to continue to provide the TLC wi th great value for your investment. 

latinworks. 
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Forthis reason, our proposed rates as presented in Attachment H refiect an average 32% 
reduction when compared to the 4A's Industry Standard rates for each of the positions 
listed. LatinWorks believes that this rate reduction is fair and equitable, permitting us to 
continue to provide notable value to the TLC, while allowing us to remain competitive 
enough in the marketplace to attract and reta in the level of quality talent that will enable 
us to continue to meet and exceed the high expectations of the Texas Lottery 
Commission. 

"Strategically-grounded, Creatively-driven" 
Since our inception, th is phrase has categorized LatinWorks. Through the years we have 
been known for our superior Creative product. What may be less evident to some is that 
great Creative results from an inspiring and insightful Strategy. We hope you'll be able to 
appreciate how connected the two actually are, as you review the range in our Creative 
Response to the Texas Loteria assignment. 

Please also note the integrated effort of our interdisciplinary teams as you review our 
holistic response to Section 8.1.4. The entire effort is representative of the Together, It's 
Better rally cry presented in 8.1.4(a) and exemplifies what truly sets LatinWorks apart 
from other agencies and uniquely qualifies us to continue being your Agency-partner. 

To summarize, our response will showcase: 
• Our proven , inclusive cross-cultural thinking and approach 
• Our deep understanding of Texas and what drives the Texan Spirit 
• Our understanding of the Texas Lottery business and Texan consumer that 

resul ted in a new, more robust opportunity audience 
• Our respect for the Texas Lottery's unique requirements and Advertising 

Sensitivies 
• Our proprietary processes and tools 
• Our sound financial position 
• Most importantly, our collaborative , restless, entrepreneurial and divergent people 

that make it all happen 

Moving Forward 
The Texas Lottery is in the unique position to not only be the Champion For Joy, but a 
credible Champion For Texas. Through our products, experiential activations and 
sponsorships across the State, we clearly bring fun, luck and chance to life for Texans 
everywhere. Through the Texas Lottery's contributions to Texas Education and Veterans 
services, we make a positive impact on our communities and the future . Combined , these 
have the potential to further drive meaningful connections with Texan Adul ts of all 
backgrounds - in simple and tangible ways. 

LatinWorks would be honored and privi leged to continue playing a role alongside the 
Texas Lottery Commission for the benefit of the citizens of our great State. 
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1 GENERAL INFORMATION 

1.1 PURPOSE 

1.1.1 The Texas Lottery Commission is issuing this Request for Proposals (RFP) to obtain 
proposals from qualified vendors to provide advertising services for the Texas Lottery with 
the objective of responsibly communicating information to all adult (ages 18+) Texans 
intended to enhance awareness of Texas Lottery games and the mission of the Texas 
Lottery to generate revenue for the State's designated beneficiaries including Texas public 
education and veterans. 

1.1.2 The Successful Proposer shall be required to perform services as specified in this RFP and 
shall fully understand the Texas Lottery's history and background, and support the Texas 
Lottery's vision, mission, core values and goals. Proposers are encouraged to review the 
following: 

" FY18 Media Flowchart Attachment I 
" FY16 SaleslRevenue by Game, Attachment J 
" Demographic Survey of Texas Lottery Players, available at: 

http://www.txlotterv.org/export/sites/Jottery/About Us/Publications/Reports.h 
tml 

.. National Association of State and Provincial Lotteries (NASPL) website, 
www.naspJ.org 

" La Fleur's website, www.laflems.com 
" the Texas Lottery Commission's 2018 Business Plan, available at: 

bttp:/ i.w':..VV'{. txl o!1QIY. oIg! ex p,9n!~i.!~~/lottt;IY! A Q,9uLlJ sfPl!Qlj.f~~1ionsfReport~11 
tml 

" the Texas Lottery Commission's 2017-2021 Strategic Plan, available at: 
http://www. txlotterv.org/ ex port/sites/lottery! About U s/Publications/Strategic 

1.1.3 Proposers must demonstrate an understanding of Texas as a minority-majority state as well 
as the ability to effectively reach and speak to all adult (ages 18+) Texans. According to 
U.S. Census population estimates as of July 1, 2016, Texas had a minority population of 
16.0 million comprising 57.4% of its total population of27.9 million. 

1.1.4 The Successful Proposer (either with its own resources and staff or through subcontracting
see Part 5- with other service vendors) must be able to perform the functions of a full
service advertising agency, including, but not limited to, branding, creative concepting, 
production, planning, purchase and placement of broadcast, digital, social, print and out
of-home advertising. Additional services include, but are not limited to, experiential event 
and activation planning, advertising-related market analysis and translation services. 
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1.2 OUR VISION AND MISSION 

1.2.1 Vision - To be the preeminent Lottery and Charitable Bingo agency through innovative 
leadership. 

1.2.2 Texas Lottery Mission - The Texas Lottery is committed to generating revenue for the 
State of Texas through the responsible management and sale of entertaining lottery 
products. The Texas Lottery will incorporate the highest standard of security, integrity and 
responsible gaming principles, set and achieve challenging goals, provide quality customer 
service and utilize a TEAM approach. 

1.2.3 Charitable Bingo Mission - Provide authorized organizations the opportunity to raise funds 
for their charitable purposes by conducting bingo. Detennine that all charitable bingo funds 
are used for a lawful purpose. Promote and maintain the integrity of the charitable bingo 
industry throughout Texas. 

1.3 OUR CORE VALUES 

1.3.1 Integrity and Responsibility The Texas Lottery Commission works hard to maintain the 
public trust by protecting and ensuring the security of our lottery games, systems, drawings 
and operational facilities. We value and require ethical behavior by our employees, 
licensees and vendors. We promote the integrity of Charitable Bingo in Texas for the 
benefit of charitable organizations. 

1.3.2 Innovation - We strive to incorporate innovation into our products to provide the citizens 
of Texas with the best entertainment experience available through our products. We pursue 
the use of technology that enhances the services that we provide to our customers and 
reduces our operating expenses. All proposed innovations must be authorized by Texas 
law, and do not include video lottery, casino gaming, internet-based lottery sales, fantasy 
sports, or any other activities not authorized by law. 

1.3.3 Fiscal Accountability - We emphasize fiscal accountability by ensuring that all 
expenditures directly or indirectly generate revenue, enhance security, fulfill regulatory 
requirements, improve customer service and/or boost productivity. We recognize our 
responsibility in generating revenue for the State of Texas without unduly influencing 
players to participate in our games. We maximize benefits to charities through the continual 
examination and review of Charitable Bingo operations. 

1.3.4 Customer Responsiveness - The Texas Lottery Commission takes pride in providing 
exemplary service to the people of Texas through the courteous dissemination of clear and 
accurate infonnation about our products, services and regulatory functions. We seek and 
respond to feedback expressed by our employees, retailers, licensees and the playing and 
non-playing public. We apply this feedback in the development of our products and in the 
services that we provide. 

1.3.5 Teamwork We are committed to creating an environment of mutual respect where open, 
honest communication is our cornerstone. We embrace the diversity of our team and 
individual perspectives in working together to achieve our common goals. 
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1.3.6 Excellence - We strive for excellence by taking a position of leadership on issues 
that impact the Texas Lottery Commission and achieve challenging goals by focusing 
on our core values. 

1.4 SCHEDULE OF EVENTS 

The following time periods are set forth for infonnational and planning purposes only. 
The Texas Lottery reserves the right to change any of the time periods and will post all 
changes on the Electronic State Business Daily, and/or the 
Texas Lottery website, (Click on About Us, Doing Business 
with TLC, Procurement). 

November 17,2017 

December 5,2017 
(4:00 p.m., CENTRAL TIME) 

will not be considere 
2,2018 

Final date for submission of draft HSP fonns 
and final date to conduct one-on-one 
workshops (in person or via telephone 

Responses to Written Questions Issued 

Deadline for Proposals 

Oral 
Announcement of Apparent Successful 
Proposer 

1.5 SUCCESSFUL PROPOSER'S I LOTTERY RELATIONSHIP 

The Texas Lottery Commission is a part of the Executive Branch of Texas State 
Government. The Texas Lottery will not relinquish control over lottery operations. 
The Successful Proposer shall function under the supervision of the Texas Lottery. Its 
operations will be subject to the same scrutiny and oversight that would apply if 
all operations were performed by Texas Lottery employees. Accordingly, all operations 
must be conducted in adherence to applicable statutes and the highest ethical standards. 
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1.6 PROCUREMENT AUTHORITY 

This RFP and all acti vities leading toward the execution of a written contract pursuant to 
this RFP are be ing conducted in accordance with the State Lottery Act (TEX. GOV'T 
CODE ANN. §§ 466.001 et seq.) , as amended; the Texas Lottery's admi nistrative 
regulat ions ( 16 TAC §§ 401.10 I, et seq.); and other appl icable laws of the State of Texas. 
All Proposers should read and be famil iar with the State Lottery Act and 16 TAC §401.IOI. 

1.7 PROPOSALS SUBJECT TO THE TEXAS PUBLIC INFORMATION ACT 

I. 7. 1 The Texas Lottery is subject to the Texas Public Information Ac t (Act) (TEX. GOV'T 
CODE ANN .. ch. 552). Proposals submitted to the Texas Lottery in response to this RFP are 
subject (in their entirety) to release by the Texas Lottery as public infonnat ion. A 
Proposal, or specific parts thereof, may however, be shown by the Proposer to fa ll with in 
one or more o f the exceptions to disclosure provided in the Act, the State Lonery Actor other 
applicable law. Marking an entire Proposal as "confidential" or "copyrighted" is 
unacceptable. If a Proposer believes that parts of its Proposal are confident ial under the Act. 
it should specify the confidential infomlat ion by marking "Confidential" on each page or 
by each paragraph containing such infonnation prior to submitting the Proposal to the 
Texas Lottery. In response to this Section, Proposers shall provide the Texas Lottery 

, with specific and deta iled reasons for each item marked "Confidential" , Vague and 
general claims to confiden ti ality are not acceptable. This detai l is necessary so that the 
Texas Lottery will have sufficient infonnation to provide to the Attorney General of 
Texas. if a ru ling regarding the confidentiality of such infomlation is requested. Failure 
of a Proposer to respond to such not ification may result in the release of a ll or part of the 
Proposal as public informaiion. It is the Proposer' s obligation to submit briefing to the 
Attorney General sett ing forth the basis upon which the requested information should 
remain confidential. The Attorney General may detennine all or part of a Proposal to be 
public in fonnation even though parls of the Proposal were marked "Collfidenti aP' by the 
Propose r. 

Detailed below are the sections in this RFP marked confidential by LatinWorks. 

• Section 4.1.1: Proprietary agency strategic approach is confidential , 
Positive Friction as detailed on page 4 and 12. Also, LatinWork's proprietary 
media analysis tool - Engagement Mapping - as detailed on page 5-6 and 
12 is confidential. 

• Section 4.1.2: Client bill ings are confidential due to non disclosure 
agreements in our contracts with these client-partners . 

• Section 4.1.3: Information in this section is confidential, due to client 
contract agreements and contact information with our previous client
partners. 

• Section 4.2: This section is confidential due to the release of contact 
information for senior-level clients included in this section. 
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• Section 4.5: Agency Financials provided in this section are confidential due 
to the sensitive information about our organization. 

• Section 8.1.4 (a): On pages 13-14, Positive Friction is marked 
confidential due to the nature of its proprietary agency approach for our 
organization. Additionally, Engagement Mapping is marked confidential on 
pages 15-18 of the response in th is section. 

• Section 8.2: This section is confidential due to non disclosure agreements 
with our client partners regarding proprietary brand information , brand 
strategy and results. 

1.7.2 The Texas Lottery assumes no responsibility for asserting legal arguments to the Attorney 
General on behalf of Proposers. 

1.7.3 Proposers are advised to consult with their legal counsel concerning disclosure issues 
resulting from this procurement process and to take precautions to safeguard trade secrets 
and other proprietary information. 

1.8 MISUNDERSTANDING OR LACK OF INFORMATION 

By submitting a Proposal. a Proposer covenants and agrees that it fully understands and 
wi ll abide by the terms and conditions of the RFP and it will not make any claims for, or 
have any rights to, cancellation or relief without penalty because of any misunderstanding 
or lack of information. The Executive Director reserves the right to accept Proposals by 
waiving minor technicalities if the Executive Director. within his or her sole discretion, 
detennines it to be in the best interests of the Texas Lottery. The decision of the Executive 
Director sha ll be conclusive, and subject to protest under Section 2.17 of this REP. 

1.9 REJECTION OF PROPOSALS AND CANCELLATION OF RFP 

Issuance of this RFP and/or retention of Proposals does not constitute a conunitment on 
the part of the Texas Lottery to award a Contract. The Texas Lottery maintains the right to 
reject any or all Proposals~ and to cancel this RFP. if the Texas Lottery, in its sale 
discretion, considers it to be in its best interests to do so. 

1.10 OWNERSHIP OF PROPOSALS 

All materials submitted by a Proposer will become the property of the Texas Lottery and 
may be used as the Texas Lottery deems appropriate . 

1.11 INCURRED EXPENSES 

The Texas Lottery accepts no obligations for costs incurred in preparing and submitting a 
Proposal Proposals shall be submi tted at the sole expense of the Proposer. All Proposals 
shall be prepared simply and economically. providing a straightforward. concIse 
delineation of the Proposer's capabilities to satisfy the requirements of this RFP. 
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1.13 NO TEXAS LOTTERY OBLIGATIONS 

The Texas Lottery reserves the right to select qualified Proposals to this RFP without 
discussion of the Proposals with Proposers. It is understood that all Proposals will become 
a part of the Texas Lottery's official procurement files after the Contract has been awarded 
or the procurement has been terminated, and will be available for public inspection except 
for pOliions that the Proposer has designated as proprietary and confidential (see Sections 
552.110 and 552.305 of the Public Infonnation Act and RFP section 1.7 above). 

1.14 SUCCESSFUL PROPOSER'S OBLIGATIONS 

The Successful Proposer shall always be responsible for the perfonnance of any contractual 
obligations that may result from the award of the Contract and shall be liable for the non
performance of any or all Subcontractors. 

1.15 CAPTIONS 

The captions to the Sections of this RFP are for convenience only and are not part of the 
RFP's substantive terms. 

1.16 PARTS INCORPORATED 

All attachments listed in the Table of Contents are incorporated into and expressly made a 
part of this RFP. 

We have read, understand, and will comply with Part 1 of the RFP. 
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2 PROPOSAL PROCESS 

2.1 CONTACT PERSON 

The sole point of contact for communications concerning this RFP will be Angela Zgabay
Zgarba, whose mailing address and email address, are as follows: 

Angela Zgabay-Zgarba 
Contracts Management & Procurement Manager 

Texas Lottery Commission 
P. O. Box 16630 

Austin, TX 78761-
6630 

Phone (512) 344-5215 
contracts@lottery.state.tx.us 

The Texas Lottery Headquarters' physical address for deliveries is: 

Angela Zgabay-Zgarba 
Contracts Administration 

Texas Lottery Commission 
611 East 6th Street 
Austin, TX 78701 

2.2 PROHIBITION AGAINST UNAUTHORIZED CONTACT 

2.2.1 The Texas Lottery is committed to a procurement process that maintains the highest level 
of integrity. Accordingly, Proposers, as well as their agents, liaisons, advocates, lobbyists, 
"legislative consultants," representatives or others promoting their position, are limited to 
those communications authorized by and described in this RFP. Any attempt to influence 
any of the participants, whether that attempt is oral or written, formal or informal, direct or 
indirect, outside of this RFP process is strictI y prohibited. 

2.2.2 Should allegations of improper contact be made prior to Contract Award, the Executive 
Director may investigate those allegations and, in his sole discretion, disqualify a Proposer. 

2.3 PREaPROPOSAl CONFERENCE 

Prospective Proposers should plan to attend a Pre-Proposal Conference to be held at the 
Texas Lottery Headquarters (611 East 6th Street, Austin, Texas). See the Schedule of 
Events for the date and time. The Pre-Proposal Conference will include an overview ofthe 
RFP and a presentation on the HUB Subcontracting Plan (HSP) requirements. A question
and-answer session will also take place regarding general, technical and HSP questions. 
Attendance at the Pre-Proposal Conference is recommended, but not mandatory. A video 
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of the Pre-Proposal Conference will be posted on the Texas Lottery website at 
www.txlotterv.org. All prospective Proposers are highly encouraged to view the video. 

2.4 INQUIRIES 

2.4.1 Written inquiries concerning this RFP will be accepted and responses posted on the 
Electronic State Business Daily (ESBD), http://esbd.cpa.state.tx.us/, and the Texas Lottery 
website, www.txlotterv.org, according to the timetable established in the Schedule of 
Events. Inquiries received after the deadlines set in the Schedule of Events may be 
reviewed by the Texas Lottery, but will not be answered. Any addenda or amendments, 
whether made as a result of a prospective Proposer's written inquiries or otherwise, will be 
posted on the ESBD and the Texas Lottery website. It is the responsibility of the Proposer 
to check these websites for any additional information regarding this RFP. 

2.4.2 Inquiries shall be submitted by email by the inquiry submission deadline to: 

contracts@lottery.state.tx.us 

2.4.3 A Proposer shall inquire in writing and should obtain clarification as to any ambiguity, 
conflict, discrepancy, exclusionary specification, omission or error in this RFP 
(collectively, "errors") prior to submitting a Proposal, but in no event shall be entitled to 
additional compensation, relief or time by reason of any error or its later cOlTection. If a 
Proposer fails to obtain written clarification of any errors, the Proposer shall submit a 
Proposal at its own risk; and, if awarded a Contract, the Proposer shall be deemed to have 
waived any claim to contest the Texas Lottery's interpretation thereof. 

2.5 SUBMISSION OF PROPOSAL 

2.5.1 Proposals must be delivered to Angela Zgabay-Zgarba at the address provided in Section 
2.1 and received no later than the deadline established in the Schedule of Events. Late 
Proposals will not be considered. No exceptions will be made. 

2.5.2 The Proposer shall submit one (1) signed original and ten (10) copies of its Proposal. For 
Part 5 only, Proposers shall provide one (1) signed original and two (2) copies of all 
required HSP documentation. All Proposals submitted must be bound in a three-ring 
binder, organized and arranged to correspond directly with the numbered sections of this 
RFP, and all pages must be numbered. For Parts 1,2 and 3 only, Proposers may provide a 
blanket acknowledgment and acceptance in lieu of a section-by-section response. For Parts 
4, 6, 7 and 8 only, Proposers shall provide a section-by-section response to the RFP. For 
Part 5, Proposers shall follow the instructions for completing and submitting a HSP. 

2.5.3 If a Proposer is claiming any pmt(s) of its Proposal is confidential, the Proposer must 
provide a detailed response to Section 1.7 and mark the material as "Confidential". A 
Proposer may not amend a commitment to comply with a specific section of this RFP by a 
later reference back to that section. 

2.5.4 The Proposer's Commitment (Attachment A) and the Background Information 
CertificatIOn (Attachment D-l) shall be signed by an officer or agent of the Proposer with 
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authority to contractually bind the Proposer, and the attachments must be included with the 
original Proposal. 

2.5.5 Proposers are required to propose a complete solution, in their Proposal, to the Texas 
Lottery's requirements. Any items not specifically requested, but integral to the requested 
services, shall be included in the Proposal and identified in the appropriate sections thereof. 

2.5.6 Proposers responding to this RFP must fully and completely address all goods, services 
and other requirements described in this RFP. Incomplete or partial Proposals will not be 
considered. The Proposer shall provide all infonnation that the Proposer believes would be 
helpful to the Texas Lottery in evaluating the Proposer's ability to fuUill the RFP 
requirements. 

2.5.7 In addition to the printed Proposal, the Proposer must also submit one copy of the text 
portion of its Proposal, excluding the Cost Proposal, on a compact disk or USB drive in a 
searchable PDF file. If there is any disparity between the contents of the printed Proposal 
and the contents of the Proposal contained in electronic format, the contents of the printed 
Proposal shall take precedence. The electronic or soft copy required herein will not be 
accepted in lieu of the signed original and copies as required in Section 2.5.2. 

2.5.8 Proposals that have been copyrighted, in whole or in part, by any Proposer are unacceptable 
and may be rejected as non-responsive. 

2.6 RESPONSE FORMAT & CONTENTS 

The Proposer must demonstrate its understanding of the requested goods and services and 
must address specifically, in writing, the Proposer's approach to providing each 
requirement in this RFP. Each Proposal must be organized in the manner described below: 
(a) Letter of Transmittal; 
(b) Executive Summary; 
(c) Section-by-section response to the RFP (see Section 2.5.2 above); 
(d) Sealed Cost Proposal (Attachment to the original proposal only); 
(e) Proposer's Commitment (Attachment A); and 
(f) Background Information Celiification (Attachment D-1). 

2.7 LETTER OF TRANSMITTAL 

2.7.1 Proposers must submit a Letter of Transmittal that identifies the entity submitting the 
Proposal and includes a commitment by that entity to provide the goods and services 
required by the Texas Lottery in this RFP. The Letter of Transmittal must state that the 
Proposal is valid for one hundred and eighty (180) Days from the Day after the deadline 
for submitting Proposals. Any Proposal containing a tenn of less than one hundred and 
eighty (180) Days for acceptance shall be rejected. The Letter of Transmittal must be 
signed by a person(s) legally authorized to bind the Proposer to the representations in the 
Proposal. The Proposer should also indicate, in its Letter of Transmittal, why it believes it 
is the most qualified Proposer to provide the goods and services required by the Texas 
Lottery in this RFP. 
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2.7.2 The Letter of Transmittal must include a statement of acceptance of the tenns and 
conditions set forth in Part 3 of this RFP that will be included in the Contract. If the 
Proposer takes exception to any of the proposed tenns and conditions, those exceptions 
must be noted in the Letter of Transmittal. Proposers shall provide specific and detailed 
reasons for each exception, together with suggested alternative language. Vague and 
general exceptions are not acceptable. Proposers should realize, however, that failure to 
accept the terms and conditions specified in Part 3 of the RFP may result in disqualification 
of the Proposal. 

2.8 EXECUTIVE SUMMARY 

2.8.1 Proposers must provide an executive summary of their Proposal (excluding cost 
infonnation) that asserts that the Proposer is providing, in its Proposal, all the requirements 
of this RFP. If the Proposer is providing goods or services beyond those specifically 
requested, those goods or services must be identified. If the Proposer is offering goods or 
services that do not meet the specific requirements of this RFP, but in the opinion of the 
Proposer are equivalent or superior to those specifically requested, any such differences 
must be noted in the Executive Summary. The Proposer should realize, however, that 
failure to provide the goods and services specifically requested may result in 
disqualification. 

2.8.2 The Proposer must demonstrate its understanding of the requested goods and services and 
must address specifically, in writing, the Proposer's approach to providing each 
requirement in this RFP. 

2.8.3 The Executive Summary must not exceed five (5) pages and should represent a full and 
concise summary of the contents of the Proposal. 

2.9 PROPOSER'S CONTRACTING AUTHORITY 

The Proposer warrants and represents that the person named on the Proposer's 
Commitment (Attachment A) has the full right, power and is legally authorized to execute 
the Contract resulting from this RFP on behalf of the Proposer. Commitments must be 
unqualified, not limited, and fully commit the Proposer to provide the goods and services 
required under this RFP. 

2.10 PROPOSER'S COST PROPOSAL 

2.10.1 The Proposer must state its pricing for all goods and services rendered during the course 
of the proposed Contract, including any and all costs involved that are to be paid or 
reimbursed by the Texas Lottery. The pricing for the required goods and services is to be 
presented only in the fonnat set forth in Attachment H of the RFP. Pricing infonnation 
shall include all costs associated with providing the required goods and services and must 
be submitted in a separate, sealed envelope clearly marked as such, attached to the original 
Proposal only. No reimbursement is available to the Successful Proposer beyond the 
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amount agreed to be paid for the goods and services provided. Pricing agreed to in any 
resulting Contract shall be firm and remain constant through the life of the Contract. 

2.10.2 The Proposer shall not disclose its Cost Proposal or other cost information in the body of 
its written Proposal. Including cost information in the written Proposal may be cause for 
disqualification. 

2.11 MULTIPLE PROPOSALS 

Each Proposer may submit only one Proposal. If a Proposer submits more than one 
Proposal, all Proposals from that Proposer may be rejected. 

2.12 CHANGES, MODIFICATIONS AND CANCELLATION 

The Texas Lottery reserves the right to make changes to and/or cancel this RFP and will 
post all changes and modifications, whether made as a result of a potential Proposer's 
written inquiries or otherwise, and cancellation notices on the Electronic State Business 
Daily and the Texas Lottery websites. It is the responsibility of the Proposer to check 
these websites for any additional information regarding this RFP. If the Proposer fails 
to monitor the ESBD and TLC websites for any changes or modifications to the RFP, 
such failure will not relieve the Proposer of its obligation to fulfill the requirements 
as posted. 

2.13 UPDATES TO INFORMATION SUPPORTING A PROPOSAL 

Following the submission of Proposals and prior to the signing of a Contract, the Proposer 
is under a continuing obligation to notifY the Texas Lottery in writing of any updates or 
changes to information offered in support of its Proposal that might reasonably be expected 
to affect the Texas Lottery's consideration of the Proposal. Nothing in this section shall be 
interpreted to permit the unilateral modification by a Proposer of its commitment to provide 
goods and services described in its Proposal as filed for the cost stated therein. 

2.14 ADDITIONAL INFORMATION 

By submitting a Proposal, the Proposer grants the Executive Director the right to obtain 
any information from any lawful source regarding the past histOlY, practices, conduct, 
ability and eligibility under the State Lottery Act of the Proposer to supply goods, services 
and to fulfill requirements under this RFP, and the past history, practices, conduct, ability 
and eligibility of any director, officer or key employee of the Proposer. By submitting a 
Proposal, the Proposer generally releases from liability and waives all claims against any 
party providing infonnation about the Proposer at the request of the Executive Director. 
Such information may be taken into consideration in evaluating Proposals. 
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2.15 PROPOSAL EVALUATION AND CONTRACT AWARD 

2.15.1 The Texas Lottery Commission intends to conduct a fair, comprehensive and impaIiial 
evaluation of all Proposals received in response to this RFP using an evaluation committee. 
The evaluation committee will be selected by the Executive Director and may consist of 
Texas Lottery employees or outside individuals with expertise in particular areas. In 
addition, the Texas Lottery's General Counsel, other in-house legal counsel, and outside 
legal counsel may assist by advising the evaluation committee. Texas Lottery employees 
and consultants may also assist in the process as technical non-voting members of the 
evaluation committee. 

2.15.2 Each member of the evaluation committee will independently score each Proposal 
responsive to this RFP. Evaluation committee members may seek, obtain and consider the 
opinions of other committee members or subject matter experts (including Texas Lottery 
staff: staff from other Texas agencies and consultants retained by the Texas Lottery) when 
evaluating and independently scoring particular areas of the Proposals. 

2.15.3 The evaluation committee may request clarification of infonnation or representations in a 
Proposal before completing the initial evaluation. Requests for clarification and responses 
to requests for clarification will be in writing and will become part of the evaluation record. 

2.15.4 The procurement process will be conducted in accordance with 16 T AC § 401.101. 

2.15.5 At a minimum, the factors to be considered by the evaluation committee in evaluating 
Proposals shall include: 

(i) the proposer's price to provide the goods or services; 
(ii) the probable quality of the offered goods or services; 
(iii) The agency's evaluation of the likelihood of the proposal to produce the desired 

outcome for the agency, considering, among other criteria: 

(I) the quality of the proposer's past performance in contracting with the agency, 
with other state entities, or with private sector entities; 
(II) the qualifications of the proposer's personnel; 
(III) the experience of the proposer in providing the requested goods or services; 
(IV) the financial status of the proposer; and 

(iv) whether the proposer performed the good faith effort required by the HUB 
subcontracting plan, when the agency has determined that subcontracting is 
probable. 

The evaluation committee also may consider vendor performance reviews maintained by 
the Texas Comptroller of Public Accounts under TEX. GOV'T CODE ANN. Section 
2262.055. 

A copy of the scoring matrix is included as Attachment G. 
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2.15.6 A written notice of Contract Award will be posted on the ESBD, and sent to all Proposers 
immediately following execution of the Contract. 

2.16 ORAL PRESENTATiONS AND/OR SITE VISITS 

2.16.1 Proposers shall be required to make oral presentations to the evaluation committee. See 
the Schedule of Events for dates. 

2.16.2 Proposers invited for an oral presentation shall make an oral presentation under the 
following guidelines: 

" 30 minute set-up period 
G One hour for the presentation 
.. 30 minute break 
" 30 minute question-and-answer period 
" 30 minute tear-down period 

Proposers may be required, as part of the presentation, to respond to questions developed 
by the evaluation committee. 

2.16.3 The oral presentation must substantially represent material included in the original written 
Proposal, with emphasis placed on the creative response. Proposers will be provided with 
equal advance notice of oral presentation assignments and guidelines. 

2.16.4 In addition to members of the evaluation committee, Texas Lottery purchasing and 
contracts staff, legal counsel, together with Texas Lottery employees and consultants 
assisting in the process as technical non-voting members of the evaluation committee, may 
be present during the oral presentations .. Oral presentations will be held at the Texas 
Lottery Commission headquarters in Austin, Texas, and may be videotaped by the Texas 
Lottery. 

2.16.5 The Texas Lottery, in its sole discretion, reserves the right to conduct site visits prior to 
Contract A ward. 

2.17 PROTEST PROCEDURE 

Any protest shall be governed by TEX. GOV'T CODE ANN. § 466.101 and 16 
TAC§§ 401.102-103. 

We have read, understand, and will comply with Part 2 of the RFP. 
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3 CONTRACTUAL TERMS AND CONDITIONS 

3.1 INTRODUCTION 

This part sets forth terms and conditions applicable to the procurement process as well as 
tenns and conditions that will become part of the Contract. The Texas Lottery reserves the 
right to incorporate additional provisions in the Contract in the best interest of the Texas 
Lottery. 

3.2 GOVERNING LAW AND VENUE 

The procurement process, the award procedure, and the Contract shall be govemed by, 
construed and interpreted in accordance with the applicable laws of the State of Texas. 
Any and all actions or suits brought by a Proposer or any related party regarding this RFP 
or the Contract shall be brought in the state district court located in Austin, Travis County, 
Texas. By submitting a Proposal, a Proposer is deemed to waive the right to bring any 
action in any other court. This section is purely a venue provision and shall not be deemed 
a waiver of sovereign immunity. 

3.3 CONTRACT ELEMENTS 

3.3.1 The Contract between the Texas Lottery and the Successful Proposer will follow the 
general format specified by the Texas Lottery. The Texas Lottery reserves the right to 
negotiate provisions in addition to those stipulated in this RFP. The contents of this RFP, 
as modified by published addenda or amendments, and the Successful Proposer's Proposal 
will be incorporated into the Contract. In the event of any conflict or contradiction between 
or among these documents, the documents shall control in the following order of 
precedence: the written Contract, the RFP, and the Successful Proposer's Proposal. 
Specific exceptions to this general rule may be noted in the Contract. 

3.3.2 The Texas Lottery has determined that subcontracting opportunities are pro bable under this 
RFP. Therefore, the Texas Lottery requires the submission of an HSP as a part of each 
Proposal, as discussed further in Part 5 of this RFP. The HSP, if accepted by the Texas 
Lottery, will become a provision of the Contract. 

3.3.3 If any tenn or provision of this RFP or the Contract is determined by a court of competent 
jurisdiction to be invalid, void or unenforceable, the remainder of the RFP or Contract shall 
remain in full force and effect and shall in no way be affected, impaired or invalidated. 

3.4 AMENDMENTS 

The Contract may be amended only by written agreement signed by both parties. 
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3.5 NON-WAIVER 

The failure of the Texas Lottery to object to, or to take affirmative action with respect to, 
any conduct of the Successful Proposer which is in violation or breach of the tenns of the 
Contract shall not be construed as a waiver of the violation or breach, or of any future 
violation or breach. Nothing in this RFP, or the Contract, shall constitute or be construed 
as a waiver of any of the privileges, rights, defenses, remedies, or immunities available to 
the Texas Lottery Commission, as an agency ofthe State of Texas. The failure to enforce, 
or any delay in the enforcement, of any privileges, rights, defenses, remedies, or 
immunities available to the Texas Lottery Commission under this contract or under 
applicable law shall not constitute a waiver of such privileges, rights, defenses, remedies, 
or immunities, or be considered as a basis for estoppel. 

3.6 CLARIFICATION OF LOTTERY'S INTENT 

It is the responsibility of the Successful Proposer to address and resolve all questions with 
the Texas Lottery's designated points of contact, and to achieve a clear understanding of 
all Texas Lottery requirements during each stage of the Contract term. The Texas Lottery 
will use reasonable efforts to provide timely responses to questions of policy or procedure 
as they may affect the Successful Proposer's perfonnance. Key Texas Lottery staff will be 
available to the Successful Proposer on a reasonable basis, but may not be available on 
State or national holidays, as defined in Section 662.003 ofthe TEX. GOV'T CODE ANN., 
or weekends. 

3.7 RELATIONSHIP OF THE PARTIES 

The Successful Proposer and the Texas Lottery agree and understand that the Successful 
Proposer shall render the goods, services and requirements under the Contract as an 
independent contractor, and nothing contained in the Contract will be construed to create 
or imply a joint venture, partnership, employer/employee relationship, principal agent 
relationship or any other relationship between the parties. Employees of the Successful 
Proposer will not be considered employees of the Texas Lottery within the meaning of any 
federal, state, or local law, ordinance, or regulation including, but not limited to, laws, 
ordinances, or regulations concerning unemployment insurance, social security benefits, 
workers compensation, or withholding requirements. The Successful Proposer shall be 
responsible for complying with any such laws, ordinances, or regulations, and shall 
indemnify and hold hannless the Texas Lottery from any costs or damages, including 
attorney's fees, sustained by the Texas Lottery resulting from the Successful Proposer's 
breach of its obligations under this section. The Texas Lottery will withhold indemnified 
losses from payments to the Successful Proposer, or, if no payments are made, the Texas 
Lottery will make demand of payment of indemnified losses. The Successful Proposer must 
make payment within thirty (30) Days of the Texas Lottery's demand. 
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3.8 PAYMENT 

3.8.1 All payments will be made in accordance with TEX. GOV'T CODE ANN. ch. 225 I 
("Payments for Goods and Services"). The Successful Proposer shall submit invoices in 
accordance with Section 7.14 and as prescribed by the Texas Lottery. Each invoice shall 
note the contract number, services rendered and date of services. Invoices may be 
submitted by mail to the Texas Lottery Commission, P. O. Box 16630, Austin, Texas 
78761-6630, Attn: Accounts Payable or bye-mail toAccountsPayable@lottery.state.tx.us. 
Payments will be made only upon the completion of services or after the delivery of goods 
authorized in an approved invoice. 

3.8.2 Pursuant to TEX. GOV'T CODE ANN. § 2251.025, interest is not due on a payment until 
it becomes "overdue." A payment is not "overdue" until the 31st day after the latter of: 
(1) the date the Texas Lottery receives the goods covered by the contract; (2) the date 
the performance of service under the contract is completed; or (3) the date the Texas 
Lottery receives an invoice for the goods or services. TEX. GOV'T CODE ANN. § 
2251.021. Services are "completed" when accepted by the Texas Lottery. 

3.8.3 The Successful Proposer acknowledges that the State of Texas requires consistent, high 
quality performance during the entire term of any Contract resulting from this RFP and 
during any transition to an alternate or successor provider. The Successful Proposer agrees 
that to ensure such consistent, high quality performance, and an orderly transition to a new 
vendor, the Texas Lottery may withhold the last two (2) payments due during the last year 
of any Contract resulting from this RFP (the "Hold Back"). In the event that the Successful 
Proposer fully and completely performs all of its duties under any Contract resulting from 
this RFP, and a successful transition to an alternative provider is completed, then upon such 
completion the Texas Lottery shall pay the Hold Back to the Successful Proposer. In the 
event that the Successful Proposer fails to fully and completely perform all of its duties 
under any Contract resulting from this RFP, or the transition to an alternative vendor is 
unsuccessful, and such failure is proximately caused in whole or part by any act or omission 
of the Successful Proposer, the Texas Lottery shall be entitled to retain the Hold Back or 
such portion as the Executive Director deems equitable. 

3.8.4 The Successful Proposer agrees that if the Texas Comptroller of Public Accounts is 
prohibited from issuing a warrant to the Successful Proposer under Section 403.055 of the 
TEX. GOV'T CODE ANN., any payments owed to the Successful Proposer under the 
Contract will be applied towards the debt or delinquent taxes that the Successful Proposer 
owes the State of Texas until the debt or delinquent taxes are paid in full. 

3.9 ASSIGNMENTS 

3.9.1 No right or obligation of the Successful Proposer under the Contract may be assigned by 
the Successful Proposer without the prior written approval of the Texas Lottery, and in the 
event of any such approval, the terms and conditions hereof shall apply to and bind the 
party or parties to whom the right or obligation is assigned as fully and completely as the 
Successful Proposer is hereunder bound and obligated. No assignment shall operate to 
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release the Successful Proposer from its liability for the timely and effective performance 
of its obligations hereunder. Assignments made in violation of this provision shall be null 
and void. 

3.9.2 Subject to the limitations on assignment contained herein, the Contract shall inure to the 
benefit of: and be binding upon, the successors and assigns of the respective parties hereto. 

3.10 SUBCONTRACTING 

3.10.1 If any part of the Contract between the Texas Lottery and the Successful Proposer is to be 
subcontracted, the Successful Proposer must obtain prior written approval from the Texas 
Lottery, and the Subcontractor must comply with all applicable requirements of the Texas 
Lottery. The Texas Lottery reserves the sole right to require the Successful Proposer to 
terminate any Subcontractor with or without cause. 

3.10.2 In the event the Texas Lottery approves of the use of any Subcontractor under an approved 
HUB Subcontracting Plan in accordance with Part 5, the Successful Proposer is not 
relieved of its responsibility and obligation to meet all the requirements of this RFP. 

3.10.3 The Texas Lottery will incur no additional obligations and the obligations of the Successful 
Proposer will not be reduced as a result of any such subcontracts. 

3.1 0.4 The Successful Proposer agrees to indemnify and hold the Texas Lottery harmless from all 
claims and actions of the Successful Proposer's Subcontractors. The Texas Lottery will 
withhold indemnified losses from payments to the Successful Proposer, or, if no payments 
are made, the Texas Lottery will make demand of payment of indemnified losses. The 
Successful Proposer must make payment within thirty (30) Days of the Texas Lottery's 
demand. 

3.10.5 The Successful Proposer's obligation to pay Subcontractors is governed by TEX. GOV'T 
CODE ANN. § 2251.022 ("Time for Payment by Vendor"), as it may be amended. 

3.11 LOTTERY APPROVAL OF STAFFING 

3.11.1 The Successful Proposer shall not employ or contract with or permit the employment of 
unfit or unqualified persons or persons not skilled in the tasks assigned to them. The 
Successful Proposer shall at all times employ sufficient labor to carry out functions and 
services in the manner and time prescribed by the Contract. In accordance with TEX. GOV'T 
CODE ANN. § 466.155, "unfit" is defined as any person convicted of a felony, criminal 
fraud, gambling or gambling-related offense or a person convicted of a misdemeanor 
involving moral turpitude whose sentence, parole, mandatory supervision or probation 
ended less than ten (10) years ago. The Successful Proposer shall be responsible to the 
Texas Lottery for the acts and omissions of the Successful Proposer's employees, agents 
(including, but not limited to, lobbyists) and Subcontractors and the Successful Proposer 
shall enforce strict discipline among the Successful Proposer's employees, agents 
(including, but not limited to, lobbyists) and Subcontractors performing the services under 
the Contract. 
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3.11.2 The Successful Proposer shall provide the Texas Lottery written notification and 
justification within three (3) Working Days of any changes involving the Successful 
Proposer's key personnel assigned to the Texas Lottery account. The Successful Proposer 
shall provide the Texas Lottery with the resume of the person who is to be hired or placed 
on the Texas Lottery account and must receive written approval from the Texas Lottery 
prior to the person's working on the account. 

3.11.3 Notwithstanding anything herein to the contrary, any person employed by the Successful 
Proposer shall, at the written request of the Texas Lottery, and within the Texas Lottery's 
sole discretion, be removed immediately by the Successful Proposer from work relating to 
the Contract. 

3.12 BACKGROUND INVESTIGATIONS 

3.12.1 Under TEX. GOV'T CODE ANN. §466.103, the Executive Director of the Texas Lottery 
is prohibited from awarding a contract for goods or services related to lottery operations to 
a person or legal entity who would not qualify for a sales agent license under the 
requirements of Govemment Code §466.155. 

3.12.2 The Texas Lottery Commission may initiate investigations into the backgrounds of (a) the 
Successful Proposer; (b) any of the Successful Proposer's officers, directors, investors, 
owners, partners and other principals, as more particularly described in TEX. GOV'T 
CODE ANN. § 466.155 (collectively, Successful Proposer Principals); (c) any of the 
Successful Proposer's employees; (d) any of the Successful Proposer's Subcontractors, or 
any of the Subcontractors' officers, directors, investors, owners, partners, principals or 
employees (collectively, Subcontractor Personnel); or (e) any other associates of the 
Successful Proposer it deems appropriate. The Texas Lottery Commission may also 
request background infonnation for a spouse, child, brother, sister or parent residing as a 
member of the same household in the principal place of residence of the Successful 
Proposer, any Successful Proposer Principals, or Successful Proposer employees described 
above. Such background investigations may include fingerprint identification by the Texas 
Department of Public Safety, the Federal Bureau of Investigation, and any other law 
enforcement agency. The Texas Lottery may terminate the Contract based solely upon 
the results of these background investigations. 

3.12.3 The Successful Proposer agrees that, during the term of the Contract and any renewal 
thereof, it shall be obligated to provide such information about any Successful Proposer 
Principals, Successful Proposer employees, and Subcontractor Personnel as the Texas 
Lottery may prescribe. The Successful Proposer also agrees that the Texas Lottery may 
conduct background investigations of such persons. 

3.12.4 Upon notification by the Texas Lottery to the Successful Proposer that the Texas Lottery 
objects to an employee based on the results of a background investigation, the Successful 
Proposer shall prevent that employee from working on the Texas Lottery account and shall 
deny that employee access to the Texas Lottery systems. 
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3.13 COMPLIANCE 

The Successful Proposer agrees to comply with all applicable laws, mles and regulations, 
including without limitation those involving non-discrimination on the basis of race, color, 
religion, national origin, age, sex and disability. 

3.14 TERM OF CONTRACT 

3.14.1 The Contract will commence on the Contract execution date and continue through August 
31,2022, subject to the termination provisions in this RFP and subject to the Texas Lottery 
being continued and funded by the Texas Legislature. 

3.14.2 The Texas Lottery reserves the right to extend the Contract, at its sole discretion, for two 
(2) additional one-year periods, at the Contract rate or rates as modified during the tenn of 
the Contract. 

3.14.3 At the end of the initial term or any renewal period, the Texas Lottery, at its sole discretion, 
reserves the right to extend the Contract for up to three (3) additional months, in one-month 
intervals, at the Contract rate or rates as modified during the tenn of this Contract. 

3.14.4 At the end of the Contract tenn, or upon earlier termination under any provision of this 
Contract, the Successful Proposer shall, in good faith and with reasonable cooperation, aid 
in the transition to any new arrangement and provider, if requested by the Texas Lottery. 

3.15 TERMINATION AT Will 

The Texas Lottery, in its sole discretion, may terminate, in whole or in part, the Contract 
at will and without cause, upon no less than thirty (30) Days' advance written notice. The 
Texas Lottery also may tenninate the Contract immediately with written notice if the 
Executive Director, in his or her sole judgment, believes that the integrity or security of the 
Texas Lottery is in jeopardy and it is in the best interest of the Texas Lottery to do so. The 
Texas Lottery's right to terminate for convenience the Contract is cumulative of all rights 
and remedies which exist now or in the future. 

3.16 TERMINATiON FOR CAUSE 

The Texas Lottery reserves the right to tenninate the Contract, in whole or in part unless 
otherwise provided by the Federal Bankruptcy Code or any successor law, upon no less 
than fIve (5) Days' notice under any of the following conditions: 

(a) A receiver, conservator, liquidator or tmstee of the Successful Proposer, or of any 
of its property, is appointed by order or decree of any court or agency or supervisory 
authority having jurisdiction; or an order for relief is entered against the Successful 
Proposer under the Federal Bankruptcy Code; or the Successful Proposer is 
adjudicated bankrupt or insolvent; or any portion of the property of the Successful 
Proposer is sequestered by court order and such order remains in effect for more 
than thirty (30) Days after such party obtains knowledge thereof; or a petition is 
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filed against the Successful Proposer under any state, reorganization, arrangement, 
insolvency, readjustment of debt, dissolution, liquidation, or receivership law of 
any jurisdiction, whether now or hereafter in effect, and such petition is not 
dismissed within thirty (30) Days, or 

(b) The Successful Proposer makes an assignment for the benefit of its creditors, or 
admits in writing its inability to pay its debts generally as they become due, or 
consents to the appointment of a receiver, trustee, or liquidator of the Successful 
Proposer or of all or any part of its property; or judgment for the payment of money 
in excess of $50,000.00 (which is not covered by insurance) is rendered by any 
court or governmental body against the Successful Proposer, and the Successful 
Proposer does not discharge the same or provide for its discharge in accordance 
with its terms, or procure a stay of execution thereof within thirty (30) Days from 
the date of entry thereof, and within said 30-Day period or such longer period 
during which execution of such judgment shall have been stayed, appeal therefrom 
and cause the execution thereof to be stayed during such appeal while providing 
such reserves therefore as may be required under generally accepted accounting 
principles; or a writ or warrant of attachment or any similar process shall be issued 
by any court against all or any material portion of the property of the Successful 
Proposer, and such writ or warrant of attachment or any similar process is not 
released or bonded within thirty (30) Days after its entry, or 

(c) A court of competent jurisdiction finds that the Successful Proposer has failed to 
adhere to any laws, ordinances, rules, regulations or orders of any public authority 
having jurisdiction, or 

(d) The Successful Proposer fails to communicate with the Texas Lottery as required 
by the Contract, or 

(e) The Successful Proposer fails to remove any person from work relating to the 
Contract upon written notice from the Texas Lottery, or 

(f) The Successful Proposer breaches the RFP's standard of confidentiality with 
respect to this RFP or the goods or services provided thereunder, or 

(g) The Texas Lottery makes a written determination that the Successful Proposer has 
failed to substantially perform under the Contract and specifies the events resulting 
in the Texas Lottery's detennination thereof, or 

(h) The Successful Proposer fails to comply with any of the terms, conditions or 
provisions of the Contract, in any manner whatsoever, or 

(i) The Successful Proposer engages in any conduct that results in a negative public 
impression including, but not limited to, creating even an appearance of impropriety 
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with respect to the Texas Lottery, Texas Lottery games, the Successful Proposer, or the 
State of Texas. 

3.17 TERMINATION RELATED TO AVAILABILITY OF LEGISLATIVE 
APPROPRIATIONS 

All obligations of the Texas Lottery are subject to the availability of legislative 
appropriations. The Successful Proposer acknowledges the ability of the Texas Lottery to 
make payments under the Contract is contingent upon the continued availability and 
authorization for expenditure of funds. The Successful Proposer further acknowledges 
funds may not be specifically appropriated for the Contract and the Texas Lottery's 
continual ability to make payments under the Contract is contingent upon the funding levels 
appropriated to the agency. The Texas Lottery will use all reasonable and lawful efforts to 
ensure funds are available. The Successful Proposer agrees if future levels of funding for 
the Texas Lottery are not sufficient to continue operations without operational reductions, 
the Texas Lottery, in its sole discretion, may terminate the Contract, either in whole or in 
part. In the event of such tennination, the Texas Lottery will not be considered to be in 
default or breach under the Contract, nor shall it be liable for any damages or other amounts 
caused by or associated with such tennination. The Texas Lottery shall make reasonable 
best efforts to provide advance written notice of Contract termination to the Successful 
Proposer. In the event of tennination, the Successful Proposer shall, unless otherwise 
mutually agreed upon in writing, cease all work immediately. The Texas Lottery shall be 
liable for payments limited only to the pOliion of work the agency authorized in writing 
before the termination date that the Successful Proposer has completed, delivered to the 
agency, and that is accepted by the agency. 

3.18 TERMINATION WITHOUT PENALTY 

Pursuant to TEX. GOV'T CODE ANN. § 466.014(c), the Executive Director is pennitted 
to terminate the Contract, without penalty, if an investigation reveals that the Successful 
Proposer would not be eligible for a sales agent license under TEX. GOV'T CODE 
ANN. § 466.155. 

3.19 NO LIABILITY UPON TERMINATION 

If the Contract is terminated for any reason, the Texas Lottery and the State of Texas shall 
not be liable to the Successful Proposer for any damages, losses, financial obligations, 
breach of contract, or any other claims or amounts arising from or related to any such 
termination. However, the Successful Proposer may be entitled to the remedies provided 
in TEX. GOV'T CODE ANN., ch. 2260. 

3.20 WARRANTIES 

3.20.1 The Successful Proposer warrants and agrees that it is lawfully organized and constituted 
under all applicable national, international, state and local laws, ordinances and other 
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authorities of its domicile and is otherwise in full compliance with all legal requirements 
of its domicile. 

3.20.2 The Successful Proposer warrants and agrees that it has the legal authority and capacity to 
enter into and perform the Contract, and that it has the financial ability to perform its 
obligations under such Contract. 

3.20.3 The Successful Proposer warrants and agrees that it is duly authorized to operate and do 
business in all places where it will be required to do business under the Contract; that it has 
obtained or will obtain all necessary licenses and permits required in connection with such 
Contract; and that it will fully comply with all laws, decrees, labor standards and 
regulations of its domicile and wherever performance occurs during the term of such 
Contract. 

3.20.4 The Successful Proposer warrants and agrees that it has no present interest and shall not 
acquire, or assign to any third party, any interest that would conflict in any manner with its 
duties and obligations under the Contract. 

3.20.5 The Successful Proposer warrants and agrees that all goods and services it supplies in its 
performance under the Contract shall meet the performance standards required thereunder 
and shall be performed in a prompt, high quality, professional and competent manner using 
only qualified personnel. 

3.20.6 The Successful Proposer warrants and agrees that it shall not take any action inconsistent 
with any of the terms, conditions, agreements, or covenants set forth in this RFP without 
the express written consent of the Texas Lottery. 

3.20.7 The Successful Proposer warrants that it is eligible for a sales agent license under TEX. 
GOV'T CODE ANN. § 466.155 (Chapter 466 is also known as the State Lottery Act). 

3.20.8 The Successful Proposer warrants and agrees that it shall not sell, assign, lease, transfer, 
pledge, hypothecate, or otherwise dispose of any component of any goods or system 
proposed in response to the RFP or any interest therein, or permit any of it to become a 
fixture or accession to other goods or property. 

3.21 SUCCESSFUL PROPOSER SITE VISITS 

The Texas Lottery shall have the free and unrestricted right, acting by itself or through its 
authorized representatives, to enter the premises of the Successful Proposer and any 
Subcontractors, and to enter any other sites involved in providing goods and/or services 
under the Contract, to examine their operations and to inspect and copy the records of the 
Successful Proposer and/or Subcontractors pertaining to goods and services provided under 
the Contract. The Successful Proposer agrees that the Successful Proposer and its 
Subcontractors shall implement all reasonable quality control and security procedures 
requested by the Texas Lottery or representatives as designated by the Texas Lottery. The 
Texas Lottery will use reasonable efforts not to disrupt the nonnal business operations of 
the Successful Proposer (or Subcontractor, as applicable) during site visits announced or 
unannounced. 
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3.22 INTELLECTUAL PROPERTY RIGHTS 

3.22.1 Ownership. As between the Successftd Proposer and the Texas Lottery, the Works and 
Intellectual Property Rights in the Works are and shall be owned exclusively by the Texas 
Lottery, and not the Successfid Proposer. The Successful Proposer specifically agrees that 
all Works shall be considered "works made for hire" and that the Works shall, upon 
creation, be owned exclusively by the Texas Lottery. To the extent that the Works, under 
applicable law, may not be considered works made for hire, the Successful Proposer hereby 
agrees that the Contract transfers, grants, conveys, assigns, and relinquishes exclusively to 
the Texas Lottery all right, title and interest in and to the Works, and all Intellectual 
Property Rights in the Works, without the necessity of any further consideration, and the 
Texas Lottery shall be entitled to obtain and hold in its own name all Intellectual Property 
Rights in and to the Works, subject to any exceptions with respect to pre-existing or third 
party rights as set forth below. 

3.22.2 Ownership o.fPrior Rights by the Texas Lottery. All property and tangible or intangible 
items, including the Intellectual Property Rights therein, that were created, developed or 
owned by the Texas Lottery prior to the issuance of this RFP or execution of the Contract 
(e.g., copyrights, trademarks, etc.) shall continue to be exclusively owned by the Texas 
Lottery, and the Successful Proposer shall have no ownership thereof, and no rights thereto, 
other than the limited, non-exclusive right to use such property or tangible and intangible 
items solely for the purposes set forth in this RFP or the Contract, if any, and only for the 
duration of such Contract. 

3.22.3 Ownership o.f Prior Rights by the Successful Proposer. All property and tangible or 
intangible items, including the Intellectual Property Rights therein, that were created, 
developed or owned by the Successful Proposer prior to the issuance of this RFP shall 
continue to be exclusively owned by the Successful Proposer, and the Texas Lottery shall 
have no ownership thereof, and no rights thereto, other than the limited, non-exclusive right 
to use such property or tangible or intangible items solely for the purposes set forth in this 
RFP or the Contract. All intellectual property relating to the goods and/or services set forth 
herein or under the Contract, including the Intellectual Property Rights in those goods 
and/or services, that was created, developed or licensed by the Successful Proposer prior 
to the issuance of this RFP or the execution of the Contract, or during the tenn of the 
Contract, to the extent such intellectual property is not considered "works" as defined 
above, shall be, and is, licensed to the Texas Lottery on a non-exclusive, perpetual, 
irrevocable, royalty-free, worldwide basis, to allow the Texas Lottery or its designees to 
provide, and continue to provide, the goods and services set forth herein or under the 
Contract, including after the expiration or termination of the Contract. 

3.22.4 Further Actions. The Successful Proposer, upon request and without further consideration, 
shall perform any acts that may be deemed necessary or desirable by the Texas Lottery to 
evidence more fully the transfer of ownership of all Works to the Texas Lottery to the 
fullest extent possible, including but not limited to the execution, acknowledgement and 
delivery of such further documents in a fonn detennined by the Texas Lottery. In the event 
the Texas Lottery shall be unable for any reason to obtain the Successful Proposer's 
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signature on any document necessary for any purpose set forth in the foregoing sentence, 
the Successful Proposer hereby irrevocably designates and appoints the Texas Lottery and 
its duly authorized officers and agents as the Successful Proposer's agent and the 
Successful Proposer's attorney-in-fact to act for and in the Successful Proposer's behalf 
and stead to execute and file any such document and to do all other lawfully permitted acts 
to further any such purpose with the same force and effect as if executed and delivered by 
the Successful Proposer. 

3.22.5 Waiver o.lMoral Rights. The Successful Proposer hereby irrevocably and forever waives, 
and agrees never to assert, any Moral Rights in or to the Works which the Successful 
Proposer may now have or which may accrue to the Successful Proposer's benefit under 
U.S. or foreign copyright laws and any and all other residual rights and benefits which arise 
under any other applicable law now in force or hereafter enacted. The tenn "Moral Rights" 
shall mean any and all rights of paternity or integrity of the Works and the right to object 
to any modification, translation or use of the Works, and any similar rights existing under 
the judicial or statutory law of any country in the world or under any treaty, regardless of 
whether or not such right is denominated or referred to as a moral right. 

3.22.6 Confidentiality. All Works and all materials forwarded to the Successful Proposer by the 
Texas Lottery for use in and preparation of the Works, shall be deemed the confidential 
information of the Texas Lottery, and the Successful Proposer shall not use, disclose, or 
permit any person to use or obtain the Works, or any portion thereof, in any manner without 
the prior written approval of the Texas Lottery. 

3.22.7 Injunctive Relief The RFP and the Contract are intended to protect the Texas Lottery's 
proprietary rights pertaining to the Works, and the Intellectual Property Rights therein, and 
any misuse of such rights would cause substantial and irreparable harm to the Texas 
Lottery's business. Therefore, the Successful Proposer acknowledges and stipulates that a 
court of competent jurisdiction should immediately enjoin any material breach of the 
intellectual property, licensing, and confidentiality provisions of the RFP or Contract, upon 
a request by the Texas Lottery, without requiring proof of irreparable injury as same should 
be presumed. 

3.22.8 Return of Works. Upon the request of the Texas Lottery, but in any event upon expiration 
or tennination of the Contract, the Successful Proposer shall surrender to the Texas Lottery 
all documents and things pertaining to the Works, including but not limited to drafts, 
memoranda, notes, records, drawings, manuals, computer software, reports, data, and all 
other documents or materials (and copies of same) generated or developed by the 
Successful Proposer or furnished by the Texas Lottery to the Successful Proposer, 
including all materials embodying the Works, any Texas Lottery confidential infonnation, 
or Intellectual Property Rights, regardless of whether complete or incomplete. This section 
is intended to apply to all Works made or compiled by the Successful Proposer, as well as 
to all documents and things furnished to the Successful Proposer by the Texas Lottery or 
by anyone else that pertains to the Works. 
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3.22.9 Succes4itl Proposer's Name or Logo. The Successful Proposer shall not affix its company 
name, label, logo, or any other similar identifying information to or on any products, 
equipment or any other goods provided under the Contract. 

3.23 PRE-EXISTiNG AND THIRD PARTY RIGHTS 

3.23.1 To the extent that any pre-existing rights and/or third party rights or limitations are 
embodied, contained, reserved or ret1ected in the Works, the Successful Proposer shall 
either (a) grant to the Texas Lottery the ilTevocable, perpetual, non-exclusive, worldwide, 
royalty-free right and license to (i) use, execute, reproduce, display, perform, distribute 
copies of, and prepare derivative works based upon such pre-existing rights and any 
derivative works thereof in connection with the sale, offering for sale, marketing, 
advertising, and promotion of the Texas Lottery's goods and services, and in all forms of 
media, media channels and/or publicity that may now exist or hereafter be created or 
developed, including but not limited to television, radio, print, Internet, and social media 
(e.g., Facebook, Twitter, Y ouTube, etc.) and (ii) authorize others to do any or all of the 
foregoing, or (b) where the obtaining of the aforementioned rights is not reasonably 
practical or feasible, provide written notice to the Texas Lottery of such pre-existing or 
third party rights or limitations, request the Texas Lottery's approval of such pre-existing 
or third party rights, obtain a limited right and license to use such pre-existing or third party 
rights on such terms as may be reasonably negotiated, and obtain the Texas Lottery's 
written approval of such pre-existing or third party rights and the limited use of same. The 
Successful Proposer shall provide the Texas Lottery with documentation indicating a third 
party's written approval for the Successful Proposer to use any pre-existing or third party 
rights that may be embodied, contained, reserved or ret1ected in the Works. The Successful 
Proposer shall indemnify, defend and hold the Texas Lottery harmless from and against 
any and all claims, demands, regulatory proceedings and/or causes of action, and all losses, 
damages, and costs (including attorneys' fees and settlement costs) arising from or relating 
to, directly or indirectly, any claim or assertion by any third party that the Works infringe 
any third party rights. The foregoing indemnity obligation shall not apply to instances in 
which the Texas Lottery either (y) exceeded the scope of the limited license that was 
previously obtained by the Successful Proposer and agreed to by the Texas Lottery, or (z) 
obtained information or materials, independent of the Successful Proposer's involvement 
or creation, and provided such information or materials to the Successful Proposer for 
inclusion in the Works, and such information or materials were included by the Successful 
Proposer, in an unaltered and unmodified fashion, in the Works. 

3.23.2 The Successful Proposer agrees that it shall have and maintain, during performance ofthe 
Contract, written agreements with all employees, Subcontractors, or agents engaged by the 
Successful Proposer in performance hereunder, granting the Successful Proposer rights 
sufficient to suppOli all performance and grants of rights by the Successful Proposer. 
Copies of such agreements shall be provided to the Texas Lottery promptly upon request. 
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3.24 REMEDIATION 

If the Works or the Intellectual Property Rights therein become the subject of a lawsuit or 
claim of infringement, or the Successful Proposer becomes aware that such items are likely 
to become the subject of a lawsuit or claim of infringement, the Successful Proposer shall 
exercise one (1) of the following two (2) options in order to provide the Texas Lottery with 
continued and unintelTupted use ofthe Works and Intellectual Property Rights therein: (a) 
obtain for the Texas Lottery the right to continue the use of the alleged infringing Works 
at no additional cost to the Texas Lottery, or (b) obtain alternative, substitute or new Works 
for the allegedly infringing Works, which are of equivalent or superior quality to the 
allegedly infringing Works, at no additional cost to the Texas Lottery, and subject to the 
acceptance of the Texas Lottery in its sole discretion. 

3.25 INTELLECTUAL PROPERTY SEARCH 

The Successful Proposer, at its expense, shall conduct all appropriate intellectual property 
searches (e.g., full copyright, trademark or service mark or patent searches) for all proposed 
Works, to ensure that the proposed Works are protectable by the Texas Lottery and do not 
infringe the Intellectual Property Rights of any third person or entity. The Successful 
Proposer holds the Texas Lottery hannless from the infringement of such Works, as set 
forth above. The Texas Lottery retains the right and option to obtain or secure registration 
ofthe Works in its own name, and on its own behalf, without the substantive involvement 
of the Successful Proposer. The Texas Lottery will withhold indemnified losses irom 
payments to the Successful Proposer, or, if no payments are made, the Texas Lottery will 
make demand of payment of indemnified losses. The Successful Proposer must make 
payment within thirty (30) Days of the Texas Lottery's demand. 

3.26 PERSONAliTY RIGHTS 

The Successful Proposer hereby walTants and represents to the Texas Lottery that 
individuals or characters appearing or depicted in any advertisement have provided their 
written consent for the use of their persona or personality rights, including name, 
biographical infonnation, picture, portrait, likeness, perfonnance, voice and/or identity 
("Personality Rights"), and have been compensated for such Personality Rights, if 
appropriate. If such permission has been obtained for a limited time, the Successful 
Proposer shall be responsible for any costs associated with claims resulting from the use 
of the Personality Rights after the expiration of those time limits. The Successful Proposer 
agrees to hold the Texas Lottery hannless from any claims, including, without limitation, 
claims for invasion of privacy, infringement of the right of publicity, libel, unfair 
competition, false advertising, intentional or negligent infliction of emotional distress, 
copyright or trademark infringement, and/or claims for attorney's fees, resulting from use 
of the Personality Rights. 
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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. 

3.28 RIGHT TO AUDIT 

The Successful Proposer understands that acceptance of state funds under this Contract 
acts as acceptance of the authority of the State Auditor's Office to conduct an audit or 
investigation in connection with those funds. The Successful Proposer further agrees to 
cooperate fully with the State Auditor's Office in the conduct of the audit or investigation, 
including providing all records requested. The Successful Proposer will ensure that this 
clause concerning the State Auditor's Office's authority to audit state funds and the 
requirement to cooperate fully with the State Auditor's Office is included in any 
subcontracts it awards. Additionally, the State Auditor's Office shall at any time have 
access to and the rights to examine, audit, excerpt, and transcribe any pertinent books, 
documents, audit documentation, and records of the Successful Proposer relating to this 
Contract for any purpose. 

3.29 INDEMNIFICATION 

3.29.1 THE SUCCESSFUL PROPOSER SHALL INDEMNIFY, DEFEND AND HOLD 
THE TEXAS LOTTERY, ITS COMMISSION MEMBERS, THE STATE OF 
TEXAS, AND ITS AGENTS, ATTORNEYS, EMPLOYEES, REPRESENTATIVES 
AND ASSIGNS (THE "INDEMNIFIED PARTIES") HARMLESS FROM AND 
AGAINST ANY AND ALL CLAIMS, DEMANDS, CAUSES OF ACTION, 
LIABILITIES, LAWSUITS, LOSSES, DAMAGES, COSTS, EXPENSES OR 
ATTORNEYS' FEES (COLLECTIVELY, "CLAIM"), AND INCLUDING ANY 
LIABILITY OF ANY NATURE OR KIND ARISING OUT OF A CLAIM FOR OR 
ON ACCOUNT OF THE WORKS, OR OTHER GOODS, SERVICES OR 
DELIVERABLES PROVIDED AS THE RESULT OF THE CONTRACT, WHICH 
MA Y BE INCURRED, SUFFERED, OR REQUIRED IN WHOLE OR IN PART BY 
AN ACTUAL OR ALLEGED ACT OR OMISSION OF THE SUCCESSFUL 
PROPOSER, OR A SUBCONTRACTOR OF THE SUCCESSFUL PROPOSER, OR 
ANY PERSON DIRECTLY OR INDIRECTLY EMPLOYED BY THE 
SUCCESSFUL PROPOSER OR A SUBCONTRACTOR OF THE SUCCESSFUL 
PROPOSER, WHETHER THE CLAIM IS BASED ON NEGLIGENCE, STRICT 
LIABILITY, INTELLECTUAL PROPERTY INFRINGEMENT OR ANY OTHER 
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CULPABLE CONDUCT, WHETHER FRIVOLOUS OR NOT. THE FOREGOING 
INDEMNITY OBLIGATIONS OF THE SUCCESSFUL PROPOSER SHALL NOT 
APPLY TO CLAIMS ARISING OUT OF OR RELATED TO THE EXCEPTIONS 
(Y) AND (Z) SET FORTH IN SECTION 3.23.1 ABOVE. 

3.29.2 THE SUCCESSFUL PROPOSER'S LIABILITY SHALL EXTEND TO AND 
INCLUDE ALL REASONABLE COSTS, EXPENSES AND ATTORNEYS' FEES 
INCURRED OR SUSTAINED BY THE INDEMNIFIED PARTIES IN: (A) 
MAKING ANY INVESTIGATION AND IN PROSECUTING OR DEFENDING 
ANY CLAIM ARISING OUT OF OR IN CONNECTION WITH THE WORKS, OR 
OTHER GOODS, SERVICES OR DELIVERABLES PROVIDED UNDER THE 
CONTRACT (INCLUDING BUT NOT LIMITED TO ANY CLAIM THAT ALL OR 
ANY PORTION OF THE WORKS INFRINGES THE PATENT, COPYRIGHT, 
TRADE SECRET, TRADEMARK, CONFIDENTIAL INFORMATION, OR 
OTHER INTELLECTUAL PROPERTY RIGHTS OF ANY THIRD PARTY); (B) 
OBTAINING OR SEEKING TO OBTAIN A RELEASE THEREFROM; OR (C) 
ENFORCING ANY OF THE PROVISIONS CONTAINED IN THIS RFP OR THE 
CONTRACT. THE TEXAS LOTTERY WILL WITHHOLD ALL 
INDEMNIFICATION COSTS AND RELA TED EXPENSES AND FEES 
(INCURRED OR SUSTAINED BY THE INDEMNIFIED PARTIES) FROM 
PAYMENTS TO THE SUCCESSFUL PROPOSER UNDER THE CONTRACT, OR 
IF NO CONTRACT PAYMENTS ARE TO BE MADE, THE TEXAS LOTTERY 
WILL MAKE DEMAND OF PAYMENT FROM THE SUCCESSFUL PROPOSER 
OR SEEK RECOVERY AGAINST THE SUCCESSFUL PROPOSER'S 
PERFORMANCE BOND. THE INDEMNIFIED PARTIES, UPON GIVING 
NOTICE TO THE SUCCESSFUL PROPOSER, SHALL HAVE THE RIGHT IN 
GOOD FAITH TO PAY, SETTLE OR COMPROMISE, OR LITIGATE ANY 
CLAIM UNDER THE BELIEF THAT THE CLAIM IS WELL FOUNDED, 
WHETHER IT IS OR NOT, WITHOUT THE CONSENT OR APPROVAL OF THE 
SUCCESSFUL PROPOSER. THE TEXAS LOTTERY HAS SOLE DISCRETION 
AS TO THE CHOICE AND SELECTION OF ANY ATTORNEY WHO MAY 
REPRESENT THE TEXAS LOTTERY. TO THE EXTENT THAT THE 
SUCCESSFUL PROPOSER MAKES ANY PAYMENTS TO OR ON BEHALF OF 
THE INDEMNIFIED PARTIES UNDER THE CONTRACT, AND TO THE 
EXTENT PERMISSIBLE BY LAW, THE SUCCESSFUL PROPOSER SHALL BE 
FULLY SUBROGA TED TO ALL RIGHTS AND CLAIMS OF THE 
INDEMNIFIED PARTIES IN CONNECTION THEREWITH. IN ANY EVENT, 
THE INDEMNIFIED PARTIES SHALL PROVIDE REASONABLE NOTICE TO 
THE SUCCESSFUL PROPOSER OF ANY CLAIM KNOWN TO THE 
INDEMNIFIED PARTIES TO ARISE OUT OF THE CONTRACT. 
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3.30 INSURANCE 

3.30.1 All required insurance must be issued by companies or financial institutions which are 
financially rated Excellent or better by A.M. Best Company and duly licensed, admitted, 
and authorized to do business in Texas by the Texas Department of Insurance. 

3.30.2 Each insurance policy, except those for crime insurance, workers' compensation, 
employer's liability and professional liability, must name the Texas Lottery (and its 
officers, agents and employees) as an additional insured on the original policy and all 
renewals or replacements. 

3.30.3 Each insurance policy except for crime insurance must include a waiver of subrogation in 
favor of the Texas Lottery, its officers, and employees for any and all insured losses, 
including bodily injury (including death) and property damage. 

3.30.4 The insurance shall be evidenced by delivery to the Texas Lottery of certificates of 
insurance executed by the insurer or its authorized agency stating coverage, limits, 
expiration dates, and compliance with all applicable required provisions. Upon request, 
the Texas Lottery shall be entitled to receive, without expense, certified copies of the 
policies and all endorsements. Except as otherwise expressly provided herein, required 
coverage must remain in full force and effect throughout the term of the Contract and any 
extensions thereof, and provide adequate coverage for incidents discovered after 
tennination of the Contract. Insurance coverage shall not be canceled, non-renewed or 
materially changed except after thirty (30) Days' notice by certified mail to the Texas 
Lottery. 

3.30.5 The Successful Proposer must submit original certificates of insurance for each required 
insurance contract, and any renewals thereof, within fifteen (15) Days after Contract 
execution. Renewal certificates shall be submitted prior to or within fifteen (15) Days after 
expiration of the existing policy. 

3.31 SELF INSURANCE 

The Successful Proposer may not elect to provide entirely or in part for the insurance 
protections described in this RFP through self-insurance. A deductible provision contained 
in an insurance policy that meets the requirements of this RFP is not considered as self
insurance unless the deductible amount exceeds five percent (5%) of the face amount of 
the insurance policy. 

3.32 COMMERCIAL GENERAL LIABILITY INSURANCE 

The Successful Proposer must maintain general liability insurance coverage with limits of 
not less than one million dollars ($1,000,000) per occurrence, two million dollars 
($2,000,000) aggregate, two million dollars ($2,000,000) products/completed operations 
aggregate, one million dollars ($1,000,000) personal and advertising injury, fifty thousand 
dollars ($50,000) damage to premises rented to you, and five thousand dollars ($5000) 
medical expense each person. 
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3.33 WORKERS' COMPENSATION & EMPLOYER'S LIABILITY INSURANCE 

The Successful Proposer must maintain Workers' Compensation insurance coverage in 
accordance with statutory limits, and Employer's Liability insurance coverage with 
minimum limits for bodily injury: 

(a) $1,000,000 per each accident; 
(b) by disease, $1,000,000 per employee; and 
(c) by disease, policy limit $1,000,000. 

Coverage must include a waiver of subrogation in favor of the Texas Lottery Commission, 
its officers and employees. 

3.34 PROFESSIONAL LIABILITY (ERRORS AND OMISSIONS) INSURANCE 

The Successful Proposer must maintain professional liability (including en-ors and 
omissions) insurance coverage including but not limited to loss due to any equipment en-or, 
machine error, system down time, communication problems or en-ors, and any error or 
omission caused by the Successful Proposer, its officers, employees, agents, or 
Subcontractors of the Successful Proposer regardless of negligence, with minimum limits 
of one million dollars ($1,000,000) per occun-ence, to be in full force and effect during the 
tenn of the Contract, including any extension thereof and one year thereafter. Coverage 
must indemnify the Texas Lottery for direct loss due to en-ors and omissions caused by the 
Successful Proposer, its officers, employees, agents, or Subcontractors of the Successful 
Proposer regardless of negligence. 

3.35 PROPERTY INSURANCE 

The Successful Proposer must maintain All Risk insurance on all furniture, fixtures, 
computer and communications equipment used in operating and supporting the Successful 
Proposer's operation in an amount equal to or greater than the actual replacement cost 
thereof. Coverage must include coverage against fire, theft, collision, flood, etc. The 
Texas Lottery will not be responsible for insuring any equipment or facilities included in 
or associated with the Successful Proposer's operations. 

3.36 CRIME INSURANCE 

The Successful Proposer must maintain crime insurance with a limit of not less than one 
million dollars ($1,000,000) protecting the Texas Lottery against loss of property (including 
money, securities and Texas Lottery tickets) by robbery, burglary, or theft, or the loss of 
money, securities or Texas Lottery tickets because of destruction or disappearance and 
employee dishonesty. This policy shall cover loss of property to the Texas Lottery due to 
any fraudulent or dishonest act on the part of the officers and/or employees of the Successful 
Proposer and (through insurance can-ied by Subcontractors) officers and/or employees of any 
Subcontractors. Policy(ies) must be endorsed to include third party property. 
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3.37 PERFORMANCE BOND 

3.37.1 The Successful Proposer shall provide an original performance bond (as shown in 
Attachment F attached hereto and incorporated for all purposes) in the amount of one 
million doIlars ($1,000,000) within fifteen (15) Days of execution of the Contract. Failure 
to have and keep a bond in place shall constitute a breach of the Contract. 

3.37.2 All required bonds must be issued by companies or financial institutions which are 
financially rated Excellent or better by A.M. Best Company and duly licensed, admitted, 
and authorized to do business in Texas by the Texas Department of Insurance. The Texas 
Lottery shall be named as the obligee in each required bond. 

3.37.3 The bond must be maintained in full force and effect for the initial tenn and any renewal 
term of the Contract. The bond shall be forfeited to the Texas Lottery if the Successful 
Proposer fails to perform as required by the Contract, pay sanctions or liquidated damages, 
or indemnify the Texas Lottery. Any alterations to the bond language as shown in 
Attachment F must be approved in advance by the Texas Lottery. 

3.38 DISCLOSURE OF LITIGATION 

3.38.1 The Proposer must include in its Proposal a complete disclosure of any material civil or 
criminal litigation or indictment either threatened or pending involving the Proposer. 
"Threatened litigation" as used herein shall include governmental investigations and civil 
investigative demands. "Litigation" as used herein shall include administrative 
enforcement actions brought by governmental agencies. The Proposer must also disclose 
any material litigation threatened or pending involving Subcontractors, consultants, and/or 
lobbyists. For purposes of this section, "material" refers, but is not limited, to any action 
or pending action that a reasonable person knowledgeable in the gaming industry would 
consider relevant to any gaming operation or any development such a person would want 
to be aware of in order to stay fully apprised of the total mix of infonnation relevant to the 
gaming industry and its operations, together with any litigation threatened or pending that 
may result in a substantial change in the Proposer's financial condition, as described in 
Section 4.6. 

3.38.2 The Successful Proposer shall be required to file with the Texas Lottery comprehensive 
monthly reports regarding all threatened or pending litigation involving the Successful 
Proposer's Texas operations and all threatened or pending litigation that may be considered 
material to the overall operations of the Successful Proposer. 

3.39 CHANGES IN OWNERSHIP 

During the term of the Contract or any extension or renewal thereof~ the Successful 
Proposer shall notify the Texas Lottery in writing of any substantial change in the 
ownership or control ofthe Successful Proposer as soon as possible, but no later than fIfteen 
(15) Days after its occurrence. 
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3.40 FORCE MAJEURE I DELAY OF PERFORMANCE 

3.40.1 Except as otherwise provided, neither the Successful Proposer nor the Texas Lottery shall 
be liable to the other for any delay in, or failure of performance of, any covenant contained 
herein caused by force majeure. The existence of such causes of delay or failure shall 
extend the period of performance in the exercise of reasonable diligence until after the 
causes of delay or failure have been removed. For purposes of this RFP and the Contract, 
"force majeure" is defined as "an act of God or any other cause oflike kind not reasonably 
within a party's control and which, by the exercise of due diligence of such party, could 
not have been prevented or is unable to be overcome." The Successful Proposer must 
inform the Texas Lottery in writing within three (3) Days of the existence of any such force 
majeure or otherwise waives this right as a defense. 

3.40.2 The Successful Proposer shall immediately upon discovery notify the Executive Director 
in writing of any delays in performance regardless of responsibility, fault or negligence. If 
the Successful Proposer contends that the delay is the responsibility, fault or negligence of 
Texas Lottery staff, the Successful Proposer must provide written notice within three (3) 
Days of the discovery, and to the extent possible, identify the event or individual 
responsible so that the Executive Director may take appropriate action to remedy the 
situation. Failure to provide such notice to the Executive Director as required in this section 
shall constitute a waiver of the Successful Proposer's right to assert the Texas Lottery's 
actionlinaction as a defense. 

3.41 TAXES, FEES AND ASSESSMENTS 

3.41.1 The Texas Lottery shall have no responsibility whatsoever for the payment of any federal, 
state or local taxes which become payable by the Successful Proposer or its Subcontractors, 
or their agents, officers or employees. The Successful Proposer shall pay and discharge 
when due all such taxes, license fees, levies, and other obligations or charges of every 
nature. 

3.41.2 The Successful Proposer shall be responsible for payment of all taxes attributable to the 
Contract and any and all such taxes shall be identified under the Successful Proposer's 
federal tax identification number. The Successful Proposer shall pay all federal, state and 
local taxes of any kind, including without limitation income, franchise, ad valorem personal 
property, sales, use, lease, payroll, consumption, distribution and storage taxes, for the 
goods, services and systems relating thereto provided by the Successful Proposer, whether 
or not such taxes are in effect as of the date the Contract is signed or scheduled to go into 
effect, or become effective during the initial Contract term and any and all renewal terms, 
if any. 

3.42 NEWS RELEASES 

The Successful Proposer shall not issue any news releases or publish information to the 
public pertaining to this procurement process or the performance of the Contract without 
prior written approval of the Texas Lottery. For any required disclosure or any public 
release of infonnation of any kind, including a non-required disclosure, that is under a 
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deadline imposed by any statutory or regulatory authority, the Successful Proposer shall 
seek approval from the Texas Lottery no less than two (2) Working Days prior to the 
deadline for the release of the information. In any case in which a deadline for the release 
of information exists, approval of the release by the Texas Lottery shall neither be 
construed as an endorsement of the release, as assent to the content of the release, as an 
indication of the accuracy of the information in the release, nor as any admission of any 
kind regarding any subject covered in the release. 

3.43 ADVERTISING 

The Successful Proposer agrees not to use the Texas Lottery's name, logos, images, nor 
any data or results arising from this procurement process or the Contract as a part of any 
commercial advertising, or to promote the Successful Proposer in another jurisdiction's 
procurement process, without prior written approval by the Texas Lottery. 

3.44 HIRING Of TEXAS LOTTERY PERSONNEL 

3.44.1 At all times following issuance of this RFP and ending with either the award of a Contract 
or the rejection of all Proposals, prospective Proposers are prohibited from officially or 
unofficially making any employment offer or proposing any business arrangement 
whatsoever to any Texas Lottery employee involved in the evaluation of Proposals, the 
Contract Award, or contract negotiations. A prospective Proposer making such an offer or 
proposition may be disqualified from fu11her consideration. 

3.44.2 At all times following the issuance of this RFP and ending with either the award of a 
Contract or the rejection of all Proposals, Proposers shall not engage the services of any 
State of Texas employee while such person remains employed by the State without the 
written consent of the Texas Lottery. During the term of the Contract, the Successful 
Proposer shall not engage the services of any State of Texas employee while such person 
remains employed by the State without the written consent of the Lottery. 

3.44.3 Pursuant to Section 572.069 of the TEX. GOV'T CODE ANN., the Successful Proposer 
certifies that it has not employed and will not employ a former state officer or employee of 
the Texas Lottery who participated in a procurement or contract negotiation for the Texas 
Lottery involving the Successful Proposer before the second anniversary of the date the 
contract was signed or the procurement was terminated or withdrawn. 

3.45 HIRING Of LOBBYIST, CONSULTANT AND/OR ADVISOR; SUPPLEMENTAL 
INfORMATION 

The Proposer shall list the names, addresses and telephone numbers for all lobbyists, 
consultants, and/or advisors who will perform services related to the Proposer's operations 
or interests in the State of Texas, pursuant to previously executed contracts, or during the 
three (3) years prior to the issuance of the RFP, who have perfonned services related to the 
Proposer's operations or interests in the State of Texas for the Proposer or any 
Subcontractors of the Proposer. The Proposer shall immediately notify the Texas Lottery 
in the event of change of lobbyist, consultant, or advisor information. 
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3.46 NOTICES 

The Proposer shall indicate in its Proposal the name and address of the person to whom 
any notices shall be given. Notices to the Texas Lottery shall be made by personal delivery 
or by certified (or registered) mail return receipt requested to the Texas Lottery at the 
address below unless the Proposer is notified in writing by the Texas Lottery of any change: 

3.47 NON-DISCLOSURE 

Texas Lottery Commission 
Attention: Contracts Administration 

P.O. Box 16630 
Austin, Texas 78761-6630 

Fax (512) 344-5058 
Contracts@lottery.state.tx.us 

The Successful Proposer shall maintain as confidential, and shall not disclose to third 
parties without the Texas Lottery's prior written consent, any Texas Lottery information 
including but not limited to the Texas Lottery's business activities, practices, systems, 
conditions, products, services, public information and education plans and related 
materials, and game and marketing plans. 

3.48 USUFRUCT 

If, for any reason other than breach of contract by the Texas Lottery, the Successful 
Proposer should lose its ability to service the Contract, the Texas Lottery shall acquire a 
usufruct in all contractual items owned by the Successful Proposer in conjunction with the 
Contract and which are necessary to provide such services. Said usufruct shall be limited 
to the right of the Texas Lottery to possess and make use of such contractual items solely 
for the use and benetit of the Texas Lottery in operating, maintaining, altering, replacing 
and improving the programs and systems being used by the Texas Lottery under the 
Contract. Such usufruct shall be limited in time to the duration of the Contract and any 
extension thereof, and in scope for programs, systems, and other items being used by the 
Texas Lottery under the Contract. 

3.49 TICKET PURCHASE 

3.49.1 In accordance with TEX. GOV'T CODE ANN. § 466.254 (Purchase of Ticket by or 
Payment of Prize to Certain Persons), no member, officer or employee of the Successful 
Proposer directly involved in selling or leasing the goods or performing the services that 
are the subject of the Contract shall purchase a Texas Lottery ticket or be paid a prize in any 
Texas Lottery game. No spouse, child, brother, sister, or parent of such member, 
officer or employee who resides in the same household in the principal place of residence 
of such member, officer or employee (collectively, "Family Members"), shall purchase 
a Texas Lottery ticket or be paid a prize in any Texas Lottery game. The Successful 
Proposer shall ensure that these statutory prohibitions are made known to each member, 
officer and employee of the Successful Proposer, prior to that person becoming involved 
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in selling or leasing the goods or performing the services that are the subject of the 
Contract. The Successful Proposer shall require its members, officers and employees to 
make the statutory prohibition known to Family Members. The Successful Proposer shall 
promptly notify the Texas Lottery of any violation of TEX. GOV'T CODE ANN. § 
466.254. 

3.49.2 TLC considers "directly involved" to mean, by way of illustration only, responsible for 
and/or actively participating in (1) Contract negotiations (including Contract signatories); 
(2) Contract administration (e.g., regular or direct contact with TLC staff); or (3) Contract 
perfonnance (including assigned project/team leaders and members and anyone else who 
oversees or performs the work or provides the services). Again, by way of illustration, 
support staff (such as clerical, accounting or delivery employees) are not considered to be 
"directly involved" unless they also serve in the roles listed above for "directly involved" 
employees. 

3.50 LIQUIDATED DAMAGES 

3.50.1 General. It is agreed by the Texas Lottery and the Successful Proposer that: 

(1) If the Successful Proposer does not provide or perform the requirements referred to 
or listed in this RFP or fulfill the obligations of the Contract, damage to the Texas 
Lottery will result; 

(2) establishing the precise measure of damages in the event of default by the Successful 
Proposer may be (i) costly, (ii) time consuming, or (iii) difficult or impossible to 
calculate; 

(3) the liquidated damage assessments contained herein represent a good faith effort to 
quantifY the damages that could reasonably be anticipated at the time of execution of 
the Contract; 

(4) the damages set forth herein are just and reasonable; 
(5) nothing contained in this section shall be construed as relieving the Successful 

Proposer from performing all Contract requirements whether or not said requirements 
are set forth herein; and 

(6) the Texas Lottery may, therefore, in its sole discretion, deduct damages from the 
compensation otherwise due to the Successful Proposer. All assessments of damages 
shall be within the sole discretion of the Texas Lottery. 

3.50.2 Liquidated Damages Assessment. Once the Texas Lottery has determined that liquidated 
damages are to be assessed, the Executive Director or Executive Director's designee shall 
notifY the Successful Proposer of the assessment(s). Failure to notify does not impact the 
Texas Lottery's assessment of damage and is not a condition precedent thereto. The Texas 
Lottery will withhold liquidated damages from payments to the Successful Proposer, or, if 
no payments have been made, the Texas Lottery will make demand of payment of 
liquidated damages. The Successful Proposer must make payment within thirty (30) Days 
ofthe Texas Lottery's demand. In the event the Successful Proposer fails to pay within the 
thiIiy (30) day period, the Texas Lottery may make a claim for payment against the 
performance bond, with or without notice to the Successful Proposer. 
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3.50.3 Failure to Assess Liquidated Damages. The failure of the Texas Lottery to assess 
liquidated damages in any instance where the Texas Lottery is entitled to liquidated 
damages pursuant to the tenns of this RFP or Contract shall not constitute waiver in any 
fashion of the Texas Lottery's rights to assessment of liquidated damages. 

3.50.4 Severability of Individual Liquidated Damages Clauses. If any portion of this liquidated 
damages provision is determined to be unenforceable, the other portions of this provision 
shall remain in full force and effect. 

3.50.5 Failure to Permit Examination, Produce Requested/Required Records or Information, 
or Provide an Answer. Unless otherwise specified in this RFP or any Contract resulting 
therefrom, the Successful Proposer must pennit an examination, produce requested records 
or information, or provide an answer in response to a Texas Lottery inquiry within five (5) 
business days. Failure to respond before the deadline may result in the assessment of 
liquidated damages in the amount of one hundred dollars ($100) per Day for each Day the 
examination is not pennitted, the infOlmation or records are not produced or the answer is 
not provided. 

3.50.6 Failure to Meet Production and/or Media Deadlines. The failure of the Successful 
Proposer to meet production and/or media deadlines and to adhere to fixed campaign 
timelines or other events under the Contract may result in the assessment of liquidated 
damages in the amount of one thousand dollars ($1,000) for each Day of delay, or any part 
thereof. 

3.51 SANCTIONS AND REMEDIES SCHEDULE 

3.51.1 General. Section 2261.101 of the TEX. GOV'T CODE ANN. reqUIres that all state 
contracts contain a remedies schedule, a graduated sanctions schedule, or both. Pursuant 
to that statutory provision, sanctions and remedies will apply for the incidents specified 
in this section. The sanctions and remedies will be referred to as "sanctions." 

3.51.2 Assessment of Sanctions. Once the Texas Lottery has detennined that sanctions are to be 
assessed, the Executive Director or Executive Director's designee may notify the 
Successful Proposer of the assessment(s). Failure to notify does not impact the Texas 
Lottery's assessment of sanctions and is not a condition precedent thereto. The Texas 
Lottery will withhold sanctions from payments to the Successful Proposer, or, if no 
payments are to be made, the Texas Lottery will make demand of payment of sanctions. 
The Successful Proposer must make payment within thirty (30) Days of the Texas Lottery's 
demand. In the event the Successful Proposer fails to pay within the thirty (30) day period, 
the Texas Lottery may make a claim for payment against the perfonnance bond, with or 
without notice to the Successful Proposer. 

3.51.3 Failure to Assess Sanctions. The failure of the Texas Lottery to assess sanctions in any 
instance where the Texas Lottery is entitled to sanctions pursuant to the terms of this RFP 
or the Contract shall not constitute waiver in any fashion of the Texas Lottery's rights to 
assess sanctions. 
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3.51.4 Severability of Individual Sanctions Clauses. If any portion of this sanctions provision is 
determined to be unenforceable, the other portions of this provision shall remain in full 
force and effect. 

3.51.5 Failure to Disclose Litigation. The failure of the Successful Proposer to disclose litigation 
as required by section 3.38 of this RFP may result in the Successful Proposer being 
assessed sanctions in the amount of one thousand dollars ($1,000) per incident. 

3.51.6 Failure to Obtain Prior Written Approval before Issuing News Release. The failure of 
the Successful Proposer to comply with RFP Section 3.42 regarding the issuance of news 
releases may result in the Successful Proposer being assessed sanctions in the amount of 
one thousand dollars ($1,000) per incident. 

3.51.7 Purchase of Texas Lottery Tickets. The failure of the Successful Proposer to comply with 
RFP Section 3.49 regarding the purchase of Texas Lottery tickets may result in the 
Successful Proposer being assessed sanctions in the amount of five thousand dollars 
($5,000) per incident. 

3.51.8 Failure to Comply with the RFP Code of Conduct Requirements and/or Report 
Significant Incidents and Anomalies. The failure of the Successful Proposer to comply 
with the code of conduct requirements in Section 3.61 of this RFP may result in the 
Successful Proposer being assessed sanctions in the amount of one thousand dollars 
($1,000) per incident. The failure of the Successful Proposer to report all significant 
incidents and anomalies to the Texas Lottery as required by Section 3.63 of this RFP may 
result in the Successful Proposer being assessed sanctions in the amount of one thousand 
dollars ($1,000) per Day for each Day not reported. 

3.51.9 Failure to Notify the Texas Lottery ofa Change of Ownership or Control or Change in 
Financial Condition. The failure of the Successful Proposer to notify the Texas Lottery of 
a change of ownership or control or change in financial condition as required by RFP 
Sections 3.39 and 4.5 may result in the Successful Proposer being assessed sanctions in the 
amount of one thousand dollars ($1,000) per incident. 

3.51.10Unauthorized Disclosure. The failure of the Successful Proposer to comply with the non
disclosure requirement in Section 3.47 of this RFP may result in the Successful Proposer 
being assessed sanctions in the amount of five thousand dollars ($5,000) per incident. 

3 .51.11Failure to Provide Written Notification of Staffing Changes Timely. The failure of the 
Successful Proposer to provide written notification of staffing changes as required by RFP 
section 3.11 may result in the Successful Proposer being assessed sanctions in the amount 
of one hundred dollars ($100) per Day for each Day the written notification is not received. 

3 .5 1. 12Failure to Notify the Texas Lottery of changes in Lobbyist Information. The failure of 
the Successful Proposer to inform the Texas Lottery of any change oflobbyist information 
as required by RFP section 3.45 may result in the Successful Proposer being assessed 
sanctions in the amount of one thousand dollars ($1,000) per Day for each Day that the 
filing is not provided. 
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3.51.13Failure to Cooperate with and/or Produce Records or Information as part of 
Background Investigation. The failure ofthe Successful Proposer to cooperate with and/or 
produce records or infonnation as part of a background investigation conducted pursuant 
to section 4.6 of this RFP may result in the Successful Proposer being assessed sanctions 
in the amount of one hundred dollars ($100) per Day for each Day the recordslinfonnation 
are not produced or answers are not provided. 

3.51.14Failure to Provide Annual Advertising Plan Timely. The failure of the Successful 
Proposer to provide an annual advertising plan as required by Section 7.3 may result in the 
Successful Proposer being assessed sanctions in the amount of one thousand dollars 
($1,000) per incident, plus five hundred dollars ($500) per Day for each Day after the due 
date until the planes) is provided by the Successful Proposer and accepted by the Texas 
Lottery. 

3.51. 15Failure to Provide Reports Required under RFP Section 7.5 Timely. The failure of the 
Successful Proposer to provide reports as required by Section 7.5 may result in the 
Successful Proposer being assessed sanctions in the amount of five hundred dollars ($500) 
per incident, plus one hundred dollars ($100) per Day for each Day after the due date until 
the report(s) is provided by the Successful Proposer and accepted by the Texas Lottery. 

3.51. 16Unauthorized Release of Media Materials. The unauthorized release of media materials 
without the Texas Lottery's prior written approval may result in the Successful Proposer 
being assessed sanctions in the amount often thousand dollars ($10,000) per incident. 

3.51.17MissinglIncomplete Intellectual Property Search. The failure of the Successful Proposer 
to adequately conduct an intellectual property search as required by Section 3.25 may result 
in the Successful Proposer being assessed sanctions in an amount equal to the cost of the 
Works (whether finished or in production stages) plus any additional expenses associated 
with expediting the production of replacement Works. The foregoing is in addition to and 
shall not supplant the other rights and remedies accorded to TLC, or the obligations of the 
Successful Proposer in the event of a Claim. 

3.52 DISPUTE RESOLUTION 

The dispute resolution process provided for in TEX. GOV'T CODE ANN., ch. 2260, and 
16 T AC Ch. 403 must be used by the Successful Proposer to attempt to resolve any 
disputes brought by the Successful Proposer arising under this Contract. 

3.53 CERTIFICATIONS 

3.53.1 Pursuant to TEX. GOV'T CODE ANN. § 466.103, the Executive Director may not award 
a contract for the purchase or lease of facilities, goods or services related to lottery operations 
to a person who would be denied a license as a sales agent under TEX. GOV'T CODE 
ANN. § 466.155. All Proposers must read and be familiar with TEX. GOV'T CODE ANN. 
§ 466.155, attached hereto as Attachment D. All Proposals shall include a completed 
Background Infonnation Certification F onn, attached hereto as Attachment D-l, which 
certifies that the Proposer has reviewed TEX. GOV'T CODE ANN. § 466.155 and 
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neither the Proposer nor any of the following persons would be denied a license as a sales 
agent pursuant to said section: Proposer's officers, directors, investors, owners, partners 
and other principals, as more particularly described in TEX. GOV'T CODE ANN. § 
466.155 (collectively, Proposer Principals); or (b) any spouse, child, brother, sister or 
parent residing as a member of the same household in the principal place of residence of 
the Proposer or any of the Proposer Principals. 

3.53.2 Under Section 231.006 of the TEX. FAM. CODE ANN., the Proposer certifies that 
the individual or business entity named in the Proposal or Contract is not ineligible to 
receive the specified grant, loan or payment and acknowledges that the Contract may be 
terminated and payment may be withheld if this certification is inaccurate. Furthermore, 
any Proposer subject to Section 23l.006 must include names and social security numbers 
of each person with at least 25% ownership of the business entity submitting the Proposal. 
This information must be provided pnor to Contract A ward. 

3.53.3 Under § 226l.053 of the TEX. GOV'T CODE ANN., a state agency may not accept a bid 
or award a contract that includes proposed financial participation by a person who, during 
the five-year period preceding the date of the bid or award, has been: (1) convicted of 
violating a federal law in connection with a contract awarded by the federal government 
for relief, recovery, or reconstruction efforts as a result of Hun-icane Rita, as defined by 
Section 39.459, Utilities Code, Hurricane Katrina, or any other disaster occun-ing after 
September 24, 2005; or (2) assessed a penalty in a federal civil or administrative 
enforcement action in connection with a contract awarded by the federal government for 
relief, recovery, or reconstruction efforts as a result of Hurricane Rita, as defined by Section 
39.459, Utilities Code, Hun-icane Katrina, or any other disaster occurring after September 
24,2005. In submitting a Proposal under this RFP, the Proposer certifies as follows: "Under 
Section 226l.053 of the Texas Government Code, the contractor certifies that the 
individual or business entity named in this bid or contract is not ineligible to receive the 
specified contract and acknowledges that this contract may be terminated and payment 
withheld if this certification is inaccurate." 

3.53.4 The Proposer certifies that: (a) the Proposer has not given, offered to give, nor intends to 
give at any time hereafter any economic opportunity, future employment, gift, loan, 
gratuity, special discount, trip, favor, or service to a public servant in connection with the 
submitted Proposal; and (b) neither the Proposer nor the firm, corporation, partnership, or 
institution represented by the Proposer, nor anyone acting for such firm, corporation, 
partnership, or institution has violated the antitrust laws of the State of Texas (TEX. BUS. 
& COMM. CODE ANN. Sec. 15.01, et seq.), or the antitrust laws of the United States 
(15 U.S.C.A. Section 1, et seq.), nor communicated directly or indirectly the submitted 
Proposal to any competitor or any other person engaged in such line of business. 

3.53.5 The Proposer certifies that it is in compliance with TEX. GOV'T CODE ANN., Title 6, 
Subtitle B, Section 669.003, relating to contracting with the executive head of a state 
agency. If Section 669.003 applies, the Proposer will complete the following infonnation 



in order for the Proposal to be evaluated: 

Name of Former Executive 
Name of State Agency 
Date of Separation from State Agency 
Position with Proposer 
Date of Employment with Proposer 
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3.53.6 By signing this Proposal, the Proposer certifies that if a Texas address is shown as the 
address of the Proposer, the Proposer qualifies as a Texas Resident Bidder as defined in 
TEX. ADMIN. CODE, Title 34, Part 1, Chapter 20. 

3.53.7 The Texas Lottery is federally mandated to adhere to the directions provided in the 
President's Executive Order (EO) 13224, Executive Order on Terrorist Financing -
Blocking Property and Prohibiting Transactions With Persons Who Commit, Threaten to 
Commit, or Support Terrorism, effective 9/24/2001 and any subsequent changes made to 
it via cross-referencing respondents/vendors with the Federal Government's System for 
Award Management (SAM, https://www.sam.gov/), which is inclusive ofthe United States 
Treasury's Office of Foreign Assets Control (OFAC) Specially Designated National (SDN) 
list. 

3.53.8 Pursuant to Section 2155.004 of the TEX. GOV'T CODE ANN., the Proposer has not 
received compensation from the Texas Lottery for participating in the preparation of 
the specifications for this RFP and certifies as follows: "Under Section 2155.004, 
Government Code, the vendor celiifies that the individual or business entity named in this 
bid or contract is not ineligible to receive the specified contract and acknowledges that this 
contract may be terminated and payment withheld if this certification is inaccurate." 

3.53.9 Pursuant to Section 2252.907 of the TEX. GOV'T CODE ANN., the Successful 
Proposer is required to make any infonnation created or exchanged with the State 
pursuant to this Contract, and not otherwise excepted from disclosure under the Texas 
Public Information Act, available in a fonnat that is accessible by the public at no 
additional charge to the State. 

3.53.10 Pursuant to Section 2270.002 of the TEX. GOV'T CODE ANN., the Executive Director 
may not award a contract for goods or services unless the contract contains a written 
verification from the Proposer/Bidder that it: (l) does not boycott Israel; and (2) will not 
boycott Israel during the term ofthe contract. By signing and submitting a Proposal, the 
Proposer certifies that it does not boycott Israel and will not boycott Israel during the term 
of the Contract. 

3.53.11Under § 2252.152 of the TEX. GOV'T CODE ANN., a state agency may not award a 
contract to a company engaged in business with Iran, Sudan, or known to have contracts 
with or provide supplies or services to a foreign terrorist organization. The Proposer 
certifies it is not ineligible to receive a state contract under § 2252.152. 
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3.54 PREFERENCES 

Any bidder or Proposer entitled to a preference(s) under Texas law shall claim the 
preference(s) in its Proposal. 

3.55 DECEPTIVE TRADE PRACTICES; UNFAIR BUSINESS PRACTICES 

The Successful Proposer represents and warrants that it has not been the subject of 
allegations of Deceptive Trade Practices violations under TEX. BUS. & COM. CODE 
ANN., Chapter 17, or allegations of any unfair business practice in any administrative 
hearing or lawsuit and that the Successful Proposer has not been found to be liable for such 
practices in such proceedings. The Successful Proposer certifies that it has no officers 
who have served as officers of other entities that have been the subject of allegations of 
Deceptive Trade Practices violations or allegations of any unfair business practices in 
an administrative hearing or lawsuit and that such officers have not been found to be 
liable for such practices in such proceedings. 

3.56 IMMIGRATION 

The Successful Proposer represents and warrants that it shall comply with the requirements 
of the Immigration Reform and Control Act of 1986, the Immigration Act of 1990 and the 
Illegal Immigrant Reform and Immigrant Responsibility Act of 1996 regarding 
employment of any individual who will perform labor or services under the Contract. 

3.57 ELECTRONIC AND INFORMATION RESOURCES ACCESSIBILITY 
STANDARDS, AS REQUIRED BY 1 TAC CHAPTERS 206 AND 213 
(APPLICABLE TO STATE AGENCY AND INSTITUTION OF HIGHER 
EDUCATION PURCHASES ONLY). 

3.57.1 EfJective September 1, 2006, state agencies and institutions of higher education shall 
procure products which comply with the State of Texas Accessibility requirements for 
Electronic and Information Resources specified in 1 TAC Chapters 206 and 213 when such 
products are available in the commercial marketplace or when such products are developed 
in response to a procurement solicitation. 

3.57.2 Upon request, but not later than thirty (30) calendar days after request, the Successful 
Proposer shall provide TLC with a completed Voluntary Product Accessibility Template 
(VP A T) of the specified product or a URL to the VP A T for reviewing compliance with the 
State Accessibility requirements (based on the federal standards established under Section 
508 of the Rehabilitation Act). 
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3.58 FALSE STATEMENTS; BREACH OF REPRESENTATIONS 

By submitting a Proposal, the Proposer makes all the representations, waInnties, 
guarantees, certifications and affirmations included in its Proposal. If a Proposer signed its 
Proposal with a false statement or is selected as the Apparent Successful Proposer and signs 
the Contract with a false statement, or it is subsequently determined that the Proposer has 
violated any of the representations, warranties, guarantees, certifications or affirmations 
included in the RFP or the Contract, the Proposer shall be in default and ifthe determination 
is made before Contract Award, the Texas Lottery may reject the Proposal or if the 
detennination is made after Contract Award, the Texas Lottery may terminate the Contract 
for cause and pursue all other remedies available to the Texas Lottery under the RFP, the 
Contract and applicable law. 

3.59 LIMITATION ON AUTHORITY; NO OTHER OBLIGATIONS 

The Successful Proposer shall have no authority to act for or on behalf of the Texas Lottery 
or the State of Texas except as expressly provided for in this RFP or the Contract. The 
Successful Proposer is not authorized to sign any contract or subcontracts as the Texas 
Lottery's agent; any such contract or subcontract is invalid and cannot be enforced against 
the Texas Lottery. The Successful Proposer may not incur any debts, obligations, expenses 
or liabilities of any kind on behalf of the State of Texas or the Texas Lottery. 

3.60 PROPOSER ASSIGNMENT 

The Successful Proposer hereby assigns to the Texas Lottery any and all claims for 
overcharges associated with the Contract arising under the antitrust laws of the United 
States, 15 U.S.C.A. Section I, et seq., and the antitrust laws of the State of Texas, TEX. 
BUS. & COMM. CODE ANN. Sec. 15.01, et seq. 

3.61 CODE OF CONDUCT 

The Texas Lottery is an extremely sensitive enterprise because its success depends on 
maintaining the public trust by protecting and ensuring the security of lottery products. 
The Texas Lottery incorporates the highest standards of security and integrity in the 
management and sale of entertaining lottery products, and lottery vendors are held to the 
same standards. Therefore, it is essential that operation of the Texas Lottery, and the 
operation of other enterprises which would be linked to it in the public mind, avoid not 
only impropriety, but also the appearance of impropriety. Because of this, the Successful 
Proposer shall: 

(a) Offer goods and services only of the highest quality and standards. 
(b) Use its best efforts to prevent the industry from becoming embroiled in unfavorable 

publicity. 

(c) Make presentations in a responsible manner and when it is felt necessary to point 
out the superiority of its goods or services over those of its competitors, do so 
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(d) in such a manner as to avoid unfavorable publicity for the industry. 
(e ) Avoid activities, operations, and practices that could be interpreted as improper and 

cause embarrassment to the Texas Lottery and/or to the industry. 
(f) Report security problems or potential security problems with any services provided 

pursuant to this RFP immediately and only to the Texas Lottery. 
(g) Otherwise comply with the State Lottery Act (TEX. GOV'T CODE ANN., Ch. 

466) and Texas Lottery rules, procedures and policies. 
(h) Provide best practices related to security and integrity standards within the industry. 

3.62 CONTACT WITH TEXAS LOTTERY COMMISSION 

3.62.1 Employees, Subcontractors and agents of all prospective Proposers and employees, 
Subcontractors and agents of the Successful Proposer may not offer or give a gift to a Texas 
Lottery employee. For purposes of this section, "gift" has the meaning as defined in TEX. 
GOV'T CODE ANN. § 467.001(4) and as may be subsequently changed or amended by 
acts of the Texas Legislature. 

3.62.2 Employees, Subcontractors and agents of all prospective Proposers and employees, 
Subcontractors and agents of the Successful Proposer should not engage in nonprofessional 
socialization (socialization outside of a work context) with a Texas Lottery employee. 
There may be circumstances, however, in which nonprofessional socialization is 
acceptable, for example, because of family relationships, common acquaintances, or 
common outside activities. The restrictions on nonprofessional socialization are not meant 
to apply to unplanned, incidental social contact. In such circumstances, employees, 
Subcontractors and agents of all prospective Proposers and employees, Subcontractors and 
agents of the Successful Proposer should not discuss Texas Lottery business with any 
Texas Lottery employee. 

3.62.3 Professional socialization at activities such as industry trade conferences and site visits is 
permitted. 

3.63 iNCIDENTS AND ANOMALIES 

The Successful Proposer shall report immediately all significant incidents and anomalies 
to the Texas Lottery, followed by a written report to be submitted within one workday of 
the incident or anomaly. At a minimum, incident and anomaly reporting shall include a 
description of the incident, its cause, and corrective action taken. For purposes of this 
section, "significant" incidents include, by way of illustration only, any OCCUlTence that 
affects the Texas Lottery, lottery retailers, or players, and deviation from established 
procedures and those items where sanctions or liquidated damages are applicable. 

3.64 U.S. DEPARTMENT OF HOMELAND SECURITY'S E-VERIFY SYSTEM 

By entering into this Contract, the Successful Proposer certifies and ensures that it utilizes 
and will continue to utilize, for the term ofthis Contract, the U.S. Department of Homeland 
Security's E-Verify system to determine the eligibility of: 
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1. All persons employed to perform duties within Texas, during the term of the 
Contract; and 

2. All persons (including subcontractors) assigned by the Successful Proposer to 
perfonn work pursuant to the Contract, within the United States of America. 

3.65 NON-EXCLUSIVE CONTRACT 

The Texas Lottery intends to enter into a non-exclusive contract with the Successful 
Proposer to provide the services described in this RFP and expressly reserves the right to 
engage other vendor(s) to perform similar services and/or to conduct such services itself. 

3.66 SU RVIVAL 

Provisions of this RFP which of their nature and effect are necessary to enable the Lottery 
to function normally and to meet all of its obligations shall survive any termination of the 
Contract. These provisions include, but are not limited to, all of the warranties and 
representations and any provision that by its tenns provides for applicability beyond the 
end of any Contract period. 

We have read, understand, and will comply with Part 3 of the RFP. 
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4 REQUIRED INFORMATION 

4.1 EXPERIENCE OF PROPOSER 

4.1.1 Each Proposer should state why it believes it has the required experience to provide the 
goods and services required under this RFP. Proposers must demonstrate an understanding 
of Texas as a minority-majority state as well as the ability to effectively reach and speak 
to all Texans (ages 18+). 

We have read, understand, and will comply. Please find our response to 
Section 4.1.1 on the following pages. 
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SECTION 4.1.1 

LatinWorks is a full-service advertising agency, offering a comprehensive suite of 
capabilities, including, but not limited to, account management; strategic planning; 
creative development; production; experiential strategy, live activation, contract 
negotiation - including partner management; and retail engagement. In addition, 
the agency has a proven media services group, able to expertly deliver planning 
and buying across all relevant platforms: traditional, broadcast, digital and social 
media. 

Beyond these capabilities, what truly sets LatinWorks apart is our innovative cross
cultural approach, as well as our proprietary tools, our people and our ability to 
adapt to the unique and distinct operational and business needs of our client
partners. 

More on our people and agency culture is provided in our response to Section 6.1. 

OUR GUIDING PRINCIPLES 

Our Latino Roots 
At our core we are, and have always been, a strategically-grounded and creatively
driven agency. We are equally motivated by the desire to provide impactful 
solutions that address even the most uniquely challenging business problems, 
through our cross-functional agency teams. LatinWorks was created as a new 
generation agency that would drive the conversation in the multicultural space at 
a time when direct translations were the prevalent approach to "Hispanic" 
advertising and marketing. Always at the forefront of pan-cultural thought
leadership, LatinWorks believed that there was a better way, one of deeply 
understanding consumers and engaging them in new, more relevant and 
surprising ways. 

This unique perspective positioned us well for what was to come - as evidenced 
in today's diverse, ever-evolving cultural and business climate. Guided by our 
relentless commitment to understanding consumers, regardless of their 
background, LatinWorks has organically evolved our inclusive strategic approach 
to address the new omnicultural General Market reality of the U.S. By definition, 
omnicultural represents a society made up of many cultures where our differences 
are now the norm. There are few places where this reality is thriving more than 
right here in Texas, with our dynamic consumer landscape and rich history of 
diversity. 

More on the Texas consumer is included in the OUR UNDERSTANDING OF 
TEXAS section below. 
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Delving deeper, and proven by the positive results yielded by well over a dozen 
campaigns completed for the Texas Lottery Commission since 2012, LatinWorks' 
unique understanding of Texas and the exponential cultural changes being 
witnessed in our country, and especially in our minority-majority State, clearly 
positions us as the most qualified Proposer to continue providing the goods and 
services outlined in this RFP. 

Our "Cross-Cultural" Evolution 
At the core of our innovative and comprehensive cross-cultural approach is the 
belief that rich insights and compelling creative emerge from leveraging 
transcendental human truths that are common across all cultures. While 
demographics still playa role in our overall planning process, our mindset-driven 
approach focuses on the things that unite consumers of all backgrounds and 
persuasions as people first, and not on characteristics often used to isolate them 
like language, race, ethnicity or country of origin. 

Well over a decade ago, and in reaction to the changing demographic landscape, 
LatinWorks was a leading voice in the introduction of a new marketing approach 
labeled "Total Market." Designed to help brands consider the entire universe of 
consumers at the planning stage, the concept relied heavily on consumer research 
in order to identify universal insights that could power effective solutions when the 
brand challenges were similar across consumer groups. However, most recently, 
the "Total Market" methodology has been appropriated by many marketers 
primarily to refer to an overall cost-cutting measure. While LatinWorks embraces 
the "Total Market" descriptor and approach specific only to Media where driving 
efficiencies is both expected and our responsibility as stewards of our client
partners' businesses, we reject this moniker and its questionable viability as a "one 
size fits all" solution to strategy and creative development. If marketing messages 
do not stem from a motivating pan-cultural truth, adopting the approach simply to 
save money is likely to have the opposite effect. Many brands have found 
themselves alienating one group over another, or worse, diluting a message so 
that it is irrelevant to most consumers. 

This is why LatinWorks also rejects the siloed approach to planning that is still 
prevalent at many agencies in the U.S., including at shops with multicultural roots. 

To further explain: 

$ Despite their active recruitment of planners and creatives with multicultural 
experience, agencies without a solid multicultural foundation or who have 
not truly embraced the current ambicultural™* reality of consumers, still find 
themselves selling clients on the value of translating campaigns in a 
misguided attempt to be understood by all audiences. This ultimately 
sacrifices brand relevance across all consumer segments. 
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['Further context on ambiculturals is provided in the "Deep In The Heart of 
Texans" response below.J 

• Likewise, agencies who still tout their Hispanic or other multicultural 
credentials as an advantage, but who do not have a disciplined and 
validated consumer-centric planning approach , end up backing into 
"strategies" in order to justify their brand-centric ideas. 

At LatinWorks, we believe in pursuing a better, differentiating way, constantly 
striving to learn and continuously evolve our consumer-centric, mindset-driven 
approach. 

Notably, to our knowledge, LatinWorks is the only agency with an established, 
time-tested, results-driven process that delivers compell ing creative that is not only 
relevant to core audiences, but also not alienating to others. We can attribute this, 
at least. in part to our consumer-centric approach in developing work that is truly 
relevant to all audiences. Agencies that incorporate an outdated , brand-centric 
approach do not allow for the highly cross-functional and, more importantly, cross
cultural effort that the Texas Lottery business requires. This is not the case with 
the LatinWorks model which can evolve to ensure new consumer insights and 
trends are being leveraged. 

In our multi-year partnership with the Texas Lottery Commission we have been 
fortunate to have established a track record of proven success. Even when our 
assignment was solely as Ethnic Market AOR, we consistently relied on our 
disciplined process for the work we were doing then. Our unique and inclusive 
cross-cultural approach, coupled with the use of archetypes to identify paints of 
resonance (and dissonance) between our Champion For Joy persona and 
consumers, has undoubtedly led to the resonant campaigns across markets and 
positive results we experience as the Texas Lottery Commission's AOR to this day. 

Our Proprietary Tools 
Our proprietary planning process, anchored around Positive Friction*, has helped 
us to further enhance our deep cross-cultural understanding of consumers, and 
has played a powerful role in the development of breakthrough creative for clients 
like ,  and . Similarly, we've 
successfully applied it to current work on  and , and in our past 
work for ,  and , among others. It has 
also been particularl y invaluable in allowing us to continue to effectively engage all 
Texans 18+ with the inviting message of the Texas Lottery, whi le respecting the 
important advertiSing sensitivities as detailed in 7 .2.2 of this RFP. 

[' Positive Friction is detailed in our response to Section 8.1.1J 

Equally invaluable in allowing us to effectively and efficiently reach Texans 18+ is 

drie420
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our rigorous, cross-cultural approach to Media Strategy. To drive positive results, 
LatinWorks employs a proprietary process, Engagement Mapping', through which 
the effectiveness of our plans is actively ensured across each phase of 
development. The mission of Engagement Mapping is to deliver channel and 
vehicle-neutral integrated touchpoint recommendations that also carefully consider 
passion points, shopper attitudes and behaviors. 

'[The application of LatinWorks' proprietary Engagement Mapping process to the 
Texas Loteria assignment is presented in our response to Section 8.1.4(a).] 

The following provides the Texas Lottery Commission with a topline reminder of 
the four (4) phases of Engagement Mapping: 

Phase 1:  

 
 

Phase 2:  
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Phase 4:  
          

 
 

To summarize: Our cross-cultural approach extends to our Media Strategy 
process, which evaluates each DMA from an inclusive consumer-focused 
perspective. The overall objective is to ensure that Texan Adults 18+ are reached 
equitably and effectively as guided by individual market cluster' communication 
goals. 

*[Along with the aforementioned real-world application of Positive Friction and 
Engagement Mapping to the Texas Loteria assignment, our market clustering 
strategy and resulting geographic and local audience analyses are also detailed in 
our response to 8.1.4(a).J 

OUR UNDERSTANDING OF TEXAS 

Any potential agency-partner for the Texas Lottery Commission needs to possess 
a thorough understanding of the omnicultural population in Texas, and the current 
and future implications of our State's minority-majority status. Throughout the past 
years, LatinWorks has demonstrated a deep understanding of these population 
dynamics in Texas. We are committed to keeping our pulse on the unique nature 
of our great State and our fellow Texans, as an essential part of our ongoing efforts 
to effectively speak to, and engage all Texans 18+ in relevant and inspiring fashion. 

Diversity Continues To Fuel the Future 
Texas is, and continues to be, at the epicenter of cultural shifts in the U.S. What 
will happen in the U.S. by 2042 has already happened here as of 12 years ago, 
when Texas achieved minority-majority status. As illustrated in the following charts 
on the next page, minorities continue to drive growth in the U.S. 

drie420
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PROJECTED U.S. POPULATION BY RACE/ETHNICITY, 2000 TO 2060 
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Source: American Marketscape Datastream Geoscape Report, 2017 

Looking at Statewide and National population trends, we see that Latino population 
growth in Texas is accelerating at a faster rate than the Nation as a whole. In just 
the past seven years, Latinos have contributed to 15% of the total growth in Texas, 
compared to 12% nationally. This trend is expected to accelerate in the coming 
decades, resulting in an increasingly, culturally-rich society. By 2050 , Latinos will 
represent over half of the Texas population . Most notably, native-born bilingual or 
English-preferred Latinos will continue to lead the charge starting here in our 
diverse communities. 
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HISPANIC POPULATION IN THE U.S. (%) 

This map shows how the Hispanic share of the population is increasing, with the 
states experiencing the fastest shifts shaded darker blue. 
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GROWTH RATE IN TEXAS BY RACE/ETHNICITY 

Race 2010 Population Estimate 2016 Population Estimate 

Asian 960,549 1.301,143 

Hispanic 9,460,960 10,881,124 

African American 2,900,003 3,298,870 

Non·Hispanic White 11,429,004 11,872.926 

Source: u.s. Census Bureau 
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PRO.JECTEO TEXAS POPULATION BY RACEIETHNICITY. 2010 TO 2050 
0.5 Miglltion SCfn~t io 
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Source: Texas Demographic Center. Populations Projections for the State of Texas, 2010-2050 

Note: The 0.5 migration scenario has been prepared as an approximate average 
ofthe zero (0.0) and 2000-2010 (1.0) scenarios. It assumes rates of net migration 
one-half of those of the post-2000 decade. The reason for including this scenario 
is that many counties in the State are unlikely to continue to experience the overall 
levels of relative extensive growth ofthe 2000 to the 2010 decade. This scenario 
projects rates of population growth that are slower than 2000-2010 changes, but 
with steady growth. 

WHAT DOES THIS MEAN TO THE TEXAS LOTTERY? 

We've been hearing for years how youth and diversity are fueling growth in the 
Nation and in our State, but these are just numbers, projections. How is it 
applicable to your business? 

Deep In the Heart Of Texans 
Whi le youth and diversity are driving growth , they are also defining the new cross
cultural mainstream. No agency has the track record of success, or is as uniquely 
qualified to understand the impact of the exponential changes in consumer 
attitudes and behaviors, as LatinWorks does. This is especially true in a dynamic 
minority-majority state like Texas . For Texas Lottery, this mandates that our 
advertising strategy and creative approach should continue to evolve and adapt to 
the changes in consumer attitudes so that we can continue driving participation 
with all Texans. 
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Our breakthrough Plus Identity Study, co-authored with Ethnifacts, validated our 
hypotheses of evolving consumer mindset and behaviors. It notably introduced the 
concept of a new consumer group, Ambiculturals TM, which has since been 
embraced by the Industry. Quite simply, ambiculturals are individuals who 
seamlessly flow between distinct cultures resulting in a new, more inclusive cultural 
identity - much like the one witnessed in many communities across Texas. People 
here no longer need to choose between being from "here" or "there" (Le., the 
culture of their heritage). In Texas, we don't need to choose, which makes for a 
richer, more fulfilling cultural experience. It's one of the things that makes us all 
Texans. 

As part of this RFP process, LatinWorks conducted primary research with a 
representative sample of Texans across the State. The resulting qualitative survey 
and video ethnographies uncovered Texans' deep-seeded beliefs from people of 
all backgrounds who consider themselves Texans - about what it means to be 
Texan. Portions of our respondents' statements are given in the video exhibits 
located in the USB in the folder "Agency Research Videos" and in quotes 
throughout our response to this RFP. 

Texas Pride is a prevalent theme. There are comments about the sheer size of the 
state and the fact that there's so much geographical diversity that we can't help, 
but feel like it's a whole other country ("I think being able to visit the ocean, the hill 
country, the pine forest, the desert, and grassland all in one state is something that 
is very unique to Texas"). There is also the varied bluebonnets and other 
wildflowers that paint our expansive Texan landscape and communities and the 
diverse fauna we can encounter on any given day - from deer and rabbits grazing 
on our lawns, to endless species of birds filling our skies with color and song, to 
teams of wild horses running freely on our beaches, and our iconic armadillos, 
coyotes and Mexican free-tailed bats that offer us a truly unique Texan experience. 

Respondents also cite our economic diversity - from densely-populated urban 
centers to more rural agricultural and energy outposts that literally keep our people 
and our engines running - that provide a sense of opportunity that few other states 
can ("Land of opportunity and possibilities" and "We have better job opportunities 
and more diversity!"). This is what draws so many people here, why it's such a 
great place to raise a family and what ultimately inspires us to stay ("Texas has 
changed with its growth in population and expansion of industries. This has offered 
people more job opportunities making it better for people to live and raise 
families. 'J It's easy to see how one could develop a sense of patriotism toward 
State over Country, and this is unique to Texas ('A lot of our pride comes from 
Texas being so big, I can travel and people definitely know Texas, more so than if 
you say from the U.S. "). 

The essence of Texas Pride, however, really boils down to one thing: our diversity 
of people. We Texans are an optimistic, hard-working, neighborly lot. Embracing 
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other cultures is not much of an issue with our people because it's who we are 
("Being a Texan means participating in a diverse community of people. It means 
being kind to others and always helping your neighbor when needed.") The U.S. 
may have at one time been called a melting pot, but here in Texas we truly are. 
How we engage with our neighbors of diverse backgrounds - who also consider 
themselves Texans - is a natural, free-flowing and welcomed phenomena devoid 
of any polemic being stirred about by some who may seek to cause division 
("Diversity is everything. I like learning from different cultures. Discovering new 
cuisine, fashion, music, and behavior. It makes my life rich. You can learn so much 
from other experiences that cannot be appreciated if you just read in a book or on 
television or social media. I think having a diverse stateicity is like traveling to 
other countries, but in your own neighborhood so to speak. 'j 

We know better than that in Texas, and we call them like we see them. Cultural 
diversity is one of the things that makes Texas so special. The fact remains that 
many of us lead ambiculturallives, not only accepting other's differences, but also 
adopting some of these as our own ("Living in San Antonio, I see aspects of both 
American and Mexican culture everyday which would be impossible in most other 
states. This is one of the few places where we actually have celebrations for both 
cultures in the same place at the same time.") Texans understand that the world 
is a much richer place when we learn from and embrace each other. This is what 
makes Texas, Texas. 

It can be summed up by several respondents' answers to what does "Everything's 
Bigger In Texas" mean to you? To paraphrase, "Being a Texan is about being there 
for a Texan in need. We are always willing to lend a hand. Everything is big in 
Texas, including our hearts!" and "Our hearts are bigger in Texas and so is our 
food and passion to give. " 

Ultimately, the Texas Lottery is in a unique position to not only be the Champion 
For Joy, but a credible Champion For Texas. Through our products, experiential 
activations and sponsorships across the State, we clearly market fun, luck and 
chance. Moreover, it's the championing impact of Texas Lottery's contributions to 
Texas Education and Veterans services. These all have the potential to further 
drive a meaningful connection with our audience in simple and tangible ways, and 
it's all thanks to the Texas Lottery. 

Working with an agency-partner that has the proven thinking, tools and 
collaborative people to engage all Texans 18+ while alienating none, and who is 
committed to continuing to evolve our approach and understanding, is invaluable 
to your success. 
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To summarize our differentiating qualifications 

1. Our People:  
 
 

     
 
 

 

2. Our Cross-Cultural approach:  

:oi: 3. Our Proprietary Tools:  
3  

E3 

4.1.2 

4. Our Deep Understanding of Texas: minority-majority; diversity as a strength.; 
cross-cultural inclusion vs. division 

Each Proposer shall provide descriptions for a ll engagements of comparable complexity 
and sensitivi ty to the req uirements of this RFP that have been conducted within the past 
five (5) years. The descriptions shall be detailed and cover the contracts the Proposer and 
any subcontrac tors have had and all experience similar to thi s Contract, including but not 
limited to: 

(a) Size of Contract (including va lue). 
(b) Reason for contract termination/expiration, if contract is no longer in effect. 
(e) Types ofserviees directly provided by the Proposer and whether the Proposer was 

the contractor or subcontractor. 
(d) Term and type of contract, including effective dates. 
(e) Any problems encountered. 

We have read, understand, and will comply. Please find our response on the 
next page. 

drie420
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CLIENT · SIZE OF TERM & TYPE OF SERVICES 
CONTRACT (a) CONTRACT (d) PROVIDED (e) 

CURRENT CONTRACTS OF COMPARABLE COMPLEXITY AND SENSITIVITY TO THE 
REQUIREMENTS OF THIS RFP 

drie420
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c) LatinWorks is the main contractor in all above. 
d) All of the client contracts are for Agency of Record contracts. 
e) We have not encountered any problems. 

4.1.3 The Proposer shall state whether or not any of the following have occurred during the last 
fi ve (5) years: 

(a) The Proposer has had a contract tenninated, and i r so, shall provide full detail s, 
including the other party's name, address and telephone number. 

(b) The Proposer has been assessed any penalties or liquidated damages under any 
existing or past contracts and if so , note the reason for and the amount of the penalty 

• 

drie420
Proprietary and Confidential



m CONFIOENTIAL 
Part 4 - Page 16 of 26 

or liquidated damages for each incident. 
(c) The Proposer was the subject of (i) any disciplinary action for substandard work 

and unethical practices or (ii) any order,judgment or decree of any federal or state 
authority barring, suspending or otherwise limiting the right of the Proposer to 
engage in any business, practice or activity. 

(d) The Proposer has been involved in any litigation related to contract performance. 

We have read, understand, and will comply. 

(a) Proposer contracts terminated in the last five years: Please see list 
below that starts with  brands. 

(b) Proposer HAS NOT been assessed any penalties or liquidated damages 
under any existing or past contracts. 

(c) Proposer HAS NOT been the subject of (i) any disciplinary action for 
substandard work and unethical practices or (ii) any order, judgment or 
decree of any federal or state authority barring, suspending or 
otherwise limiting the right of the Proposer to engage in any business, 
practice or activity. 

(d) Proposer HAS NOT been involved in any lit igation related to contract 
performance. 

drie420
Proprietary and Confidential
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4.2 PROPOSER REFERENCES 

A minimum of fi ve (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 serv ices as descr ibed in Part 7 of th is RFP within 
the last fi ve (5) years. A minimum of ti ve (5) verifiable references must a lso be submitted 
for any subcontractors performing a substantial amount of the serv ices. The Texas Lottery 
reserves the right to verify all infomlation in the Proposal submitted by the Proposer and 
seek other information it deems necessary to conduct a thorough review. 

We have read, understand, and will comply. 

drie420
Proprietary and Confidential



Part 4 - Page 21 of 26 

4.3 CONTACT PERSON 

4.3.1 Each Proposer shall provide the name, address, telephone number, and email address of a 
person to contact concerning questions regarding its Proposal. 

We have read, understand, and will comply. 

Jaime Gonzalez-Mir 
2500 Bee Caves Road 
Building 2, Suite 300 
Austin, Texas 78746 
Office: (512) 479-4591 
Cell: (646) 823-5252 
J.Gonzalez-Mir@latinworks.com 

4.3.2 Each Proposer shall provide the name, address, telephone number, and email address of a 
person to contact (if different than the person identified in section 4.3.1) concerning the 
Contract. 

We have read, understand, and will comply. 

Scott Radigk 
2500 Bee Caves Road 
Building 2, Suite 300 
Austin, Texas 78746 
Office: (512) 479-4510 
Cell: (512) 983-4580 
S.Radigk@latinworks.com 

4.4 CONFLICT OF INTEREST 

4.4.1 The Proposer must disclose any actual, potential or perceived conflict of interest relative 
to the performance of the requirements of this RFP. The Proposer must disclose any 
personal or business relationship of (a) itself; (b) any of its principals, officers, directors, 
investors, owners, partners, and employees (collectively, Proposer Personnel); (c) any 
spouse, child, brother, sister, or parent residing as a member of the same household in the 
principal place of residence of any Proposer Personnel; (d) any affiliate; or ( e) any 
Subcontractor with (1) any employee or representative of the Texas Lottery (including the 
Texas Lottery Executive Director and its commissioners) or (2) the Lottery's vendors with 
contracts over $100,000. The list for all Texas Lottery contracts over $100,000, including 
major and prime contracts, is regularly updated at the following website link: 

Additionally, any such relationship that might be perceived or represented as a conflict 
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must be disclosed. Failure to disclose any such relationship may be a calise for 
disqualification ofa Proposa l. 

We have read, understand, and will comply. 

In our capacity as the current general contractor for Advertising Services, we 
have regular contact with employees and representatives ofthe Texas Lottery. 
In the execution of our responsibilities, on occasion we also engage with IGT. 
Notwithstanding of these professional relationships on behalf of the Texas 
Lottery, there is no conflict. 

4.4.2 This is a continuing disclosure requirement. The Proposer shall disclose 10 the Texas 
Lottery in writing any actua l, potential or perceived conflict or interest, relative 10 the 
performance of the requirements of this RFP, prior to Contract Award and for the 
Successful Proposer after Contract Award, at the time the conflict is identified. Failure to 
promptly notify the Texas Lottery may be a cause for rejecting the Proposa l. 

We have read, understand, and will comply_ 

ill CONFIDENTIAL 4.5 FINANCIAL SOUNDNESS 

4.5.1 Each Proposer must provide evidence of financial responsibility and stabil ity for 
performance of the Contract and must demonstrate the abili ty to finance the project 
described in it's submiss ion. 

We have read, understand, and will comply. 

4.5.2 Each Proposer shall provide evidence of financial responsibility and stability based on any 
and/or all of the follow ing: 

t. If the Proposer is the sole source of fmancial resources, the Proposer must submit 
financials showing the Proposer's ability to finance the project on its own with 
current resources: 

2. I f the Proposer is the subsid iary of a parent corporation and the parent corporat ion 
is providing financial resources or assurance, the paren t corporation must 
complete Attachment B. and the Proposer must submit financia ls for both the 
Proposer and the parent; 

3. If the Proposer is a joint venture or a group of affiliated companies, the Proposal 
must include financials for each member or affiliate of such joint venture or 
group, as app licable. 

If 1, 2 0 1' 3 applies. then the Proposer shall submi t the following documentation wilh its 
Proposal: 

(a) Copies of audited financia l statements and/or complete tax rehUllS for each 
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of the Proposer's (and its parent corporation, if appl icable, or joint venture 
member or affiliate, ifapplicable) two (2) most recen tly ended fiscal years; and/or 
(b) If documentation under (a) is nol ava ilable, the Proposer shall provide 
other proof of financial assurance. 

4 . If the Proposer is relying on financia l resources other than items 1 through 3 
above, then tbe Proposer shall subm it the to llowi ng documenta tion with its 
Proposal: 

(a) Other proof of fi nanc ial assurance that is veri tied by a third party fi nancial 
institution. Examples of such ilems are as follows: 

J. Unaudited financia l statements accompanied by a line of credit fTom 
a third party financial institution stating the credit amount and 
avai lable balance. 

11. Unaudited tinancial statements accompanied by a bank statemem 
provided by a th ird party financia l institu tion contirming the 
Proposer's average bank balance for at least the prev ious six (6) 
months. 

Ill. Any other ti nancia l information Proposer would like- to be 
considered. 

We have read , understand, and will comply. 

Ir tlle infomlation in Section 4.5.2 is not available at the t ime of submiss ion, the Proposer 
sha!1 provide other proof or financial responsi bility acceptab le to the Texas Lottery prior 
to the deadline for submission of Proposals. 

We have read, understand, and will comply. Please reference the two sealed 
envelopes provided in the folder at the end of our original response for 
documentation of our Financial Soundness, containing two copies for each 
fiscal year 2015 and 2015. 

The Texas Lottery reserves the ri gh t to requ ire any additional information necessary to 
determine the fi nancia l responsibi lity and stab ili ty of tile Proposer. 

We have read, understand, and will comply. 
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4.5.5 The Proposal must include a certification that the Proposer will notify the Texas Lottery of 
a change in financial condition during the Contract tenn and any renewal thereof. If a 
Proposer experiences a substantial change in its financial condition prior to the award of 
the Contract, or if the Successful Proposer experiences a substantial change in its financial 
condition during the term of the Contract or any extension thereof, the Texas Lottery must 
be notified of the change in writing at the time the change occurs or is identified. Failure 
to notify the Texas Lottery of such substantial change in financial condition will be 
sufficient grounds for rejecting the Proposal or terminating the Contract. For the purposes 
of this section, examples of a substantial change in financial condition are events such as 
insolvency, bankruptcy or receivership. 

We have read, understand, and will comply. We will notify the Texas lottery 
of any change in our financial condition should one arise. 

4.6 BACKGROUND INVESTIGATIONS 

4.6.1 Vendor Background Investigation. Under TEX. GOV'T CODE ANN. § 466.103, the 
Executive Director of the Texas Lottery is prohibited from awarding a contract for goods 
or services related to lottery operations to a person or legal entity who would not qualify 
for a sales agent license under the requirements of § 466.155. 

The Texas Lottery Commission may initiate investigations into the backgrounds of (a) any 
Apparent Successful Proposer; (b) any of the Apparent Successful Proposer's officers, 
directors, investors, owners, partners and other principals, as more particularly described 
in TEX. GOV'T CODE ANN. § 466.155 (collectively, Apparent Successful Proposer 
Principals); (c) any of the Apparent Successful Proposer's employees; (d) any of the 
Apparent Successful Proposer's Subcontractors, or the Subcontractors' officers, directors, 
investors, owners, partners, principals or employees (collectively, Subcontractor 
Personnel); or (e) any other associates of the Apparent Successful Proposer it deems 
appropriate. The Texas Lottery Commission may also request background infonnation for 
a spouse, child, brother, sister or parent residing as a member of the same household in the 
principal place of residence of the Apparent Successful Proposer, any Apparent Successful 
Proposer Principals, or Apparent Successful Proposer employees described above. Such 
background investigations may include fingerprint identification by the Texas Depmiment 
of Public Safety and the Federal Bureau of Investigation, and any other law enforcement 
agency. 

The Apparent Successful Proposer shall be obligated to provide such infonnation about 
any Apparent Successful Proposer Principals, Apparent Successful Proposer employees, 
and Subcontractor Personnel as the Texas Lottery may prescribe. The Apparent Successful 
Proposer also agrees that the Texas Lottery may conduct background investigations of such 
persons. The Texas Lottery may reject a Proposal and/or tenninate the Contract based 
solely upon the Apparent Successful Proposer's failure to provide information to complete 
a background investigation or the results of these background investigations. 

We have read, understand, and will comply. 
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4.6.2 Contractually Defined Vendor Principal(s) Background Investigation. The Texas 
Lottery may initiate background investigations on the Apparent Successful Proposer 
Principals who will be directly involved in selling or leasing the goods or perfonlling the 
services that are the subject of this RFP or the Contract. This includes any oversight 
function performed by such individuals. For purposes of this section and the attachments, 
these individuals are called "contractually defined vendor principals." 

We have read, understand, and will comply. 

4.6.3 Vendor Employee Background Investigations. The Successful Proposer agrees that, 
during the tenll of the Contract and any extension thereof, it shall be obligated to provide 
such infonnation about any principals, employees, and Subcontractor Personnel as the 
Texas Lottery may prescribe. The Successful Proposer also agrees that the Texas Lottery 
may conduct background investigations of such persons. The Texas Lottery will conduct 
vendor employee background investigations on any of the Successful Proposer's 
principals, employees, and Subcontractor Personnel who meet one or more of the 
following criteria: 

" they perform services that may impact the security and integrity of the core 
gaming business as determined by the Texas Lottery; 

.. they provide audit, financial, legal, or compliance services; 
they provide goods and/or services that control or monitor access to lottery 
premIses; 

" they have unescorted access to TLC facilities; and/or 
they have direct access to TLC information systems. 

We have read, understand, and will comply 

4.6.4 Apparent Successful Proposer. If requested by the Texas Lottery, the Apparent 
Successful Proposer may be required to complete and retum the following fonns within 
ten (10) Working Days, or as otherwise directed by the Texas Lottery, after the written 
Announcement of the Apparent Successful Proposer is issued: 

a. Vendor Background Investigation Form (Attachment E). 
b. Certified List of Vendor Principals Fonn (Attachment E-l). 
c. Certified List of Contractually Defined Vendor Principals Form (Attachment 

E-2). 
d. Consent to Background Investigation and Release of Personal Infonnation 

Fonll (Attachment E-4). A separate form shalI be completed for each vendor 
principal included on Attachment E-2 Cert(fied List of Contractually Defined 
Vendor Principals Form and each vendor/Subcontractor employee included on 
Attachment E-3 Vendor Employee Background investigation List. 

e. Vendor Employee Background Investigation List (Attachment E-3). 

We have read, understand, and will comply. 
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4.7 DiSCLOSURE OF INTERESTED PARTIES 

4.7.1 Pursuant to Section 2252.908 of the TEX. GOV'T CODE ANN., a governmental entity or 
state agency may not enter into certain contracts with a business entity unless the business 
entity submits a disclosure of interested parties (Form 1295) to the governmental entity or 
state agency at the time the business entity submits the signed contract to the 
governmental entity or state agency. The Texas Ethics Commission has adopted rules 
requiring the business entity to file Form 1295 electronically with the Ethics Commission 
(See https://www.ethics.state.tx.lls/Jegallch46.html). 

We have read, understand, and will comply. 

4.7.2 If requested by the Texas Lottery, the Apparent Successful Proposer may be required to 
complete and file the Fonn 1295 with the Ethics Commission after the written 
Announcement of the Apparent Successful Proposer is issued and prior to contract 
execution. 

We have read, understand, and will comply. 



5 HISTORICALL Y UNDERUTILIZED BUSINESS (HUB) 
P ARTICIP A TION 

5.1 HSP Requirement 

Part 5 - Page 1 of 8 

The Texas Lottery has adopted the rules promulgated by the Comptroller of Public 
Accounts (CPA) regarding Historically Underutilized Businesses (HUBs) in 34 Texas 
Administrative Code (TAC) §§ 20.281 20.298 

(See 
http://texreg.sos.state. tx. us/pub] ic!readtacSext. ViewTAC?tac view=5&ti=34&pt= 1 &ch= 
20&sch=D&div=] &rl=Y). By submitting a Proposal, the Proposer certifies that it has 
reviewed 34 TAC §§ 20.281 - 20.298. Rule 20.285 addresses the specific requirements of 
Historically Underutilized Business subcontracting plans (HSPs). 

We have read, understand, and will comply. 

5.2 HSP SUBMISSION AND TEXAS LOTTERY REVIEW 

5.2.1 All proposals must include an HSP (Attachment C, including Method A or B, if applicable) 
in the fonnat required by the Comptroller of Public Accounts. Proposers may access the 
HSP fonns on-line at the following CPA website link: 
https:l/Vvvvw.comptroller.tcxas.gov/purchasing/vendor/hub/forms.php. The forms must be 
printed, signed and submitted with your Proposal. The HSP is a pass/fail requirement. 
PROPOSALS THAT DO NOT INCLUDE A COMPLETED HUB SUBCONTRACTING 
PLAN PREPARED IN ACCORDANCE WITH 34 T AC §20.285 SHALL BE REJECTED 
AND WILL NOT BE EVALUATED. 

We have read, understand, and will comply. 

5.2.2 The HSP fonn is provided in Attachment C of this RFP. To detennine whether a Proposer 
has performed a good faith effort in preparing its HSP as required by the Comptroller's 
HUB rules, the Texas Lottery may request clarifications, if necessary. The HSP will be 
reviewed based on the Proposer's submission and any clarifications requested by the 
agency. 

We have read, understand, and will comply. 

5.3 ASSISTANCE FOR PREPARATION OF HSP 

5.3.1 Pre-Proposal Conference. Proposers are encouraged to attend the pre-Proposal conference, 
which will include a brief overview of the HSP requirements. Proposers may ask questions 
at the pre-Proposal conference regarding the HSP. A copy of the TLC's Pre-Bid/Proposal 
Conference Booklet regarding HSP requirements is available on the agency's website at: 
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::..:::c:.:=.:::... Proposers should review the HSP booklet thoroughly to ensure they fill out and 
submit all forms correctly. 

We have read, understand, and will comply. 

5.3.2 HSP Quick Check List and HUB Subcontracting Opportunity Nottfication Form. Attached 
to this RFP are an HSP Quick Check List (Attachment C-I) prepared by the Texas 
Comptroller and a HUB Subcontracting Opportunity Notification Form (Attachment C-2). 
Attachment C-I is intended to assist Proposers in preparing the HSP forms, but is not 
required to be submitted with Proposals. Proposers are encouraged to use Attachment C-2 
when sending notice of subcontracting opportunities. 

We have read, understand, and will comply. 

5.3.3 Additional TLC Assistance. As stated above, if an HSP is rejected, the Proposal will be 
disqualified and will not be considered. Therefore, Proposers are strongly encouraged 
to start preparing HSP forms as soon as possible and take advantage of the following 
TLC assistance. Please note there are deadlines associated with this process and 
Proposers have a limited amount of time to cure any deficiencies. 

.. Written questions regarding the HSP can be submitted at any time up until the Proposal 
deadline. The TLC will compile and post a separate HSP question-and-answer document 
on the TLC website. The document will be updated as questions are submitted. It is the 
Proposer's responsibility to check the TLC website for this information. 

.. The TLC will conduct one-on-one HSP workshops with Proposers upon request. The 
workshops will cover detailed information on how to complete the HSP forms. Workshops 
must be concluded by the date and time listed in the Schedule of Events. Workshops may 
be conducted in person or via telephone conference. Proposers are responsible for 
contacting the Texas Lottery to schedule a workshop during the specified time period. 
Proposers may schedule a workshop either before or after the Pre-Proposal 
Conference. 

" The TLC will review and provide individual written feedback on draft HSP fonns 
submitted by Proposers. Draft HSP fonns must be submitted by the date and time listed in 
the Schedule of Events. Upon request, the TLC may also provide verbal feedback. 

Note that "draft HSP forms" consist only ofthe forms included in Attachments C, C-I and 
C-2 of the RFP and documentation related to performance of the good faith effort. In 
reviewing draft forms, the TLC will not comment on responses to Part 5 or to any other 
sections of the RFP, even if they are referred to in the HSP forms. Proposers are instructed 
not to submit any other portions of their Proposal to the TLC as part of the draft HSP. 
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One-on-one workshops and the TLC's review of draft HSP fonns do not guarantee that 
the HSP submitted with the Proposal will pass. 

We have read, understand, and will comply. 

5.4 REQUIREMENTS FOR COMPLETING THE HSP FORMS 

504.1 TLC' s HUB Participation Goal. The goods and/or services requested in this RFP are 
classified in the category of Other Services Contracts. The agency's HUB participation 
goal for this RFP is 26%. 

We have read, understand, and will comply. 

504.2 Requirements of the HUB subcontracting plan. Each Proposer shall complete the HSP 
fonns prescribed by the Comptroller (Attachment C) and provide the following: 

(A) a ce11ification the Proposer has made a good faith effort to meet the requirements 
of34 TAC § 20.285; 

(B) the names of the subcontractors that will be used during the course of the Contract; 
(C) the expected percentage of work to be subcontracted; and 
(D)the approximate dollar value ofthat percentage of work. 

Each Proposer shall provide all documentation required by the agency to demonstrate the 
Proposer's compliance with the good faith effort requirements prior to Contract Award. If 
a Proposer fails to provide supporting documentation (phone logs, fax transmittals, 
electronic mail, etc.) by the deadline specified by the agency, the Proposal shall be rejected 
for material failure to comply with TEX. GOV'T CODE ANN. §2161.252 (b). 

We have read, understand, and will comply. 

504.3 Proposer Intends to Subcontract 

Proposers who intend to subcontract any portion of the Contract must indicate in the HSP 
form that they intend to subcontract, and must perfonn one of the three good faith effort 
methods identified below. 

.. Method A (1): Using 100% HUB Subcontractors. Proposer will use only Texas
certified HUBs for all identified subcontracting opportunities. 
Method A (2): Meeting the Specified HUB Contract Goal. Proposer will meet 
the HUB contract goal by using only Texas-certified HUBs with whom the 
Proposer has contracted for five years or less. 
Method B: Good Faith Effort Outreach. Proposer will perform good faith effort 
outreach for each identified subcontracting opportunity by contacting at least three 
Texas-certified HUBs and two trade organizations or development centers that 
serve members of the HUB groups. Proposers using this method must perform 
the outreach even for areas where a Proposer has a pre-existing 
su bcontracting relationship. 
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PROPOSERS WHO INTEND TO SUBCONTRACT, AT A MINIMUM, MUST 
USE ONE OF THE METHODS OUTLINED ABOVE. FAILURE TO DO SO 
WILL RESULT IN DISQUALIFICATION. 

We have read, understand, and will comply. 

5.4.4 Proposer Does Not Intend to Subcontract 

Proposers who intend to fulfill the entire Contract using only their own existing resources 
and employees, without subcontracting, should check the appropriate box in Section 2 of 
the HSP fonn and complete Sections 3 and 4 of the form. 

The Proposer must explain how all functions of the Contract will be performed without the 
use of Subcontractors and should refer to Section 3 of the HSP fom1. 

We have read, understand, and will comply. 

5.5 SUBCONTRACTING OPPORTUNITIES 

5.5.1 The Texas Lottery has identified the following potential subcontracting opportunities under 
this RFP. Proposers intending to subcontract any must perfonn the good faith effort 
detailed in the HSP instructions and include a compliant HSP with the Proposal. 

We have read, understand, and will comply. 

5.5.2 After Contract Award, for any services denoted with an asterisk and in font 
below that the Successful Proposer intends to subcontract, the Successful Proposer shall be 
required to perform the good faith effort and select a minimum of three potential 
subcontractors and, per section 7.13.2, obtain at least three competitive bids for 
expenditures that exceed $5,000. 

CLASS 037: AMUSEMENT, DECORATIONS, ENTERTAINMENT, GIFTS, 
TOYS, ETC. 

CLASS 559: MASS TRANSPORTATION, RAIL VEHICLE PARTS AND 
ACCESSORIES 



CLASS 578: MISCELLANEOUS PRODUCTS (NOT OTHERWISE 
CLASSIFIED) 
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CLASS 715: PUBLICATIONS, AUDIOVISUAL MATERIALS, BOOKS, 

TEXTBOOKS, PREPARED MA TERIALS ONLY 

CLASS 801: SIGNS, SIGN MATERIALS, SIGN MAKING 

EQUIPMENT, AND RELATED SUPPLIES 

CLASS 915: COMMUNICATIONS AND MEDIA RELATED SERVICES 

Item Numbers and Commodity Descriptions: 
915-01 Advertising Agency Services 
915-04 Advertising Services, Outdoor Billboard, etc. 

i 
915-8 Audio Media Duplicating Services, Including Cassettes, CD ROMs, Tapes, 

915-9 
915-10 
915-14 
915-15 
915-26 

915-48 
915-58 
915-59 
915-71 

915-90 

915-96 

etc. 
Audio and Video Production Services 
Advertising Digital 
Broadcasting Services, Radio 
Broadcasting Services, Television 
EDI, Electronic Data Interchange, VAN, Value Added Network Services 

Graphic Arts Services, Not Printing 
Mailing Services: Addressing, Collating, Packaging, Sorting and Delivery 
Mail Services, Express 
Newspaper and Publication Advertising, Non-legal 

Video Media Duplicating and Production Service, Including CD 
ROMs, Tapes, etc. 
Web Page Design, Management and Maintenance Services 
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CLASS 918: CONSULTING SERVICES 

Item Numbers and Commodity Descriptions: 
918-07 Advertising Consulting 
918-7 6 Marketing Consulting 

CLASS 920: DATA PROCESSING, COMPUTER PROGRAMMING, AND 
SOFTWARE SERVICES 

Item Numbers and Commodity Descriptions: 
920-28 Emergency Back-up, Disaster Recovery Services and Facilities for Data 
Processing 

CLASS 958: MANAGEMENT AND OPERATION SERVICES 

Item Numbers and Commodity Descriptions: 
958-84 Social Media Management Services 

CLASS 961: MISCELLANEOUS SERVICES, NO.1 (NOT 

OTHERWISE CLASSIFIED) 

Item Numbers and Commodity Descriptions: 
961-04 Artists: Digital, CAD, Disc Jockey 
961-49 Legal Services, Attorneys 
961-53 Marketing Services, Including Distribution, Public Opinion Surveys, 

Research, Sales Promotions, etc. 

961-71 
961-73 

961-75 

Talent Agency Services 
Theatrical Services, Including Costume Design and Creation, Production, 
Scenery Design, Stage, etc. 
Translation Services, All Languages 

CLASS 962: MISCELLANEOUS SERVICES, NO.2 (NOT 

OTHERWISE CLASSIFIED) 

962-24 CourierlDelivery Services, Including Air Courier Services 
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CLASS 965: PRINTING: PREPARATIONS, ETCHING, PHOTOENGRAVING, 
PREPARATION OF MATS, NEGATIVES AND PLATES AND PRINTING 
SERVICES 

Item Numbers and Commodity Descriptions: 
965-15 Artwork, Camera Ready 
965-46 Graphic Design Services for Printing 
965-70 Pre-Press: Color Separations, Composite Film, Stripping, Chromolin or 

Match-Print Proof, etc. 

CLASS 966: PRINTING AND TYPESETTING SERVICES 

CLASS 971: REAL PROPERTY RENTAL OR LEASE 

Item Numbers and Commodity Descriptions: 
971-70 Storage Space Rental or Lease 

The potential subcontracting opportunities listed above mayor may not be areas that a 
Proposer would subcontract, depending on that Proposer's existing resources, employees, 
and business model. Further, Proposers are not limited to the list above, and may identify 
additional areas of subcontracting. Proposers who intend to subcontract are responsible 
for identifying all areas that will be subcontracted and shall submit a completed HSP 
demonstrating evidence of good faith effort in developing that plan. 

We have read, understand, and will comply. 

5.5.3 A list of HUB vendors registered with the Comptroller of Public Accounts (CPA) for the 
subcontracting opportunities identified above is included under the HUB/CMBL tab of this 
RFP. This list is provided as a resource to assist Proposers in preparing and submitting a 
HSP. The Texas Lottery Commission does not endorse, recommend or attest to the 
capabilities of any company or individual listed. Note that cunently active certified HUBs 
will have a status code of "A." All other status codes indicate that a vendor is inactive or 
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not a HUB. 

We have read, understand, and will comply. 

5.5.4 Please refer to the HUB/CMBL Directory Instructions and HUB Vendor Reference Lists 
under the HUB/CMBL tab of this RFP to locate potential HUB Subcontractors. 

We have read, understand, and will comply. 

5.6 POST CONTRACT AWARD 

5.6.1 Notification of Subcontractors 

Following Contract Award, the Successful Proposer must provide notice to all 
subcontractors (HUBs and Non-HUBs) of their selection for the awarded Contract. The 
Successful Proposer is also required to provide a copy of each notice to the agency's point 
of contact for the Contract no later than ten (10) Working Days after the Contract is 
awarded. Proposers should refer to Section 4 of the HSP form for additional infonnation 
about this requirement. 

We have read, understand, and will comply. 

5.6.2 HSP Changes 

Following Contract Award, any proposed changes to the HSP must be submitted, in 
writing, by the Successful Proposer to the Texas Lottery for prior review and must be 
approved by the Texas Lottery in writing before becoming effective under the Contract. 

We have read, understand, and will comply. 

5.6.3 HSP Reporting 

Following Contract Award, if the Successful Proposer is subcontracting, the Successful 
Proposer shall maintain business records documenting compliance with the HSP and shall 
submit a monthly compliance repmi in the format required by the Texas Lottery. The 
monthly compliance report shall be submitted to the Texas Lottery by the 10th of the 
following month or on the date requested by the agency's HUB Coordinator or hislher 
designee. The submission of the monthly compliance report is required as a condition of 
payment. 

We have read, understand, and will comply. 
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6 ADVERTISING AGENCY STAFFING REQUIREMENTS 

6.1 AD AGENCY STAFFING 

6.1.1 It is crucial that the Successful Proposer and the team assif:,'l1ed to work on the Texas Lottery 
account demonstrate the experience and skills required to effectively reach and 
communicate with the diverse population of Texas including expertise marketing retail 
products across all advertising media and retail placement channels. Proposers shall 
provide detailed resumes for all personnel who will be assigned to the Texas Lottery 
account. 

We have read, understand, and will comply. 

The success of our work starts with our people. The latinWorks team is made 
up of talented professionals of diverse backgrounds. The resumes to follow 
provide proof of the depth and scope of their experience, an excellent 
indication of our ability to effectively reach and communicate with the diverse 
population of Texas, in part because we ourselves are representative of it. 
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Christy Kranik I LatinWorks 
Agency Title: Senior Leadership Advisor - Texas Lottery Title: Account Director 

PROFESSIONAL PROFILE 

As a Senior Leadership Advisor, Christy is a key member of the executive team at the agency. She has 
been with LatinWorks for over 13 years and has a true passion for developing and retaining women in the 
industry. Christy was named one of the 2014 Ad Age "Women to Watch." Her 20+ years of industry 
experience includes GSD&M on the agency side, and Dell on the client side. 

Prior to joining LatinWorks, Christy served as Senior Global Brand Strategy Advertising Manager at Dell, 
where she also held roles as Consumer Notebook Brand Manager and Consumer Advertising Manager 
where she was responsible for launching the "Steven" campaign. 

WORK HISTORY 

Dates Company Representative Clients 
2004 - LatinWorks Texas Lottery, Anheuser-Busch, ESPN Deportes, 
Present Domino's Pizza, Target, MLB 

1999 - 2004 Dell N/A 

1998 - 1999 GSD&M SBC 

CURRENT JOB DESCRIPTION 

Serves as the brand steward assisting to determine the Texas Lottery's strategic brand objectives, 
assessing the brand position, and managing the internal team resources to best service the overall Texas 
Lottery account. Ensures the timely development and execution of plans, campaigns, and projects to 
assure goals are achieved. Supervises the development of the advertising activities in accordance with 
the Texas Lottery's objectives and budget limitations. Provides oversight of all account service staff. 

EDUCATION 

University of Central Oklahoma, BA in Public Relations 

REFERENCES 

Karen Kaiser, VP, Advertising & Hispanic Marketing, Domino's Pizza, (734) 930-3343 
Julie Backer, Strategic Partnerships Lead, Target, (612) 696-3538 
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Leo Olper I LatinWorks 
Agency Title: SVP, Managing Director - Texas Lottery Title: Account Director 

PROFESSIONAL PROFILE 

Leo has 25+ years of advertising experience having started as an AAE at Leo Burnett (LB) in Mexico City. 
Throughout his career, Leo held various positions within the Leo Burnett organization, rising to the rank of 
SVP/Chief Operating Officer at Lapiz, LB's Multicultural Agency. He later was appointed to the position of 
Chief Executive Officer at Totality Havas, the multicultural arm of Havas/Euro RSCG New York. Prior to 
joining LatinWorks he served as Partner, at d exp6sito & Partners in New York. He is a graduate of 
Brandeis University and also studied at the London School of Economics. 

WORK HISTORY 

Dates Company Representative Clients 
2016 - LatinWorks Mars, Domino's, MLB, Casper, Pepsi 
Present 

2012-2016 d exp6sito & Partners McDonald's, AARP, Tajin 

2011-2012 Totality Havas Pernod Ricard, Hershey, St. Jude's Children's 
Hospital 

2010 - 2011 Euro RSCG Pernod Ricard, Hershey, St. Jude's Children's 
Hospital 

2000 - 2010 Lapiz (Leo Burnett) Kellogg's, Procter & Gamble, McDonald's, 
Allstate, Coca-Cola, H&R Block, Brown Forman, 
JP Morgan Chase 

1992-2010 Leo Burnett Kellogg's, Procter & Gamble, McDonald's, 
Allstate, Coca-Cola, H&R Block, Brown Forman, 
JP Morgan Chase 

CURRENT JOB DESCRIPTION 

Serves as the brand steward assisting to determine the Texas Lottery's strategic brand objectives, 
assessing the brand position, and managing the internal team resources to best service the overall Texas 
Lottery account. Ensures the timely development and execution of plans, campaigns, and projects to 
assure goals are achieved. Supervises the development of the advertising activities in accordance with 
the Texas Lottery's objectives and budget limitations. Provides oversight of all account service staff. 

EDUCATION 

Brandeis University, BA in Political Science and History 
The London School of Economics and Political Science, Political Science 

REFERENCES 

Felicia Principe, VP Brand Advertising & Marketing, Major League Baseball (MLB), 
felicia.principe@mlb.com, (212) 931-7951 
Georgina Flores, VP Marketing, Allstate Insurance Company, georgina.fiores@allstate.com, (847) 402-
5939 



Part 6 - Page 4 of 74 

Jaime Gonzalez-Mir I LatinWorks 
Agency Title: VP Group Director - Texas Lottery Title: Account Director 

PROFESSIONAL PROFILE 

Jaime has over 25 years of well-rounded experience in International and U.S. Hispanic advertising, 
marketing and content development. His agency experience includes 10 years leading the PepsiCo 
account (various brands), first with BBDO in Latin America and then for U.S. Hispanic as General 
Manager of Dieste's New York office. At Dieste he also directed award-winning efforts for Pfizer's 
Hispanic Heart Health initiative. 

In 2006, Jaime led U.S. expansion efforts for Rolling Stone en Espanol as Managing Director of U.S. 
Operations. This position, as well as his extensive creative and production background, led to 
consultancy work in integrated marketing and branded entertainment for brands such as Billboard, 
Verizon V-Cast, and MSN Latino, among others. 

Jaime came to LatinWorks in 2009 with the drive to keep generating the impactful ideas and business 
results that have characterized his career. Here, he has successfully led our pan-cultural accounts 
including Texas Lottery, Visit Austin, Stripes Stores, and Laredo Taco Company. 

WORK HISTORY 

Dates Company Representative Clients 
2009 - LatinWorks Texas Lottery, Visit Austin, Jack Daniel's, Stripes 
Present Stores, Bass Pro Shops, mun2, Laredo Taco Company, 

Post Foods, FOX Hispanic Media, ESPN Deportes, 
Kleenex, Huggies, Pull-Ups, Scott, Kotex, Bacardi, 
Quaker State 

2009 Branded Entertainment 13m Floor Studios - Billboard, Verizon V-Cast, MSN 
Consultancy Latino, Telemundo 

2006 - 2009 La Naci6n Media Rolling Stone, other regional Latin American titles 

2003 - 2006 Dieste Harmel & Partners PepsiCo North America, Pfizer, Cuervo, GE 
(now Dieste) 

1996 - 2003 BBDO PepsiCo International, FedEx Latin America, Flor de 
Cana (rum) 

CURRENT JOB DESCRIPTION 

Serves as the brand steward assisting to determine the Texas Lottery's strategic brand objectives, 
assessing the brand position, and managing the internal team resources to best service the overall Texas 
Lottery account. Ensures the timely development and execution of plans, campaigns, and projects to 
assure goals are achieved. Supervises the development of the advertising activities in accordance with 
the Texas Lottery's objectives and budget limitations. Provides oversight of all account service staff. 

EDUCATION 

University of Miami, BS in Communication 

REFERENCES 

Kerry Sakolsky, Managing Member, Sakolsky Properties, (305) 978-6848 
Jim Gregga, Former EVP Latin America, BBDO, (864) 678-0305 
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Shelley Hall I LatinWorks 
Agency Title: Account Director - Texas Lottery Title: Account Director 

PROFESSIONAL PROFILE 

Shelley has been with LatinWorks since 2014 managing the Texas Lottery and Visit Austin accounts. At 
LatinWorks, Shelley is engaged at all levels of the business including fostering relationships with key 
clients, mentoring her account teams, helping develop and sell through great creative, and identifying 
opportunities for driving efficiencies and growth for the Texas Lottery and the agency. Prior to LatinWorks, 
Shelley spent three years with the boutique agency, Blackboard Co., leading a variety of accounts 
spanning tourism, beverage, CPG, tech, energy, health and retail. She has successfully spearheaded 
creative development and production for integrated campaigns across a multitude of channels, including 
Print, Digital, TV, Radio, Retail, OOH and experiential. 

Having worked with the New Mexico Tourism Department, she has a strong understanding of state 
government initiatives. She led the team that developed the "New Mexico True" rebranding campaign, 
bringing visitation to the state to an all-time high. Recognizing the campaign's success, the state 
legislature increased New Mexico's advertising budget by 180% in the three years Shelley worked on the 
account - a remarkable accomplishment in a state still struggling with recession. 

Having worked on smaller budgets and multiple clients simultaneously within a small agency, she 
developed and implemented complex production processes to constantly meet ever-changing needs. And 
regardless of the project, Shelley applies the same focused consideration to even the smallest of tasks 
day to day. 

WORK HISTORY 

Dates Company Representative Clients 
2014 - LatinWorks Texas Lottery, Visit Austin 
Present 

2011 - 2014 Blackboard Co. New Mexico Tourism Department, Tillamook 
Cheese, Ole Smoky Moonshine, Dell, Green 
Mountain Energy Company, Nike, Hotel Santa Fe, 

2010-2011 Audiotoniq N/A 

CURRENT JOB DESCRIPTION 

Serves as the brand steward assisting to determine the Texas Lottery's strategic brand objectives, 
assessing the brand position, and managing the internal team resources to best service the overall Texas 
Lottery account. Ensures the timely development and execution of plans, campaigns, and projects to 
assure goals are achieved. Supervises the development of the advertising activities in accordance with 
the Texas Lottery's objectives and budget limitations. Provides oversight of all account service staff. 

EDUCATION 

The University of Texas at Austin, BS in Public Relations 
The University of Texas at Austin, MA in Advertising, Minor in Account Planning 

REFERENCES 

Tiffany Dixon Kerr, Marketing Director, Visit Austin, (512) 582-7209 
Jeff Nixon, Executive Creative Director, Blackboard Co., (512) 826-347 
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Brigitte de Roch I inlingua Language Services 
Agency Title: Account Director - Texas Lottery Title: Account Director 

PROFESSIONAL PROFILE 

President/Executive Director Brigitte de Roch founded the Austin branch of inlingua in 1991 and has 
since developed it into a state-of-the-art translation service company and language training center, with a 
staff of 38 professional translators/interpreters/language trainers committed to accurate and on-time 
delivery of marketing, medical, technical, legal and academic projects. She acquired the Dallas branch in 
2003, thus assuring the strong presence of inlingua in Texas. inlingua's language professionals are native 
speakers who have been selected for their translating experience and training skills; most have lived 
abroad, and have had prolonged exposure to the international community, across cultures and language 
barriers. 

WORK HISTORY 

Dates Company Representative Clients 
1991 - inlingua Language Dell, Cisco Systems, Travis County DA, TWC 
Present Services Texas Workforce Solutions, Caritas of Austin, 

Eanes ISO, Leander ISO, Highland Park ISO, City 
of Carrollton, City of Olathe, Metrocare, Cross 
Creek Hospital, Neuens Mitchel Bonds, Pllc, 
Texas Lottery 

1989 -1991 Berlitz Language Center Motorola and IBM 

1988 - 1989 Spanish Basque Catering International private consumers 
Business 

CURRENT JOB DESCRIPTION 

Serves as the brand steward assisting to determine the Texas Lottery's strategic brand objectives, 
assessing the brand position, and managing the internal team resources to best service the overall Texas 
Lottery account. Ensures the timely development and execution of plans, campaigns, and projects to 
assure goals are achieved. Supervises the development of the advertising activities in accordance with 
the Texas Lottery's objectives and budget limitations. Provides oversight of all account service staff. 

EDUCATION 

The University of Texas at Austin, BA in Spanish and Foreign Affairs 

REFERENCES 

Isabel Ceballos, Translation and Interpretation Services, Leander ISO, (512) 570-0333 
Cyndy Ortiz, Hanson Building Products America, (972) 653-6022 
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Enea Abbud I LatinWorks 
Agency Title: Account Supervisor - Texas Lottery Title: Account Supervisor 

PROFESSIONAL PROFILE 

Enea has been with LatinWorks since 2012 working on accounts such as Chevrolet, Domino's Pizza and 
the Texas Lottery. She started working on the Texas Lottery account in 2014 and has since then gained 
invaluable experience on the account. Enea is involved in many aspects of the business including 
developing relationships with key clients, supervising her account team through numerous campaigns 
throughout the fiscal year that include video, radio, POS, OOH, digital and social, managing the billing 
process, and identifying opportunities for continuously improving process whithin the Texas Lottery team. 

Prior to LatinWorks, Enea was an Account Manager at ThinkStreet, Inc., a full-service advertising agency. 
There she contributed to the creation and implementation of several noteworthy campaigns for the Texas 
Department of Transportation. In addition, she worked on the Texas Auto Theft & Burglary Authority's 
"You Hold the Key" and "You Are Being Shadowed" campaigns to help raise awareness of auto theft 
prevention to Hispanic markets and the voter awareness campaign, "VOTEXAS", for the Secretary of 
State's office. 

Prior to ThinkStreet, Enea worked as a Legal Assistant for the Pastrana Law Firm in Austin, where she 
prepared legal documents, worked with the Mexican Consulate on pro bono cases, interacted with the 
public on social issues, interpreted court depositions and translated legal documents and 
correspondences. 

WORK HISTORY 

Dates Company Representative Clients 
2012 - Present LatinWorks Texas Lottery, Domino's Pizza, Chevrolet 

2007 - 2011 ThinkStreet, Inc. Texas Department of Transportation: Vehicle 
Registration, ABTPA (Auto Burglary and Theft 
Prevention), Traffic Safety, Texas Secretary of 
State: VOTEXAS 

2005 - 2006 Pastrana Law Firm Mexican Consulate - Pro Bono 

CURRENT JOB DESCRIPTION 

Initiates planning that will lead to execution of advertising activities. Consults with creatives, media, 
production and experiential staff to be certain Texas Lottery objectives are clearly understood to develop 
strategic solutions. Supervises account executives. 

EDUCATION 

Texas State University, BFA 
Universite Picardie Jules Verne (Amiens, France) 
U niversite Blaise Pascal (Clermont-Ferrand, France) 
Universidad Automa de Guadalajara (Guadalajara, Jalisco, MX) 

REFERENCES 

Ronnie Landez, Media Director, UM - Sony Pictures Entertainment, (512) 619-8886 
Judy Razo, Director of Marketing, Witte Museum, (210) 357-1928 
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Rachael Sperling I LatinWorks 
Agency Title: Senior Account Executive - Texas Lottery Title: Account Executive 

PROFESSIONAL PROFILE 

Rachael has been at LatinWorks for nearly three years and transitioned to the Texas Lottery business in 
Fall 2016. Since joining the team, Rachael has led several scratch ticket campaigns from briefing through 
production, co-led the FY17-18 branding campaign, and is the key point of contact for experiential 
strategic partners to fulfill non-traditional creative assets for in-stadium and live activation partners. 

Prior to joining the Texas Lottery team, Rachael co-led three accounts at LatinWorks including: The 
Target Corporation, Colgate Palmolive and Visit Austin. Her peers and clients value her work ethic, 
attention to detail and ability to have fun while doing so. 

Rachael gained valuable retail experience working on Target and Colgate where she led multiple 
categories of Target's business and successfully managed the tiered layers of producing great campaign 
work within a Fortune 50 company. 

Through her work with the Visit Austin, Rachael built a strong understanding of government initiatives. 
She had the opportunity to co-lead the rollout of the FY15-16 creative campaign and managed several 
digital video productions and digital/social executions. 

WORK HISTORY 

Dates Company Representative Clients 

2015 - LatinWorks Target, Visit Austin, Texas Lottery, Colgate 
Present Palmolive 

2013-2015 Whole Foods Market Public Relations Global Media Analyst 
Global Headquarters 

CURRENT JOB DESCRIPTION 

Manages projects from start to finish and develops a strong working rapport to meet the Texas Lottery's 
needs and goals on every project. 

EDUCATION 

The University of Texas at Austin, BS in Public Relations 
The University of Texas at Austin, Certification in Business Foundations 

REFERENCES 

Jerrod Niedermyer, Senior Media & Trends Analyst, HomeAway.com, (512) 569-9723 
Kate Lowery, Global Vice President of PR, HomeAway, (512) 657-0925 



Part 6 - Page 9 of 74 

Spencer Hanley I inlingua Language Services 
Agency Title: Account Executive - Texas Lottery Title: Account Executive 

PROFESSIONAL PROFILE 

As an Account Executive at inlingua for over one year, Spencer's duties include account and project 
management for multiple corporate accounts. In addition, he conducts quality control on multilingual 
interpretation projects and translation projects in multiple languages, among other responsibilities. His job 
also includes scheduling and managing all interpretation assignments for inlingua. He possesses 
excellent interpersonal and communication skills and an ability to collect information in a clear and 
precise way. Spencer has an ability to handle multiple tasks effectively and simultaneously. 

WORK HISTORY 

Dates Company Representative Clients 
2017 - inlingua Leander ISO, Eanes ISO, Travis County District 
Present Attorney's Office, Cisco, Highland Park ISO, City 

of Carrollton, Texas Lottery 

CURRENT JOB DESCRIPTION 

Manages projects from start to finish and develops a strong working rapport to meet the Texas Lottery's 
needs and goals on every project. 

EDUCATION 

Austin Community College, AA in Foreign Language (Japanese) 
Texas State University, Bachelors in General Studies; Japanese, International Studies, and Sociology 
(Currently enrolled) 

REFERENCES 

Isabel Ceballos, Leander ISO, (512) 570-0333 
Isabel Dalke, District Attorney's Office, (512) 854-9643 
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Megan Trumeter I LatinWorks 
Agency Title: Account Executive - Texas Lottery Title: Account Executive 

PROFESSIONAL PROFILE 

Megan began her advertising and marketing career at SicolaMartin where she conceptualized and 
executed event outreach for The Texas School for the Deaf's campaign and gained valuable experience 
working with non-profits. Megan gained knowledge in branding and event coordinating when working in 
her marketing role at Chuy's Restaurants. Megan also has a number of years of experience working in 
Human Resources for The University of Texas at Austin. In this role, she implemented and communicated 
several employment policy changes within her division. She also worked on special projects, annual 
merits and served on both the staff council and student recognition committee. 

In 2015, Megan joined LatinWorks to support the Texas Lottery team. Megan quickly become an integral 
member of the account team and Agency; consistently increasing her knowledge of project management, 
traffic, production, digital and promotions, she has worked to be a valuable member to the Texas Lottery 
team. 

WORK HISTORY 

Dates Company Representative Clients 
2015 - Present LatinWorks Texas Lottery 

2010-2015 The University of Texas Division of Housing and Food Human Resources 

2012 - 2013 Chuy's Restaurants Chuy's Marketing Team 

2012 SicolaMartin The Texas School for the Deaf 

2012 The Texas Observer Texas Observer Marketing Team 

CURRENT JOB DESCRIPTION 

Manages campaigns and non-campaign projects from start to finish, assists with billing, develops a strong 
working rapport to meet the Texas Lottery's needs and goals on every project. 

EDUCATION 

The University of Texas at Austin, BS in Advertising 
The University of Texas at Austin, Certification in Business Foundations 

REFERENCES 

Melanie Grice, Director of Human Resources, The University of Texas at Austin, (512) 471-5031 
Emily Gartner, Marketing Assistant, Chuy's Restaurants, (512) 370-2654 
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Valerie Cruz I LatinWorks 
Agency Title: Assistant Account Executive - Texas Lottery Title: Junior Account Executive 

PROFESSIONAL PROFILE 

Valerie Cruz joined LatinWorks in 2016 with experience and passion for successfully building brands and 
customer relationships using creative strategies. Since then, she has continued to support the account 
service and experiential team by aiding in the management of multiple campaigns, coordination of 
projects and deadlines, and client financials. Her past experience working at various firms has given her a 
strong skill set in media relations, publicity management, event planning and coordinating, social media, 
research, and marketing. Valerie began her career working for Study Breaks Magazine, where she 
assisted in developing and expanding the marketing efforts of the magazine. She also created social 
media content and acted as the liaison between organizations and promotional events and marketing 
opportunities for the magazine. 

Valerie later worked for Kristy Ozmun PR, where she performed client and media research, assisted with 
media contacts, and created social media content. She also gained valuable experience working and 
drafting press releases and pitches for big clients. At her next publicity role at Giant Noise, Valerie worked 
on managing media lists on Cision databases and drafting press materials for multiple projects and 
clients. Valerie also worked for several years in the Division of Housing and Food Services for the 
University of Texas at Austin where she marketed Residence Life, university services, and life-skill 
programs and events. 

WORK HISTORY 

Dates Company Representative Clients 

2016 - Present LatinWorks Texas Lottery 

2013-2016 The University of Texas Division of Housing and Food Services 
Residence Life 

2016 Giant Noise Deep Eddy Vodka, Home Slice Pizza, Hotel 
Granduca, Flix Brewhouse 

2015 Kristy Ozmun PR Central Market, Longhorn Network, St. 
David's Foundation, ETEC 

2015 Study Breaks Magazine N/A 

CURRENT JOB DESCRIPTION 

Provides support to the account service team to ensure projects are on strategy, meet deadlines and are 
within budget. 

EDUCATION 

The University of Texas at Austin, BS in Public Relations 
The University of Texas at Austin, Certification in Business Foundations 

REFERENCES 

Tiana Lindberg, Complex Coordinator, The University of Texas at Austin, (512) 471-2721 
Kris Ferraro, Account Director, Giant Noise, (512) 382-9017 
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Micaela Acosta I LatinWorks 
Agency Title: Account Coordinator - Texas Lottery Title: Account Coordinator 

PROFESSIONAL PROFILE 

Micaela began her professional career in an accounting and customer service roll for the City of Austin 
Planning and Development Review Department. In this role, she processed invoices and balanced and 
reconciled the cashier's office. Her attention to detail was imperative for successfully managing the 
organization's finances. Micaela exhibited abilities that are necessary to ensure essential account 
processes were handled properly, such as excellent communication skills and attention to detail. In 
addition to the City of Austin Planning and Development Review Department, Micaela accepted a Director 
of First Impressions/Physical Therapy Technician position for Texas Physical Therapy Specialists in 2012. 
Her main responsibilities included guiding patients through front desk scheduling, data entry, insurance 
verification and filing. 

WORK HISTORY 

Dates Company Representative Clients 

2016 - LatinWorks Texas Lottery 
Present 

2015 - City of Austin Planning N/A 
Present and Development Review 

Department 

2012 - 2015 Texas Physical Therapy N/A 
Specialists 

CURRENT JOB DESCRIPTION 

Provides administrative support to the account service team. 

EDUCATION 

Austin Community College, BS in Business Administration (degree in progress) 
Texas Tech University, 2010-2011 

REFERENCES 

Cassandra Alexander, Financial Consultant, City of Austin Planning and Development Review 
Department, (512) 762-0602 
Brett Neilson, Clinic Director, Texas Physical Therapy Specialists, (206) 940-9421 
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Erica Ross I LatinWorks 
Agency Title: Director, Strategic Planning - Lottery Title: Account Planner 

PROFESSIONAL PROFILE 

Erica is a Creative and Cultural Insights Strategist whose career has been centered on illuminating the 
multicultural consumer experience. Prior to joining LatinWorks, Erica led a thriving insights consultancy 
where she worked with companies such as General Motors, PepsiCo and Nestle to help them develop 
and market their products and services in a way that is differentiated, inspiring and culturally-relevant. 
Prior to that, she was a senior researcher and strategist at Flamingo International, a UK-based brand 
strategy consultancy, where she traveled throughout the U.S. and Latin America helping clients such as 
L'Oreal, Google and Diageo understand and connect with their target audiences. She is also a lead 
facilitator and trainer, and leads workshops educating diverse audiences on concepts such as 
communication, creative problem-solving and conflict diffusion. 

At LatinWorks Erica leads a team of experienced strategists and communication planners who specialize 
in understanding consumer attitudes and behaviors, as well as key market trends. She identifies insights 
and opportunities to help build the Texas Lottery business. Erica acts as an internal catalyst to convert 
information into inspiration for the development of creative ideas. 

WORK HISTORY 

Dates Company Representative Clients 
2017 - LatinWorks Texas Lottery, Visit Austin, Mars, Casper 
Present 

2015 - 2017 Erica K. Ross, LLC Egg Strategy, Added Value, Sylvain Labs, Ernst & 
Young 

2014 - 2016 Flamingo Int'l Google, L'Oreal, Diageo, Kellogg's, Marriott 

CURRENT JOB DESCRIPTION 

Leverages industry-available research and other information and inputs to bear on accounts in order to 
bring a greater degree of consumer insight to advertising. 

EDUCATION 

Fairleigh Dickinson University, MA in Business Administration 
University of Massachusetts, BA in Development Economics in Latin America 
DePaul University, Certificate in Qualitative Research Methods 

REFERENCES 

Katalin Kleemann, Director, Flamingo International, (347) 754-2276 
John Reid, President, JMReid Group, (856) 397-6157 
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Andrea Bohorova I LatinWorks 
Agency Title: Senior Account Planner - Texas Lottery Title: Account Planner 

PROFESSIONAL PROFILE 

Andrea is currently an Account Planner at LatinWorks. In her current role, she supports her client's new 
and ongoing initiatives while actively seeking to identify insights and cultural trends that can help drive the 
client's business forward. 

Andrea has over eight years of experience in marketing and advertising, focusing mostly on digital media. 
Through her time at Millward Brown and Ipsos she helped some of the biggest media agencies like 
Mindshare, MEC, Carat, and Vizeum, measure the effectiveness of their online advertising campaigns. 
She has led various research projects across multiple categories (CPG, auto, pharma, finance, etc.) 
utilizing both quantitative and qualitative research. Additionally, during her time at the publisher 
POPSUGAR, she helped guide the client's content strategy by constantly providing them with relevant 
insights, trends and best practices. 

WORK HISTORY 

Dates Company Representative Clients 
2017 LatinWorks Texas Lottery, MLB, Mars (Snickers, M&M's, Twix, 

Pedigree), Casper 

2015-2016 POPSUGAR Hilton, BIC, Chevrolet, Weight Watchers 

2015-2015 Ipsos Google, HBO Latin America, Univision 

2010-2015 Millward Brown Digital Mindshare, MEC, Carat, Vizeum, McGarry Bowen, 
Yahoo! 

CURRENT JOB DESCRIPTION 

Leverages industry-available research and other information and inputs to bear on accounts in order to 
bring a greater degree of consumer insight to advertising. 

EDUCATION 

Instituto Tecnologico de Monterrey, BBA in Marketing 
The University of Texas at Austin, Anthropology Certificate 

REFERENCES 

Randi Adler, Vice President Media Practice, Millward Brown Digital, randLadler@millwardbrown.com 
Stefan Sellberg, Senior Vice President Digital Media Group, Millward Brown Digital, 
stefan.sellberg@millwardbrown.com 
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Celina McGraw I LatinWorks 
Agency Title: Senior Account Planner - Texas Lottery Title: Account Planner 

PROFESSIONAL PROFILE 

Celina is a Brand Planner at LatinWorks currently working on Texas Lottery, Domino's Pizza, Thrivent, 
Starbucks and Visit Austin. Celina supports our client's new and ongoing initiatives while actively seeking 
to identify new business insights and cultural trends that can help drive their businesses forward. She 
manages and analyzes quantitative and qualitative research, identifies consumer tensions and 
idiosyncrasies to develop strong creative briefs and brand positioning, and works with creative teams to 
provide strategic direction during campaign development. 

With 9 years of advertising experience under her belt, Celina brings with her skills in both brand and 
media strategy from leading agencies including GSD&M, The Richards Group and FCB New York. She 
has worked on various accounts covering retail, QSR, healthcare, food service, and grocery. She 
graduated with a B.S. in Advertising along with certifications in Business Foundations and Multicultural 
Communication from The University of Texas at Austin. 

WORK HISTORY 

Dates Company Representative Clients 
2017 - LatinWorks Texas Lottery, Domino's Pizza, Thrivent, 
Present Starbucks, Visit Austin 

2012-2015 GSD&M Popeyes, Sport Clips, Seton, RadioShack, Sysco 

2010 - 2012 LatinWorks Domino's Pizza, Marshalls, Texas Lottery, H-E-B 

CURRENT JOB DESCRIPTION 

Leverages industry-available research and other information and inputs to bear on accounts in order to 
bring a greater degree of consumer insight to advertising. 

EDUCATION 

The University of Texas at Austin, BS in Advertising 
The University of Texas at Austin, Certifications in Business and Multicultural Communication 

REFERENCES 

Jennifer Leuenberger Smith, Regional Advertising Manager, Popeyes, Jen@zinod.com, (512) 743-3438 
Jodie Dover, former Director, GSD&M, Jodie.Dover@centro.net, (512) 619-1149 
Phillip Joyner, AMD, GSD&M, Phillip.joyner@gsdm.com, (512) 656-4516 
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Nicole Arena I LatinWorks 
Agency Title: Media Director - Texas Lottery Title: Media Director 

PROFESSIONAL PROFILE 

Nicole has holistic experience effectively leading teams across all traditional and digital media channels. 
During her tenures at Deutsch LA and GSD&M she has successfully managed large multi-account teams 
including media planners & buyers, social planners, search and ad operations personnel. She 
demonstrates leadership, consistency and clear communication serving as the liaison for integrated 
initiatives; working with account, strategy, creative and analytics teams to activate advertising campaigns 
and achieve client marketing goals. She prioritizes being abreast of the latest trends in advertising, 
marketing and media to bring new strategic opportunities to clients. She is recognized in the industry for 
her forward-thinking application of digital trends and emerging technology. She is also a recipient of the 
prestigious American Association of Advertising Agencies (4As) Monty McKinney Award. 

WORK HISTORY 

Dates Company Representative Clients 
2017 LatinWorks Texas Lottery 

2014 - 2017 GSD&M Whole Foods Market, Shutterfly, Stainmaster 

2011 - 2014 Deutsch LA Fresh&Easy Neighborhood Market, California Milk 
Advisory Board, Diamond Brands (Kettle Brand 
Chips, Pop Secret, Emerald Nuts, Diamond Nuts 
of CA), WeliPoint/Anthem, Avvo 

CURRENT JOB DESCRIPTION 

Oversees management of all media strategies, planning and buying. Presents media plans, as needed, 
including objectives, strategic research and demographic analysis. Supervises the development and 
execution of media plans including digital and social. 

EDUCATION 

San Diego State University, BS in Marketing, Minor Sociology 

REFERENCES 

Jackie Coffey, Director of Performance Marketing, Butler, Shine, Stern & Partners, (617) 953-1116 
Kelly Clarke, VP Group Media Director, Deutsch LA, (857) 222-2195 
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Adrian Calderon I LatinWorks 
Agency Title: Associate Media Director - Texas Lottery Title: Media Supervisor 

PROFESSIONAL PROFILE 

Adrian has been in the media advertising industry for over ten years, contributing to the success of 
notable accounts including McDonald's, Papa John's, Nationwide Insurance, Army National Guard and 
most recently Texas Lottery. His love for advertising and the media industry is showcased by his passion 
for high level work that has made him an asset in leading consumer-focused, strategic, and integrated 
media campaigns for all of his accounts. 

Prior to joining LatinWorks, Adrian worked at top ad agencies including Forward Thinking Media, LTD., 
RJC Advertising, Baltimore based agency CACI, Inc. Federal, and Dallas based agency TM Advertising. 

Since joining LatinWorks, Adrian has been recognized as a standout media professional being nominated 
3 times by Austin Ad Fed for the Media Planner of the Year Big Wigs award. 

WORK HISTORY 

Dates Company Representative Clients 
2013 - LatinWorks Texas Lottery 
Present 

2010-2013 Forward Thinking Media, Icon Homes, Mountain Dreams Publishing 
LTD. 

2009 - 2010 RJC Advertising McDonalds, Papa John's, San Jacinto College, 
New Mexico Gas Company, Firestone Tires 

2006 - 2009 TM Advertising Nationwide Insurance 

2006 - 2006 CACI, Inc. Federal Army National Guard, NSA 

CURRENT JOB DESCRIPTION 

Responsible for all media activities, including developing the media plan and selecting media to achieve 
marketing objectives within a predetermined budget. Supervises planners and buyers and serves as 
Texas Lottery contact. 

EDUCATION 

University of Texas at EI Paso, BS in Media Advertising and Marketing 

REFERENCES 

Griselda Oaxaca, Marketing Director, EI Paso Cosmetic Surgery, (915) 630-3100 
Joy Andrews, Media Supervisor, CACI, Inc Federal, (540) 455-6169 
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Sarah Jarvis I LatinWorks 
Agency Title: Associate Media Director - Texas Lottery Title: Media Supervisor 

PROFESSIONAL PROFILE 

Sarah has been a part of the LatinWorks team since March of 2013. Prior to moving to Austin, she spent 
almost six years in Chicago working at OMD and Starcom. It was in Chicago that she was able to gain the 
knowledge and understanding of strategic media planning and buying. At that time, Sarah was lucky to be 
chosen to have a hybrid role in the early stages of her career, developing media plans for both traditional 
and digital platforms. At LatinWorks, she uses her past experiences to find unique and integrated 
opportunities for clients. In August of 2013, Sarah joined the Texas Lottery team to lead all digital 
initiatives and launch the traditional brand into the emerging platform. 

WORK HISTORY 

Dates Company Representative Clients 
2013 - LatinWorks MLB, Texas Lottery, Visit Austin, Aio Wireless, 
Present Fusion, RadioShack, MLB, Jamba Juice, Texas 

Lottery 

2011 Starcom XBOX (Microsoft) 

2008 OMD National McDonald's and Intel 

CURRENT JOB DESCRIPTION 

Responsible for all media activities, including developing the media plan and selecting media to achieve 
marketing objectives within a predetermined budget. Supervises planners and buyers and serves as 
Texas Lottery contact. 

EDUCATION 

The University of Arizona, BS in Business Administration, 2007 
Eller College of Management, Marketing and Minor in Communications 

REFERENCES 

Jaime Clausen, Freelance, (847) 707-4847 
Justin Gray, Associate Media Director, Starcom, (312) 288-1799 
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Jessica Castillo I LatinWorks 
Agency Title: Media Planner - Texas Lottery Title: Media Planner 

PROFESSIONAL PROFILE 

Jessica joined LatinWorks with a passion for advertising developed during her time at the University of 
Texas at Austin, and as a Creative Specialist Intern at Four Kicks Marketing. At UT she successfully 
completed the Texas Media Sequence and McCombs Business Foundations Program earning her both a 
Bachelor's of Science in Advertising degree and BFP Certificate. At Four Kicks Marketing, Jessica honed 
her consumer behavior analysis and engagement skills as part of the team developing digital media and 
social strategy, implementation and optimization of content and marketing programs for the agency's 
clients and key stakeholders. As a media planner, Jessica focuses on the key steps involved in planning, 
execution and reporting on digital campaigns. She regularly reviews vendors and provides POVs to 
determine if they are a fit for the appropriate client. Jessica has worked on new business by pulling 
competitive reports and working with databases to compile key insights. Aside from digital, Jessica 
managed print publication vendors and was their primary point of contact. Jessica was also responsible 
for processing both print and digital billing. 

WORK HISTORY 

Dates Company Representative Clients 
2016 - LatinWorks Texas Lottery, Visit Austin 
Present 

2016-2016 Four Kicks Marketing Third Base Sports Bar, Detours Arizona, Detours 
Platinum, Detours Nevada, Inner Space Cavern 

CURRENT JOB DESCRIPTION 

Implements the process and assists with the management of the strategic and tactical execution of all 
media channels. Evaluates composition of a wide range of media vehicles to determine which would most 
effectively reach the intended audience. 

EDUCATION 

The University of Texas at Austin, BS in Advertising, Texas Media Sequence, 
The University of Texas at Austin, Business Foundations Certificate 

REFERENCES 

Jon Winton, Senior Web Developer, New York Magazine, (512) 516-9258 
Keith Turner - Operations/Partner, Four Kicks Marketing - (417) 848- 1432 
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Monica Miller I LatinWorks 
Agency Title: Junior Media Planner - Texas Lottery Title: Junior Media Planner 

PROFESSIONAL PROFILE 

Monica has been with the LatinWorks team for eight months; she primarily works on the Texas Lottery 
account, partnering with print media publications to ensure timely and accurate legal notice executions. 
She recently graduated from Southwestern University, where she gained experience in marketing, 
communications and public relations. Before joining LatinWorks, Monica was the Digital Marketing Intern 
with C3 Presents!, where she collaborated with the marketing team on media relations tasks, developed 
creative copy and managed online info boxes for major music festivals on a local and national scale. 
Monica's aptitudes and experience include: project management, media relations, data analysis, content 
creation, social media marketing, event production and brand management. 

WORK HISTORY 

Dates Company Representative Clients 
2017 - LatinWorks Texas Lottery, Visit Austin 
Present 

2016-2017 Gourmet Curriculum Texas ISD 
Press, Inc 

2015-2016 C3 Presents! N/A 

CURRENT JOB DESCRIPTION 

Responsible for drafting media recommendations and plans; gathering statistics; and studying 
demographic data and consumer profiles. May also track and analyze advertising expenditures. 

EDUCATION 

Southwestern University, BA in Sociology and Communication Studies 

REFERENCES 

Jan Garber, Owner and President, Gourmet Curriculum Press, (800) 900-2290 
Zoe Cordes Selbin, Associate Marketing Director, C3 Presents!, (512) 478-7211 



Part 6 - Page 21 of 74 

Victoria Carasa I LatinWorks 
Agency Title: Junior Media Planner - Texas Lottery Title: Junior Media Planner 

PROFESSIONAL PROFILE 

Victoria's experience spans 4 years in marketing, communications, public relations and compliance 
functions across marketing, media, aviation, and finance industries. Victoria currently works as an 
Assistant Media Planner at LatinWorks where she develops, executes, tracks, and optimizes strategic 
and interactive media plans across traditional and digital spaces. She coordinates and manages day-to
day media activities and communications for LatinWorks clients to foster long-term relationships. Victoria 
works closely with account management, digital and finance teams for operational efficiencies, develops 
and delivers client presentations, and negotiates with media vendors on behalf of clients. 

As an Account Coordinator working on site at Airbus Latin America, Victoria produced engaging editorial 
content for internal and external web, digital, and broadcast channels, and served as a proofreader for all 
publications. She collaborated with several international marketing agencies on media relations tasks, 
managed the budget and coordinated domestic and international aviation related corporate events. 

At HSBC Private Bank, Victoria worked in a compliance function to ensure client's accounts aligned with 
company policy and presented regular status reports to executives in a multicultural and high 
performance culture. 

Victoria's aptitudes and experience include project management, data analysis, content creation, social 
media marketing, event production and brand management. Victoria has bilingual oral and written 
proficiency in English and Spanish. 

WORK HISTORY 

Dates Company Representative Clients 
2016 - LatinWorks Texas Lottery Commission, Visit Austin, Los 
Present Defensores 

2015-2016 J effreyG rou p Airbus Latin America 

2012 - 2015 HSBC Private Bank HSBC Private Bank 

2012 - 2012 Escalate Marketing Coca-Cola 
Agency 

CURRENT JOB DESCRIPTION 

Responsible for drafting media recommendations and plans; gathering statistics; and studying 
demographic data and consumer profiles. May also track and analyze advertising expenditures. 

EDUCATION 

Florida State University, BS in Marketing and Management, Minor in Communications (Magna Cum 
Laude) 

REFERENCES 

Jorge Perez, Director of Marketing, Dell, (347) 432-6638 
Liana Sucar-Hamel, Communications Manager, Airbus Latin America, (305) 776-2814 
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John Hull I LatinWorks 
Agency Title: Junior Media Planner - Texas Lottery Title: Junior Media Planner 

PROFESSIONAL PROFILE 

John assists in the development of media strategies and tactics for assigned clients, including target 
audience research, geographic analysis, competitive analysis, media mix development, and media 
standpoint POVs. He keeps up-to-date on trade industry developments and trends that are directly 
relevant to the agency's media client categories. As the primary point of contact for media vendors, John 
develops and maintains relationships that contribute to the agency's success. He assists with ad tracking, 
quality assurance, and billing for digital and OOH media buys. 

WORK HISTORY 

Dates Company Representative Clients 

2016-2017 LatinWorks Texas Lottery Commission 

2015-2016 Blue Sky Blue Sky (in-house) 

2011 - 2014 West Campus Books West Campus Books (in-house) 

CURRENT JOB DESCRIPTION 

Responsible for drafting media recommendations and plans; gathering statistics; and studying 
demographic data and consumer profiles. May also track and analyze advertising expenditures. 

EDUCATION 

The University of Texas at Austin, BA in Advertising 

REFERENCES 

Brad North, Chief Marketing Officer, West Campus Books, (832) 439-6148 
Robin Green, Director of Operations, West Campus Books, (512) 585-3834 
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Chloe King I LatinWorks 
Agency Title: Group Media Buying Director - Texas Lottery Title: Media Director 

PROFESSIONAL PROFILE 

. Chloe graduated from The University of Texas in Austin with a B.S. in Advertising. She then began 
working at GSD&M Idea City in Austin, TX as a Media Buyer on Wal-Mart, MasterCard, Texas Lottery and 
several others accounts. In 1996, Chloe moved to Dallas, TX and became a Media Planner at Temerlin
McClain, where she created both national and local media plans for Just My Size, Long John Silver's and 
Kings Dominion. 

Eventually, Chloe moved back to Austin, TX to be the Media Director at the Lee Tilford Agency. As the 
Media Director she supervised and managed a $2.5 million media budget and handled all media 
responsibilities for the agency. In 1999, she retumed to GSD&M as a Senior Media Buyer and spent 
almost ten years negotiating media buys for AT&T, BMW, MasterCard, DreamWorks and several other 
accounts. In 2008 Chloe joined LatinWorks as the Media Buying Director and helped launch the new 
media department for the agency. 

WORK HISTORY 

Dates Company Representative Clients 
2008 - LatinWorks Domino's Pizza, Marshalls, H-E-B, Texas Lottery, 
Present Stripes 

1999 - 2007 GSD&M AT&T, BMW, MasterCard, AARP, U.S. Air Force, 
DreamWorks, Wal-Mart, Chili's Grill & Bar, 
Pennzoil, and TxDOT 

1997 -1999 Lee Tilford Agency Woods Fun Center, EZ Pawn, Henna Chevrolet, 
Waco Tribune Herald, Antiqueland 

1996 -1997 Temerlin-McClain Just My Size, Long John Silver's, Kings Dominion 

1995 -1996 GSD&M Wal-Mart, MasterCard, Texas Lottery, Chili's Grill 
& Bar 

CURRENT JOB DESCRIPTION 

Oversees management of all media strategies, planning and buying. Presents media plans, as needed, 
including objectives, strategic research and demographic analysis. Supervises the development and 
execution of media plans including digital and social. 

EDUCATION 

University of Texas at Austin, BS in Advertising 

REFERENCES 

Mary Ellen Bruno, VP/Buying Director, GSD&M, (512) 242-4736 
Michael McAlone, Vice President Business Development, Univision Networks, (214) 758-2463 
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Amy Dobrinski I LatinWorks 
Agency Title: Media Buying Supervisor Texas Lottery Title: Media Buyer 

PROFESSIONAL PROFILE 

With over twenty years of media experience, Amy brings an in-depth knowledge and understanding of the 
industry. She has worked across various categories for brands including Wal-Mart, Best Buy, Macy's, 
Dodge/Jeep/Chrysler, Mercedes, Miller Coors, and SBC/AT& T. Amy has experience buying local 
broadcast media for TV, radio and cable in the majority of the top 10 markets in the country. Her expert 
negotiating skills have allowed her to leverage above-the-mark media buys while maintaining outstanding 
relationships with media vendors. At LatinWorks, Amy has executed both General Market and Hispanic 
TV and Radio buys in top local markets for Texas Lottery and Goya, and previously for Aio Wireless, 
Heinz, Stripes, Jamba Juice, Cazadores, Domino's Pizza, Marshalls and H-E-B. 

Amy began her career at GSD&M and after six years, transferred to their Chicago office. From there, she 
went on to work at top media agencies, Starcom Worldwide and PHD. After surviving six Chicago 
winters, Amy returned to Austin to join LatinWorks. 

WORK HISTORY 

Dates Company Representative Clients 
2010 - LatinWorks Texas Lottery, Goya Foods 
Present 

2010-2010 Door Number 3 CEDRA Clinical Research, Blood Center of 
Central TX 

2007 - 2009 PHD Dodge/Jeep/Chrysler, Cricket Wireless, Mercedes 

2005 - 2007 Starcom Worldwide Macy's, Best Buy, Heinz, Miller, Allstate, Suzuki, 
Applebee's, Washington Mutual 

1997 - 2005 GSD&M SBC (now AT&T), Wal-Mart, Brinker. MasterCard, 
Air Force 

CURRENT JOB DESCRIPTION 

Negotiates with media sales representatives to buy and place advertising for the Texas Lottery, calculates 
rates and budgets, and ensures that ads appear as specified. Also responsible for negotiating added
value opportunities. 

EDUCATION 

University of Texas at Austin, BS in Advertising, Business Foundations Program 

REFERENCES 

Mary Ellen Bruno, V.P. Media Operations, GSD&M, (512) 242-4456 
Caryn Scheer, Former Buying Director, Starcom, (773) 750-1632 
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Amy Prieto I LatinWorks 
Agency Title: Senior Media Buyer - Texas Lottery Title: Media Buyer 

PROFESSIONAL PROFILE 

Amy was born in Washington D.C. and moved to Austin upon attending college at The University of 
Texas. Amy graduated from the University of Texas in 1991 with a Bachelor's degree in Advertising. Amy 
has worked as a Senior Media Buyer at advertising agencies both small and large, including working for 
over 13 years at GSD&M. 

She has over 20 years of General Market and Hispanic media buying experience, including broadcast 
media buying for accounts such as Wal-Mart, AT&T, Chili's Grill and Bar, DreamWorks, BMW, Hallmark 
and The U.S. Air Force. In addition to broadcast, Amy has experience in print and online media planning 
and buying for brands including Samuels Diamonds, Ashley Furniture, Smooth Solutions and the Texas 
Beef Council. 

WORK HISTORY 

Dates Company Representative Clients 
2012 - LatinWorks Goya, Stripes, Radio Shack, Heinz, Domino's, 
Present Marshalls, Aio Wireless, Fusion, Texas Lottery 

2008 - 2012 AdVerve Gitanjali USA (Samuels Diamonds), Ashley 
Furniture, Immediate Care, Smooth Solutions, 
VeinSolutions, Texas Beef Council 

1995 - 2007 GSD&M AARP, AT&T, DreamWorks, Bank of America, 
Fritos, Wal-Mart, Pennzoil, Chili's Grill and Bar, 
MasterCard, Hallmark, U.S. Air Force 

CURRENT JOB DESCRIPTION 

Negotiates with media sales representatives to buy and place advertising for the Texas Lottery, calculates 
rates and budgets, and ensures that ads appear as specified. Also responsible for negotiating added
value opportunities. 

EDUCATION 

The University of Texas at Austin, BS in Advertising 

REFERENCES 

Yolanda Aquino, V.P. Broadcast Buying Director, GSD&M, (512) 242-4736 
Mia Vieira, Integrated Media Supervisor, KSM South, (512) 579-4660 
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Lauren Geoffroy I LatinWorks 
Agency Title: Senior Media Buyer - Texas Lottery Title: Media Buyer 

PROFESSIONAL PROFILE 

Lauren graduated from Southwestern University with a B.A. in Communications. After a small stint in 
teaching, she started her media career at GSD&M where she worked on global brands such as AT&T, 
BMW, Wal-Mart and MasterCard. After getting her feet wet in the agency world, she began working at 
LatinWorks in 2008 as the Assistant Media Buyer on Domino's Pizza. After a year of assisting, Lauren 
was promoted to Media Buyer and then to Senior Media Buyer in 2015. 

With over 11 years of experience, Lauren has played an integral role at LatinWorks within the media 
department. Over the years, she has helped the department grow by lending a hand to new business 
pitches, and has implemented standard processes and procedures for the buying team. Lauren prides 
herself on having outstanding relationships with media vendors, and is able to negotiate stellar media 
buys and added value promotions for Texas Lottery as well as other clients. Lauren has extensive 
experience in negotiation, stewardship and post buy analysis for General Market and Hispanic TV and 
Radio. 

WORK HISTORY 

Dates Company Representative Clients 
2008 - LatinWorks Texas Lottery, Goya, Aio Wireless, Stripes, 
Present Domino's Pizza, Marshalls, H-E-B, Heinz 

2006 - 2007 GSD&M AT&T, BMW, Wal-mart, Chili's Grill & Bar, 
MasterCard, AARP, Air Force 

CURRENT JOB DESCRIPTION 

Negotiates with media sales representatives to buy and place advertising for the Texas Lottery, calculates 
rates and budgets, and ensures that ads appear as specified. Also responsible for negotiating added
value opportunities. 

EDUCATION 

Southwestern University, BA in Communications 

REFERENCES 

Ginny Schoggins, Senior Account Executive, Emmis Radio (512) 748-6760 
Mikaela Soto, Senior Account Executive, iHeart Radio (512) 689-8052 
Joe Silva, Senior Account Executive, Univision Radio (214) 525-2697 
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Jacquelyn Fisk I LatinWorks 
Agency Title: Junior Media Buyer - Texas Lottery Title: Junior Media Buyer 

PROFESSIONAL PROFILE 

Jacquelyn began her marketing career as an account management intern at LatinWorks. She then 
transitioned to a public relations firm in San Antonio, where she assisted with event logistics and crisis 
management press releases. After completing her degree, Jacquelyn returned to LatinWorks to pursue 
her career in media. 

WORK HISTORY 

Dates Company Representative Clients 
2016 - LatinWorks Junior Media Buyer - Texas Lottery, Goya 
Present 

2014-2016 LatinWorks Media Billing Coordinator - Texas Lottery, Goya, 
Domino's Pizza, Stripes Stores 

2012 Aguillon & Associates Intern - Girl Scouts of Southwest Texas 

2011 LatinWorks Intern - Lowe's, Marshalls 

CURRENT JOB DESCRIPTION 

Assists the Media Buyer with negotiating media, entering rates and makegoods and following up on 
invoice discrepancies. 

EDUCATION 

The University of Texas at San Antonio, BA in Communications and Public Relations, 2013 

REFERENCES 

Melissa Aguillon, CEO, Aguillon & Associates, (210) 254-9160 
Beth Dobbs, CEO, Bar Media, (954) 261-6612 
Ray Dobbs, COO, Bar Media, (512) 656-6798 
Kelly Garza, Zone Manager, Local Community News, (210) 478-9473 
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Gabriel Garcia I LatinWorks 
Agency Title: Executive Creative Director - Texas Lottery Title: Creative Director 

PROFESSIONAL PROFILE 

Gabriel is the Executive Creative Director at Latinworks, one of the most respected and awarded 
advertising shops in the Hispanic space. He joined the agency in 2008 as Creative Director. Upon his 
arrival, he led a team that created industry recognized work across a broad spectrum of categories 
including retail, home improvement, QSR, CSD and entertainment/sports among others. Throughout his 
time at the agency he has contributed to both its growth and evolution, having participated in numerous 
new business wins. Most recently he headed the development of work for a range of agency clients that 
include Target, Jack Daniel's, Mars, Domino's Pizza and MLB among others. 

Prior to LatinWorks, Gabriel was Executive Creative Director at Cultura Advertising. As a founding 
member of the agency, Gabriel helped transform the shop from fledgling start-up to one of the fastest 
growing Hispanic agencies in the country at the time. He assembled and led a creative team that would 
go on to win important new business initiatives and created thought-provoking work for clients including 
Mercedes Benz, Johnson & Johnson, Roche pharmaceuticals, Kimberly-Clark, Shell Oil and Lowe's 
among others. 

WORK HISTORY 

Dates Company Representative Clients 
2008 - Present LatinWorks Target, Jack Daniel's, Mars, PepsiCo, Major 

League Baseball, Marshalls, Domino's Pizza, 
Anheuser-Busch, Texas Lottery 

2003 - 2008 Cultura Advertising Mercedes Benz, Kimberly-Clark, Johnson & 
Johnson, Roche Pharmaceuticals, Snickers, 
Lowe's, Shell Oil 

2000 - 2003 Dieste & Partners / Grupo Kraft Foods, Sprint PCS, Old Navy, Presbyterian 
Samba Hospital 

1996 - 2000 Freelance Copywriter H&R Block, Hyundai Motors, Clorox, JC Penney 
Insurance 

CURRENT JOB DESCRIPTION 

Oversees all creative projects and staff and is responsible for the overall quality of work produced by the 
creative department. Manages creative projects from concept to completion and translates marketing 
objectives into creative strategies. Leads and directs the creative team in the production of advertising 
and marketing concepts. Responsible for the creative execution across all channels including digital, 
social, and experiential. 

EDUCATION 

Southwestern College, Studied Business Management 
Babson College, Wellesley, Advanced Management Program 

REFERENCES 

Jesus Ostos, Senior Brand Manager, Jack Daniel's North America, (502) 774-7562 
Greg Knipp, CEO, Dieste, (214) 762-3513 
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Luis Sanchez I LatinWorks 
Agency Title: Creative Director - Texas Lottery Title: Creative Director 

PROFESSIONAL PROFILE 

After completing undergrad studies in Psychology in his native town of Mayaguez, Puerto Rico, Luis 
(called "Guigo") moved to Austin where he pursued a Master's Degree in Advertising from the University 
of Texas. He joined LatinWorks as part of the creative internship program and, during the last semester of 
his Master's, was offered a full-time position at atinWorks, where he has developed his career. At 
LatinWorks, Guigo has fulfilled roles across all levels of creative responsibility, participating on new 
business pitches and consumer research, in addition to his core responsibilities in creative development 
and direction. In his 10 years at LatinWorks, it's safe to say that Guigo has worked on most of the brands 
in the agency roster of client-partners, including the Texas Lottery. 

Throughout the years, Guigo's work has been recognized in world-class advertising award festivals 
including Festival Ibero-Americano de la Publicidad, American Advertising Awards, Wave Festival in 
Brazil, and Cannes Lions International Festival of Creativity. He is looking forward to contributing to 
similar success for the Texas Lottery. 

WORK HISTORY 

Dates Company Representative Clients 

2007 - Present LatinWorks Texas Lottery, Target, Kimberly-Clark brands, 
Jamba Juice, Jack Daniel's, Anheuser-Busch 
InBev brands, Bacardf Co. brands, Pepsi Co. 
brands, Marshalls, Domino's Pizza, Burger King, 
H-E-B, Visit Austin 

CURRENT JOB DESCRIPTION 

Oversees all creative projects and staff and is responsible for the overall quality of work produced by the 
creative department. Manages creative projects from concept to completion and translates marketing 
objectives into creative strategies. Leads and directs the creative team in the production of advertising 
and marketing concepts. Responsible for the creative execution across all channels including digital, 
social, and experiential. 

EDUCATION 

Universidad de Puerto Rico, Mayaguez, BA in Psychology 
University of Texas, Austin, MA in Advertising 

REFERENCES 

Monica Gonzalez, VP Creative Director, Grupo 5 Monterrey, NL, Mexico, monica@gcinco.com 
Ciro Sarmiento, Chief Creative Officer, Dieste Inc., Dallas, TX, (512) 716-9145 
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Alejandro Egozcue I LatinWorks 
Agency Title: Creative Director - Texas Lottery Title: Creative Director 

PROFESSIONAL PROFILE 

With more than 15 years of experience, Alejandro has led brands and marketing initiatives including the 
launch of Hilton Hotels Buenos Aires, Puerto Madero Buenos Aires Tourism, Starmedia, Casino Buenos 
Aires, MLB, Montejo Beer, Skittles, Jack Daniel's, Starbucks, Domino's Pizza, PepsiCo, Bud Light, Miller 
Lite, Burger King, Wrigley's, Mars, Dove, ESPN, Livestrong Foundation, Post, Cine Las Americas, and 
Conagra. His expertise on finding creative and unique solutions for brands has been recognized 
nationally and internationally at many festivals such as: Cannes Lions, LlA, CLIO Awards, Fiap, SOL, 
One Show, Wave, New York Festivals, USH, AHAA, and many others. He's now developing a thesis 
regarding a successful speech he gave at the New York Festivals, titled: "Unconscious Creativity," based 
on a 1 O-year observation method of how life experiences and pivotal moments can have a strong effect 
on our creative ideas. He has recently been a 2016 SXSW Interactive judge, and has also been a judge 
and a speaker at several advertising festivals. He has been a mentor for the next generation of creatives 
including teaching at The One Club Austin Creative Bootcamp. 

WORK HISTORY 

Dates Company Representative Clients 
2002 - Present LatinWorks Target, Netspend, Jack Daniel's, Mars, PepsiCo, 

Miller lite, Major League Baseball, Domino's 
Pizza, Anheuser-Busch, Burger King, ESPN, US 
Cellular, Greyhound Buses, Conagra, Cine Las 
Americas, Hennessy, Autism Speaks, Livestrong 
Foundation, Post 

1999 - 2001 HBB Argentina Hilton Hotels Buenos Aires, Puerto Madero 
Buenos Aires Tourism, Starmedia 

1998 -1999 Verdino/Bates Argentina Unilver: Impulse, Axe, 

1997 - 1998 Savaglio/TBWA Carrefour Argentina, Bank Bansud, MTV, Chivas 
Argentina Regal 

CURRENT JOB DESCRIPTION 

Oversees all creative projects and staff and is responsible for the overall quality of work produced by the 
creative department. Manages creative projects from concept to completion and translates marketing 
objectives into creative strategies. Leads and directs the creative team in the production of advertising 
and marketing concepts. Responsible for the creative execution across all channels including digital, 
social, and experiential. 

EDUCATION 

Universidad de Ciencias Empresariales y Sociales (Argentina), Bachelors in Advertising and MBA 
Escuela Superior de Creativos Publicitarios (Argentina), Conceptual Thinking, Copywriting, Art Direction 
General Assembly, User Experience (UX) Design and Programmers for Non-Programmers 

REFERENCES 

Daniel Lobat6n, Creative Director, SAATCHI & SAATCHI, New York (512) 888-5318 
Bertrand Sosa, President and Chief Marketing Officer, Rev Worldwide, Inc., (former NetSpend) (512) 
963-195 
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Keith Etter I LatinWorks 
Agency Title: Associate Creative Director - Texas Lottery Title: Associate Creative Director 

PROFESSIONAL PROFILE 

Keith has over 20 years of experience as a Graphic Designer, Art Director and Associate Creative 
Director, most recently with Leo Burnett Technology Group and LatinWorks. Keith has worked on print, 
broadcast, direct mail, promotional, point of sale and digital communications for national brands such as 
Schwinn Fitness, Sunbeam/Oster, WBBM NewsRadio, Motorola, Odyssey Cruise Lines, ESPN Deportes, 
NetSpend, Marshalls, Domino's Pizza, Lowe's, The Texas Lottery, U.S. Cellular, Budweiser, Bud Light, 
Pantaya, Visit Austin, Major League Baseball, and Target. Keith has won local, regional and national 
awards for his work for clients such as Stubb's BBQ and the SIMS Foundation. Keith was part of the team 
that developed the "#PonleAcento" campaign for MLB, which has won several awards this year including 
a Bronze Lion at Cannes and multiple Clio awards among others. Keith has been a part of the LatinWorks 
team for over 15 years. 

WORK HISTORY 

Dates Company Representative Clients 
2001 - Present LatinWorks Anheuser-Busch, U.S. Cellular, Stubb's BBQ, Dell, ESPN 

Deportes, NetSpend, Hennessy, Miller, SBC, Marshalls, 
Lowes, Domino's Pizza, Texas Lottery, Cine Las 
Americas, Target, MLB, Visit Austin 

1999 - 2001 Leo Burnett Motorola, Lucent, Sprint, Concero, SiteStuff.com, 
Technology Vignette 
Group 

1998 - 1999 TFA Motorola, Oracle, Comshare, Unicom 
Communications 

1996 -1998 ComCorp LaSalle Partners, FMC, USFreightways 

1993 - 1996 Magnani & Schwinn Fitness, Sunbeam/Oster, Baby Trend, Greater 
Associates Chicago Food Depository, WBBM Newsradio, National 

Louis University, Odyssey Cruise Lines 

CURRENT JOB DESCRIPTION 

Responsible for the preparation and production of advertising and marketing concepts. Establishes and 
maintains high internal quality by originating creative ideas, managing project timelines, adhering to 
creative briefs, and ensuring consistency of strategic branding. 

EDUCATION 

Western Kentucky University, BS in Marketing 
University of Illinois at Chicago, BA in Graphic Design 

REFERENCES 

Luis Ostos, Owner, ProForma Printing, (512) 452-4414 
Jay Friedkin, Partner/Editor, Union Editorial, (310) 738-5293 



Part 6 - Page 32 of 74 

Alberto Calva I LatinWorks 
Agency Title: Associate Creative Director - Texas Lottery Title: Associate Creative Director 

PROFESSIONAL PROFILE 

Alberto is a Copywriter and Creative Director with over fourteen years of experience in different areas of 
communications such as advertising, photography, TV broadcasting, screenwriting, and journalism. He 
was born and raised in Mexico City and is fluent in English, Spanish and German. Alberto has received 
top industry awards like the Clio Grand Prix, Cannes Lions, One Show, FlAP, and Addy's in recognition 
for his work on top brands including, MLB, Burger King, Pfizer, Jaguar, and MARS brands including 
Snicker's, Twix, Skittles, Starburst, and M&M's. 

Prior to LatinWorks, Alberto began his career as a freelance copywriter, having worked on many TV 
productions, editorials, and marketing initiatives in Mexico City. Soon after, he joined Ogilvy & Mather in 
Mexico City, where he became Associate Creative Director on accounts that included Pfizer, P&G, 
AMEX, Land Rover, and Jaguar. 

Recently, Alberto led creative for the MLB #PonleAcento campaign, which was named one of the three 
top ideas of US Hispanic Market by the US Hispanic Creative Circle in 2017. The campaign earned 
LatinWorks numerous international accolades and media mentions in The New York Times, AdWeek and 
AdAge. 

Alberto has directed multidisciplinary creative teams to create 360 Multicultural branding campaigns 
driven by emotional cultural insights for total market clients. Alberto's keen eye for detail and strategic 
mindset and proven creative leadership will make him an asset on the Texas Lottery account. 

WORK HISTORY 

Dates Company Representative Clients 
2007 - Present LatinWorks MLB, Anheuser-Busch, Domino's Pizza, Lowe's, 

Burger King, Hyundai, History Channel, Texas 
Lottery, Mars brands: Snickers, Twix, Skittles, 
Starburst, M&M's 

2005 - 2007 Ogilvy & Mather, Ogilvy Pfizer, AMEX, P&G, Land Rover, Jaguar, Nestle, 
One, Ogilvy Interactive Microsoft MSN, Gandhi Bookstores 

2000 - 2004 Freelance Creative Canal 22 (TVChannel), EI Universal (newspaper), 
Consultant Bermell6n Editorial, Alfaguara Ediciones 

CURRENT JOB DESCRIPTION 

Responsible for fostering and overseeing strategically creative excellence among their assigned client 
team. 

EDUCATION 

UNAM (National University of Mexico), Degree in Hispanic Literature 
Centro de la Imagen (Photography School) 

REFERENCES 

Abraham Quintana, Creative Director, Ogilvy & Mather Mexico, + 52 (55) 5350-1800 
Carlos Frank, Managing Partner, Bermell6n Edici6n e Imagen, + 52 (55) 5203-1554 
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Victor Rojas I LatinWorks 
Agency Title: Art Director - Texas Lottery Title: Associate Creative Director 

PROFESSIONAL PROFILE 

Victor has 14 years in the advertising industry. He has built his career working at some of Mexico's most 
recognized and highly-awarded agencies, including DDB and J. Walter Thompson. At LatinWorks, Victor 
is part of the Creative Initiative Group that leads the agency in developing innovative non-traditional ideas 
for the entire agency's client roster, providing creative solutions to overlooked opportunities. 

Victor is a talented Art Director and has won 5 Cannes Lions Awards, which is widely recognized as the 
advertising industry's most distinguished award competition. In addition, Victor was the winner of the JWT 
Global Creative Challenge, Young Guns Awards, and other prestigious industry awards. Altogether, 
Victor has been the recipient of over 60 awards and recognitions in Latin American Festivals. 

Victor has worked in accounts such as Nike, Renault, Coca-Cola Company, Kellogg's, Energizer, Red 
Cross, Chevy, and Nestle. 

WORK HISTORY 

Dates Company Representative Clients 
2011 - Present LatinWorks Chevy, Cine Las Americas, Active Life, Lowe's, 

Skittles, Domino's Pizza, Mars, Texas Lottery 

2010 - 2011 DDB Mexico VW, Fedex, McDonald's, Samsung, Energizer, 
Herdez, Movistar 

2007 - 2010 JWT Mexico Nike, Red Cross, Ford, Baskin Robbins, Walmart, 
Telmex, Bayer, Nokia, Kellogg's, Nestle, Red 
Cross 

2004 - 2007 Lowe Mexico Renault, Coca-Cola, Unilever, MTV, Quaker State, 
Burger King, Nestle 

CURRENT JOB DESCRIPTION 

Responsible for the preparation and production of advertising and marketing concepts. Establishes and 
maintains high internal quality by originating creative ideas, managing project timelines, adhering to 
creative briefs, and ensuring consistency of strategic branding. 

EDUCATION 

Universidad Del Valle de Mexico, Bachelor's degree in Graphic Design 

REFERENCES 

Hernan Ibarra Puentes, President, DDB Mexico, +52 55/9 159-8800 
Manuel Techera, VP Creative Services, JWT Mexico, +52 5729-4000 
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Karla Nava I LatinWorks 
Agency Title: Art Director - Texas Lottery Title: Art Director 

PROFESSIONAL PROFILE 

Karla has been working in advertising for over 12 years. She has a highly focused and results-oriented 
creative process and is experienced in supporting complex, deadline-driven operations. She is able to 
identify goals and priorities and resolve issues throughout campaign execution. Some of the high-profile 
brands Karla has worked on in the past include: NIKE, Nestle, Cadbury Adams & BIMBO. 

WORK HISTORY 

Dates Company Representative Clients 

2015 - Present LatinWorks Texas Lottery, Bud Light, Jamba Juice, 
Lowe's, Montejo, Domino's Pizza, Mars, 
Pantaya, Starbucks LATAM, ACVB, Visit 
Austin 

2013 - 2014 Legion Advertising BIMBO, Marinela, Tfa Rosa 

2008 - 2013 McCann Erickson Nestle Company (Nescafe, NIDO, Svelty, 
Nesquik), XBOX, Betty Crocker 

2005 - 2008 JWT NIKE, Cadbury Adams (Chiclets, Halls, 
Trident XtraCare) Nestle Company (Chocolate 
Abuelita, La Lechera) 

2003 - 2005 DRAFT FCB BIMBO, Liverpool, Tena, Banorte Bank 

CURRENT JOB DESCRIPTION 

Develops advertising creative concepts in partnership with Copywriters. Must possess solid 
understanding of the market dynamics of assigned product(s). 

EDUCATION 

Universidad Nuevo Mundo, BS in Graphic Design 

REFERENCES 

Guillermina Saucedo, Creative Director, Legion Advertising, (817) 996-2120 
Felipe Entrambasaguas, Creative Director, McCann Erickson, +52 (55) 2995-6525 



Part 6 - Page 35 of 74 

Jordan Robles I LatinWorks 
Agency Title: Digital Art Director - Texas Lottery Title: Art Director 

PROFESSIONAL PROFILE 

Jordan is an Art Director at LatinWorks, who is currently working on Domino's Pizza, MARS and Post 
Consumer brands. Jordan develops creative for use in print, digital, social, and broadcast campaigns. He 
answers creative briefs for new and ongoing initiatives from a multitude of clients while working with 
account teams to provide art direction on different projects. 

With over 5 years of creative experience as an Art Director, Jordan brings a fresh unique, eye with skills 
learned from working at agencies including GSD&M, Crispin + Porter and Bogusky, Moroch Partners and 
Columbia/Sony Pictures. He has worked on various national and global accounts including Dodge, 
Walgreens, Hilton Resorts, Applebee's, Anheuser-Busch, Braintree and Pay Pal. He is a graduate of The 
University of Texas at Austin (B.A.) and the Texas Creative Sequence Portfolio School. 

WORK HISTORY 

Dates Company Representative Clients 

2017 - Present LatinWorks Post Cereals, Mars, Domino's Pizza, Texas Lottery 

2015-2017 GSD&M Dodge, Walgreens, Hilton Resorts 

2015 CP+B PayPal, Applebee's, AB InBev 

2012 - 2015 University of Texas Texas MBA Program 

2012 Moroch Partn" oJ '-JV umbia/Sony Pictures 

CURRENT JOB DESCRIPTION 

Develops advertising creative concepts in partnership with Copywriters. Must possess solid 
understanding of the market dynamics of assigned product(s). 

EDUCATION 

The University of Texas at Austin, BA Advertising 
The University of Texas at Austin, Texas Creative Portfolio School 

REFERENCES 

Leigh Browne, GSD&M Creative Director (512) 289-9108 
Nick Garza, GSD&M, Senior Copywriter (210) 215-0867 
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Jacqueline Byrne I LatinWorks 
Agency Title: Junior Art Director - Texas Lottery Title: Art Director 

PROFESSIONAL PROFILE 

Jacqueline Byrne was born in Birmingham, England, but moved to the U.S. as a child. After receiving her 
Bachelor's Degree in Advertising, she eventually moved to Austin to get her Master's degree in 
Advertising from the University of Texas, where she graduated Summa Cum Laude. Her advertising 
experience includes working freelance at digital agency Neon Ambition and as a layout designer for an 
award-winning college publication, Talisman. 

During her time at LatinWorks, Jacqueline has had the opportunity to work on many agency accounts 
across a variety of industries: MARS, Domino's Pizza, Jack Daniel's, Starbucks and other various 
PepsiCo products. Her main clients include Texas Lottery and Visit Austin. Prior to her time at 
LatinWorks, Jacqueline received many notable awards, one of which being a prestigious D&AD Pencil, 
for global achievement in design and art direction. 

WORK HISTORY 

Dates Company Representative Clients 

2015 - Present LatinWorks Texas Lottery, Visit Austin, MARS, Domino's Pizza, Jack 
Daniel's, Starbucks, PepsiCo 

2016 Neon Ambition (freelance) Brookfield Residential, Taylored Systems, Vibe, Upmod, 
Workplace Answers 

CURRENT JOB DESCRIPTION 

Develops advertising creative concepts in partnership with Copywriters. Must possess solid 
understanding of the market dynamics of assigned product(s). 

EDUCATION 

Western Kentucky University, Bachelors of Fine Arts in Advertising, 2013 
University of Texas at Austin, MA in Advertising, 2016 

REFERENCES 

Jose Antillon, Chief Creative Officer, BBDO Costa Rica, (512) 954-3099 
Ryan Romero, Creative Sequence Professor, The University of Texas at Austin, (512) 471-1101 
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Rene Gardner I LatinWorks 
Agency Title: Senior Copywriter - Texas Lottery Title: Copywriter 

PROFESSIONAL PROFILE 

Rene is a Senior Copywriter with a career in traditional and social media copywriting. Prior to LatinWorks, 
he worked for Cultura in Dallas where he worked on Mars, Lowe's, along with the Texas Lottery. At 
LatinWorks, Rene has worked on campaigns for Bud Light, Domino's Pizza, Texas Lottery, Humana 
Vitality, PepsiCo, Target, and Starbucks among others. 

WORK HISTORY 

Dates Company Representative Clients 

2008 -Present LatinWorks Bud Light, PepsiCo, Domino's Pizza, Target, 
Starbucks and Casper, Texas Lottery 

2005 - 2008 Cultura Texas Lottery, Mars, Lowe's 

CURRENT JOB DESCRIPTION 

Responsible for original concepts and producing clear, concise and convincing writing with grammatical 
and material accuracy. Conceives and executes advertising consistent with the agreed strategy. 

EDUCATION 

Universidad Autonoma de Baja California, BA in Linguistics and Hispano-American Literature 

REFERENCES 

Alejandro Campo, Creative Director, Dieste, (214) 259-8000 
Alonso Arias, Group Creative Director, Y&R Bravo, (305) 503-8000 



Part 6 - Page 38 of 74 

Javier Peraza I LatinWorks 
Agency Title: Copywriter - Texas Lottery Title: Copywriter 

PROFESSIONAL PROFILE 

With over nine years at LatinWorks, Javier has worked on several client accounts including Chevy, 
Skittles and Lowe's and Mars. Javier adds meaningful insight to each account he works on and has 
produced award-winning creative for brands including ESPN, Music Has No Enemies and Cine Las 
Americas, the first winning best radio in the FlAP Awards and the latter recognized on the short-list at 
Cannes Advertising Award Festival. His expertise includes concepting and content development for OOH 
campaigns, integrated print and digital campaigns, and creative development for TV and radio. 

Javier was born and raised in Mexico and has lived in the U.S. for many years, providing a dynamic 
background for a career in multicultural advertising. Javier worked in Monterrey Mexico for national 
brands including Telcel (Mexico's largest telephone provider), Carl's Jr., and Mexicana de Aviaci6n. 
Javier attended the Instituto Tecnologico de Estudios Superiores de Monterrey (ITESM), completing a 
Bachelor degree in Marketing. 

WORK HISTORY 

Dates Company Representative Clients 

2008 -Present LatinWorks Chevy, Skittles, Bud Light, Cine Las Americas, 
ESPN, Dominos Pizza, Texas Lottery 

2004 - 2007 BC Mexico Telcel, Grupo Galeria, Tigres, Carl's Jr. 

2004 - 2004 RTrevifio & Asociados Axtel, Mexicana de Aviaci6n, Gigante 

CURRENT JOB DESCRIPTION 

Responsible for original concepts and producing clear, concise and convincing writing with grammatical 
and material accuracy. Conceives and executes advertising consistent with the agreed strategy. 

EDUCATION 

Instituto Tecnologico de Estudios Superiores, Monterrey, Mexico, Bachelor in Marketing 

REFERENCES 

Franco Caballero, Copywriter, Dieste, (512) 656-7969 
Rohin Bhalla, Art Director, Hecho Derecho, (512) 784-4195 



Part 6 - Page 39 of 74 

Daniel Miller I LatinWorks 
Agency Title: Copywriter - Texas Lottery Title: Copywriter 

PROFESSIONAL PROFILE 

Daniel has been working in the advertising industry for five years. He began his career as a Junior 
Copywriter at Bromley Communications in San Antonio writing for General Mills. After Bromley, he moved 
to Austin and continued to hone his craft at LatinWorks for Jamba Juice and Jack Daniels, among others. 

Daniel was born and raised just outside of New Orleans, Louisiana. He attended the University of 
Louisiana at Lafayette, where he earned his Bachelor's degree in Mass Communications. He later 
attended the University of Texas, earning his Master's in Advertising. He has developed an expertise for 
multicultural marketing and social media. At LatinWorks, Dan works on several accounts, namely 
Domino's Pizza, Mars and Post Cereal. 

WORK HISTORY 

Dates Company Representative Clients 

2015 - Present LatinWorks Jamba Juice, Post Cereals, Mars, Domino's Pizza, 
Jack Daniel's, Texas Lottery 

2014-2015 Bromley General Mills 
Communications 

CURRENT JOB DESCRIPTION 

Responsible for original concepts and producing clear, concise and convincing writing with grammatical 
and material accuracy. Conceives and executes advertising consistent with the agreed strategy. 

EDUCATION 

University of Louisiana, BA in Mass Communications 
University of Texas at Austin, MA in Advertising 

REFERENCES 

Chepe Antillon, Chief Creative Director, BBDO Costa Rica, (512) 954-3090 
David Perez, Creative Director, VML, (786) 853-2616 
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Edgar Mireles I LatinWorks 
Agency Title: Junior Copywriter - Texas Lottery Title: Copywriter 

PROFESSIONAL PROFILE 

Edgar has been working in the advertising industry for three years. He began at LatinWorks where he has 
had the opportunity to work for brands such as Budweiser, Montejo, Snicker's, M&M'S, Twix, Honey 
Bunches of Oats, Jack Daniel's, Texas Lottery, and Visit Austin. 

He attended the University of Texas Pan-American in South Texas, where he earned his Bachelor's 
degree in Mass Communications with a minor in Marketing. He later attended the Austin Creative 
Department where he developed his affinity for advertising, earning him a few ADDY awards. 

WORK HISTORY 

Dates Company Representative Clients 
2015 - Present LatinWorks Anheuser-Busch, Jamba Juice, Post Cereals, Mars, 

Jack Daniel's, Texas Lottery 

CURRENT JOB DESCRIPTION 

Responsible for original concepts and producing clear, concise and convincing writing with grammatical 
and material accuracy. Conceives and executes advertising consistent with the agreed strategy. 

EDUCATION 

University of Texas Pan-American, BA in Mass Communications, Minor in Marketing 

REFERENCES 

Rodrigo Rothschild, Creative Director, VML, (512) 653-7880 
Jose Hernandez, Creative Director, VML, (512) 507-8871 
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Scott Radigk I LatinWorks 
Agency Title: CFO/COO - Texas Lottery Title: Producer 

PROFESSIONAL PROFILE 

Scott serves Latinworks as the Chief Financial Officer/Chief Operations Officer overseeing financial and 
content production operations. He works in an integrated fashion with all departments and 
interdisciplinary team leads in the agency to ensure efficient process and financial operations. 

Scott has over 30 years of experience in advertising and has worked on clients of all sizes, operating in 
all mediums and has held positions in finance, production, account service, negotiations, and project 
management. His client experience includes General Market, as well as cross-cultural and/or Hispanic 
work. His goal is to work with all agency departments to provide the best service for our clients, and the 
best value possible for the budget with a fee made up of balance hours to scope optimum efficiency. 

WORK HISTORY 

Dates Company Representative Clients 
2009 - LatinWorks Texas Lottery, Visit Austin, Jack Daniel's, Stripes 
Present stores, Laredo Taco Company, MLB, Mars, 

Lowe's, Kimberly-Clark, Domino's Pizza, 
Anheuser-Busch, Chevrolet, HEB 

2008 - 2009 The Marketing Arm Frito-Lay, AT&T, Gillette, State Farm 

2001 - 2007 Dieste PepsiCo, Hyundai, Taco Bell, Pizza Hut, AT&T, 
Bud Light, Frito-Lay 

1999 - 2000 Ackerman McQueen Six Flags, Williams Energy, Pizza Hut, Oklahoma 
Tourism, Cricket Wireless, Leapfrog Educational 

1995 - 1999 DDB/Dallas GTE, Reebok, PepsiCo, Foot Action, Hampton 
Inn, Dallas Morning News 

1985 -1994 Leo Burnett McDonald's, United Airlines, Fruit of the Loom, 
Beef Industry Council, Allstate, Kellogg, P&G, 
Reebok, Miller Lite 

CURRENT JOB DESCRIPTION 

Manages production of a variety of projects. Duties include project planning, workflow management, 
vendor negotiations, cost control, quality control and logistical coordination. 

EDUCATION 

Governors State University, BA in Business Administration/Marketing 
Oklahoma City University, MBA, Marketing 
University of Dallas, MA, Accounting 
University of Texas, Certificate, Project Management Professional 

REFERENCES 

Tom Kirkhart, Chief Marketing Officer, Circle R Productions, (972) 839-1460 
Pam Gross, Industry Education & Leadership Initiatives, Association of National Advertisers, (212) 455-
8008 
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Amy Duplan I LatinWorks 
Agency Title: Senior Business Manager - Texas Lottery Title: Production Manager 

PROFESSIONAL PROFILE 

Amy has 12+ years of experience in advertising, broadcast business, TV & radio production, talent 
payments/negotiations, and account management. Amy's professional accomplishments include 
management of $1 MM+ TV production budgets, talent negotiations and usage of third party rights for 
broadcast, web and print. She has experience executing legal clearances of intellectual properties for 
national clients including Nationwide, Nissan, GE, Hershey's, Southwest Airlines and Heineken. In 
addition, Amy ensures agency compliance with legal issues, union performance regulations, securing of 
proper licensing for copyrighted materials and coordinating payments to suppliers. 

WORK HISTORY 

Dates Company Representative Clients 
2015 - LatinWorks Anheuser-Busch, Lowe's, MARS/Wrigley, MLB, 
Present Domino's Pizza, Pantaya, Post, Jack Daniel's, 

Texas Lottery, Red Bull, Visit Austin 

2013 - 2015 Borden Dairy/Lala N/A 

2008 - 2012 Dieste JC Penney, Nationwide, Nissan, Hershey's, 
Western Union, Southwest Airlines, Pizza Hut, 
Frito-Lay, 7-Eleven, Heineken 

CURRENT JOB DESCRIPTION 

Manages production of a variety of projects. Duties include project planning, workflow management, 
vendor negotiations, cost control, quality control and logistical coordination. 

EDUCATION 

Southwestern Michigan 

REFERENCES 

Jennifer Cross, (214) 802-7559 
Julie McCann, (512) 289-0638 
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Michael McLaughlin I LatinWorks 
Agency Title: Broadcast Producer - Texas Lottery Title: Producer 

PROFESSIONAL PROFILE 

Michael brings almost 25 years of industry experience in leading the production and post-production for 
various national and global brands including, but not limited to Anheuser-Busch Brand, Panasonic, 
Procter & Gamble, Miller Brewing Company, General Motors Corporation, Philip Morris, SBC, Lowe's, 
Heineken Beer, US Cellular, History Channel, Castrol Motor Oil, Kmart, McDonald's, Burger King, 
Kimberly-Clarke Brands, Starburst Candy, US Bank, Bacardi, Conagra Food Brands, Wendy's, Domino's 
Pizza, Cine Las Americas Film Festival, Texas Lottery and Chevrolet. Michael continues to strive in 
producing high quality creative that meets the agency's standards and client's expectations on each 
account he works on. 

WORK HISTORY 

Dates Company Representative Clients 
2000 - LatinWorks Texas Lottery, Domino's Pizza, Major League 
Present Baseball, Anheuser-Busch, General Motors 

1997 - 2000 Castor Advertising Anheuser-Busch, General Motors Corporation, 
Kmart, Castrol Motor Oil, Bacardi 

1988 -1997 Creative Ways McCann, Grey, BBDO, Lintas, JWT, Bozell 

CURRENT JOB DESCRIPTION 

Responsible for development and coordination of broadcast, digital and social productions. 

EDUCATION 

Manhattan College, BA in Communication Arts & American History 

REFERENCES 

Rafael Serrano, Creative Director, GSD&M, (512) 997-8127 
Joe McKay, Executive Producer, Hectic NY, (212) 607-8400 
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Chuy Hernandez I LatinWorks 
Agency Title: Broadcast Producer - Texas Lottery Title: Producer 

PROFESSIONAL PROFILE 

Chuy has been with LatinWorks for 11 years. He first started as a Junior Media Producer and quickly 
became a Broadcast Producer. In 2010, he took a year and a half break to produce two feature films. 
Upon completing his dream of having his name on the big screen, he came back to LatinWorks. 

Since then he has worked on national brands such as AT&T, Bud Light, Budweiser, Frito Lay Inc., 
PepsiCo, Kimberly-Clark, MARS Candy, Lowe's, Jack Daniel's and Texas Lottery, among others. 

Chuy consults with creative, account, and legal teams from inception of ideas through completion of 
production. He evaluates, solicits bids from, and negotiates with production companies judged to be best 
qualified to handle the particular projects at hand. Additionally, he directs the logistical flow of production 
through pre-production meetings, casting, shooting, recording, editing, music, opticals, color correction, 
and final client approval. Chuy also controls and allocates an approved budget through all phases of 
production through final vendor payment to ensure timely payment. 

WORK HISTORY 

Dates Company Representative Clients 
2011 - LatinWorks Kimberly-Clark, Anheuser-Busch, MARS, Lowe's, 
Present Texas Lottery, Visit Austin 

2010 - 2011 MadBox Media Producer of two feature length films "Malaventura" 
and "Blacktino" 

2006 - 2010 LatinWorks Junior Media Producer - PepsiCo, Bud Light, 
Domino's Pizza, Lowes, Mars 

CURRENT JOB DESCRIPTION 

Responsible for development and coordination of broadcast, digital and social productions. 

EDUCATION 

St. Edwards University, BBA in Marketing and BS in Biology 

REFERENCES 

Rob McCool, Partner/Executive Producer, Union Editorial, (512) 808-0810 
Rafael Serrano, Creative Director, GSD&M, (512) 998-8127 
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Jacqueline Beiro I LatinWorks 
Agency Title: Broadcast Producer - Texas Lottery Title: Producer 

PROFESSIONAL PROFILE 

Jacqueline is an experienced advertising production professional with a deep background in video for 
broadcast as well as integrated content. Jacqueline's strong creative project management and problem
solving skills have landed her work opportunities with campaigns for brands such as Lowe's, Com cast, 
Target, VICE, Kimberly-Clark, Domino's Pizza, Chevrolet, T-Mobile, and Mars. 

WORK HISTORY 

Dates Company Representative Clients 
2006 - LatinWorks Texas Lottery, Lowe's, Kimberly-Clark, Domino's 
Present Pizza, Anheuser-Busch, Chevrolet, U.S. Cellular, 

HEB, Mars: M&M's, Snickers, Twix 

CURRENT JOB DESCRIPTION 

Responsible for development and coordination of broadcast, digital and social productions. 

EDUCATION 

Virginia Polytechnic Institute & State University, BA in Communication and Spanish Language & 
Literature 

REFERENCES 

Ron Rendon, Executive Producer, Beast Editorial, (512) 583-4567 
Casey Engelhardt, Executive Producer, Pulse Films, (310) 752-4350 
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Valerie Ortiz I LatinWorks 
Agency Title: Producer - Texas Lottery Title: Producer 

PROFESSIONAL PROFILE 

Valerie's current position allows her to be a creative problem solver who can keep a full team on timeline 
and organized to make great ideas come to life. She has in depth knowledge of business affairs, which 
allows her to pin point possible creative restrictions within the main idea and valuable experience in the 
advertising industry managing large budgets and executing ideas within and across media platforms for 
Fortune 500 brands. She also possesses skills of an acting line producer and leads different teams in 
digital content productions for large scale clients. Valerie is a passionate tactical project leader, qualified 
to manage expectations and manage complex productions. 

WORK HISTORY 

Dates Company Representative Clients 
2016 - LatinWorks Producer - Mars, Lowe's, Domino's Pizza, MLB, 
Present Presidente, Starbucks, Target, Honey Bunches of 

Oats 

2012-2016 Lopez Negrete Bank of America, Verizon Wireless, Verizon FiOS, 
Communications Walmart, Chrysler Dodge, Samsung, Ringling 

Brothers and Barnum & Bailey, Phillips 66, 76, 
Conoco, Dr Pepper Snapple Group, Southern 
California Edison, Metropolitan Water District 

CURRENT JOB DESCRIPTION 

Responsible for development and coordination of broadcast, digital and social productions. 

EDUCATION 

University of Texas at EI Paso, BA in Media Advertising 

REFERENCES 

Nettie Marquez, Executive Producer, Lopez Negrete, (203) 545-4684 
Fabiola Hernandez, Sr. Integrated Producer, Deutsch, (310) 418-6955 
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Roberto Torres I LatinWorks 
Agency Title: Multimedia Content Editor - Texas Lottery Title: Production Coordinator 

PROFESSIONAL PROFILE 

Roberto is the Production Coordinator within the production department at LatinWorks. In this role he 
creates motion graphics, computer-animated promotional content, video case studies, sizzle videos, and 
animated presentations for LatinWork's clients. 

Before starting at LatinWorks, Roberto gained video production and computer animation experience at 
LEXANET, LLC and SOZO Global in Austin, where he conceptualized and produced various types of 
multimedia promotional content. Deliverables included: narrative shorts, interviews, video commercial 
advertisements, website development, product rendition and promotional highlight videos. Prior to video 
production, Roberto also worked in 3D computer graphics for a videogame company called NEXERSYS 
Corporation in Austin. There he created 3D assets, UI graphic elements, 3D animation and motion 
capture data. 

WORK HISTORY 

Dates Company Representative Clients 
2017 - LatinWorks Lowe's, Mars, Jack Daniel's, MLB, Domino's 
Present Pizza, Target, Visit Austin, Boneshaker, Post, 

Pedigree 

2016 LEXANET, LLC Lexanet, VR Neuron, Berberry 

2015-2016 SOZO Global SOZO, Renew HC 

2015 NEXERSYS Corporation Cross body trainer 

CURRENT JOB DESCRIPTION 

Provides logistical support to production department. Duties may include tracking and scheduling projects 
and invoice management. 

EDUCATION 

University of Texas at Austin, BS in Radio, Television and Film 

REFERENCES 

Samantha McKee, Marketing Director, (703) 402-2460 
Austin Adams, Marketing Manager, (512) 809-2440/ (530) 378-4812 
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Tommy Salazar I LatinWorks 
Agency Title: Senior Print Producer - Texas Lottery Title: Print Producer 

PROFESSIONAL PROFILE 

Tommy is responsible for ensuring all printed material is produced correctly. He manages all print projects 
for LatinWork's clients, including Visit Austin, Domino's Pizza, Jack Daniel's, Mars, MLB, Mountain Dew, 
PepsiCo, Pedigree, Starbucks and Texas Lottery. Prior to LatinWorks, Tommy worked with SBC 
Communications (ATT) in their Internet division. 

WORK HISTORY 

Dates Company Representative Clients 
2003 - LatinWorks Visit Austin, Domino's Pizza, Jack Daniel's, Mars, 
Present MLB, Mountain Dew, PepsiCo, Pedigree, 

Starbucks and Texas Lottery 

2001 - 2002 SBC Communications Print Production Manager 

1999 - 2000 AMD Print Buyer 

CURRENT JOB DESCRIPTION 

Manages and oversees logistics of printed marketing materials including point-of-sale, out-of-home, 
signage, press checks, etc. Responsible for developing effective and efficient print solutions while 
controlling cost and ensuring quality control. 

EDUCATION 

Texas State University, BFA in Advertising 

REFERENCES 

Vance Sack, Co-Owner, CSI, (512) 482-4208 
Luis Ostos, Owner, Proforma DCS, (512) 452-4414 



Mauricio Benavides I inlingua Language Services 
Agency Title: Print Producer - Texas Lottery Title: Print Producer 

PROFESSIONAL PROFILE 
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Mauricio has excellent editing and proofreading skills, and thrives on being organized, patient and detail
oriented. He is also proficient in Mac and PC platforms, InDesign, Photoshop, Microsoft Office, Adobe 
Acrobat, amongst others. Mauricio is experienced in working in sync with teams and independent 
contractors. 

WORK HISTORY 

Dates Company Representative Clients 
2016 - inlingua LatinWorks 
Present 

2015 - 2016 Mindful8 Various companies located in Austin and San 
Antonio 

CURRENT JOB DESCRIPTION 

Manages and oversees logistics of printed marketing materials. Responsible for developing effective and 
efficient print solutions while controlling cost and ensuring quality control. 

EDUCATION 

University of Texas at Austin, BS in Advertising, Minor in French 

REFERENCES 

Korye Logan, Mindful8, (512) 608-1460 
Lauren Murray, Mindful8, (832) 656-9875 
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Mariana Gallardo I LatinWorks 
Agency Title: Digital Performance Coordinator - Texas Lottery Title: Project Manager 

PROFESSIONAL PROFILE 

Mariana has been working in the advertising industry for 7 years. She began her career as an Account 
Coordinator at BBDO San Juan. After BBDO, she continued her professional development at Y&R San 
Juan as an Account Executive. Later she joined the team at Buena Vibra, a boutique digital and 
experiential agency in San Juan to further continue her growth and knowledge regarding the social and 
digital space. 

Mariana was born and raised in San Juan, Puerto Rico. She attended La Universidad del Sagrado 
Coraz6n, where she received a Bachelor's degree in Marketing with a minor in Entrepreneurship. She 
later attended Boston University, where she obtained an MS in Advertising. She has developed an 
expertise in advertising and social media from her experience working as an Account Executive and 
Digital Account Executive in Puerto Rico. At LatinWorks, Mariana manages all digital and social projects 
for the agency. 

WORK HISTORY 

Dates Company Representative Clients 
2016 - LatinWorks Digital Performance Coordinator - Lowe's, Post, 
Present Visit Austin, Jack Daniel's, Thrivent Financial, 

Mars (Snicker's, M&M's, Twix, and Starburst), 
Domino's Pizza, Texas Lottery 

2014-2016 Buena Vibra Digital Account Executive - Acuvue, Sambazon, 
PR Convention Center, Blue Moon, Coors Light, 
ACAA (Government) 

2011 - 2014 Young & Rubicam Account Executive - DIRECTV, T-Mobile, Mazola, 
Hershey's 

2010-2011 BBDO Account Coordinator - Mars, PepsiCo. Brands 

CURRENT JOB DESCRIPTION 

Oversees the project from inception to completion, including creation of project schedule, managing 
resources for deliverables and ensuring adherence to the approval process. 

EDUCATION 

Universidad del Sagrado Coraz6n in Santurce, Puerto Rico, BA in Marketing, Minor in Entrepreneurship 
Boston University, MS in Advertising 

REFERENCES 

Mishka Garda, Y&R San Juan, Mishka.garcia@yr.com 
Nicole Dfaz, Buena Vibra Group, Nicole@buenavibrapr.com 



Wai-Fong Lam I inlingua Language Services 
Agency Title: Translator - Texas Lottery Title: Translator 

PROFESSIONAL PROFILE 
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Wai-Fong Lam is a native Chinese speaker fluent in both Cantonese and Mandarin. With a background 
of work experience and education in Hong Kong and the United States, she has a good knowledge of 
both the Chinese and American culture; her experience working as a reporter and an assistant editor in 
Hong Kong further strengthen her skills of writing both in simplified and traditional Chinese. 

Since coming to the U.S. and working as a Chinese-English translator, she has served many public and 
private organizations. She has built expertise in providing translation for marketing materials, government 
projects, academic resources, websites, and movie subtitles. Additionally, Wai-Fong has worked with 
various organizations in the areas of language testing, teaching, public relations, and journalism. 

WORK HISTORY 

Dates Company Representative Clients 
2002 - inlingua Leander ISO Special Programs Dept., Dell, 
Present AFSSA, Caritas of Austin, Sol Marketing, 

LatinWorks 
2008 - 2011 Independent Contractor American Council of Foreign Language Teachers 

2007 - 2009 American West Vancouver N/A 
Chinese School 

2004 - 2005 American West Vancouver N/A 
Chinese School 

1999 - 2004 MyWeb3000.com N/A 

1980 - 1982 Hong Kong Council of N/A 
Social Service 

CURRENT JOB DESCRIPTION 

Provides translation services primarily for Chinese both simplified and Traditional along with formatting of 
personal documents. 

EDUCATION 

Ohio State University, MA in Journalism, 1984 
Chinese University of Hong Kong, BA in Journalism, 1978 
Institute of Children's Literature of West Redding (various courses) 

REFERENCES 

Isabel Ceballos, Translation and Interpretation Services, Leander ISO, (512) 570-0333 
Jennifer Yip-Marshall, Director of Programs and Direct Services, Asian Family Support Services of Austin 
(512) 949-5942 
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Natalia Ramirez I LatinWorks 
Agency Title: Translator - Texas Lottery Title: Translator 

PROFESSIONAL PROFILE 

Natalia developed her passion for writing and translating while working for the Ricky Martin Foundation as 
a Digital Media Coordinator, where she wrote and translated articles and social media posts for the 
foundation, the artist, and numerous organizations and corporations including Univisi6n and UNICEF. 
She is extremely detail oriented and is a stickler for proper grammar and spelling in both English and 
Spanish. Natalia is originally from Puerto Rico. 

WORK HISTORY 

Dates Company Representative Clients 
2016 - LatinWorks Texas Lottery, Domino's Pizza, Lowe's, Mountain 
Present Dew,MLB 

2012-2016 Ricky Martin Foundation RMF, Ricky Martin, and our allies Starbucks, Ford, 
(NGO) Univisi6n, and UNICEF, among many others. 

CURRENT JOB DESCRIPTION 

Provides translation services primarily for Spanish with limited translation requirements for Chinese and 
potential translation for other languages. 

EDUCATION 

Syracuse University, BA in Psychology and Sociology, 2011 

REFERENCES 

Khrista Trani, Educational Initiatives & Community Outreach Coordinator, Ricky Martin Foundation, 
(787) 366-5641 
Bibiana Ferraiuoli, Executive Director, Ricky Martin Foundation, (787) 200-8096 
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Luis Viera I LatinWorks 
Agency Title: Digital Director - Texas Lottery Title: Programming Specialist 

PROFESSIONAL PROFILE 

Luis comes to LatinWorks with a combined 14 years creative and tech experience that has resulted in 
award-winning digital/social campaigns and leading-edge interactive experiences. He has vast knowledge 
of programming languages on both the server side (backend) and the front-end which allows him to 
develop advanced digital creative solutions and concepts. This, along with a solid creative background, 
has been a winning formula for Luis. Campaigns he has led have been widely recognized in global award 
competitions such as SME Digital, Cuspides, Cannes, and Ojo de Iberoamerica, among others. 

Luis was responsible for establishing the digital departments at BBDO and Y&R's Puerto Rico offices, 
and throughout his career has turned his innovative ideas into patents for brands and the agencies he's 
worked for. Examples include Cardiocart, a project that started out as a typical advertising initiative and 
became a patent for his client, ACH Foods Chicago. 

Luis leads integrated social and digital strategy to provide recommendations and solutions that 
compliment or maximize clients' needs. He crafts an ongoing, unified conversation true to brand voice in 
multiple channels to raise brand awareness, increase community engagement and, ultimately, drive in
store transactions. Luis also identifies digital and social trends, and develops strategies and processes to 
improve effectiveness. 

WORK HISTORY 

Dates Company Representative Clients 
2016 - LatinWorks Mars, Domino's Pizza, Lowe's, Post, Jack 
Present Daniel's, MLB, ACVB, PRxPR, Thrivent, 

Starbucks, Mountain Dew, Marvin 

2013 - 2016 Young and Rubicam BACARDI Limited, Miller-Coors, Mazola, MMM, 
Campbell's, V8, Prego, Colgate, The Hershey 
Company, Banco Santander 

2010-2013 BBDO Mars, PepsiCo, Carbcorp, SUAGM, Visa, 
Scotiabank 

2008 - 2010 Wireless Idea N/A 

2006 - 2008 Anexo Group N/A 

2002 - 2006 ML Studio N/A 

CURRENT JOB DESCRIPTION 

Provides programming support to execute against marketing goals including the development of 
microsites, interactive components, etc. 

EDUCATION 

Politechnic University of PR, BS in Computer Engineering 

REFERENCES 

Carlos Carbonel, President, Y&R San Juan, (787) 622-6200 
Ivan Santos, General Manager, Y&R San Juan, (787) 622-6200 
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Luis Guido I LatinWorks 
Agency Title: Vice President, Experiential - Texas Lottery Title: Experiential Manager 

PROFESSIONAL PROFILE 

A native Texan, Luis Guido has spent his entire 15+ year marketing career here in Texas. He currently 
leads the Experiential team who focuses on live engagement moments for our clients. Luis brings well
rounded agency and client-side experiences, most recently at Compass Learning, a K-12 educational 
software company, where he led the marketing team in deploying a new company website, launched four 
(4) successful software products and led the event marketing team. During his tenure at Compass, the 
company garnered numerous creative awards in the educational space, and Luis looks forward to helping 
realize similar success at LatinWorks on behalf of the Texas Lottery. 

His background extends to GMR, the leading event marketing agency in the country, and also had a 
client-side marketing/sales position at Miller Brewing Company with an emphasis on retail, sports 
sponsorships and experiential programs in the state of Texas. 

WORK HISTORY 

Dates Company Representative Clients 
2017 - LatinWorks Texas Lottery, Jack Daniel's, Thrivent Financial, 
Present Starbucks, PepsiCo 

2014-2016 Compass Learning Educational Software Company 

2007 - 2014 LatinWorks Lowe's, Mars Snackfoods, Anheuser-Busch, 
Texas Lottery, Marriott Hotels, Heinz Ketchup, 
Jack Daniels, PepsiCo, Post, Jamba Juice 

2005 - 2007 Miller Brewing Company N/A 

2002 - 2005 GMR Marketing Miller Brewing Company 

2000 - 2002 Cartel Group US Army, JCPenney 

CURRENT JOB DESCRIPTION 

Creates and coordinates activities related to the development, negotiation, execution and evaluation of 
experiential events and marketing activations. Duties may include developing budgets, negotiating events 
and managing event activation deliverables. 

EDUCATION 

The University of Texas at San Antonio, BBA in Marketing 

REFERENCES 

Melissa Garcia, Managing Director, Richards Lerma, (210) 601-9229 
Eileen Shihadeh, Sr. Vice President, Odysseyware, (443) 562-6729 
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Jessica Alvarado I LatinWorks 
Agency Title: Experiential Supervisor - Texas Lottery Title: Experiential Manager 

PROFESSIONAL PROFILE 

Jessica is an event and experiential marketing professional with over 12 years of experience and 
expertise in experiential events and entertainment marketing. She has extensive practice working on 
marketing and events with multiple partners in both North American and international markets. Jessica's 
category experience includes leading leadership team roundtable discussions for Fortune 500 companies 
within the soft drink industry like Coca Cola and Pepsi. In addition, she has extended category experience 
in mobile tech, cellular, banking, CPG, marketing automation and nutrition. 

WORK HISTORY 

Dates Company Representative Clients 
2017 - LatinWorks Texas Lottery, Jack Daniel's, Thrivent 
Present 

2014 - 2017 Nutrabolt FitJoy, Cellucor, Royal Sport, Neon Sport 

2013 - 2014 Voltari Kroger 

CURRENT JOB DESCRIPTION 

Creates and coordinates activities related to the development, negotiation, execution and evaluation of 
experiential events and marketing activations. Duties may include developing budgets, negotiating events 
and managing event activation deliverables. 

EDUCATION 

Binghamton University, BA in Psychology, Minor in Marketing 

REFERENCES 

Amar Braithwaite, Director Digital, Razorfish, (305) 987-7956 
Brad Armistead, CMO, Lavazza Premium Coffees, (310) 849-5895 
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Efrain Aveja I LatinWorks 
Agency Title: Account Executive - Texas Lottery Title: Experiential Coordinator 

PROFESSIONAL PROFILE 

As a member of the LatinWorks experiential team, Efrain comes from Texas State University. There he 
successfully planned and managed various coursework projects for Hewlett-Packard that led to the client 
awarding $35,000 in grant funds to the school. He continued his education, interning at Emmis 
Communications, where he was involved in various projects for the promotions team and helped execute 
KGSR's Blues on the Green and 101x Summer Cinema. Over the past year working on the experiential 
team, he has helped with the execution of Texas Lottery's State Fair, Texas Motor Speedway activations 
and Sound & Cinema. He is also in charge of compiling all Texas Lottery's contract deliverables with each 
of its partners to fulfill the proof of performance. During his free time, he's part of the Ad2Austin (American 
Advertising Federation affiliate) Public Service team that works with nonprofits in the Austin area and 
delivers full advertising campaigns at no cost. 

WORK HISTORY 

Dates Company Representative Clients 
2016 - LatinWorks Texas Lottery, Presidente 
Present 

2016 - Ad2Austin (AAF Affiliate) Code2Coliege 
Present 

2015-2016 GSD&M N/A - Internal Role 

CURRENT JOB DESCRIPTION 

Assists with coordinating the activities related to the development, execution and evaluation of 
experiential events and marketing activations. Duties may include acquiring event permits; securing 
emcees and/or ambassadors, and promotional giveaways; overseeing set-up and tear-down of event 
location; ensuring availability of proper equipment and supplies; and coordinating activities. May assist in 
on-site management of event activation deliverables. 

EDUCATION 

Texas State University, BS in Advertising, Minor in Business Administration 

REFERENCES 

Loretta Edwards, VPIDirector of IT Operations, GSD&M, (512) 415-1163 
Kirya Francis, VP of Solutions, GSD&M, (512) 242-5632 
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Michelle Aldrich I LatinWorks 
Agency Title: Vice President, Financial Operations - Texas Lottery Title: Finance Manager 

PROFESSIONAL PROFILE 

Michelle works diligently to keep the account teams up to speed on financials and to process invoices and 
billing in a timely manner. She has built a strong rapport within the agency that has allowed for strong 
communication between herself and account management. Prior to LatinWorks, Michelle worked with 
FD2S on a number of their clients. 

WORK HISTORY 

Dates Company Representative Clients 
2006 - LatinWorks All Agency clients 
Present 

2004 - 2006 FD2S All Agency clients 

1999 - 2004 Susman Tisdale Gayle 
Architects 

CURRENT JOB DESCRIPTION 

Responsible for ensuring the accuracy of all account transactions and the preparation of all financial 
reports. Maintains adequate controls of receipts and disbursements. 

EDUCATION 

Texas State University, BA in Accounting and Masters in Business 

REFERENCES 

Michelle Zumar, Accounting Manager, FD2S, (512) 476-7733 
Patty Berdoll, Operations Analyst, Freese and Nichols, (512) 617-3114 
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Alex Zamarron I LatinWorks 
Agency Title: Assistant Controller - Texas Lottery Title: Staff Accountant 

PROFESSIONAL PROFILE 

Alex has worked in the accounting department at LatinWorks for 10 years, working in tandem with his 
team and the account management teams to ensure on-time processing of invoices and billing. Alex has 
also assisted teams with hours analyses and worked with team members to help clarify any and all 
questions related to the finance process on accounts. 

WORK HISTORY 

Dates Company Representative Clients 

2007 - LatinWorks All Agency clients 
Present 

CURRENT JOB DESCRIPTION 

Oversees all billings and accounting functions on the account. 

EDUCATION 

Texas State University, BBA in Business Finance 

REFERENCES 

Javier Molina, Regional Sales Director, MongoDB, (512) 680-3283 
Claudia Ramirez, Account Executive, Octagon Sports, (203) 613-6711 
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Kendall Klein I LatinWorks 
Agency Title: Accounting Manager - Texas Lottery Title: Billing Coordinator 

PROFESSIONAL PROFILE 

Kendall Klein attended Texas State University where he completed his degree in Business Management. 
After graduating from the university in 2007, Kendall worked as an accounts payable clerk with 
Healthtronics in Austin, TX. In June 2010, he took a position managing a domestic and international 
accounts receivable team at Boundless Network in Austin, TX. 

In June 2015, Kendall was hired in by LatinWorks as an Accounting Supervisor in the finance department. 
He is responsible for overseeing the daily operations of the department as well as the finance process for 
client accounts. 

WORK HISTORY 

Dates Company Representative Clients 
2015 - LatinWorks All Agency Clients 
Present 

I 2010 - 2015 Boundless Network N/A 

2008 - 2010 Healthtronics N/A 

CURRENT JOB DESCRIPTION 

Collects, assembles and processes invoices, estimates and overall accounting documentation. 

EDUCATION 

Texas State University, BBA in Business Management 

REFERENCES 

Michael Cackler, Accounting Manager, Boundless Network, (512) 351-3640 
Laurie Hastings, AP Clerk, Healthtronics, (512) 328-2892 
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Laura Smith I LatinWorks 
Agency Title: Billing Coordinator - Texas Lottery Title: Billing Coordinator 

PROFESSIONAL PROFILE 

Laura graduated from the University of North Texas with a degree in Interdisciplinary Studies. While 
earning her degree, Laura worked for the Data Communications Department at the university. During this 
position she first learned processes for inventory, ordering, and financial reporting. In 2012, she joined 
Smith System. Working at Smith System allowed Laura to expand her knowledge and skills. She input 
orders, maintained records, answered multiple phone lines, and worked with a team on multiple projects. 
In 2013, Laura moved to Austin and found a position with Jo-Ann Fabric and Crafts. Here, she honed her 
customer service skills and ability to adapt to changing duties. Laura joined the LatinWorks team in 2014. 
In her time at LatinWorks, she has increased her knowledge of advertising agency procedures and 
accounting. 

WORK HISTORY 

Dates Company Representative Clients 
2014 - LatinWorks All Agency clients 
Present 

2013-2014 Jo-Ann Fabric and Crafts N/A 

2012-2013 Smith System N/A 

2009 - 2011 UNT Data N/A 
Communications 

CURRENT JOB DESCRIPTION 

Collects, assembles and processes invoices, estimates and overall accounting documentation. 

EDUCATION 

University of North Texas, BA in Interdisciplinary Studies 

REFERENCES 

Becky Long, Senior Sales & Customer Support Administrator, Smith System, (817) 385-2128 
Beth Howard, Manager, Jo-Ann Fabric and Crafts, (512) 795-8086 



Part 6 - Page 61 of 74 

Rita Herzog I LatinWorks 
Agency Title: Media Coordinator - Texas Lottery Title: Billing Coordinator 

PROFESSIONAL PROFILE 

At LatinWorks, Rita works on the Texas Lottery team as a billing and media coordinator. Within her billing 
duties, Rita triple checks invoices and matches and clears them in Print Buy Toolkits, LatinWorks' billing 
software, to be billed to the Texas Lottery and paid out to vendors. She organizes communication 
between media, finance and account management teams to ensure all payments are confirmed and 
applied as needed. Additionally, Rita manages correspondence on the digital front to regulate and perfect 
custom units for each campaign and deliver tracking tags to each partner. While Rita manages her Texas 
Lottery duties, she also works on paid search and social campaigns for Visit Austin. 

Rita was previously a Sales Representative at Main Street Hub, where she honed her communication 
skills. She was also the founder of her own catering company, The Bird's House Catering, where she 
developed business acumen and client-facing skills. Her entrepreneurial ventures have made her a more 
valuable team member, as she has a more comprehensive skill set and understands multiple facets of 
running a small business. 

Rita graduated from Colgate University in May of 2016 with a BA in Religious Studies. While pursuing 
her undergraduate degree, Rita was the captain of the Colgate Equestrian team. In this role, she 
managed a team of 20 athletes and coordinated with the Intercollegiate Horse Show Association (IHSA). 
She was responsible for all the financial aspects of the team, including team dues, IHSA fees and 
coaches' salaries. 

WORK HISTORY 

Dates Company Representative Clients 
2017 - LatinWorks Texas Lottery Commission and Visit Austin 
Present 

2016 - 2017 Main Street Hub Handle Bar, Guero's Taco Bar, Home Slice Pizza 

2014 The Bird's House Catering Founder and Chef - Gymbowie 

CURRENT JOB DESCRIPTION 

Collects, assembles and processes invoices, estimates and overall accounting documentation. 

EDUCATION 

Colgate University, BA in Religious Studies 

REFERENCES 

Hannah Aschroft, Manager, Main Street Hub, (281) 639-3409 
Jeremy Massey, Manager, Main Street Hub, (210) 632-0687 
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Adriana Chavez I LatinWorks 
Agency Title: Billing Coordinator - Texas Lottery Title: Billing Coordinator 

PROFESSIONAL PROFILE 

Adriana graduated from The University of Texas at Austin in May of 2016 with a B.S. in Advertising. While 
pursuing her undergraduate degree, Adriana interned at Travelzoo Inc., Two Bells Media and worked a 
part-time job. Additionally, Adriana ran a non-profit organization on campus during her last year in 
college. Since her graduation, Adriana has worked as a hostess and leasing agent until her first day at 
LatinWorks. 

WORK HISTORY 

Dates Company Representative Clients 
2016 - LatinWorks Billing Coordinator - Texas Lottery, GOYA 
Present 

2016 - 2016 Ballpark South Apartments Leasing Agent - worked and monitored residents 
account and generated leases 

2016 - 2016 Winflo Osteria Hostess 

2015-2016 Travelzoo Email Marketing Intern - ran a pushed marketing 
business for publicly traded company 

2015 - 2015 Two Bells Media Content Creator - created content for YouTube 
account 

CURRENT JOB DESCRIPTION 

Collects, assembles and processes invoices, estimates and overall accounting documentation. 

EDUCATION 

The University of Texas at Austin, BS in Advertising, Account Planning, 2016 
The University of Texas at Austin, Business Foundations Certification 

REFERENCES 

Ben Jennings, Head of Planning, Travelzoo Inc., (512) 270-4013 
Danny Zepeda, Winflo Osteria, Manager, (512)- 582-1027 
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6.1.2 Proposers must provide an organizational chart which identifies all staff who will support 
the Texas Lottery account. The organizational chart should include the position titles (e.g., 
account service, media, creative, support staff, etc.), number of positions, and names of all 
personnel. The organizational chart should include corporate directors and/or officers who 
will provide direction or oversight to the Texas Lottery account. 

We have read, understand, and will comply. 

Please find our response to Section 6.1.2 on the following pages, including 
organizational charts across departments. NOTE: the number of positions 
reflected in these organizational charts do not necessarily indicate full-time 
employees. Percent time will vary. 



Account Management Organizational Chart 

Christy Kranlk 
LatinWorks Tille: Senior Leadership Advisor 

Texas Lottery Title: Acwunt Director 

Rachael Sperling 

Leo Olper 
LatinWor'Ks Title: SVP, Managing Director 

Texas Lottery Title: Account Director 

Jaime Gonzalez-Mlr 
LatinWor'Ks Tille: VP, Group Director 
Texas Lottery Title: Acwunt Director 

Shelley Hall 
LatinWor'.tS Title: Account Director 

Texas Lottery Title: Account Director 

EneaAbbud 
LatinWorKs Title: Account Supervisor 

Texas Lottery Title: Account Supervisor 

LatinWor:~s Title: Senior Account Executive 
Texas Lottery Title: Account Executive 
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Megan Trumeler 
LatinWorks Title: Acwunt Executive 

Texas Lottery Title: Account Executive 
Valerie Cruz 

LatinWorks Title: Assistant Account Executive 
Texas Lottery Title: Junior Account Executive 

Micaela Acosta 
LatinWorKs Title: Account Coordinator 

Texas Lottery Title: Account Coordinator 

Account Planning Organizational Chart 

Nicole Arena 
LatinWorks Title: Media Direclor 

Texas Lottery Title: Media Director 

Jaime Gonzalez-Mlr 

Leo Olper 
LallnWorr(s Title: SVP, Managing Director 

Texas Lottery Title: Account Director 

Erica Ross 
LatinWorks Title: Director, StrategiC Planning 

Texas Lottery Title: Account Planner 

To Be Filled 
LatinWorks Title: Assistant Accounl Planner 

Texas Lottery Title: Assistant Account Planner 
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Media Organizational Chart (Buying Team) 

Lauren Geoffroy 
LatinWorKs Title: Senior Media Buyer 

Media Buyer 

Monica Miller 
LatinWo!""s Tille: Junior Media Planner 

Texas Lottery Title: Junior Media Pianner 

Jaimi> Gonzalez-Mir 
LallnWori'.s Bia: VP, Group Director 
Texas Lottery Title: Account Director 

Chloe King 
LatinWor'Ks Ble: Group Media Buying Director 

Texas Lottary Title: Media Director 

Amy Prieto 
LatinWorks Title: Senior Media Buyer 

Texas LoMry Title: Media Buyer 

Jacquelyn Fisk 
La~nWorks Title: Junior Media Buyer 

Texas Lottery Title: Junior Media Buyer 

Amy Dobrinski 
LatinWor'<s Title: Media Buying Supervisor 

Texas Lottery Title: Media Buyer 

Media Organizational Chart (Planning) 

Jaime Gc,"zAlez-Mir 
LalinWorks Title: VP, Group Director 
Texas Lottery Title: Account Director 

Adrian Calder6n 
LatinWorks Title: Associate Media Director 

Texas Lottery Title: Media Supervisor 

Jessica Castitlo 
LatinWorks Ble: Media Pianner 

Texas Lottery Title: Media Planner 

John Hull 
LatinI/yorks Title: Junior Media Planner 

Texas Lottery Title: Junior Media Planner 

Sarah Jarvis 
LatinWor'<s Title: Associate Media Director 

Texas Lottery Title: Media Supervisor 

To Be Filled 
LalinWorl'.s Title: Media Planner 

Texas Lottery Title: Media Planner 

Victoria Carasa 
LatinWorks T,tle: Junior Media Planner 

Texas Lottery Title: Junior Media Planner 



Keith Etter 

Creative Organizational Chart 

Core Team 

Gabriel Garcia 
LatlnWorks Title: Executive Creative Director 

Texas Lottery Title: Creative Director 

Luis Sanchez 
LatinWor"1<S Title: Creative Director 

Texas Lottery Title: Creative Director 

LalinWor'!<S Tite: Associate- Creative Director 
Texas Lottery Title: Associate Creative Director 

Karla Nava 
LatinWorKs Title: Art Director 

Rene Gardner 
LatinWorl<s TiCe: Senior Copywriter 

Texas Lottery Title: Copywriter 

Edgar Mireles 
LatinWor'l'{s Title: Copywriter 

Texas Lottery TItle: COPY'Nriter 

Jordan Robles 
LaHnWorks Title: Art Director 

Texas Lottery Title: Art Director 

Extended Creative Resources 

Gabriel Garcia 
LalinWor'l<s Title: Executive Creative Director 

Texas Lottery Title: Creati,-,e Director 

Alberto Calva 

Alejandro Egozcue 
LatinWor1<s Title: Creative Director 

Texas lottery Title: Creative DIrector 

Victor Rojas 
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Daniel Miller 
LalinWorks Title: Senior Copywriter 

Texas Lottery Title: Copywriter 

LatinWorKs Tille: Associate Creative Director 
Texas Lottery Title: Associate Creative Director 

LatinWorks Title: Associate Creative Director 
Texas lottery Title: Associate Creative Director 

Javier Peraza 
LatinWorKs Title: Senior Copywriter 

Texas lottery Title: CopY'ovriter 



Luis Viera 
LatnWorks ritie: Digital Director 

Texas Lottery' Title: Programming Specialist 

Mariana Gallardo 

Production Organizational Chart 

Scott Radfgk 
LatlnWar'rcs nUe: Chief Financial OffjcerfChief Operating Officer 

Texas lottery Title: Productiofl Manager 

LatlnWarks TiCe: Dfg:t2.1 Performa;:ce Manager 
Texas Lottery TiUe: Project Manager 

Adriana Chavez 

Amy Duplan 
Lal~nWor:.(s Tife: Senior 8t.:siness Manager 

Texas Lottery Title: P[Q-::itictcn Mar:agBr 

Michael McLaughlin 
LallnWO(I<S Title: Producer 

Texas Lottery Title: Producer 

Chuy Hernandez 
Latin\'Vo;',;:s Title: Producer 

Texas lottery Title: Producer 

Jacqueline 8elro 
LaLnWor.-:s Tille: Producer 

Te:x.a.s Lottery Title: Producer 

Valerie Ortiz 
Lat;n\.fv'ofI<S TI1!e: Producer 

Texas LoUer, Title: Prod~cer 

Experiential Organizational Chart 

Elmln AveJ. 
LatmWor'.<.S Title: Experjential Account Executive 

Texas Lottery TWe: Experiential Coordinator 

Finance Organizational Chart 

Michelle Aldrich 
LatinWortts TItle: vp, Financial Operat1ons 

Texas Lottery Title: Finance Manager 

AJex Zamarr6n 
LatinWorks TItle: Assistant Controller 
Texas Lottery Title: Staff Accountant 

Kendall Klein 
LatinWoncs TIile: Staff Accountant 

Texas Lottery Title: Accounting Manager 

Laura Smith 
LatinWorks Title: t .. 1edia Billing Coordinator 

Texas Lottery Title: Bl!!fng Coordinator 
LalinWorks nus: staff Accountant 

Texas Lottery Title: Billing Coordinator 
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Tommy Salazar 
LallnWo!'ks Title: Senior Print Producer 

Texas Lottery TitJe: Print Producer 

Natalia Ramirez 
LetJnWor'~s T,t!e: "Translator 

Texas lottery l1tle: Translator 

Roberto Torres Jr. 
LatinWo~,s Titie: r ... 1ullimedia Content Editor Texas 

Lonery Tlt:e: Produclion Coordir:atcr 

Rita Herzog 
LatinWor'r',s TIUs; Media Coordinator 

Texas Lottery Title: BiHlng Coordinator 
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6.2 AGENCY STAFF STRUCTURE 

6.2.1 Proposers must submit an in-depth staffing plan, by department, for the Texas Lottery 
account. However, the Texas Lottery is not predisposed to any paIiicular staffing model. 
Proposers are encouraged to propose staffing plans that offer the best value to the Texas 
Lottery, both in terms of account service and adequate staffing. If a different individual 
will not be assigned to each position, the Proposer must explain how service levels will be 
maintained and staffing needs met. This section identifies the staffing positions that have 
been previously used for the Texas Lottery account. 

We have read, understand, and will comply. As provided in our responses to 
6.1.1 and 6.1.2, LatinWorks has the talent and experience to service the 
Texas Lottery account. Detailed staffing plans are provided in each 
organizational chart by department. It is important to note LatinWorks is 
organized in a way that rejects the siloed traditional agency departmental 
model. Instead, we employ an integrated team approach of multidisciplinary 
groups that consist of cross-functional team players of all levels working 
seamlessly together. This structure not only eliminates barriers but also 
stimulates creative thinking throughout the organization. Most importantly, 
it facilitates valuable input from each team member to contribute in a more 
meaningful way to the agency's overall creative approach. 

6.2.2 Proposers must provide a list of personnel to be assigned to the Texas Lottery account and 
include resumes for all personnel, including name, title and job description. Lists and 
resumes provided by Proposers must include, at a minimum, infonnation regarding length 
of time spent doing present duties or related duties; a description of duties; projects 
accomplished, including scope and name of customer's company; and relevant continuing 
professional education. If duties were perfonned for an employer other than the Proposer, 
the Proposal must indicate that employer's name. 

We have read, understand, and will comply. 

6.2.3 Account Service Staffing. Proposers shall identify the key personnel who will provide 
direction or oversight to the Texas Lottery account, at a minimum, to include an Account 
Director. The Proposer must demonstrate that these individuals have the background and 
experience required to coordinate the Proposer's activities for the Texas Lottery account, 
including special projects and activities. The Account Director should have a minimum of 
five (5) years account service experience, the Account Supervisor should have a minimum 
of three (3) years account service experience, and Account Executives should have a 
minimum of one (1) year of experience. Account Service staff may include the following: 

.. Account Director 

" Account Supervisor 
" Account Executive 



Junior Account Executive 
.. Account Coordinator 

We have read, understand, and will comply. 
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6.2.4 Account Planning. Each Proposer must describe the staffing levels and functions of its 
account planning department, and identify the personnel, including the number of years of 
experience for each, who will be assigned to the Texas Lottery account. The Account 
Planner should have a minimum of three (3) years of relevant market analysis experience. 
Account Planning staff may include the following: 

.. Account Planner 

.. Assistant Account Planner 

We have read, understand, and will comply. 

6.2.5 Media Staffing. Each Proposer must describe the staffing levels and functions of its media 
department, and identify the personnel, including the number of years of experience for 
each, who will be assigned to the Texas Lottery account. The Media Director should have 
a minimum offive (5) years of relevant media experience and the Media Supervisor should 
have a minimum of three (3) years of relevant media experience. Media staff may include 
the following: 

.. Media Director 

.. Media Supervisor 

.. Media Planner 

.. Junior Media Planner 

" Media Buyer 
.. Junior Media Buyer 

We have read, understand, and will comply. 

6.2.6 Creative Staffing. Each Proposer must describe the staffing levels and functions of its 
creative department, and identify the personnel, including the number of years of 
experience for each, who will be assigned to the Texas Lottery account. The Creative 
Director should have a minimum of five (5) years of relevant creative experience. Creative 
staff may include the following: 

Creative Director 
Associate Creative Director 
Art Director 

.. Copywriter 

We have read, understand, and will comply. 



Part 6 - Page 70 of 74 

6.2.7 Production Staffing. Each Proposer must describe the staffing levels and functions of its 
production department, and identify the personnel, including the number of years of 
experience for each, who will be assigned to the Texas Lottery account. Production staff 
may include the following: 

.. Production Manager 

.. Producer 

.. Production Coordinator 

.. Print Producer 

" Traffic Manager 

" Project Manager 
• Translator 
.. Programming Specialist 

We have read, understand, and will comply. 

6.2.8 Experiential Event Staffing. Each Proposer must describe the staffing levels and functions 
of its experiential department, and identify the personnel, including the number of years of 
experience for each, who will be assigned to the Texas Lottery account. The Experiential 
Manager should have a minimum of three (3) years of relevant experiential event and 
marketing activation negotiation and deliverable management experience. Experiential 
staff may include the following: 

.. Experiential Manager 
" Experiential Coordinator 

We have read, understand, and will comply. 

6.2.9 Finance Staff. Each Proposer must describe the staffing levels and functions of its finance 
department, and identify the personnel, including the number of years of experience for 
each, who will be assigned to the Texas Lottery account. Finance staff may include the 
following: 

.. Finance Manager 
GO Staff Accountant 

Billing Coordinator 

We have read, understand, and will comply. 
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6.3 AGENCY STAFF POSITION DEFINITIONS 

Proposers shall identify all staffwho will fill the following positions. lfthe Proposer plans 
to subcontract for these services, hourly rates should be included in the cost proposal, 
Attachment H. 

We have read, understand, and will comply. 

6.3.1 Account Service 

Account Director - Serves as the brand steward assisting to determine the Texas Lottery's 
strategic brand objectives, assessing the brand position, and managing the internal team 
resources to best service the overall Texas Lottery account. Ensures the timely 
development and execution of plans, campaigns, and projects to assure goals are achieved. 
Supervises the development of the advertising activities in accordance with the Texas 
Lottery's objectives and budget limitations. Provides oversight of all account service staff. 

Account Supervisor - Initiates planning that will lead to execution of advertising 
activities. Consults with creative, media, production and experiential staff to be certain 
Texas Lottery objectives are clearly understood to develop strategic solutions. Supervises 
Account Executives. 

Account Executive - Manages projects from start to finish and develops a strong working 
rapport to meet the Texas Lottery's needs and goals on every project. 

Junior Account Executive - Provides support to the account service team to ensure 
projects are on strategy, meet deadlines and are within budget. 

Account Coordinator - Provides administrative support to the account service team. 

We have read, understand, and will comply. 

6.3.2 Account Planning 

Account Planner - Leverages industry-available research and other infonnation and 
inputs to bear on accounts in order to bring a greater degree of consumer insight to 
advertising. 

Assistant Account Planner - Responsible for drafting, preparing and executing elements 
of the account planning process under the guidance and direction of an account planner. 

We have read, understand, and will comply. 
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6.3.3 Media 

Media Director - Oversees management of all media strategies, planning and buying. 
Presents media plans, as needed, including objectives, strategic research and demographic 
analysis. Supervises the development and execution of media plans including digital and 
social. 

Media Supervisor- Responsible for all media activities, including developing the media 
plan and selecting media to achieve marketing objectives within a predetermined budget. 
Supervises planners and buyers and serves as Texas Lottery contact. 

Media Planner - Implements the process and assists with the management of the strategic 
and tactical execution of all media channels. Evaluates composition of a wide range of 
media vehicles to determine which would most effectively reach the intended audience. 

Junior Media Planner Responsible for drafting media recommendations and plans; 
gathering statistics; and studying demographic data and consumer protiles. May also track 
and analyze advertising expenditures. 

Media Buyer - Negotiates with media sales representatives to buy and place advertising 
for the Texas Lottery, calculates rates and budgets, and ensures that ads appear as specified. 
Also responsible for negotiating added-value opportunities. 

Junior Media Buyer Assists the Media Buyer with negotiating media, entering rates and 
makegoods and following up on invoice discrepancies. 

We have read, understand, and will comply. 

6.3.4 Creative 

Creative Director Oversees all creative projects and statf, and is responsible for the 
overall quality of work produced by the creative department. Manages creative projects 
from concept to completion and translates marketing objectives into creative strategies. 
Leads and directs the creative team in the production of advertising and marketing 
concepts. Responsible for creative execution across all channels including digital, social 
and experiential. 

Associate Creative Director - Responsible for the preparation and production of 
advertising and marketing concepts. Establishes and maintains high internal quality by 
originating creative ideas, managing project timelines, adhering to creative briefs, and 
ensuring consistency of strategic branding. 

Art Director - Develops advertising creative concepts in partnership with Copywriters. 
Must possess solid understanding of the market dynamics of assigned product(s). 
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Copywriter - Responsible for original concepts and producing clear, concise and 
convincing writing with grammatical and material accuracy. Conceives and executes 
advertising consistent with the agreed strategy. 

We have read, understand, and will comply. 

6.3.5 Production 

Production Manager - Manages production of a variety of projects. Duties include project 
planning, workflow management, vendor negotiations, cost control, quality control and 
logistical coordination. 

Producer Responsible for development and coordination of broadcast, digital and social 
productions. 

Production Coordinator - Provides logistical support to production department. Duties 
may include tracking and scheduling projects and invoice management 

Print Producer Manages and oversees logistics of printed marketing materials including 
point-of-sale, out-of-home, signage, press checks, etc. Responsible for developing 
effective and efficient print solutions while controlling cost and ensuring quality control. 

Traffic Manager Coordinates scheduling, processing and trafficking of advertising and 
other creative projects. Serves as a liaison between outside vendors and agency 
departments to coordinate efficient and timely creative project processing. Responsible for 
creating project schedules and job estimates, maintaining records of action and work flow 
on projects, and routing projects for approval. 

Project Manager Oversees the project from inception to completion, including creation 
of project schedule, managing resources for deliverables and ensuring adherence to the 
approval process. 

Translator Provides translation services primarily for Spanish with limited translation 
requirements for Chinese and potential translation for other languages. 

Programming Specialist - Provides programming support to execute against marketing 
goals including the development of microsites, interactive components, etc. 

We have read, understand, and will comply. 
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6.3.6 Experiential 

Experiential Manager - Creates and coordinates activities related to the development, 
negotiation, execution and evaluation of experiential events and marketing activations. 
Duties may include developing budgets, negotiating events and managing event activation 
deliverables. 

Experiential Coordinator - Assists with coordinating the actlvities related to the 
development, execution and evaluation of experiential events and marketing activations. 
Duties may include acquiring event permits; securing emcees and/or ambassadors, and 
promotional giveaways; overseeing set-up and tear-down of event location; ensuring 
availability of proper equipment and supplies; and coordinating activities. May assist in 
on-site management of event activation deliverables. 

We have read, understand, and will comply. 

6.3.7 Finance 

Finance Manager Responsible for ensuring the accuracy of all account transactions and 
the preparation of all financial reports. Maintains adequate controls of receipts and 
disbursements. 

Staff Accountant - Oversees all billings and accounting functions on the account. 

Billing Coordinator - Collects, assembles and processes invoices, estimates and overall 
accounting documentation. 

We have read, understand, and will comply. 

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. 

We have read, understand, and will comply. 
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7 SCOPE OF SERVICES 

7.1 GENERAL DESCRIPTION OF SERVICES AND REQUIREMENTS 

7.1.1 The Successful Proposer must be able to perform the functions of a full-service advertising 
agency, including, but not limited to, branding, creative concepting, production, planning 
and buying of broadcast, print, digital, social, out-of-home media, experiential 
event/marketing activations, and translation services. 

We have read, understand, and will comply. 

7.1.2 The Successfill Proposer shall exhibit a thorough understanding of Texas as a minority
majority state and must demonstrate the ability to effectively reach and speak to all adult 
(ages 18+) Texans. 

We have read, understand, and will comply. Please reference our response 
to 4.1.1. 

7.1.3 Proposers are required to discuss their in-house advertising research capabilities, and/or 
access to advertising research resources for the Texas Lottery. 

We have read, understand, and will comply. Our response to 7.1.3 is below. 

We believe that to get to a compelling and inspiring strategy that helps drive 
breakthrough creative, ongoing collaboration between disciplines is a necessity. 
Our philosophy and overall Positive Friction approach to work relies on 
understanding those unique cultural tensions that exist in today's society and 
connecting them to brands in a meaningful way. More on Positive Friction can be 
found in our response to 8.1.1. 

To find these cultural tensions, we first need to understand the business objectives 
of a brand, its consumer challenges and assess how we might approach the 
solution. Once those objectives have been identified and internalized by the full 
team, our account planning department goes to work, digging into and uncovering 
those rich consumer insights that will eventually serve as the foundation for a 
strategic platform for provocative and breakthrough creative. The process includes 
a robust amount of "desk work", utilizing syndicated resources and trend reports 
to establish a strong foundational knowledge base of the consumer, often 
concluding with primary field research where we can get firsthand intelligence and 
perspective of those consumers we want to affect. 



Key research resources at LatinWorks' disposal include: 

e Geoscape Intelligence System 
e MediaOcean 
e Nielsen AdViews 
ED Nielsen Audio 
e Nielsen I MS 
e Nielsen Local 
ED Nielsen National 
e Nielsen & IRI sales measurement 
ED Precision Track 
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ED Simmons Market Research Bureau National Consumer and Hispanic Study 
Iii) Sizmek 
Iii) Spreadfast 
e SQAD 
e Who's Watching 

7.2 ADVERTISING SENSITIVITY 

7.2.1 The Texas Lottery is an agency of the State of Texas, and all adve11ising efforts shall be 
conducted in a manner commensurate with the dignity and integrity of the State of Texas. 
Advertising should be consistent with the core values, mission and vision of the Texas 
Lottery. Further, in accordance with TEX. GOV'T CODE ANN. Sec. 466.110. 
(PROHIBITED ADVERTISEMENTS), "advertisements or promotions sponsored by the 
commission or the division for the lottery [must] not be of a nature that unduly in±luences 
any person to purchase a lottery ticket or number." 

We have read, understand, and will comply_ 

7.2.2 The following stipulations apply to all Texas Lottery advertising. Advertising should not: 

(1) Unduly influence or over promise the benefits and features of the game or infer that 
anything other than random chance will result in winning the game via game names, 
callouts, features or other game elements. 

(2) Depict or represent a change of lifestyle by presenting any Texas Lottery game as 
a potential means of relieving any person's financial or personal difficulty by 
emphasizing wins are a guarantee or substitute for employment. 

(3) Display guns, alcohol, tobacco, improper attire or imply lewd or indecent language, 
images or actions. 

(4) Portray product abuse, excessive play or preoccupation with gambling by 
glamorizing frequent or excessive play. 

(5) Imply or portray any illegal activity. 
(6) Make fun of other's pain, misfortune, impairment, or physique. 
(7) Degrade the image or status of persons of any ethnic, minority or religious group. 
(8) Show any fonn of cmelty and/or abuse of animals. 
(9) Exploit a person, specific group or economic class. 

(10) Create the perception that the Texas Lottery has control over where winning tickets 
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are sold and/or purchased. 
(11) Stereotype Texans. 
(12) Solicit children. 

We have read, understand, and will comply. 

7.3 ADVERTISING PLAN 

7.3.1 The Texas Lottery will provide the Successful Proposer with a marketing strategy 
including planned product f1ights as well as an overall budget. The strategy shall clearly 
define goals and communication objectives. The Texas Lottery and the Successful 
Proposer shall meet as needed to review the goals and objectives. The Texas Lottery may 
modify and/or amend the goals and objectives at any time. 

We have read, understand, and will comply. 

7.3.2 Advertising Plan. The Successful Proposer shall be required to develop an annual 
advertising plan that is consistent with the Texas Lottery's marketing strategy and must be 
approved in writing by the Texas Lottery. The Texas Lottery's advertising plan should 
reach all adult (ages 18+) Texans. Unless otherwise specified by the Texas Lottery, the 
advertising plan, at a minimum, must include: 

(1) Allocation of dollars by media and DMA with detailed rationale. 
(2) Projected production and agency fee costs. 
(3) Measurable metrics as appropriate for each medium (i.e., impressions, GRPs, etc.). 
(4) Detailed media flowchart that specifies mediums, market tiers and costs. 
(5) Experiential event and marketing activation opportunities and any other topics 

specified by the Texas Lottery. 

The advertising plan should be based on the Texas Lottery's fiscal year (FY) (September 
1 August 31). The Successful Proposer shall submit an advertising plan for FY19 no later 
than four weeks after the Contract execution date, or as specified by the Texas Lottery. 
Advertising plans will be due annually thereafter no later than May 31 or as specified by 
the Texas Lottery. 

We have read, understand, and will comply. 

7.4 BUDGET 

7 A.l 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. 

We have read, understand, and will comply. 
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7.4.2 The Successful Proposer shall make recommendations for savings wherever possible. The 
budget will be reviewed as needed and shall be revised as required by the Texas Lottery. 

We have read, understand, and will comply. 

7.4.3 The Successful Proposer shall make no commitment on behalf of the Texas Lottery without 
prior written approval by the Texas Lottery. 

We have read, understand, and will comply. 

7.5 REPORTS 

The Successful Proposer shall provide the following reports to the Texas Lottery in a 
format approved or prescribed by the Texas Lottery. The Successful Proposer shall submit 
reports in accordance with the deadlines below, unless otherwise directed in writing by the 
Texas Lottery. 

We have read, understand, and will comply. 

7.5.1 The following report is due every Wednesday: 

.. Status Report. This report documents all current media and production jobs, projects, 
experiential events, reporting, and meetings. Status Report will include: job by 
product, media, production, status of job, timeline of job, or as prescribed by the Texas 
Lottery. The report should also include a section for dynamic jackpot billboard 
maintenance. All timelines shall include a minimum of five (5) Working Days for 
approval by the Texas Lottery on each stage of each job or project, unless otherwise 
approved by the Texas Lottery. 

We have read, understand, and will comply. 

7.5.2 The following reports are due by the 10th of each month: 

.. The HUB Subcontracting Plan Prime Contractor Progress Assessment Report. This 
report documents monthly payments made by the Successful Proposer to 
subcontractors under the Contract. The report may be due prior to the 10th ofthe month 
at the request of Texas Lottery. 

o Approved Expenditure Report. A summary of all approved expenditures to date for the 
cunent fiscal year. The summary shall indicate the total amount available in the budget 
and the total amount cunently committed. The summary also shall include current 
amounts invoiced, amounts invoiced but not paid, amounts owed for services 
perfonned but not invoiced, and cunent amounts paid, together with spending by media 
and production type. 

We have read, understand, and will comply. 
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7.5.3 The following report is due quarterly: 

.. Print Audit. No more than thirty (30) Days following the end of each calendar year 
quarter, the Successful Proposer shall submit quarterly print audits. Print audits will 
include name of publication, (paid or unpaid) circulation, DMA, year established, 
publication frequency, distribution sites, and publisher information. 

We have read, understand, and will comply. 

7.5.4 The following reports are due on an annual basis: 

.. Fiscal Year-End Added Value Report. The Successful Proposer shall submit a fiscal 
year-end summary of added value achieved as a result of the previous fiscal year's 
media buy no later than January 31. 

G Production Inventory RepOli. The Successful Proposer shall submit a current inventory 
report no later than September 30 for all broadcast and digital video production storage. 
The report shall include the date of inventory, job name, ISCI code and description, or 
as otherwise prescribed by the Texas Lottery. 

We have read, understand, and will comply. 

7.5.5 The following reports are due prior to each campaign launch as follows: 

.. Media Buys. For each campaign, actual media buys will be required at least three weeks 
prior to the start of each flight. All media buys must include a summary of planned and 
purchased goals met and any cost savings achieved. Broadcast and out-of-home shall 
be reported per DMA. 

.. Added Value. For each campaign, the Successful Proposer shall provide an added 
value placement report in accordance with section 7.7.5. Reports will be required at 
least three weeks prior to the start of each flight. 

We have read, understand, and will comply. 

7.5.6 The following report is due ninety (90) Days after campaign completion as follows: 

.. Post Buy Report. No more than ninety (90) Days following the end of the campaign 
flight, the Successful Proposer shall provide the Texas Lottery with a post-buy report 
indicating whether the planned measurable metrics of each buy were achieved within 
budget. If the broadcast and out-of-home goals were not achieved, the report shall 
contain a make-good report where bonus was issued. 

We have read, understand, and will comply. 

7.5.7 The following report is due forty-five (45) Days after each experiential activation 
completion as follows: 
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" Post Experiential Report. This report provides a recap of each experiential activation 
as prescribed by the Texas Lottery. 

We have read, understand, and will comply. 

7.5.8 At its sole discretion and with thirty (30) days' advance written notice to the Successful 
Proposer, the Texas Lottery may change the due dates of any required reports listed above. 
Failure to provide any reports as required (including in accordance with any revised due 
dates set by TLC) may result in the assessment of contract sanctions under Section 3.51.15. 

We have read, understand, and will comply. 

7.5.9 Ad Hoc Reports. The Texas Lottery may require the Successful Proposer to develop 
advertising reports or analysis of advertising opportunities with mutually agreed upon dates 
for delivery. 

We have read, understand, and will comply. 

7.6 CREATIVE SERVICES 

7.6.1 The Successful Proposer shall be responsible for concepting, creation and production of 
Texas Lottery advertising materials, including broadcast, digital, social, point-of-sale and 
print advertisements, out-of-home and such other materials and projects as may be required 
by the Texas Lottery. The Successful Proposer also may be required to develop 
comprehensive integrated campaigns and to assist the Texas Lottery in developing game 
names, product logos, or art for other use. 

We have read, understand, and will comply. 

7.6.2 Creative Concepts. The Successful Proposer shall present at least three (3) creative 
concepts for each campaign and, upon Texas Lottery approval of the campaign concept, 
the Successful Proposer shall present three (3) creative options for each medium in the 
campaign unless otherwise specified by the Texas Lottery. If concepts or creative options 
are not approved by the Texas Lottery, the Successful Proposer, at the direction of the 
Texas Lottery, shall be required to develop and present additional creative executions. 

We have read, understand, and will comply. 

7.6.3 Creative Meetings. The Successful Proposer shall schedule creative meetings with the 
Texas Lottery. Unless otherwise approved by the Texas Lottery, the Successful Proposer 
shall provide at least five (5) Working Days' advance notice for all creative meetings. 
Creative meetings will be held on an as-needed basis. 

We have read, understand, and will comply. 
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7.6.4 Timelines. The Successful Proposer shall allow sufficient time for developing and 
presenting creative concepts, editing and revising selected options, obtaining final 
approvals from Texas Lottery staf±~ producing the final product, and distributing the 
finished product according to Texas Lottery specifications. Unless otherwise approved by 
the Texas Lottery, all timelines shall include a minimum of five (5) Working Days for 
approval by the Texas Lottery for each stage of each job or project. The Successful 
Proposer shall provide detailed production schedules with task milestones for eachjob. The 
Successful Proposer shall email all required materials to the Texas Lottery no later than 
four (4) hours before any scheduled meeting, unless otherwise approved by the Texas 
Lottery. The Texas Lottery will not be responsible for any additional production costs 
inculTed as a result of the Successful Proposer's not adhering to set timelines. 

We have read, understand, and will comply_ 

7.6.5 Creative Approvals. The Successfl.ll Proposer shall obtain written approval from the Texas 
Lottery prior to producing any advertisement. When producing any creative work, the 
Successful Proposer shall not vary from approved scripts, story boards or print layouts 
without written approval from the Texas Lottery. Failure to adhere to approved scripts, 
story boards or layouts may void the Texas Lottery's approval of the estimate for the 
project. The Successful Proposer shall incorporate all changes required by the Texas 
Lottery, as well as submit any other alternative creative solutions deemed prudent by the 
Successful Proposer. The Successful Proposer shall be responsible for all unauthorized 
expenses. 

We have read, understand, and will comply _ 

7.7 MEDIA SERVICES 

7.7.1 Media Buying Guidelines will be prepared by the Texas Lottery in cooperation with the 
Successful Proposer, and shall be agreed to by both parties in writing. The Guidelines may 
be updated annually or more often as necessary during the term of this Contract. The 
Successful Proposer shall be responsible for adhering to the Media Buying Guidelines. 

We have read, understand, and will comply_ 

7.7.2 Negotiation and Placement. The Successful Proposer shall be responsible for the placement 
and purchase of all media, including but not limited to broadcast, digital, social, out-of
home and print media. In negotiating media purchases, the Successful Proposer shall make 
the Texas Lottery aware of any savings that might be achieved through long-term 
commitments. Media placement shall be reimbursed at net cost with no mark-up. All 
broadcast stations are required to have a minimum ratings criteria defined by the Texas 
Lottery_ 

We have read, understand, and will comply_ 
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7.7.3 Stewardship. The Successful Proposer shall ensure that all media runs according to any 
contracts or insertion orders. This includes but is not limited to: order receipt/input 
confinnation, traffic instruction confirmation, reviewing pre-log times, negotiating 
makegoods of comparable or greater value, etc. 

We have read, understand, and will comply. 

7.7.4 Placement Verification. The Successful Proposer shall review, process invoices and 
address any discrepancies prior to submitting to the Texas Lottery. This includes: 
confirming trat1ic, rotation, flight dates to the purchased media channels. In addition, the 
Successful Proposer shall provide, at no cost to the Texas Lottery, affidavits, tear sheets or 
any other placement verification requested by the Texas Lottery. 

We have read, understand, and will comply. 

7.7.5 Added Value Media Placements. The Successful Proposer shall negotiate added value for 
all media included in any Texas Lottery buy. The Texas Lottery shall establish a goal for 
added value media for each fiscal year. 

We have read, understand, and will comply. 

7.8 PRODUCTION STORAGE 

The Successful Proposer shall store past and current broadcast and digital/social video 
associated with the Texas Lottery in a manner consistent with industry standards. All 
storage costs will be reimbursed by the Texas Lottery for actual cost only. In accordance 
with Section 3.14.3, the Successful Proposer shall aid in any transition of broadcast and 
digital video for any new arrangement or service provider, if applicable. 

We have read, understand, and will comply. 

7.9 GOODS AND EQUIPMENT 

Notwithstanding anything herein to the contrary, after completion of the services to be 
provided on the Texas Lottery's behalt~ the Successful Proposer shall be solely responsible 
for the proper disposition of all physical or tangible goods and/or equipment created in 
connection with the services or works provided to the Texas Lottery, and which are 
incidental to such services or works (e.g., props, set dressing, promotional equipment, 
signage, related equipment). The Texas Lottery will notify the Successful Proposer in the 
event that such incidental goods or equipment are to be returned to the Texas Lottery; 
otherwise, the Successful Proposer shall bear all storage, destruction and other costs in 
connection with disposition of such physical or tangible goods and equipment. Upon 
request of the Texas Lottery, the Successful Proposer shall be required to provide 
supporting documentation confirming disposal or destruction of such items. The 
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Successful Proposer is expressly prohibited from reproducing, distributing, displaying, 
performing publicly, making copies or derivative works of, selling, using, re-using or 
otherwise conveying to other persons or entities any goods and/or equipment bearing any 
Texas Lottery mark without prior written approval by an authorized Texas Lottery 
representative. 

We have read, understand, and will comply. 

7.10 PUBLIC SERViCE ANNOUNCEMENTS 

At the Texas Lottery's request, the Successful Proposer shall develop print and/or 
broadcast public service announcements and work to secure placements. The 
announcements will run at no charge to the Texas Lottery. The Successful Proposer shall 
include a detailed post-buy report. 

We have read, understand, and will comply. 

7.11 TRANSLATION SERVICES 

Translation services may include translation in multiple languages, terminology creation 
and management, editing, proofi'eading, and cultural review. These services must be 
available on request. In the past, the Texas Lottery has used translation services primarily 
for Spanish and limited translation requirements for Chinese. 

We have read, understand, and will comply. 

7.12 EXPERIENTIAL MARKETING 

7.12.1 The Texas Lottery works with the Lottery Operator to select promotional selling 
activations at fairs, festivals, other public events and in-store retailer promotions that create 
awareness and interest for Texas Lottery products among adult Texans. Experiential 
marketing efforts are intended to increase product trial and educate new and potential 
players about Lottery products. 

We have read, understand, and will comply. 

7.12.2 At the Texas Lottery's request, the Successful Proposer shall assist in selecting, 
developing, negotiating and contracting for experiential activations in support of the Texas 
Lottery brand and products. This may include contracted services with third paIty vendors, 
equipment, supplies or other required components. 

We have read, understand, and will comply. 

7.12.3 Joint Promotions. At the Texas Lottery's request, the Successful Proposer shall solicit and 
encourage joint advertising and promotional opportunities with potential co-sponsors. The 
Successful Proposer shall indicate the benefits to the Texas Lottery from any such joint 
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promotion recommended. 

We have read, understand, and will comply_ 

7.12.4 Free Tickets and Other Benefits. Entitlements often carry with them an offer for free tickets 
to events, premium items and other special benefits. All such benefits provided in relation 
to experiential activations on behalf of the Texas Lottery shall be fully disclosed and 
documented. The Texas Lottery reserves the right to accept or reject the offer of any such 
items or benefits offered in association with an entitlement. The Successful Proposer may 
not utilize any such items for its own benefit or the benefit of other clients. No such item 
shall be provided to an employee of the Texas Lottery. The Successful Proposer shall 
maintain a listing of any or all items or benefits provided to the Texas Lottery, and shall 
make a recommendation for their use. Tickets, trips, premiums and other such items may 
be utilized for retailer incentives, for example. If, at the Texas Lottery's sole discretion, the 
Texas Lottery cannot make appropriate use of the items offered, it shall be the obligation 
of the Successful Proposer to negotiate lower rates or alternative benefits. 

We have read, understand, and will comply_ 

7.12.5 Conventions, Trade Shows, Special Events and Meetings. All Texas Lottery vendors are 
encouraged to stay current on industry trends by attending various conventions, trade 
shows, special events, HUB expos and related meetings. When the Successful Proposer's 
attendance is requested by the Texas Lottery, the Successful Proposer shall request prior 
written approval of expenses from the Texas Lottery. Expenses will be reimbursed pursuant 
to Texas State per diem rates (See Section 7.16). 

We have read, understand, and will comply_ 

7.13 EXPENDITURE APPROVAL 

7.13.1 The Successful Proposer shall prepare written estimates for all expenditures and obtain 
prior written approval from the Texas Lottery before making any commitment on behalf 
of the Texas Lottery. The Texas Lottery will not be responsible for any expenditure unless 
pre-approved in writing by the Texas Lottery. Unless otherwise approved by the Texas 
Lottery, the Successful Proposer shall provide at least five (5) Working Days for all 
estimate approvals. The Successful Proposer shall submit estimates in a format prescribed 
by the Texas Lottery. 

We have read, understand, and will comply. 

7.13.2 For any service expenditures identified in Section 5.5.2 with an asterisk that exceed $5,000, 
the Successful Proposer must obtain at least three (3) competitive bids to be used in the 
preparation of written estimates. In obtaining bids, the Successful Proposer must comply 
with the HSP requirements. The Successful Proposer shall be required to provide all 
supporting documentation of bids for each estimate. 
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We have read, understand, and will comply. 

7.13.3 For any production work to be conducted outside the State of Texas, the Successful 
Proposer must provide written documentation that demonstrates locations or facilities 
within the State of Texas are not adequate for the required production. 

We have read, understand, and will comply. 

7.13.4 Estimate Revisions. Revisions to approved estimates must be pre-approved in writing by 
the Texas Lottery. All revised estimates shall contain the cost differential, including 
previous approved amounts. 

We have read, understand, and will comply. 

7.13.5 Estimate Cancellations. For any previously approved estimate that is cancelled, the 
Successful Proposer shall submit a revised closed estimate reflecting all cancelled portions 
of the estimate to the Texas Lottery. 

We have read, understand, and will comply. 

7.14 BILLINGIINVOICES 

7.14.1 In accordance with Section 3.8 and as further described herein, the Successful Proposer 
shall submit invoices to the Texas Lottery following delivery by the Successful Proposer 
of all goods and/or completion by the Successful Proposer of all services in accordance 
with a signed and pre-approved estimate. 

We have read, understand, and will comply. 

7.14.2 The Successful Proposer shall submit invoices in duplicate every other Monday, or as 
prescribed by the Texas Lottery, together with supporting documentation to substantiate 
all expenses incurred. If the designated Monday is a State holiday, invoices will be due 
the next state business day. By submitting an invoice for payment, the Successful Proposer 
celiifies that goods have been delivered and received or services have been rendered in 
accordance with the Contract. 

We have read, understand, and will comply. 

7.14.3 The Successful Proposer must include, at a minimum, or as prescribed by the Texas 
Lottery the following with each invoice: (i) invoice statement including the 
invoice number, estimate number and any line items; flight dates; amount for 
each invoice submitted, current billed amount and balance remaining; (ii) all 
approved estimates and revisions; and (iii) supporting documentation (e.g., 
vendor invoices, tearsheets, affidavits, etc.). 
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We have read, understand, and will comply. 

7.14.4 No payment will be made without a signed and approved estimate. The Texas Lottery will 
only authorize payments upon the completion and acceptance of services or after the 
delivery and acceptance of goods. 

We have read, understand, and will comply. 

7.14.5 Production and media estimates will be closed ninety (90) Days after the completion of the 
production and media flight. Once an estimate is closed, no further billing can be submitted. 
The Successful Proposer is required to mark "Closed" on the final invoice submitted to the 
Texas Lottery for payment. 

We have read, understand, and will comply. 

7.14.6 The State's fiscal year is September 1 through August 31. Any invoices submitted after 
August 31 for services performed during the previous fiscal year must be submitted to the 
Texas Lottery no later than October 30 of the immediately following fiscal year. 

We have read, understand, and will comply. 

7.14.7 If no final invoice is received within ninety (90) Days after the termination or expiration 
of the Contract, the Successful Proposer waives the right to receive any further payments. 

We have read, understand, and will comply. 

7.14.8 Any invoices submitted that do not have all required detail to process for payment will be 
disputed in accordance with TEX. GOV'T CODE ANN. § 2251.042 et. seq. 
("Disputed Payment"). A disputed invoice will be processed for payment as soon as possible 
following settlement of dispute, but no sooner than thirty (30) Days from original invoice 
received date. 

We have read, understand, and will comply. 

7.14.9 The Successful Proposer shall be required to reimburse the Texas Lottery for any 
overpayment determined as a result of an audit or inspection of records on work performed 
under the Contract. At the Texas Lottery's sole discretion, reimbursement may be in the 
fonn of a credit or actual payment made by the Successful Proposer. 

We have read, understand, and will comply. 



Part 7 - Page 13 of 14 

7.15 SHIPPING/FREiGHT CHARGES 

The Successful Proposer is expected to utilize the lowest cost to safely transport its 
shipments. The Successful Proposer shall be responsible for all additional costs incurred 
by the Texas Lottery as a result of the Successful Proposer's production delay. 

We have read, understand, and will comply. 

7.16 TRAVEL 

The Texas Lottery does not reimburse for travel-related expenses including the Successful 
Proposer's hourly agency fees associated with travel for regularly held meetings at Lottery 
Headquarters. If the TLC requires the Successful Proposer to travel, for production, event 
management or any other reason, travel costs will be reimbursed pursuant to Texas State 
per diem rates along with the Successful Proposer's hourly agency fees. Approved travel 
expenses and estimated billable hours shall not be reimbursed without a prior approved 
estimate. Travel related to production by the Successful Proposer's subcontractor staff shall 
be reimbursed at State per diem rates. 

We have read, understand, and will comply. 

7.17 UNACCEPTABLE PRODUCTS 

The Successful Proposer shall be responsible for all costs for products produced on behalf 
ofthe Texas Lottery that are misprinted, produced in error or which the Texas Lottery, in 
its sole discretion, determines are unacceptable, together with all costs for services rejected 
by the Texas Lottery because of delay, or rendered in a manner inconsistent with services 
approved by the Texas Lottery. 

We have read, understand, and will comply_ 

7.18 UNACCEPTABLE SERVICES 

The Successful Proposer shall be responsible for any costs incurred in conjunction with 
services provided on behalf of the Texas Lottery which are deemed unacceptable due to 
failure to meet deadlines that warrant services unusable, or rendered in a manner 
inconsistent with the services approved by the Texas Lottery. 

We have read, understand, and will comply. 

7.19 MEETINGS WITH TLC VENDORS 

Any meetings or conference calls that are held between the Successful Proposer and any 
ofthe Texas Lottery's vendors must be approved by the Texas Lottery. Texas Lottery staff 
may attend any meeting or conference call the Successful Proposer and any of the Texas 
Lottery vendors may have. 
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We have read, understand, and will comply. 

7.20 OTHER ASSOCIATED SERVICES (OFFERED OPTION) 

Offered Options are not identified in this RFP, but may be identified by the Proposer and 
included in the Proposal. This is an opportunity for Proposers to ofler options the Texas 
Lottery may not have been aware of at the time this RFP was written. As an Offered Option, 
Proposers should describe in detail any other service(s) proposed to be provided to the 
Texas Lottery that are not specifically addressed in this RFP. The Proposer should include 
the cost or fee associated with an Offered Option, on a separate sheet to be included with 
the sealed cost proposal. The Proposer also should specify how those services would assist 
the Texas Lottery in achieving its objectives as outlined in this RFP. 

We have read, understand, and will comply. latinWorks provides the offered 
options below to answer 7.20. Costs are included in our sealed cost 
proposal in Attachment H. 

o legal Council: These will be billed for legal reviews specific to experiential 
partners during contract negotiations on behalf of the Texas Lottery. All time 
is pass-through and will be billed based on hours spent in review and 
document preparation. 

o In-house Agency Video Production and Editorial: These are rates 
associated with machine costs to perform video and editorial services for the 
Texas Lottery by LatinWorks' in-house digital studio. These rates are based 
on hourly or day rates (of equipment time only), dependent on the creative 
and production requirements. 

7.21 AUSTIN OFFICE 

The Successful Proposer is not required to maintain an office in Austin, Texas. However, 
appropriate staff will need to be available upon request to attend meetings at the Texas 
Lottery headquarters. 

We have read, understand, and will comply. 
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8 CREATIVE RESPONSE 

8.1 CREATIVE ASSIGNMENT 

8.1.1 The Texas Lottery is interested in the Proposer's process and approach to resolving 
communication challenges. The Texas Lottery will assess the Proposer's ability to utilize 
qualitative and quantitative data and translate the findings into a concise advertising 
strategy that produces effective marketing messages. 

We have read, understand, and will comply. Please find our response to 
Section 8.1.1 on the next page. 
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SECTION 8.1.1 

Everything we do is driven by the desire to be the agency that client-partners trust 
most to deliver cross-cultural insights and ideas that will build sales and profitability 
today, and sustainable brand leadership in the future. This is the vision that guides 
our actions. It's a way of life for LatinWorks that's designed to keep us focused and 
evolving. 

We encourage all of our team members to be relentless students of consumer 
behavior, dedicated to employing disciplined analytical rigor to craft sound strategic 
creative solutions to the business issues our client-partners face. And clearly 
understanding such issues is a key first step in the collaborative relationship we 
seek to establish and maintain with all our clients. 

Fundamental to transformative, cross-cultural success, and more relevant today 
than ever in a minority-majority State like Texas, is the understanding that a brand's 
value resides in its cultural context and overall connection with consumers. This 
approach empowers brands to respond more fluidly to increasingly divergent and 
changing market and consumer realities, and plays a pivotal role in addressing 
people's hopes, fears and aspirations. As mentioned in our response to Section 
4.1.1, a brand-centric approach misses the opportunity to connect with consumers 
in a more effective and meaningful way because it runs the risk of forcing the brand 
on consumers. 

At LatinWorks we pride ourselves on being proactive, forward-thinking and 
accountable. We subscribe to the ideal that we are only as good as our last 
assignment, and believe wholeheartedly that we must constantly feed the creative 
well. The data that fuels our unique mindset-driven approach and feeds this well is 
gained through a combination of third party syndicated quantitative sources as 
detailed in our response to Section 7.1.3, as well as qualitative and quantitative 
research initiated by the agency or our client-partners. This is an ongoing endeavor 
that continually informs our understanding of consumers and provides us with 
multiple sources from which to substantiate our methods. 

LatinWorks' deep understanding of the evolution of the ambicultural consumer also 
paved the way for our even deeper understanding of today's exponentially-evolving, 
cross-cultural consumer reality here in Texas, and the development of our 
proprietary Positive Friction planning tool and the resulting Collision Brief that will 
be put into action in Section 8.1.4(a). 

Ultimately, it's about positioning our client-partners and their brands for long-term 
success, and we believe our consumer-centric approach favorably positions the 
Texas Lottery to continue to credibly engage Texan Adults 18+ in our positive, 
inclusive Brand message and/or with our games and Experiential initiatives. 
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And we have a history of developing insightful, brand-building creative solutions that 
deliver measurable results to validate this. Several examples of these are included 
in our responses to Section 8.3 of the RFP. 
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8.l.2 Introduction. The Texas Lottery's product mix consists of scratch ticket games and draw 
games. The Texas Lottery introduces approximately 90 scratch ticket games annually 
ranging in price point from $1 to $50, which account for approximately 79% of overall 
Texas Lottery sales. Draw games (Powerball, Mega Millions, Lotto Texas, Cash Five, 
Daily 4, Pick 3, All or Nothing, Texas Triple Chance and Texas Two Step) range in price 
point from $.50 to $2 and account for approximately 21 % of Texas Lottery sales. Several 
of the draw games also offer optional purchase add-on features. 

We have read, understand, and will comply. 

8.1.3 In 2008, the Texas Lottery launched the Texas Loteria scratch ticket. The scratch ticket is 
based on the colorful bingo-style game originating in Mexico. The images used on playing 
cards in the game have become iconic in Mexican culture and have crossed over into 
American pop culture as well. Over the past decade, Texas Loteria has consistently been 
one of the top selling scratch tickets at the $3, $5 and $10 price points. Texas Loteria was 
also the first bilingual game launched by the Texas Lottery. For purposes of this creative 
assignment, the Texas Lottery plans to capitalize on the success of Texas Loteria by 
expanding the ticket into a suite of scratch tickets with price points at the $1, $3, $5, $10 
and $20 levels and supporting the suite with a comprehensive advertising campaign for the 
first time. The product goals for Texas Loteria suite creative are: 

1) drive awareness of the suite of scratch tickets for both English and Spanish 
speakers throughout Texas 

2) encourage product trial for new or lapsed players 

3) maintain a strong Texas Lottery brand 

We have read, understand, and will comply. 

8.l.4 The Assignment. Each Proposer shall create and submit as part of its Proposal, a 
Texas Loteria suite campaign designed to increase product awareness, trial and 
participation by adult (ages 18+) Texans. Each Proposer must consider and provide 
information in regard to how the campaign will execute successfully against the Texas 
Lottery's product and campaign goals. The Texas Lottery's media core audience is all 
Texans between the ages of 18 and 49. 

The creative response, at a minimum, should include: 

(a) Advertising Strategy 
A solid and comprehensive strategy should be developed that addresses the assignment 
and meets the marketing objectives. The strategy should reflect a thorough 
understanding of Texas - its geographic markets, its diverse population and its status 
as a minority-majority state. The strategy shall be grounded in and substantiated by 
quantitative and qualitative data. 
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We have read, understand, and will comply. Please find our response to 
8.1.4 (a) on the following pages. 
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ADVERTISING STRATEGY 

LatinWorks believes advertising strategies must be rooted in our audience and 
universal consumer-centric truths. When approaching the assignment for Texas 
Loteria, we knew we needed to have a base of quantitative and qualitative 
consumer research to truly understand how to best position this game to all 
Texans. 

To achieve the established goals for the Texas Loteria suite of scratch tickets 
campaign, LatinWorks' strategic approach includes the following steps and 
methodology: 

1. Re-evaluate the audience through the lens of the goals established in 
Section 8.1.3 using proprietary data and research conducted throughout 
Texas markets 

2. Establishment of Experience Seekers, a new core audience for the Texas 
Lottery with the greatest potential for positive results and growth, a greater 
opportunity than the traditional Texas Lottery Light/Lapsed Players 

3. The application of our proprietary planning tool, Positive Friction as 
mentioned in our response to Section 4.1.1, to develop a compelling 
Collision Brief that will yield impactful creative 

4. Employment of our proprietary Engagement Mapping process to ensure 
the most efficient and effective ways of reaching and motivating Texan 
Adults 18+ 

5. Identification of Markets & Clustering model that will ensure the most 
efficient and equitable distribution of our cross-cultural message 

1. AUDIENCE EVALUATION 

To produce an advertising strategy for the Texas Loteria suite of scratch tickets with 
a foundation in consumer truths, we performed a thorough analysis of our current 
audience and market nuances. 

The Texas Lottery and LatinWorks currently segment our audience into two basic 
groups based on frequency of play: Light/Lapsed Players (LLPs) and Heavy 
Players (HPs). When building our FY18 Ad Plan, we found the stark contrast between 
both groups as the following: 

• LLPs are driven by opportunity for discoveries and new experiences 
• HPs are motivated to establish a sense of control through thoughtful and 

strategic planning 

For the RFP assignment, we dissected our Light/Lapsed Players into two different 
audiences - the Lapsed Player and the Light Player. Demonstrated below are the 
differences and commonalities between Lapsed Players and Light Players as 
compared to Heavy Players. 



Lapsed Player UghtPlayer 

Played a scratch·ticket Play any lotto game at 

Texans 18+ who 
in the last 12 months least 1·3X per month & 

but did not play the played scratch-ticket in 
last 30 days Jast 30d8YS 

Population 2.051,(}{I0 935,000 
%, of Texans 18+ 10.1'% 4.6% 

Median Age 41 41 
% Ages 18-49 69% 53% 

% Male 45% 55% 
% Female 55% 45% 

% White 14% 60% 
% Hispanic 32% 52% 

% African American 14% 16% 
% Asian 3% 1% 

High School Degree'" 81 130 
4·Year College Degree" 141 60 

Married· 102 95 
Never Married" 101 115 

Divorce/SeparatediWidowed" 93 97 
Parent/Guardian - Yes· 95 107 

Source: Simmons Spong 2017 NHCS Two Year Combined Adult 
'Reported in indices 
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Heavy Player 

Play any lotto game at 
least 1 X per week 

1,935,000 
9.5% 
49 

51% 
65% 
35'% 
69% 
48% 
101}1a 
6% 
100 
75 
95 
81 

142 
104 

Looking at the demographic data in the previous chart, there are correlations between 
frequency of play and age. It clearly demonstrates something that we have known to 
be true, that the core Heavy Player tends to be older than our Light Player or Lapsed 
Player. 

As this core player continues to age, the Texas Lottery will need to continue 
evaluating how to stay relevant and engage with a younger, more diverse generation. 
Doing this will increase number of players, and drive loyalty among existing 
players/players who may not play often. This reinforces the need to understand player 
mindset over demographics to encourage trial. 

To understand the player mindset, we spoke to our audience directly. LatinWorks 
partnered with ThinkGroup (a Texas-based, third-party vendor) to design a consumer 
survey. This survey was distributed to a qualified and diverse sample of Texans ages 
18 to 49, representing our current Texas demographic breakout as illustrated in 
Section 4.1.1. 
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The purpose of this research was to accomplish two things: 

1) Test our hypothesis of our current audience behaviors and attitudes 
regarding Texas and lottery play (including potential of Texas Loteria) 

2) Gain further insight to potentially grow our audience, impact media tactics 
and inspire creative platforms 

As detailed in our response to Section 4.1.1, we have a deep understanding of the 
Texan consumer and what it means for brands marketing in a minority-majority state. 
We know many differences exist in our population, including ethnicity, geography, 
language and economics. However, our primary research conducted for this RFP 
affirms that Texans are united by: 

• The Pride in Our Great State 
o "I consider Texas to be the greatest State in the Country and have so much 

pride. Being a Texan means tradition, culture and acceptance, just to name 
a few distinguishing qualities. The people, the views, the food, the activities 
and being a Texan mean everything to me. I want to live and work in Texas 
until the day I die." - Juan Raudales, Austin, 26 years old 

• The Opportunities That Exist Here 
o "You can achieve the American Dream here more so than many other 

places. We have great neighborhoods, education and jobs. " - Jay Nguyen, 
Austin, 31 years old 

o "Land of opportunity and possibilities" - Robert Anderson, Dallas, 33 years 
old 

o "My mother is a nurse from the Philippines and she came to work (for) the 
Houston Medical Center." - Felisa Bernardo, Houston, 33 years old 

• The Desire To Be a Warm, Friendly Neighbor To All 
o "We have a culture of family. We care about each other and what happens 

to one another." - Anthony, San Antonio, 35 years old 
o "It is a very large state; however, its cities and communities are always 

welcoming. The people of Texas create a sense of a small, tight-knit family." 
- Cecilia Dao, Houston, 24 years old 

o "Texas has a sense of family. A sense of unity. Texans always answer with 
'y'all'."- Daisy Nieto, San Antonio, 33 years old 

Understanding how prominent these characteristics are within our audience is key to 
best position Texas Loteria to all Texans. Given these learnings, how do we capture 
this larger audience with a mindset-driven approach all Texans can identify with? 

If we can understand the universal connections that motivate Texans 18+ to 
participate in the Texas Lottery, we can then identify people who don't play with any 
regularity (Le. "Lapsed" Players), as well as those who are non-active players, but are 
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open to doing so ("New" Players). Our goal is to leverage segments' similarities 
versus what sets them apart. By doing so, we can create an advertising strategy to 
encourage product trial. 

The true revelation from our audience segmentation study came when we dissected 
Light and Lapsed Players into distinct segments. We identified that the Lapsed player 
presents a greater opportunity for long-term success of the Texas Lottery. This player 
profile is slightly younger, has a more advanced education and is comprised of the 
largest number of non-active players across any of the player segments. 

LatinWorks examined psychographic statements that revealed commonalities among 
Lapsed, Light and Heavy Players. These insights from current players make the 
Texas Lottery relevant with a new untapped audience. This goes beyond 
demographic make-up by evaluating how these groups react to internal and external 
influences. 

The following diagram highlights the similarities and differences between Light, 
Lapsed and Heavy Players across value statements, self-concepts and interests. We 
were most interested in the overlap between the volumetric segments, as well as the 
Lapsed player profile. At the very center of the diagram is the sweet spot. 



Statements 
Indulge kids with little extras 
Looks for financial adVice 
Buy same products celebrities use 
Social media makes me feel connected 

Actlviliesilnlerests 
Gardening 

Actlvltlesilnlerests 
State Fair, Fantasy Sports, 
Concerts, loa, Baking, Card 
games, Cooking, 
College Basketball 

Statements 
I like to take risks 
Rather work In a team than alone 
Like to do things spur of the moment 

Acllvltlesilnlerests 
Bingo, BBOs, BeachlLake, Dance, MLS 
Soccer, MLB Baseball, NFL, Rodeo, NBA 

Statements 
I am a perfectionist 
I will pay extra for quality 
Work at my job for the money 
I pay cash for things 
People are surprised by the things I know 

Acllvltlesilnlerests: 
Wood working, Boxing, Horse Racing, WWE 

Part 8 - Page 10 of 284 

Statements 
Ukes to standout in a cnowd 
I am an optimist 
Friends look to me to organize 
activities 
wants to be respected by peers 
Important that family thinks I'm 
doing well 
I am interested in the arts 
I am adventurous 
I am good at convincing people to 
try new things 

Actlviliesilnlerests 
Entertaining at Home, Comedy 
Club, Live Theater, Movies, 
Photography, Playing Music, 
Tailgating 

Actlvltlesilnlerests 
Sports teams, Reading 
News, Go-karting, 
College Football, College 
Baseball 

You will notice that each player does things at the spur of the moment and likes to 
take risks. Additionally, all players have an affinity for bingo (Loterfa's cousin), BBQs 
and sports. These attributes are all indicative of our consumer being social and 
possessing qualities that could lead to successful initiatives with our Experiential 
Marketing, as well as the Texas Loteria campaign ideas in Section 8.1.4(d) in 
response to this RFP. 

Now that we know the underlying attitudes, beliefs and values among lottery 
consumer segments, we can clearly see what makes them alike. We pulled out 
commonalities amongst the three player segments and compared those to other 
qualifiers within Lapsed Players that would make them more likely to try a new lottery 
product. The qualifiers led us to focus on a new target audience based on 
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mindsets defined in Simmons. These are people who are optimists, adventurous, risk
takers and social influencers. 

2. INTRODUCING THE "EXPERIENCE SEEKER" 

Using the intersecting statements between Lapsed, Light and Heavy Players, the 
mindset profile with the most opportunity for the Texas Lottery are who we like to call 
"Experience Seekers." These Texans value experiences over possessions and 
display an openness to become players based on their shared mindsets with current 
players. 

To further expand on this audience opportunity, we reviewed demographic 
differences of the Experience Seeker as compared to the other volumetric segments. 
Seventy percent fall between 18-49, the Texas Lottery's media audience, and they 
have the youngest median age at 37. 

By focusing on this new audience, the business opportunity has the potential to 
expand the audience from 4.9MM current players to 6.3MM potential players. This 
represents an incremental 1.4MM people who the Texas Lottery is not reaching, but 
to which Texas Loteria would have appeal. 

Lapsed Player Light Player 

Played a scratch- Play any lotto game al 

Texans 18+ who 
ticket In the lasl 12 least 1-3X per month 
monlhs but did nol & played scratch-

play the last 30 days ticket in last 30 days 

PopUlation 2,051,000 936,000 
% of Texans 18+ 10.1% 4.6'% 

Median Age 41 47 
% Ages 1849 69% 53% 

% Male 45% 55% 
% Female 55% 45'% 

% While 74% 60% 
% Hispanic 32% 52% 

% African American 14% 16% 
% Asian 3% 1% 

High School Degree' 81 130 
4-Year College Degree' 141 60 

Married' 102 95 
Never Married" 101 115 

)ivorce/SeparatediWidowed* 93 97 
Parent/Guardian - Yes' 95 107 

Source: Simmons Spnng 2017 NHCS Two Year Combined Adult 
'Reported In Indices 

Heavy Player Experience Seekers 

Lollery Proclivity 
Play any lotto game al Based on 

least IX per week Psychographic 
Mindset 

1,935,000 6,256,000 
9.5% 30.8% 
49 37 

51% 70% 
65% 50% 
35% 50% 
69% 63% 
48% 34% 
10% 16% 
6% 8% 
100 92 
75 136 
95 92 
81 126 
142 90 
104 104 
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MINDSET OVERVIEW OF THE EXPERIENCE SEEKER 

As explored earlier, you now know Experience Seekers are optimists who love 
learning and doing. While other lottery players watch sports and listen to music, these 
are the people who actually attend the games and concerts in person. After trying the 
Texas Loteria scratch game, they'll likely share their experience with friends. 

Life Motto: Make the most of every moment. 

Additional Statements 
• Important to continue to learn new things 
• Music is an important part of my life 
• It is important that a company acts ethically 

Self-Concepts 
• Trustworthy, Competent, Reliable 
• Kind, Good-hearted, Warm-hearted, Sincere 
• Intelligent, Smart, Bright, Well-Informed 

CONNECTING EXPERIENCE SEEKERS TO TEXAS LOTERIA 

Having identified a new, more robust Opportunity Mindset Consumer in Experience 
Seekers, LatinWorks set out to tackle the unique challenge posed by Texas Loteria: 
For the past decade, Texas Loteria has been a perennial top seller for the Texas 
Lottery - with little to no marketing support - so what could we possibly say or do to 
make it any more successful? 

As noted above, we learned through Simmons that Texan Experience Seekers are 
social, good-hearted and well-informed. After our initial research using syndicated 
data, we partnered with an independent third-party vendor to conduct a qualitative 
survey and video ethnographies with a representative sample of Experience Seekers. 
The goal was to further explore Experience Seekers' attitudes and beliefs toward 
Texas, scratch tickets in general, the original bingo-style Loterfa game from Mexico 
and a scratch ticket like Texas Loteria, that "pays tribute to another culture." 

In our "Deep In The Heart of Texans" response in Section 4.1.1, we note Texans' 
enormous pride in our State. Respondents cite (paraphrased) "big open spaces," 
"varied landscapes," "economic opportunity" and particularly, "diversity of cultures" as 
the driving forces for what makes Texas so great. Texan Experience Seekers 
naturally embrace cultural diversity because they understand that it enhances their 
lives - and the memories that their diverse experiences help them create. In this 
sense, there is no other Texas Lottery product better suited for them than Texas 
Loteria. 
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Visually , Texas Loteria stands apart from other scratch tickets. The use of iconic 
images from around the state, instead of the customary numbers or symbols used in 
most scratch tickets, adds a fun and engaging element to the experience of play. 
Nothing, however, has the potential of connecting the su ite of games with proud 
Texans of all backgrounds more than its welcoming nod to the diversity of our great 
State - for many of the reasons also cited in our response to Section 4.1.1. Its 
Spanish-language name alone alludes to the sense of inclusion and blending of 
cultures that is emblematic of Texas. Coupled with a ticket design that is as lively and 
colorful as Texas and our people . Texas Loteria is the Tex-Mex equivalent of Lottery 
games. 

With this, we begin to make authentic connections based on quantitative and 
qualitative sources. 

The possibil ity to attract new and Lapsed Players (now "Experience Seekers") begin 
to reveal themselves with their bold testimonies of Texan Pride, a mentality of 
inclusion and will ingness to always try something new. The key to driving greater 
cross-cultural appeal to all Texans for this unique suite of scratch tickets is precisely 
through its familiar bicultural/bilingual nature like the one that's exemplified in 
communities around our great State. 
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5. MARKET ANALYSIS & CLUSTERING STRATEGY 

To prioritize deployment of advertising activity across Texas DMAs, we look at three 
data points: 

1. Total Sales by Market for each of the following: 
• Total Texas Lottery Sales (Draw + Scratch Ticket) 
• Total Scratch Ticket Sales only 
• Total Texas Loteria Sales only 

2. Sales vs. Population Index: Comparison of percentage of each market's 
individual sales to Total Sales, as compared to the population percentage of 
each market to total State population, to understand which markets "over 
contribute" 

3. Media Efficiency: Examination of media CPMs (TV, Radio, OOH) per DMA 

SALES SALESvs POP MEDIA EFFICIENCY 
RANK DMA RANK DMA RANK DMA 

1 DALLAS-FT. WORTH 1 TEXARKANA 1 AMARILLO 

2 HOUSTON 2 CORPUS CHRISTI 2 BEAU MONT-PORT 
ARTHUR 

3 SAN ANTONIO 3 VICTORIA 3 ABILENE 

4 AUSTIN 4 ODESSA-MIDLAND 4 WICHITA FALLS 

5 WACO-TEMPLE-BRYAN 5 SAN ANTONIO 5 CORPUS CHRISTI 

6 HARLINGEN 6 WACO-TEMPLE-BRYAN 6 EL PASO 

7 TYLER-LONGVIEW 7 SAN ANGELO 7 LUBBOCK 

8 CORPUS CHRISTI 
BEAUMONT-PORT 

8 ARTHUR 
8 

WACO-TEMPLE-BRYAN 

9 ODESSA-MIDLAND 9 TYLER-LONGVIEW 9 SAN ANTONIO 

BEAUMONT-PORT 
10 ARTHUR 10 ABILENE-SWEETWATER 10 AUSTIN 

11 AMARILLO 11 HOUSTON 11 HARLINGEN 

12 EL PASO 12 AUSTIN 12 TYLER-LONGVIEW 

13 LUBBOCK 13 HARLINGEN 13 SHERMAN-ADA 

14 ABILENE-SWEETWATER 14 DALLAS-FT. WORTH 14 ODESSA-MIDLAND 

15 TEXARKANA 15 LUBBOCK 15 DALLAS-FT. WORTH 

16 LAREDO 16 LAREDO 16 SAN ANGELO 

17 SAN ANGELO 17 AMARILLO 17 HOUSTON 

18 WICHITA FALLS 18 EL PASO 18 LAREDO 

19 VICTORIA 19 WICHITA FALLS 19 VICTORIA 

20 SHERMAN-ADA 20 SH ERMAN-ADA 20 TEXARKANA 
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This results in a final list made up of three (3) clustered groups that will guide medium 
selection and varying levels of media support for Texas Loteria: 

FINAL MARKET RANK 
RANK ---D-M-A---~ 

1 SAN ANTONIO 

2 DALLAS-FT. WORTH 
1 

3 AUSTIN 

4 HOUSTON 

5 WACO-TEMPLE-BRYAN 

6 AMARILLO 

7 CORPUS CHRISTI 

8 HARLINGEN 

9 BEAUMONT-PORT ARTHUR 

10 EL PASO 2 

11 TYLER-LONGVIEW 

12 LUBBOCK 

13 ABILENE-SWEETWATER 

14 WICHITA FALLS 

15 ODESSA-MIDLAND 

16 SHERMAN-ADA 

17 SAN ANGELO 

18 LAREDO 3 

19 TEXARKANA 

20 VICTORIA 

Total Market Approach to Media 

As explained in our response to Section 4.1.1, LatinWorks rejects a "Total Market" 
approach if the primary goal of adopting one is to cut costs and stretch budgets in all 
areas. Doing so, particularly where strategy and creative are concerned, may have 
the opposite effect as it may alienate some audiences or be relevant to few. 

However, from a Media perspective, an important goal is to drive cost efficiencies 
while ensuring effectiveness of our plans. In this regard, a "Total Market" approach 
across all prominent ethnicities in a given market is not only valuable, but the 
expected and responsible course of action for any agency on behalf of their client
partners. 



Part 8 - Page 21 of 284 

For this reason , LatinWorks' media planning and buying approach evaluates each 
DMA from a "Total Market" perspective with the overall objective of ensuring that all 
recommended ethnicities are reached equitably - and efficiently - as guided by 
market communication goals. 

To determine which Texas DMAs we would tailor creative tactics towards , LatinWorks 
evaluated the population of each DMA against the following criteria: 

• Percentage Representation : Does population of an ethnicity represent 
25% or more of a DMA's total Population? 

• Population Index vs State Average: Does the index of an individual 
DMA's ethnic population exceed 110 as compared to the overall state 
average? 

This evaluation results in the following Ethnic Breakdown chart. Whi le it does not 
clearly indicate the appropriate language usage for a given market, it is the important 
first step in helping us zero-in on where tacticallanguage needs need to be identified . 

" 
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(b) Media Plan 
The media plan should detail the mediums, planned goals (impressions, GRPs, etc.) 
and flight dates utilized to reach the intended audience and an experiential 
recommendation. 

We have read, understand, and will comply. Please find our response to 
8.1.4 (b) on the following pages. 
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MEDIA PLAN 

LatinWorks' approach to media strategy and the development of effective, holistic 
communications plans is truly a concerted, interdisciplinary effort. We believe that -
as with Texas Loteria creative development - Together, /t's Better. Efficient, results
driven plans are only possible when Media Strategy and Buying, Experiential, Account 
Management, Strategic Planning and Creative teams all work in lock-step with one 
another. As you review our entire response to Section 8.1.4, we hope you see the 
collaborative process LatinWorks takes in every assignment we have done and will 
continue to do if have the privilege to continue as your agency partner for the Texas 
Lottery. 

Critical to this combined effort, and as demonstrated throughout the past few years of 
LatinWorks' partnership with the Texas Lottery, is the employment of our integrated 
planning process. Engagement Mapping ensures the effectiveness of our campaigns 
by identifying when, where and how our core audience engages with the touchpoints 
that resonate most with them. 

An overview of Engagement Mapping is presented in our responses to Sections 4.1.1 
and 8.1.4(a). Our Media Plan for Texas Loteria demonstrates the detailed, practical 
application of this process in the development of LatinWorks' media 
recommendations. The resulting fully integrated plan ensures the most impactful and 
efficient cross-cultural approach to deploying Texas Loteria communications to all 
Texans 18+ regardless of background or ethnicity. It also informs our tactical 
recommendations (such as use of language), budget allocations and final flowchart. 

ASSIGNMENT 
Develop a cross-cultural "Total Texas" media plan in support of the Texas Loteria 
suite of scratch tickets campaign and demonstrate how it will deliver on awareness, 
trial and participation. 

PLAN OBJECTIVES 
1. Drive awareness of Loteria scratch tickets among all Texans 18+ 
2. Encourage trial of Loteria scratch tickets for new and lapsed players 
3. Maintain a strong Texas Lottery brand 

PLAN PARAMETERS 
The following parameters provided by the Texas Lottery Commission as part of the 
RFP assignment considerations: 

• Timing: September to November 2019 (flighting to be recommended by 
LatinWorks) 

• Budget: $3MM including media, experiential and production 
• Audience: Texans 18+, Core 18-49 
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Audience Overview: Experience Seekers 
As detailed in Section 8.1.4(a), LatinWorks identified Experience Seekers as the 
audience with the greatest opportunity to drive growth and long-term success for the 
Texas Lottery. Using the Experience Seeker mindset to inform a solid, cohesive 
media strategy will encourage trial among lapsed and new players, while not 
neglecting our core players. 

Demographic, psychographic and geographic attributes of the Experience Seeker 
were taken into consideration in the integrated development of this plan. The ways in 
which we will engage this opportunity audience via media communications are 
designed to drive the most effective, efficient and impactful execution of the 
recommended plan for the Texas Loteria suite of scratch tickets. 

Experience Seeker Media Habits 
Through our proprietary Engagement Mapping process, LatinWorks identified the 
media touchpoints that are most impactful for the Experience Seeker. As detailed in 
the Final Touchpoint Ranker in Section 8.1.4(a), these are all areas where the 
Experience Seeker indexes at 120 or higher. 

Touchpoint Highlights include: 

• Experiential: Live Activations, Sports Sponsorships 
o Experience Seekers are more likely to attend: comedy shows (162), 

the State Fair (137), concerts/music festivals (136), museums (134), 
the zoo (134), live theatre (130) 

o Over-index to attend sports events including: MLS (189), NFL (175), 
college basketball (175), NBA (172), rodeo (171), tailgating (159), 
college football (155), MLB (128) 

• Digital: Mobile, Paid Search, Online Audio, Online Video, Display 
o 98% of them have a smartphone and 45% have a tablet 
o 38% more likely to say that they use a smartphone while watching 

TV 
o Over half (53%) have used digital music services in the last 30 days 
o 22% more likely to watch video content online in the last 30 

days: Hulu (141), Netflix (128), YouTube (124) 

• Social: Social Media, Personal Recommendations, Influencers 
o 89% are social media users and over-index in all major platforms: 

Linkedln (151), Instagram (132), Twitter (129), Pinterest (125), 
Facebook (115) 

o 85% more likely to say that they buy the same products celebrities 
use 

o 66% more likely to say that they trust product info from social sites 
rather than other sources 
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o 42% more likely to pay attention to ratings and reviews from others 

• Broad Reach Media: TV, OOH, Radio 
o 86% have watched TV in the past week 
o 79% have listened to the radio in the past week and 35% listen 

everyday 
o 27% more likely to be one the heaviest consumers of outdoor media 

Media Buying Audience 
LatinWorks ensures the effectiveness of our plans by employing a cross-cultural 
"Total Texas" approach to Media Buying. We purchase based on General Market 
ratings and then re-rate to guarantee adequate delivery against the communication 
goals of a specific market. In doing so, we optimize our client-partners' investment, 
taking advantage of efficiencies as we engage with all Texans 18+. 

Specific to Texas Loteria, media properties and dayparts are recommended based on 
the propensity of the Experience Seeker to consume them. Identifying the touchpoints 
that are most relevant to them is critical to this process, as are market prioritization 
and understanding the ethnic makeup of local markets. We consider the use of 
language secondary and adjust based on situational and/or geographic factors. 

Demo Strategy: Adults 18-49 

Per our analysis in section 8.1.4(a), we know that 70% of all Experience Seekers fall 
within the 18-49 age range. Based on this information, LatinWorks continues to 
recommend this demo as the most efficient and effective way to reach Texans 18+ in 
broadcast mediums. 

Digital mediums provide additional audience buying strategies beyond standard 
demographics. The Texas Loteria media plan applies strategies that deliver against 
contextual, interest and geographic data points for the Experience Seeker. 
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Geography Strategy 

Section 8.1.4(a) covered LatinWorks' approach to market clustering based on sales 
index and media cost efficiencies (provided here for your reference). 

FINAL MARKET RANK 

RANK OMA CLUSTER 

2 

3 

Communication Goals are the benchmarks for effective reach and frequency needed 
to achieve the campaign objectives of Texas Loteria . These goals are set at campaign 
levels and then the individual mediums contribute to achieving the overall plan goals. 
LatinWorks evaluates a range of factors to determine the optimal campaign 
communication goals. The following factors were taken into consideration: 

• New or Established Product 
• Brand Loyalty 
• Competition 
• Message and Creative Complexity 
• Audience Attention 
• Seasonality 
• Flighting - Continuous vs Pulsed 
• Market Nuances 
• Other Messages or Media in Market 
• Historical Performance 

The Texas Lottery needs to achieve awareness for Texas Loteria and encourage trial 
within a condensed promotional window. Based on the established goals of the 
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campaign and the factors considered above , LatinWorks recommends a high level of 
effective reach and frequency. 

An overall reach and frequency analysis was performed on the Cluster 1 markets that 
will feature full media support in the following media plan . All markets achieve an 
effective reach of 90%+ and 17X frequency over the six week flight , which will achieve 
the high communication levels needed. In addition , weekly radio GRP goals achieve 
strong average weekly reach and frequency in each market. 

Flighting Considerations 
Flighting strategy takes into consideration not only delivering communication goals 
within the desired timeframe and media cost efficiencies, but also all cultura lly 
relevant moments that align with the campaign promotion and creative strategy. The 
following moments were considered for the Texas Loteria suite of scratch tickets. 

Calendar 03 
• September 

o Labor Day, Hispanic Heritage Month (09 /15 -10/15) 
o Mexican Independence Day (09/16) 
o Fall TV Premieres 
o MLB, MLS, College Football , NFL 
o State Fair starts (09 /28) 
o Fall Music Series 

Calendar 04 - Media Competition Increases 
• October 

o Columbus Dayl Dia de la Raza 
o Halloween 
o State Fair ends (10/21) 
o MLS regular season ends 
o MLS playoffs begin 
o COTA Formula One (10/19-21) 

• November 
o Dia De Los Muertos 
o Veterans Day 
o Thanksgiving 
o Midterm Elections 
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Based on the communica ti on goals and culturally relevant moments during the time 
period, LatinWorks recommends coverage for six weeks running mid-September to 
end of October. This allows the Texas Lottery to align with Hispanic Heritage Month 
whi le celebrating the diversity that is Texas Loteria. The time period also aligns with 
long establ ished pa rtnerships with the Texas State Fair, Houston Dynamo and MLB 
that set the stage for deeper campaign integrations. 

Media Strategy: Better Together 
Some things are just better together - like Peanut Butter & Jelly, Tex & Mex and the 
blending of cul tures that makes Texas, Texas. Our media strategy plays off this insight 
by aligning two things that LatinWorks believes are truly better when integrated 
together - Creative Ideas and 

Media Selection. Media showcases the ways, as Texans , we are better together 
through media mash-ups and creative executions designed to grab attention and 
express the Texas Loteria campaign messaging. Combining these insights with a 
focused media strategy wi ll deliver on all the goals set forth by the Texas Lottery. 

Beyond creative and media integration, LatinWorks designed the media plan to 
deliver on the Texas Lottery's goals to drive awareness , encourage trial and maintain 
a strong brand . 

Better Together 
Creative + Media Integration 

Touchpoints are designed to showcase diversity of Texas in interesting ways 
expressed through Texas Loteria 

Awareness 

Communicate the Texas Loteria offering 
when the audience Is most receptive 

Passion Points 
• Proximity 
• Routine 
• Frequency 

y 

Engagement 

Encourage product bial through deeper 
experiences with TLC 

Events 
Social 
Rich Media 
Point·Of-Sale 

Top publishers 

! 

Premium Alignment Maximum attention placements 
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Channel Selection 
As detailed in Section 8.1.4(a), Phase 4 of Engagement Mapping reveals the key 
channels LatinWorks recommends in reaching Texan Experience Seekers 18+ with 
our Texas Loteria message. These include Radio, OOH, Digital Video, Digital Audio, 
Digital Display, Rich Media , Social , Event Activation and Retail. Please note that while 
TV is a highly ranked touch point on the final ranker, it is not included so that we can 
drive maximum cost efficiencies within the allocated budget. 

Roles of Selected Channels In Media Strategy 

Texas Is Better Together Cross-Platform Influencer Program 
Due to shifts in consumer preferences and the positive ROI it drives, Influencer 
Marketing has seen an increased level of importance in marketing strategies. 
According to eMarketer, in 2017 more than 90% of all companies with 100 or more 
employees use social media for marketing purposes. According to U.S. Marketers, 
ongoing ambassadorships, product reviews, brand mentions and event coverage are 
the most effective influencer marketing tactics that drive purchase decisions. 
Additionally, 77% of those ages 18-49 say that reviews influence their pu rchase 
decisions. This is more than friends and family (52%) and ads (27%), making outsider 
recommendations an important factor to try a new product. 

Aside from the consumer preference for influencers over ads, the increased 
prevalence of ad blockers is driving the need for influencer marketing. Digiday 
Research shows that 47% of online consumers use ad blockers, giving brands and 
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businesses even more incentive to put dollars behind the influencers holding 
everyone's attention. 

One piece of the Better Together media strategy is a cross-channel media influencer 
campaign that ties together audience insights, our creative recommendations 
(presented in Section 8.1.4.d), and media selection, into a program that delivers on 
brand objectives. The concept is to have two influencers work together on activities 
aligned to Experience Seeker passion points. The aim is to demonstrate how things 
in Texas are better when we come together. The content created around these events 
will be in the influencers' authentic voice and be sponsored by the ultimate 
representation of Texas togetherness, the Texas Loteria suite of scratch tickets. 

How it works: 

• Influencer selection: With the assistance of an influence network, LatinWorks 
will source two diverse Texan influencers (one Hispanic and one non-Hispanic) 
selected based on audience relevance, reach and TLC brand guidelines. 

• Program Development: We will design a program that aligns with the 
Experience Seeker's passion points, TLC established partnerships and 
expresses the diversity insight behind Texas Loteria. Examples include: 

o Music: Music Factory/Live Nation Mash-up Music Series 
o Entertainment: Customized Texas Loteria activations at State Fair 
o Sports: Houston Dynamo Lucky Section Texas Loteria activations 

• Media Distribution: All elements will be promoted via the selected Influencers' 
organic social channels as well as through paid social. We will enhance the 
initiative by including additional media partners to aid in audience distribution. 
Distribution will be Texas statewide with heavy-ups in local markets where 
events are taking place. 

o Music: Streaming audio partner, such as Pandora or Tuneln 
o Entertainment: Active lifestyle partner, such as Thrillist or DoMedia 
o Sports: Local market OJ endorsement and/or radio remote on site 

• Content Creation: Influencers will create content before, during and post
experience for use in social and digital channels 

o Music 
• Pre: Create a Texas Loteria playlist and encourage people to 

come to a pop-up concert inspired by the playlist 
• During: Live social posting from the concert 
• Post: Post videos, GIFs and images recapping the concert 
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o Entertainment - State Fair 
• Pre: Create anticipation of a new food item the influencer 

creatives for the Texas State Fair, something specifically 
combining a Texan and Mexican food item. It could be a brisket 
tamale! 

• During: Live social posting from the state fair in the Texas Lottery 
tent showing how people react to the food item 

• Post: Post videos, GIFs and images recapping the State Fair 
o Sports 

• Pre: Poll their audiences about the best Tailgate essentials 
• During: Show how the combination of diverse Texans tailgate 

essentials made the ultimate Texas tailgate. Activations could 
include a soccer ball juggling contest, a Loteria game activation, 
augmented reality, analog installations, etc. 

• Post: Post videos, GIFs and images recapping the highlights of 
the tailgate 

Media Channel Tactical Execution 
Each market's ground-level media execution will align with the individual dynamics of 
that specific market. LatinWorks will leverage strong vendor relationships and local 
market expertise to secure the best and most efficient media rates on behalf of the 
Texas Lottery. 

• Radio: Reach goals are customized by market based on maximum GRPs/ratings, 
station availability and acceptance. LatinWorks continues to recommend 
purchasing the highest rated stations per market to achieve our reach goal, 
regardless of the language of the station format. 

o Better Together idea: CountrylTex & Latin/Mex Music Mash-up of the day 
sponsored by Texas Loteria 

o Daypart and station mix: Each market's individual daypart and station mix 
will mirror their individual listenership patterns by market, based on Adult 
18-49 audience share 

• Additional station considerations are to be based on the Experience 
Seeker's preferred formats 

o Unit length mix: 60% 30s and 40% 60s 
• Unit mix established to maximize attention span and drive frequency 

and cost efficiencies 
o Customer Appreciation Day (CAD) - Promote CAD events at retail 

locations and the Texas Loteria scratch ticket with bonus OJ spots and 
remotes. 

• Out-Ot-Home: The goal of this format is to drive awareness and frequency to 
those who are in the course of their daily routines. LatinWorks recommends using 
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large-format highway bulletins to generate mass campaign awareness. We also 
analyzed Experience Seeker population density by zip code using GeoScape to 
determine the most applicable formats by neighborhood to drive the most impact 
at points of purchase. 

o Highway Bulletins: Placement on major thoroughfares, right hand 
preferred, to generate mass awareness to the on-the-go Experience 
Seeker 

o Better Together Idea: Pending final creative, sequential billboards could 
be explored 

• Digital (PC, Mobile, Tablet): We analyzed the online activities and website 
visitation of the Experience Seeker to determine the best mix of formats and 
properties to both reach and engage the audience. The plan includes multiple 
audience messaging tactics for effective reach including contextual alignment 
(passion points), premium inventory and geographic proximity. 

o Better Together Ideas: In the creative response to Section 8.1.4 (d), we 
provide a range executions by concept rooted in the "Better Together" 
strategy 

o Video: Focus on premium full episode players (FEP) and connected TVs 
(CTV/OTT) that generate maximum audience attention and provide positive 
brand alignment. Supplement with audience driven programmatic video to 
balance the mix of effectiveness and efficiency. 

• Unit Length 
• Premium Video: 30s 
• Programmatic Video: 30s/15s/6s 

o 75% 15s/6s on mobile devices where short content is 
preferred 

o Audio: Streaming audio aligns with the Experience Seeker's passion for 
music and provides increased engagement as ads are triggered based on 
device actions. Terrestrial radio spots will be tweaked to speak to captive 
digital audience and have a strong CTA to view corresponding display. 

o Rich Media: Custom rich media executions will be deployed to incite 
interest and time spent with Texas Loteria. This includes mobile-takeover 
Rich Media Units and Texas Local Media Homepage Takeover at 
campaign launch. Rich media homepage takeovers on all of the top local 
media publications will showcase functionality that shows the duality of 
Texas Loteria. The takeovers will be scheduled for a condensed one week 
period at campaign launch. Creative examples are provided in Section 
8.1.4 (d). 

o Display: Cross-platform display will supplement other digital mediums by 
driving frequency and cost efficiencies. Large share of screen placements 
will be weighted heavier across all devices. Examples of display creative 
are provided with the Homepage Takeovers. 
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• Social 
o Better Together Ideas : Influencer program with two diverse Texas 

personal ities coming together 
o Influencer Program: Detailed above in the big idea section 
o Content Distribution/Promoted Posts: Paid promotion of influencer 

content 
o Paid Social Creative/ Dark Posts : Texas Loteria product focused creative 

on Facebook and Instagram. Variety of formats including GI Fs, Canvas 
Un its , Carousel Units and short form videos (>10s)s to be produced by 
LatinWorks. Creative examples are detailed in Section 8.1.4 (d). 

• Experiential/Strategic Partners : 
o LatinWorks utilizes Engagement Mapping to re-calibrate channel rankers 

that influence partners and passion platforms. Next, a Strategic Partner 
Filter is applied to ensure our partnerships are collaborative, have scale, 
are consumer-centric and work harder and smarter for the Texas Lottery . 

• Leverage 
Equity 

• Delivers 
Consistent 
Message 

• Relevant 
Passion 
Point 

Enhanced 
Digital 
Footprint 

Ou r approach ensures we create brand experiences that change how our audience 
thinks, feels and purchases through consistent touchpoint communication. 

• Retail Activation 
o Our Communications Plan creatively incorporates campaign messaging at 

the point of purchase. Using key inputs from our Engagement Mapping 
Purchase Journey, we know retail POS is key to increasing product 
awareness for the Texas Loteria suite of tickets. Our retail strategy includes 
utilizing key tried-and-tested elements to extend the shopper experience 
and excite product placement for Texas Lottery's retai l partners. 
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• Added Value: We strive to negotiate a minimum 30% return on media investment, 
pursuing elements that are unique and directly relevant to the Texas Loteria 
campaign, such as, but not limited to: 

o Radio: On-air giveaways, remotes at retail or other locations, OJ 
endorsements, involvements in programming or events relevant to Texas 
Loteria, bonus weight 

o OOH: Bonus boards, early or extended postings 
o Digital & Social: Bonus media weight, element and programming 

upgrades, production, brand studies, custom measurement 
o Experiential: Leveraging of intellectual property rights and sports 

trademarks, negotiating additional on-site production value opportunities, 
ensuring entitlements have strong digital footprints for Texas Loteria scaled 
awareness, securing make-goods or bonuses through rigorous 
performance partner process 

• Brand Safety 
o Programming: Careful measures will be taken with programming 

selection, avoiding content that falls within any of the four primary areas 
below: 

• Discrimination: Content that disparages individuals for any 
personal, social or political reason 

• Divisive issues and personalities: Content that is overly political, 
violent, sexual, profane or vulgar in nature or glorifies substance 
abuse 

• Religious: Content, formats or programming that is religious in 
nature 

• Child Appeal: Animated or other programming that may appeal to 
minors 

o 3rd party tracking: All digital media will be monitored by a neutral system 
to ensure delivery again TLC's brand and media guidelines 

• Delivery verification: Sizmek is LatinWorks' digital media ad server 
tracking media delivery and performance 

• Quality control verification: Integral Ad Science (lAS) will be 
implemented to confirm partner adherence to Viewability, Ad Fraud 
and Geography standards 
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Flowchart: 

Please find Ihe media fiowchart below, detailing tactical media activity and cost by 
Cluster. 

TEXAS lOTER1A 

NET COST 
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(c) Budge/lIml Fligh/ 
The budget should include all production, media and experienti"al costs and shall not 
exceed $3 million. The flight timing for consideration is September through November. 

We have read, understand, and will comply. 

Texas Lote ria Media Budget 
Medium Cost % 
Digital $1 ,255,000 42% 
Radio $590,000 20% 
OOH $600,000 20% 
Experiential ' $50,000 2% 
Production $505,000 17% 
Total Budget 53,000,000 100% 

"Budget IS for lotena speciric executions only end does 
not include cost of year long contracts 

Recommended flight dates: September 10, 2018 - October 28, 2018 

Please refer to the flowchart in section 8.1.4(b) for additional flighting and 
budget details 
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(d) Creative 
The campaign's creative strategy should present original and engaging ideas that 
support the advertising strategy and goals. The creative response should include, at a 
minimum, one 30-second television spot, one IS-second digital/social video spot, one 
30-second radio spot, one out-of-home execution, and point-of-sale pieces. The 
creative plan should include digital, social media and experiential recommendations. 
These specific creative executions are to demonstrate creative capabilities and strategic 
thinking and are not required to be part of the media plan. 

All creative shall be in accordance with the State Lottery Act and the Texas Lottery's 
mission, vision, core values and advertising sensitivity guidelines as described in this 
RFP. 

We have read, understand, and will comply. 



CREATIVE 
STRATEGY 

In the decade since its launch, Texas Loteria has performed 
phenomenally well without any advertising or marketing 
support. Rather than persuasion, our focus should be on 
driving memorability with our Texan Experience Seekers. 

The body of work you are about to review achieves this by 
leveraging the right passion points to move our audience to act 
thus bringing the strategy of "Together, It 's Better" to life. 

We drew inspiration from the diversity and cheerfulness evident 
in the Texas Loteria suite of tickets, creating several campaigns 
that utilize these to keep Texas Loteria top of mind. 

Because of how varied these attributes are, we've decided to 
bring forward four campaigns, with a range of ways in - from 
highlighting the ticket, or the unique mechanics of the game
to celebrating its peculiar combination of colorful characters, or 
the blending of cultures that it embodies. 

All of these with the primary objective of getting more Texans 
to play Texas Loteria from the Texas Lottery. 
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CAMPAIGN 1 

A MATCH MADE 
IN TEXAS 

JUNTA LO MEJOR DE TEXAS 

Our approach for this campaign is to 
Bring The Mechanics Of Texas Loteria To Life in 

order to get people in a playing state of mind. 

Our touchpoints will achieve this in different ways, 
getting consumers to remember the game by 

remembering how it 's played. 

Passion Point: Gaming 
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A MATCH MADE IN TEXAS 

TV 

Let's reimagine the mechanics of our game, and 
what happens in the process of getting the right 
combination of icons to make that ticket sing. 
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"AUDITION" 

o 

:30 TV 

u 
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"AUDITION" :30 TV 

Open on an audition set-up in 
a typical Texan dancehall. We 
see a judge's table and a stage 
for the auditions. AI the table 
are a saddle, a guitar and an 
armadillo. Each object has a 
microphone in front of it. 

We cut to a closer shot of the 
guitar as it leans toward its 
microphone. 

We cui through a series of 
shots of other objects - a 
wheel, a pinata, a spur - who 
are singing into a microphone 
on stage. Each tries 
unsuccessfully to hit a 
particular note. 

Finally, a cactus comes to the 
mic and hits the note pertectlY. 

The three judges look at each 
other and agree thai the cactus 
is the one. The armadillo leans 
toward its microphone. 
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GUITAR: 
Ne)(t! 
i5iguienle! 

WHEEL (SINGING): 
Aaahhhh! (out of tune) 
Aaaahhhh! (desafinado) 

PINATA (SINGING): 
Aahhhh! (out of tune) 
Aaaahhhh! (desafinado) 

SPUR (SINGING): 
Aaaahhhh! (out of tune) 
Aaaahhhh! (desafinado) 

CACTUS (SINGING): 
Aaaahhhh! (perfectly in tune) 
Aaaahhhh! (bien afinado) 

ARMADILLO: 
We have a winner! 
iEste es el buenol 

( ) 

( 



o 

"AUDITION" :30 TV 

Cut to a shot of the four 
characters - the saddle, the 
guitar, the armadillo and the 
cactus - all hannonizing 
periectly in a singing group. 

Cut to a shot of a Texas Loteria 
scratch ticket. We see that the 
icons for the saddle, the guitar, 
the armadillo and the cactus 
are all highlighted in a rowan 
the ticket. 

Cui back to a shot of the 
quartet as they harmonize, 

Cut to logoltagline. 
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QUARTET: 

vo: 

vo: 

Aaaaahhhhhh! 
Aaaaahhhhhhi 

There's nothing like finding 
the r ight match ... 
No hay nada como encon/rer 
la combinaci6n perfecta .. 

... and with the Texas Lateria 
scratch game from the Texas 
Lottery, finding the right 
match could mean winning 
up to $5oo,ooO! 
Y con el raspadito Texas LOlen"a 
de /a lOlerla de Texas, eneon/rer 
esa combinaci6n podrfa signific8r 
ganar hasta $500,000. 

QUARTET (SINGING): 

vo: 

Lo-ter-i-a! 
iLo-ter-i-a! 

Texas Loteria. It's a match 
made in Texas. 
Texas Loteria. Junta 10 mejor 
de Texas. 

SUPER: 
A Match Made in Texas 
JunIa 10 mejor de Texas. 
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A MATCH MADE IN TEXAS 

ONLINE VIDEO 

As soon as you look at the Player's Card area in 
the Texas Loteria scratch ticket, you know exactly 
what four icons you need to win big . Then it's just 

a matter of having those icons show up. 
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"ELEVATOR" 

o 

:15 ONLINE VIDEO 
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"ELEVATOR" :15 Online Video 

Open on an aver-the-shoulder 
shot of a woman examining 
a Texas Loteria ticket inside 
an office elevator. She points 
to four icons in one row on 
the ticket. 

Suddenly, we hear a voice. 

\ 
We cut to a wide shot where 
we see that it was a horse who 
made the comment. There is 
also a pecan tree, a cactus and 
a wheel all squished in the 
elevator behind the woman. 
The horse neighs. 

Cut to a shot afthe woman's 
face. She looks astounded. 

The elevator doors begin close 
and we see that the tagline and 
tickets are on the elevator 
doors. 

I 

I 

1 of 2 

WOMAN: 
Ok .... I need a pecan tree, 
a horse, a cactus, a wheel. .. 
Ok .... Necesito un nogal, 
un caballo, un cactus, 
una rueda ... 

VOICE: 

vo: 

vo: 

And I need a vacation. 
Y yo necesito vacaciones. 

Play the Texas Lotena scratch 
game from the Texas Lottery. 
Juega el raspadito Texas Lotena 
de la Lotena de Texas. 

It's a match made in Texas. 
Junta 10 mejor de Texas. u 



"ELEVATOR" :15 Online Video 

Cut to logoltagline. 

o 

u 
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I 

2 of 2 

SUPER: 
A Match Made in Texas 
Junta 10 mejor de Texas , 



P~rt R - P~m" !i:l nf ?R4 



"STORE" 

o 

:15 ONLINE VIDEO 
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"STORE" :15 Online Video 

We open on an over-the
shoulder shot as a woman 
looks at a Texas Lo1eria ticket 
in a convenience store. She 
points to four icons in one row 
on the ticket. 

We open the shot to reveal 
a saddle, a pinata, a cow 
and a bicycle standing 
behind the counter. The cow 
is wearing a convenience store 
vest and name tag. 

Cut to a shot of the woman's 
face. She looks astounded. 

Cut 10 a shot from outside the 
convenience store looking in 
through the sliding glass doors. 
The sliding doors close over 
the scene. 

The tagline and tickets are on 
the sliding doors. 

P ,ut R _ p""", ~ .. nf ?Aod 

1 of 2 

WOMAN: 
I need a saddle, a p inata, 
a cow, a bicycle ... 
Necesito una silla de montar; 
una pinata, una vaca, 
una bicicleta .. 

COW: 

vo: 

VO: 

yO: 

... do you need a receipt? 

... necesita un recibo? 

Play the Texas Loteria scratch 
game from the Texas Lonery. 
Juega el raspadito Texas Loteria 
de /a Loten'a de Texas_ 

Play the Texas Loteria scratch 
game f rom the Texas Lon ery. 
Juega el raspadito Texas Loteria 
de /a Lo/erra de Texas_ 

It 's a match made in Texas. 
Junta /0 meior de Texas_ 

SUPER: 
It's a match made in Texas. 
Junta 10 meior de Texas. 

( ) 



"STORE" :15 Online Video 2 of 2 

r 

Cut to logoltagline. 

o 
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A MATCH MADE IN TEXAS 

RADIO 

When you play Texas Loteria, you could win 
$500,000 - everybody likes the sound of that! 

Even if that sound results from an 
unexpected combination . 
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"Music To Your Ears" :30 Radio 

ANNCR: The Texas Loteria scratch ticket from the Texas lottery wants you to 
hear what the right match might sound like. First, a guitar ... 
EI raspadito Texas Loteria de la Loterta de Texas quiere que sepas c6mo 
podrfa sonar cuando juntas /0 mejor. Primero fa guitarra." 

SFX OF A GUITAR PLAYING A SOLO. 

ANNCR: Now some maracas ... 
Ahara unas maracas '" 

SFX OF SOME MARACAS PLAYING ON TOP OF THE GUITAR. 

ANNCR: How about a mockingbird? 
i Que tal un mockingbird? 

SFX OF A MOCKINGBIRD. 

ANNCR: Then a .. . pair of shoes? 
Luego ... i,un par de zapatos? 

SFX WE HEAR THE SOUND OF TAP SHOES WITH THE MUSIC OF THE 
MOCKINGBIRD, THE MARACAS AND GUITAR. 

ANNCR: Huh!... It works! 
Hey ... jfunciona! 

ANNCR: With the Texas Loteria scratch game from the Texas Lottery, finding 
four objects in a row - like the guitar, the maracas, the mockingbird 
and the shoes - could mean winning up to $500,000. Texas Lateria. A 
match made in Texas. 

LEGAL: 

Con el raspadito Texas Loteria de la Loterfa de Texas, encontrar 4 objetos 
en linea, como fa guitarra, las maracas, un mockingbird y unos zapatos, 
puede significar ganar hasta $500,000. Texas Loteria. Junta 10 mejor de 
Texas. 

Thank you for supporting Texas Education and Veterans. For detailed 
game odds and information, visit txlottery.org or call 800-375-6886. 
Must be 18 or older to purchase a ticket. PLAY RESPONSIBLY. 
Gracias por apoyar la educacion y a los veteranos en Texas. Para detaIJes 
sobre oportunidades de ganar e informacion, visite txfottery.org 0 !fame al 
800-375-6886. Debe tener 18 anos a mas para comprar un boleto. 
JUEGUE RESPONSABLEMENTE. 
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A MATCH MADE IN TEXAS 

POS/OOH 

Let's show Texas what A Match Made in Texas 
looks like. 
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OOH 

A MATCH MADE IN 
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Gemini Topper 

A MATCH MADE IN 

o 

u 
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Change Mat 
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Change Mat (Spanish) 
n 
~------------------------------------------~ 

-TEIRS LOTTERYo-
APOYAMOS LA. EDUCACI6N' Y A LOS VETERANOS EN TEXAS 

JUNTA IO 
MIEJOR DIE 

~-------

COPY: Junta 10 mejor de Texas. 
Bring the best of Texas together. 
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Minibillboard 

-TEXRS lOTTERY' -
SUPPORTING TEXAS EDUCATION AND VETERANS 

A MATCH 
MADE IN 

A A A " A 1\ , 
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Minibillboard 
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Minibillboard (Spanish) 

COPY: Junta 10 mejor de Texas. 
Bring the best of Texas together. 
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Minibillboard (Spanish) 

o 

u 
COPY: Junta 10 mejor de Texas. 

Bring the best of Texas together 
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A MATCH MADE IN TEXAS 

DIGITAL 

Showcasing the mechanics of a paper game 
in a digital world. 
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Homepage Takeover 

In a fun way, we will do a page takeover showing two of our Texas 
icons getting ready to join in a four-in-a-row winning match. 

• • ( !C - o • • 
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Homepage Takeover (cont.) 
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Homepage Takeover (cant.) 
n 

• • • ( ![J --- c --, 0 00 

5 

o 

6 

u 
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76 

YOU CAN WIN 
UP TO $SOO,OOO 

-, 

Rich Media Unit 

o 

.1. 

Statesman Q. 

COPY: Texas Match. Tap to 
Play. / Find The 4 Icons / You 
Won. A Match Made in Texas. / 
You Can Win Up To $500,000 / 
Where to play. 

LOTERIA MATCH GAME 

Players win Texas Loteria by 
matching four in a row, so we 
want our consumers to start 

getting excited about matching 
our Texas icons. We will create 
a game where they need to tap 
on the four identical icons to the 

four-in-a-row winning match. 
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A MATCH MADE IN TEXAS 

SOCIAL MEDIA 

Let's entertain people online with our perfect 
matches, and how they came to be. 
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Paid Social Media 

FACEBOOK CANVAS POST 
Let's create a Facebook Canvas and invite users to pick their 

favorite Texas character from the Texas Loteria tickets. To help 
them decide, we'll share some of our characters' audition videos 

before asking them to like, comment or share. 

o 

+- ..... 9 09 41 ~ 100% _ . 

< Q", J." 

fit lou.Lono", .. " " '" 
T"" Te.eslotena Ssrbershop Quartet "1oo~1I>Q for the figl>t 
match. Pic~ YOU' lavon18 . 

A MATCH 
MADE IN 

fJi 
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Post Copy: The Texas Loteria 
Barbershop Quartet is looking for the 
right match. Pick your favorite. 



Paid Social Media 

VIDEO CAROUSEL 
Let's bring the "Audition" TV spot to life via a video carousel 

featuring some behind-the-scenes footage and bloopers 
leveraging assets from the shoot. 

Post: Texas Loteria is looking for 
the right match. Check our winning 
audition and our silly bloopers. 

o~ 

+ ..... . .,...' • ,,),,"" _ . 

< , ~· I 

r ..... ..-..~_IO' .... __ ~(J>O<l __ _ --.... -

o 

Texas l ottery 
" 11 Today at 19.33·13 

Te)(as Lateris is looking for the right match. Check our winning audition 
and our silly bloopers. 

Z 4K Comments 1 9K Shares 10 2K Views 

rf) Like CJ Comment A> Share 
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Paid Social Media 

GIF POSTS 
We' ll create a series of GIF posts showing four of our 

characters enjoying group activities like bicycling, boating, 
playing music together in a band, etc. 

fit Texas Lottery 
l.Io,\, Today at 19.33 . 'd 

Nothing like finding the right match of 4. With the Texas Loteria scratch game 
from the Texas Lottery it could mean winning up to 5500,000 

A MATCH 
MADE IN 

Post: Nothing like finding the right 
match of 4. With the Texas Loteria 
scratch game from the Texas 
Lottery it could mean winning up 
to $500,000 

o fT~ 

2 4K Comments 1.9K Shares 10.2K Views 

rf) Like CJ Comment R Share 

u 
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A MATCH MADE IN TEXAS 

EXPERIENTIAL 

Bringing the mechanics of the game to life, 
in a larger-than-life way. 
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The Many Texas Loterlas 

"Texas Loteria" makes the Loterfa game more relatable to 
Texans by matching it with something we know they love for 
sure: Texas. Our experiential campaign will go even further by 

amplifying specific passion points within Texas. 

We will create a version of the classic Loterfa game (played 
the old way) using icons made specifically for the Dynamo, 

Formula 1, and Live Nation Music events. The players' cards will 
be designed after our ticket, thus becoming a useful ad. 

We will set up large tents in each one of these venues, with 
picnic tables for people to go eat their food or cool off, and they 

can join in to play the themed Loterfas, for small prizes. 
Or simply watch as others play. 

THE FORMUlA 1 THE DYNAMO THE LIVE NATION 
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A Stadium Loteria 
We will playa Loterfa-inspired game at sports venues, in which 

we'll split up the stadium in 16 sections and assign a different icon 
to each one. During halftime we will draw four icons and lucky 
fans 18+ sitting in those four sections can swing by the Texas 

Lottery tent later to claim a prize. 
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CAMPAIGN 2 

YOUR TICKET 
TO MUCHO 

TU TICKET A MUCHO 

Our approach for this campaign is to 
Make "Mucho" a Thing and associate 
it with Texas Loteria so that whenever 
people say or hear "mucho", it brings 
our ticket to mind. "Mucho" will be the 
new superlative in town. The new extra 

and the opposite of being basic. 

Passion Point: Trends 
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YOUR TICKET TO MUCHO 

TV 

Sometimes you need new words to describe 
things that go way beyond the ordinary. 

The ultimate is to add "mucho" to whatever it is 
you're trying to say, and that says it all. 
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"JACK RABBIT" 

o 

:30 TV 

u 
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"JACK RABBIT" :30 TV 

Open on a group of four 
friends hiking in Texas. 

Cut and see a jack rabbit, 
taxidermy-esque, peeking up 
at the friends. 
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1 of 4 

FRIEND 1: 
Oh look! There's a jack 
rabbit! 
lAy miren. un conejo! 

FRIEND IN UNISON/SUPER: 
Cool! 
,Cool! 

FRIEND 2: 
Oh wow .. Did that rabbit just 
pick bluebonnets for us? 
Guau .. inos lrajo 
bluebonnets ese conejo? 

n 

() 



o 

u 

"JACK RABBIT" :30 TV 

We cut back to the jack rabbit 
looking up at the friends, 
holding a bouquet of 
bluebonnets. 

Cut back to see the jack rabbit 
sitting next to a fire. 
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2 of 4 

FRIENDS IN UNISON/SUPER: 
Muy Cool! 
{MuyCool! 

FRIEND 3: 
Did ... did he just make us 
a fire? 
Y ... ,nos hizo una fogata? 

FRIENDS IN UNISON/SUPER: 
Mas Cool! 
{MaS Cool! 



"JACK RABBIT" :30 TV 

Cut bacl< to the jack rabbit as 
he strums the guitar by the fire 
with his bluebonnets at his 
feet. The friends sigh happily. 

The friends look confused. 

The rabbit's paw pushes the 
ticket into the frame and the 
VO interrupts the scene. 
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30f4 

FRIEND 4: 
Oh my ... is ... is he p laying us 
a song? 
Nos . . tnos esta toeanda 
una canci6n? 

FRIENDS IN UNISON/SUPER: 
Mucho Cool! 
iMucho Cool! 

FRIEND 1: 

vo: 

What the . .. ? 
lQue? 

TEXAS LOTERIA! 
jTEXAS LOTERIA! 



o 

u 

"JACK RABBIT" :30 TV 

The jack rabbit, the 
bluebonnets, the fire and the 
guitar icons on the ticket are 
highlighted. 

Cut to the Jogoltagline. 
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vo: 

40f4 

Mucha can happen when 
you line up the right Texas 
icons in Texas Loleria, 
like w inning up to $500,000. 
Texas Loteria . Your ticket to 
mucho. 
Mucho puede pasar cuando 
alineas los iconos COfreetos 
de Texas Loteria, como ganaf hasta 
$500,000. Texas Lotaria. Tu ticket 
a mucho. 
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YOUR TICKET TO MUCHO 

ONLINE VIDEO 

Let's make "mucho" a literal "thing" by creating 
intriguing and memorable pieces of art from the 

icons on the Texas Loteria ticket. 

These videos wi ll provide a humorous explanation 
of the "mucho" etiquette and clarify when it's 

appropriate to use "mucho". 
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"PAINTING" 

o 

:15 ONLINE VIDEO 

J 
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"PAINTING" :15 Online Video 

Open on a full-screen shot of 
the Texas Loteria scratch 
ticket. 

The whole screen scratches off 
to reveal a scene below. 

We see a pair of closed 
curtains with "Texas Loteria 
Mucho Galeria" on them. 

The curtains open and reveal a 
painting of a cowboy riding a 
bicycle in a swirl of 
bluebonnets. There is a bat 
with outstretched wings on the 
handlebars of the bicycle. 

Cut to a close up shot of the 
cowboy icon on a Texas 
Loteria scratch ticket. 
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VO: 

1 of 3 

Some may call t his evocatively 
abstract. We call it mucho nice. 
Algunos 10 /lamarian evocativ~ 
yabstracto. Nosetros 10 
lIamamos mucho nice. 

o 

( ) 
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"PAINTING" :15 Online Video 

The camera moves quickly to 
the right and shows the 
bicycle .. 

... then the bluebonnets ... 

.. then the bat. 

The camera then pulls back to 
reveal the ticket with the 
winning row highlighted. 

Curtains with the tickets and 
the tagline close over the 
scene. 
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VQ: 

20f3 

With the Texas Loteria scratch 
game from the Texas Lottery, 
get 4 in a row and you could 
win up t o $500,000. 
Junta cuatro iconos en linea 
y podrias ganar hasta $500,000 
con el raspadito Texas Loteria 
de la Loleda de Texas. 

SUPERNQ: 
Your Ticket to Mucho. 
Tu ticket a mucho. 



"PAINTING" :15 Online Video 

Another set of curtains with the 
Texas Lottery logo and tagline 
close over the scene. 
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"SCULPTURE" 
• 

o 

:15 ONLINE VIDEO 
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"SCULPTURE" :15 Online Video 

Open on a full-screen shot of 
the Texas Lo1eria scratch 
ticket. 

The whole screen scratches off 
to reveal a scene below. 

We see a wood panel with 
"Texas Loteria Mucho Galetia" 
on it. 

The wood panel opens and 
reveals a wildlife sculpture 
of a giant armadillo wearing a 
saddle, being ridden by a lizard 
holding a spear heroically. 

Cut to a close up shot of the 
armadillo icon on a Texas 
Loteria scratch ticket. 
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Some may call this stunningly 
avant-garde. We call it mucho 
awesome. 
Algunos 10 Ilamadan 
maravillosamente vanguardist8. 
Nosatros 10 lIamamos mucho 
awesome. 



o 

"SCULPTURE" :15 Online Video 

The camera moves quickly 
to the right and shows the 
saddle .. 

... then the lizard .. 

... then the spear. 

The camera then pulls back to 
reveal1he ticket with the 
winning row highlighted. 

The wood panel with the 
tickets and the tagline closes 
over the scene. 

r- ...... 

THE ARMADILLO THE SADDLE 
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~ 
THE LIZARD 

vo: 

2of3 

With the Texas Loteria scratch 
game from the Texas Lottery, 
get 4 in a row and you could 
win up to $500,000. 
Junta cuatro iconos en linea 
y podrfas ganar hasta $500,000 
con el raspadito Texas Loreria 
de la Lolena de Texas. 

SUPERNO: 
Your Ticket to Mucho. 
Tv ticket a mucho. 



"SCULPTURE" :15 Online Video 

Arlother wood panel with the 
Texas Lottery logo and tagline 
doses over the scene. • 
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YOUR TICKET TO MUCHO 

RADIO 

Let's give Texans an idea of what "mucho" might 
sound like in a fun and entertaining way. 
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"Moo Swoosh!" :30 Radio 

ANNCR: The Texas Loteria scratch ticket is the game that takes you from cool 
to mucho cool. Take this cow for example. 
EI raspadito Texas Loteria es el juego que te lIeva de cool a mucho 
cool. Par ejemplo esta vaca. 

SFX OF A COW MOOING. 

AN NCR: ... she is cool. But a cow in a race car with a horse shaking the 
maracas . 
... es cool. Pera una vaca en un auto de carreras con un cabalfo sonando 
las maracas. 

SFX OF A RACE CAR IN THE DISTANCE. AS IT APPROACHES, WE HEAR A LOUD 
MOO, NEIGH AN D MARACA SHAKE, SIMULTANEOUSLY. AFTER THIS, THE RACE 
CAR DRIVES AWAY INTO THE DISTANCE WITH A DOPPLER EFFECT. 

ANNCR: Now that's MUCHO cool. 
Eso es MUCHO cool. 

ANNCR: Play the Texas Loteria scratch ticket today, match four Texas icons in 
a row and you could win up to $500,000. Texas Loteria. Your ticket 
to mucho. 
Junta cuatro iconos en linea y podrias ganar hasta $500,000 can el 
raspadito Texas Loteria de la Loteria de Texas. Texas Loteria. Tu Ticket a 
Mucha. 

LEGAL: Thank you for supporting Texas education and veterans. For detailed 
game odds and information, visit txlottery.org or call 800-375-6886. 
Must be 18 or older to purchase a ticket. Play responsibly. 
Gracias por apoyar /a educaci6n y a {os veteranos en Texas. Para detaf/es 
sabre oportunidades de ganar e informacion, vislte txfottery.org 0 flame al 
800-375-6886. Debe tener 18 atlas a mas para comprar un boleto. Juegue 
responsablemente. 
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YOUR TICKET TO MUCHO 

POS/OOH 

Let's get the "mucho" trend started by putting 
some bold visual examples out there. 
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Gemini Topper 
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Change Mat 

..... ~---' u 
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Change Mat (Spanish) 

u 
COPY: iTu Ticket a Mucho! 

Your Ticket to Mucha 
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Minibillboard 

o 
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Minibillboard 

o How Many ' •• '""= ,,= I are ---

undai~~J --.oL 
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Minibillboard (Spanish) 

() 

CJ 
COPY: iTu Ticket a Mucho! 

Your Ticket to Mucha 
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Minibillboard (Spanish) 

o 

COPY: iTu Ticket a Mucha! 
Your Ticket to Mucha 
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YOUR TICKET TO MUCHO 

DIGITAL 

What better medium to start a "mucho" trend than 
digital? Let 's give Texans some fun reasons to 

bring some "mucho" into their digital lives. 
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Homepage Takeover 

This takeover features four banners, each featuring a different Texas Loteria icon 
(e.g. an armadillo, a roadrunner, a cardinal, a cow, elc ... ). Using l imed GIFs, 

each icon leaves its banner and meets up in the header, combining to make one 
"mucho" match. From there, the empty frames turn into branding. We see the 
Texas Loteria ticket along with the line "Texas Loteria, Your Ticket to Mucho!" 

•. .JI'J1<, 'lIP. 
' ';'~ ". .~\~ 

i .. :- '!i:..' 
it:: • .ii/II;: 

THE CARDINAl 

BUILD ONE 

BUILD TWO 
The icons leave their banners 
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Homepage Takeover 

BUILD THREE 
The icons stack on top of each other in the page header The empty 
banners that the icons leave behind are filled with more information 
about the ticket. 
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Rich Media Unit 

MUCHOSPY 
We will challenge our users to find a row of icons from our Texas 
Loteria tickets inside a picture filled with MUCHO crazy objects. 
When users find an item off the ticket, the icon and the object 

illuminate. Finding all four items triggers a mucho fun animation. 
The user is then asked if they want to play again or find a retailer 

near them. 

o ~ o ~ 

CAN YOU FIND MUCRO 
76' ..i 

f§l 
)yv ~ 

5tatrsm,1ll « I 
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Rich Media Unit 

MUCHOSPY 
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Rich Media Unit 

This rich media unit starts with a mobile banner. The banner expands, and users then 
create a Mucho Totem by mixing and matching unique combinations of our Texas icons. A 

"mucho meter" will tell users if their combination is close to a mucho match. When they 
find the correct combination , the icons disappear and users are treated to a fun animation 

of all the icons combined into one creature. Users are then served the OLV on the last 
panel, along w ith a store locator to help find their ticket to mucho at their nearest retailer. 

o~ 

MAKE A III gUATCh 
76" ."J 

.51.1tr5111,111 

PLAY 

-lUIS LlllElf-

o~ 

Q II'Q 100 nUll 
10 MUCHO 

- 1EXn5-
LOTTERY 

M 
AN,\i .. 
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YOUR TICKET TO MUCHO 

SOCIAL MEDIA 

These days, trends start and spread through social 
media. Let 's take "mucho" to the masses through 

engaging social media executions. 
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Paid Social Media 

Be a little Mucho - Facebook 
Two phrases taking the Internet by storm are "extra" 

and "doing the most." Both refer to people being 
unapologetically over-the-top. Let's hop on this trend 
and encourage people to "be a little mucho" with the 

Texas Loteria scratch ticket. 

POST 1: 
a Texas L ottory 
2. rOd" d! I _ <d 

Go ahead. Be a linle mucha. Play Texas Loteria today and you could WIn up 
to S500.ooo. 

ME : I'M GOING TO THE STORE TO BUY SCRATCH 
TICKETS. NO NEED TO GET DRESSED UP 

ALSO ME: 

0 0 '.' 3'lK 

rD Uko 0 Comment h> Sh3'" 

GIF frame 1 

A Texa s Lottery 
,.jIll\, TO'llly.1 19 33 .., 

Go ahead. 6e a little mueho. Play Texas Loteria today and you could win up 
to $500,000. 

2 ~K C<l<T1mIrfI1S , 9K Soares 10 ll< V....,. 

rD Like 0 Comment I¢ Share 

GIFframe 2 

COPY: Go ahead. Be a little mucho. Play Texas Loteria today 
and you could win up to $500,000. 
Con ef raspadito Texas Loteria, se vale ser Muy Mucho. 
Juega hoy y podrias ganar hasta $500,000. 
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Paid Social Media 

Be a little Mucho - Facebook 
Two phrases taking the Internet by storm are "extra" 

and "doing the most." Both refer to people being 
unapologetically over-the-top. Let's hop on this trend 
and encourage people to "be a little mucho" with the 

Texas Loteria scratch ticket. 

POST 2: 
A Teus Lottery 
';110\, '<l<I0y"'~.ll 1d 

Go ahead. 6e a little mucho_ Play rexas Lote' Ol today and you eQuid win up 
to $500.000. 

ME: I'M GONNA TAKE MYllMEAND ENJOY SCRATCHING 
THISnCKET. 

ALSO ME: 

0 0 '.' 31lK 

cD Li~. 0 Comment P Share 

GIF frame 1 

A Tous Lottery 
'~hlt r<>t! .y'" I 31 .., 

Go ahead. Be a loUi e mucho. Play Texas Loteria today and you could win up 
105500,000. 

0 0 '.' 361<: 2 41<; c..........,'" I 91\ S~~(e. 1021\ V_I 

rf) Uk.. 0 Comment ;!;> Share 

GIF frame 2 

COPY: Go ahead. Be a little mucho. Play Texas Loteria today 
and you could win up to $500,000. 
Con el raspadito Texas Lateria, se vale ser Muy Mucho. 
Juega hoy y podrias ganar hasta $500,000. 
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Instagram Stories 

We can adapt the structure of our story from the 
TV spot to an Instagram story, where users swipe 

right to view more content. 

o~ 

Part 8 - Page 136 of 284 



Part 8 - Page 137 of 284 



o 

YOUR TICKET TO MUCHO 

EXPERIENTIAL 

The Texas State Fair is about 
to get totally Mucho. 
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Mucho Mondays @ State Fair 

MUCHO MONDAYS is an initiative to boost up activity 
during one of the slower days at State Fair. A series of 

fun activations will help promote Texas Loteria, and 
further our objective of making "mucho" a "thing." 
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Mucha Mondays @ State Fair 

Some examples of the Mucha Mondays activations: 

"Grab as mucho as you can" 
is a play on our Texas Loteria 
game. People will have a 
chance to get into one of our 
money machines, which will be 
filled with the usual fake dollar 
bills as well as tiny papers with 
the different Texas Loteria 
icons. 

Once a person 's turn is done, 
they will check to see if the 
icons they grabbed inside the 
machine match any line of icons 
shown in a giant version of the 
Play Board in our ticket. If you 
match any line, you could "Win 
Mucho Prizes" 

"Find Mucho" is a photo scavenger hunt in which people need to find 
hidden icons throughout the State Fair, posting them on social media 
using the hashtag #MuchoMondays. After collecting four or more 
icons, they can come to the Texas Lottery tent, and see if the icons 
they found happen to be in line on the Play Board. 
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CAMPAIGN 3 

TRY A DIFFERENT 
KIND OF LUCK 

Our approach for this campaign is to 
Make People Fallin Love With The Ticket. All of 
our touch points will be aimed at making its design 

unforgettable, so when they go to the store it jumps 
out at them. We will highlight the ticket, making it the 
protagonist by enhancing and embracing its details. 

Passion Point: Art/Design 
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TRY A DIFFERENT KIND OF LUCK 

TV 

What better way to bring the Texas Loteria ticket to 
life than to make a larger-than-life version that is 

sure to grab viewers ' attention? 
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"CHILE PEPPER" 

o 

:30 TV 

u 
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"CHILE PEPPER" :30 TV 

Open on a shot of a neon sign 
that reads "Texas Loteria". 

Cut to a wide shot where we 
see a Texas Loteria ticket the 
size of a four-story building. 
Each of the squares is a room 
thai represents one of our 
icons. We begin to zoom in 
towards one of them. 

Zoom in to a specific room 
where we see a man standing 
next to a table with two red 
chile peppers on it. 

Cut to a closer shot of the man 
as he lakes a bite of one of the 
peppers. 

Cui to a closer shot as we see 
the guy trying to pretend that 
everything is fine, but he looks 
like he's about to cry and he 
starts to sweat. 
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"CHILE PEPPER" :30 TV 

Cut to an even closer shot. He 
is sweating more. He obviously 
can't handle the heat. 

Cut to a wider shot where we 
see the man turn and run off 
screen. 

We cut to a close up shot of 
the chile pepper on the Texas 
Loteria Ticket. 

The camera pulls back and we 
see a hand come in and start 
scratching the ticket. 

Cut back to a shot of the four
story building. We show how a 
player could win: a complete 
row of rooms lights up ... 

, 

/ ' l "-~) 
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vo: 

2 of4 

Try a different kind of chile. 
Prueba un chile diferente. 

Try a different kind of luck. 
Prueba una suet1e diferente . 

Play the Te){as Loteria scratch 
ticket from t he Texas Lottery. 
Reveal four icons in a 
row ... 
Juega eJ raspadito Texas Lateris 
de /a Loten"a de Texas. Revela 
cuarro {conas en fila .. 



"CHILE PEPPER" :30 TV 

... then a column of rooms 
lights up ... 

... then a diagonal line of rooms 
lights up. 

Zoom in to the neon light 
of the prize. 

Cut back to the man feeling 
totally relieved. He has a glass 
of milk in one hand and a 
Texas Loteria scratch ticket in 
the other. He shouts "Loteria" 
happily. 

Cut to a shot of the suite 
of tickets. 
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vo: 

... column ... 
, .. columna .. 

3 of4 

. .. or diagonal line ... 
__ 0 diagonal... 

... and you could win up to 
S5OO,ooo in prizes. 
. .. y podn"as ganar hasta 
$500,000 en premios. 

MAN: 
Loteria!!! 
jLoteria! 

SUPER: 
Try a different kind of luck. 
Prueba una suerle diferente. 

n 

() 

u 



"CHILE PEPPER" :30 TV 4 of 4 

Cut to the logoltagline. 

o 
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TRY A DIFFERENT KIND OF LUCK 

ONLINE VIDEO 

Let's use digital video to tell some of the many 
stories that can be inspired by the icons on the 

Texas Loteria scratch ticket. 
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"CACTUS" 

o 

:15 ONLINE VIDEO 
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"CACTUS" :15 Online Video 

Open on a shot of a neon sign 
that reads "Texas loteria". 

Cut to a wide shot where we 
see a Texas Loteria ticket the 
size of a four-story building. 
Each of the squares is a room 
that represents one of our 
icons. We begin to zoom in 
towards one of them. 

Zoom into a specific room 
where we see a big saguaro 
cactus with one "arm" up and 
one "arm" down. 

A woman comes into 
frame and gives the cactus 
a high-five. 

Obviously, she gets cactus 
spines in her hand. She yells. 
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WOMAN: 
High Five! 
jHigh Five! 

WOMAN: 
Ahhh! 
jAhhhf 

1 of 3 
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"CACTUS" :15 

Cut to a close-up of the cactus 
icon on a Texas Loteria 
scratch ticket. 

The camera pulls back and we 
see a hand come in and start 
scratching the ticket. 

Cut back 10 a shot of the four
story building. A neon light of 
the top prize on the front of the 
building lights up. 

Zoom in to the neon light 
of the prize. 

Cut back to the woman and 
the cactus. She does the robot 
dance to imitate the cactus. 
She has a bandage on one 
hand and a Texas Loteria 
scratch ticket in the other. 

Online Video 2 of 3 
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vo: 

vo: 

vo: 

Try a different kind of cactus. 
Prueba un cactus diferente. 

Try a different kind of luck. 
Prueba una suerte dl{erente. 

Play the Texas Loteria scratch 
ticket from the Texas Lottery. 
Juega el raspadi/o Texas Loteria 
de /a Lolen'a de Texas. 

You could win up to $5OO,OOO! 
Podnas ganar hasta $500,000. 

WOMAN: 
Loteria!!! 
iLotena! 



"SADDLE" :15 Online Video 

Cut to a shot of the suite of 
tickets. 

Cut to logoltagline. 
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SUPER: 
Try a d ifferent kind of luck. 
Prueba una suerte diferente. 
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"SADDLE" 

o 

:15 ONLINE VIDEO 
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"SADDLE" :15 Online Video 

Open on a shot of a neon sign 
that reads "Texas Loteria". 

Cut to a wide shot where we 
see a Texas loteria ticket the 
size of a four-story building. 
Each of the squares is a room 
that represents one of our 
icons. We begin to zoom in 
towards one of them. 

Zoom into a specific room 
where we see a man holding 
a saddle. 

Cut 10 a shot of the man 
getting on a horse with the 
saddle on. 

Cut to a shot of the horse and 
rider from the front. The man 
taps the horse with his heels to 
try and get the horse to walk. 
The horse doesn't budge. 
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"SADDLE" :15 Online Video 

Suddenly, the man and the 
saddle begin to rotate to his 
left until he is at a 90 degree 
angle to the horse. 

The horse then starts walking. 

Cut to a close-up shot of the 
saddle icon on the Texas 
Loteria scratch ticket. 

The camera pulls back and we 
see a hand come in and start 
scratching the ticket. 

Cut back 10 a shot of the four
story building. A neon light of 
the top prize on the front of the 
building lights up. 
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2 of 4 

Try a different kind of saddle. 
Prueba una man/ura diferente. 

Try a d ifferent kind of luck. 
Prueba una suerte dlferente. 

Play the Texas Loteria scratch 
ticket from the Texas Lottery. 

Juega el raspadlfO Taxas Lolena 
de /8 Lotena de Texas. 



"SADDLE" :15 Online Video 

Zoom in to the neon light 
of the prize. 

Cut back 10 the man standing 
with just the saddle between 
his legs and a Texas Loteria 
ticket in his hand. 

He starts 10 gallop as if he 
were still on the horse and 
shouts "Loteria" happily. 

Cut to a shot of the suite of 
tickets. 

Cut to logQltagline. 
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vo: 

3 of 3 

You could will up to 
$5OO,ooo! 
Podrlas ganar hasta 
$500,000. 

MAN: 
Loteria!!! 
ito/erial 

SUPER: 
Try a different kind of luck. 
Prueba una suerte diferente. 

( ) 
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T Y A DIFFERENT KIND OF LUCK 

RADIO 

While we can't show off the visual attributes of the 
Texas Loteria scratch tickets in radio, we can still 
introduce listeners to some of the icons in a fun 

and entertaining way. 
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R Cf' ar" Rad"o 

ANNCR: The Texas Loteria scratch ticket from the Texas Lottery presents: the 
race car. 
EI raspadito Texas Loteria de /a Lotena de Texas presenta: e/ coche de 
carreras. 

SFX: CAR RACE AMBIENCE (CROWD. ENGINE SOUNDS.) 

WE HEAR THE SOUND OF THE ENGINE OF A RACE CAR ROARING LOUDER AND 
LOUDER GETTING READY TO START THE RACE. WE HEAR THE THREE BEEPS OF 
THE COUNTDOWN THAT MARKS THE BEGINNING OF THE RACE. THE RACE CAR 
BREAKS DOWN. AND THE ENGINE STOPS. WE HEAR SEVERAL UNSUCCESSFUL 
ATIEMPTS OF TRYING TO START THE CAR. WE HEAR THE CROWD IN UNISON 
BEING DISAPPOINTED. 

ANNCR: No luck with that one? Try a different kind of race car. Try a different 
kind of luck. 
tNo tuviste suerte? Prueba un cache de carreras diferente. Prueba una 
suerte diferente. 

SFX: A SCRATCH TICKET BEING SCRATCHED. 

ANNCR: Scratch the race car icon off the Texas Loterfa scratch ticket. One of 
many icons that can change your luck. Reveal four of them in a row, 
column or diagonal line, and you could win up to $500,000. 
Raspa el icono de coche de carreras del raspadito Texas Loterfa. Uno de 
los muchos {conas que podrian cambiar tu suerte. Reve/a 4 en fila, 
columna 0 diagonal y podrias ganar hasta $500,000. 

SFX: A NOVELTY AUTOMOBILE HORN AND THEN THE RACE CAR SPEEDING 

AWAY AS THE PILOT SHOUTS. 

PILOT: LOTERIA!!! 

AN NCR: Try a different kind of luck. 
Prueba una suerte diferente. 

LEGAL: Thank you for supporting Texas Education and Veterans. For detailed 
game odds and information, visit txlottery.org or call 800-375-6886. 
Must be 18 or older to purchase a t icket. PLAY RESPONSIBLY. 
Gracias por apoyar 18 educaci6n y a los veteranos en Texas. Para detalles 
sobre oportunidades de ganar e informacion, visite txlottery.org 0 /lame al 
800-375-6886. Debe tener 18 anos 0 mas para comprar un boleto. 
JUEGUE RESPONSABLEMENTE. 
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TRY A DIFFERENT KINO OF LUCK 

POS/OOH 

Luck is literally in the squares in our visual treatment 
for this campaign. By putting the word " luck" in 

squares, we can allude to the squares that house the 
icons on the Texas Loteria scratch tickets. 
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Gemini Topper 

o 

u 
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Change Mat 
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Change Mat (Spanish) 

COPY: Prueba una suerte diferenle 
Try a different kind of luck 
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Minibillboard 

u 
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Minibillboard 

"'.Moo, -- B tat'!~ _~ 

.tt • ~ 
Unclaimed ? 

-- -.~-
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Minibillboard (8 . pamsh) 

COPY: Prueb a una suert . 
Try a different k' d e d,ferente 

In of luck 
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Minibillboard (Spanish) 

COPY: Prueba una suerte diferente 
Try a different kind of luck 
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TRY A DIFFERENT KIND OF LUCK 

DIGITAL 

Individual icons from the Texas Loteria scratch 
ticket can be the center of attention in these 

engaging executions. 
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Homepage Takeover 

Our audience we'll be able to see our :15 campaign videos, scratch 
the icons digitally, enjoy panorama photos of the rooms or access 

store locators, directly from a filmstrip of rich-media banners, 
featuring our icon-squares. 

Videos can be played and icons can be scratched, inciting our 
consumers to try a different kind of luck. 

< > 0 1 
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Rich Media Unit 

Users will be prompted to expand a banner to play. A pinata will 
appear. The users will be asked to hit it by tapping the screen, but 

every time, the pinata will dodge the touch . 

Finally, the pinata icon of the Texas Loteria will appear. The user will 
be asked to scratch it off digitally, our campaign tag line will appear. 

Other icons to play could include: The guitar - asking the user to 
strum it, and when it does the strings break. 

o~ 
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TRY A DIFFERENT KIND OF LUCK 

SOCIAL MEDIA 

Social media is the perfect medium to get up 
close and personal with the icons on the 

Texas Loteria scratch tickets. 
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Paid Social Media 

LOTERIA FACEBOOK CANVAS 
Let's create a fun Facebook experience for our audience to 

navigate the Texas Loteria scratch ticket. In the unit, we'll see 
videos, panoramic photos of the rooms and prizes. 

o 

+- ..... 9' 0941 'f 100"_~ 

< Q" J.' 

A T • ••• lott • ...,. 
•• ".. ' 03 

£._ . "' .... ""''"'''''''IO''''I •. Go_"......-c ...... ,poori....,. 
_1Irin91he T" •• ~ oa • ..,lickotlO li!e, 
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POST: 

Explore a different kind of 
Loteria. Go inside this unique 

Canvas experience and bring 
the Texas Loteria scratch 
ticket to life . 
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Paid Social Media 

INSTAGRAM LOTERIA CAROUSEL 
Let's create a Carousel unit with four tiles featuring Texas 

Loteria icons from our campaign. When the user clicks 'Learn 
more', our videos will play. 

o~ 

...... 
< Photo 

&I T . ... lO~.oy 
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-

POST: 

Check oul a different kind of 
Loteria: The Texas Loteria 
scratch ticket. You could win 
up to $500k . 
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TRY A DIFFERENT KIND OF LUCK 

EXPERIENTIAL 

One of the best ways to bring the Texas Loteria 
scratch tickets to life is to bring versions of the 

tickets to actual events and allow people to 
interact with them. 
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AR Portraits 
Let 's do an installation of a 12-foot version of our ticket. Our audience 

can stand in front of it and have one of our brand ambassadors take an 
augmented reality clip showing how the different squares come to life 
around them. They can then share the fun video through social media. 
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Life-Size Loteria 
We will host life-size live Loterfa games, on a 20x20 roll-out mat with ( 

the design of our ticket. An emcee will drive the game for the 
audience to play. It's fun to do, and fun to watch others do it as well. 

These games could be located in the concourse of a sports venue, 
or within the footprint of an existing concert or event. Participants 

can win promotional branded items. 
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LoteriART 

There is a certain funky coolness to the Texas Loteria 
scratch ticket. Down to the choice of icons. We will give 

away silk-screen t-shirts and swag featuring our icons, so 
people can try a "different kind of art." 
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CAMPAIGN 4 

TEX TO THE MEX 

Our approach for this campaign is to 
Celebrate the Whimsy of Tex-Mex Culture, 

get people excited about it and then 
piggyback Texas Loteria as the "game-pitome" 
of Tex-Mex. All touch points in this campaign 
will reimagine this unique culture in its most 

fun , entertaining and memorable self. 

Passion Point: Local Culture 
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TEX TO THE MEX 

TV 

Let's show people just how unforgettable and 
wonderful living Tex to the Mex can be. 
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"HERD" 

o 

:30 TV 
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"HERD" :30 TV 

Open on a shot of a man riding 
a horse on the open range in 
Texas. Birds fly through the sky 
as trees sway in the breeze. 

Cut to a close up shot of the 
man looking into the distance. 

Cut to a shot of the man 
standing with a lasso in a 
pasture. There are colorful 
pinatas grazing all around him. 

We see him lassoing a pinata 
and wrestling it to the ground. 

Cut to the man milking a pinata 
inside a barn. 
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1 of 2 

MAN: 
Growing up out here, 
I just couldn't imagine doing 
anything else. 
Estando aquf, no me imagino 
hacienda atra cosa. 

MAN: 
I love what I do. 
Me encanta 10 que hago. 
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"HERD" :30 TV 

Cut to the man inside his 
house. He speaks to camera 
as he walks. 

He pulls a Texas Loteria 
scratch ticket out of his shirt 
pocket. 

Cui to a close up of the ticket 
as he scratches. He continues 
speaking. 

Cut to the suite of tickets and 
the tag line. 

Cut to logoltagline. 

o 
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2 of 2 

MAN: 
It ain't easy living Te)[ to the Mex, 
but I wouldn't have it any other way. 
No es faef! vivir Tex a la Mex, 
pero no 10 hada de atra manera. 

MAN: 
That's why I play the Texas Loleria 
Scratch Ticket from the Texas Lottery 
I could win up to 5500,000. 
Por eso juego el raspadito Texas Loteria 

de Ie LOlen'a de Texas. Podn'a ganaf 

hasta $500,000. 

MAN: 
If this ain't living Tex to the Mex, 
I don't know what is. 
S! eslo no es vivir Tex a la Mex, 
no sa que 10 sea. 

SUPER: 
Tex to the Mex. 
Tex a la Mex. 
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TEX TO THE MEX 

ONLINE VIDEO 

Let's show how our campaign speaks the 
"language of online" by creating snackable and 

replicable videos that over-simplify and reimagine 
how exactly you take Tex to the Mex. 
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"ARMADILLO" 

o 

:15 ONLINE VIDEO 

/ 
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"ARMADILLO" :15 Online Video 

Open on a shot of an 
armadillo. 

Cut 10 a shot of a colorlul 
Mexican serape. 

Cut back to the armadillo with 
his shell covered in beautiful 
colors. He does a little dance. 

Cut to a fan of the tickets and 
the tagJine. 

saTE 

SO ME)( 

P~rt A _ P" ..... 7n<; nf ?Ad 

1 of 2 

SUPER/VO: 
The Texas Lottery's Texas 
Lotena Scratch Ticket 
presents: "Is it Tex to the 
Mex?" 
EI Raspadito Texas Lotena 
de /a Lotena de Texas 
presenta: "(,E$ Tex a la 
M&? 

SUPER/VO: 
So Tex. 
Oue Tex. 

SUPERNO: 
So Mex. 
CItJe M&. 

SUPERNO: 
Definitely Tex to the Mex! 
,Definitivamente 
Texa /aMex! 

SUPERNO: 
Play Te)(as L.ote ria, and get 
Tex To The Mex. 
;Juega Texas Loteria y ponte 
Tex a la Mex! 

(, 
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"ARMADILLO" :15 Online Video 2 of 2 

Cut to logoJtagline. 

o 

, / 
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"BOOTS" 

o 

:15 ONLINE VIDEO 
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"BOOTS" :15 Online Video 

Open on a shot of a pair of 
cowboy boots with spurs. 

Cut to a pair of pointy cowboy 
boots from Mexico. 

Cut to a pair of pointy boots 
with spurs that are dancing by 
themselves. 

Cut to the suite of tickets and 
the tagline. 

1 of 2 

SUPERNO: 
The Texas Lottery's Texas 
Loteria Scratch Ticket 
presents: "15 it Tex to the 
Mex?" 
EI Raspadito Texas Loteria 
de /a Loterfa de Texas 
presenta: "lEs Tex a la 
Mex? 

SUPERNO: 
So Tex. 
Que Tex. 

SUPERNO: 
So Mex. 
Que Mex. 

SUPER/VO: 
Definitely Tex to the Mex! 
jDefinifivamente 
Texa la Mexl 

SUPERNO: 
Play Texas Loteria, and get 
Tex To The Mex. 
;Juega Texas Loteria y ponte 
Texa la Mex! 

() 



"BOOTS" :15 Online Video 2 of 2 

Cut to logO/tagline. 
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TEX TO THE MEX 

RADIO 

A series of low-cost and incredibly simple radio ads, 
will introduce a new format that our entire state can 
fall in love with. Leveraging "Texas inside jokes" to 

confirm if this ticket is right for you. 

The simplicity of production would allow us to do 
several executions. 
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"Double Dip" :30 Radio (ENGLISH ONLy) 
AN NCR: If you want to know if the Texas Loteria Scratch Ticket from the 

Texas Lottery is right for you, first you need to ask yourself: Do I live 
Tex to the Mex? Then you need to answer yourself: Self, do you 
mind if I double dip my chip in both the queso AND the guac? 

LEGAL: 

And if the answer is no, then you could definitely play for the chance 
to win up to $500,000. 

Because Texas Loteria is Tex to the Mex. 

Thank you for supporting Texas Education and Veterans. For detailed 
game odds and information, visit txlottery.org or call 800-375-6886. 
Must be 18 or older to purchase a ticket. PLAY RESPONSIBLY. 

"Breakfast Taco" :30 Radio 

ANNCR: If you want to know if the Texas Loteria Scratch Ticket from the Texas 
Lottery is right for you, first you need to ask yourself: Do I live Tex to 
the Mex? Then you need to answer yourself: Self, do you mind if I 

LEGAL: 

eat the last breakfast taco? I'm really hungry. 
Para saber si eJ raspadito Texas Loteria de la Loter/a de Texas es para ti, 
primero debes preguntarte: t., Vivo yo Tex a la Mex? Y despues debes 
responderte a ti mismo: Mi mismo, Gte molesta sl me como el ultimo 
breakfast taco? Tengo mucha hambre. 

And if the answer is "don't you dare, that one's mine!" then you could 
definitely play for the chance to win up to $500,000. 
Y si la respuesta es "iN; te atrevas! jEse es mro!", entonces podrlas 
definitivamente jugar para la oportunidad de ganar hasta $500,000. 

Because Texas Loter ia is Tex to the Mex. 
Porque Texas Loteria es Tex a la Mex. 

Thank you for supporting Texas Education and Veterans. For detailed 
game odds and information, visit txlottery.org or call 800-375-6886. 
Must be 18 or older to purchase a ticket. PLAY RESPONSIBLY. 
Gracias par apoyar la educaci6n y a los veteranos en Texas. Para 
detalles sobre oportunidades de ganar e informacion. visite 
txlottery.arg a lIame al 800-375-6886. Debe tener 18 anas 0 mas para 
comprar un boleto. JUEGUE RESPONSABLEMENTE. 
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TEX TO THE MEX 

POS/OOH 

Let's speak to Texas in a visual language that 
everybody here can easily understand. 
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Gemini Topper 
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Change Mat 
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Change Mat (Spanish) 

COPY: Tex a la Mex 
Tex to the Mex 
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Minibillboard 

How Many 
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Minibillboard (Spanish) 

COPY: Tex a la Mex 
Tex to the Mex 
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Minibillboard (Spanish) 

COPY: Tex a la Mex 
Tex to the Mex 
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TEX TO THE MEX 

DIGITAL 

Digital and social media is the perfect place to take 
Tex to the Mex up a notch. 
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Homepage Takeover 

We are going to use our TV assets and take 
Tex to the Mex all over the internet. 

We will have our herder lassoing pinatas from 
one banner to the other, until it reveals the ad. 
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Homepage Takeover (Cant.) 
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Rich Media Unit 

OJ Tex to the Mex 
Users will get to be a "Tex to the Mex" DJ! On the mobile unit, 

there will be two knobs, one for Tex and one for Mex. Users will 
twist, adding or subtracting elements to the beat. The screen will 
show audio bars of the music for both Tex and Mex. When both 
knobs are twisted at the same time the sounds combine and the 

audio meter builds up towards Tex to the Mex. 

o o 

o 
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Rich Media Unit 

The Jackalope Hop 
A Frogger-style game will have a Jackalope crossing a Tex to 

the Mex world. Including jumping from chip to chip in a queso 

river. The objective is for the Jackalope to catch four different 
icons from the Texas Loteria as it crosses the queso river. 

.. 

-
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TEX TO THE MEX 

SOCIAL MEDIA 

A sUb-campaign will adjust the message of Tex to the Mex, in 
a way that works better in social media. Featuring posts that 

equates our ticket to fun depictions of the blending of cultures. 

The protagonists of these posts could be community 
influencers in the different markets, but the success of the 
posts does not depend on this. It would only enhance their 

appeal. 
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Paid Social Media 

"Watson" (Facebook Video Post) 

'iii Texas Lottery 
.,jllf~, Todaya!1933'\3 

The Texas loteria Scratch Ticket is Tex to the Mexl Just like Dale Watson's 
"ay ay ay ay" Play it today and see for yourself. 

rD Like CJ Comment 

Texas lottery 
Todept 1933·0 

2 4K Comments 1 9K Shares 10 2K ~ews 

R Share 

The Texas loteria Scratch Ticket is Tex to the Mexl Just like Dale Watson 's 
Yay ay ay ay". Play it today and see for yourself, 

0 0 '.: 36K 2 4K Comments 1 9K Shares 10 2K Views 

rD Like (] Comment I¢ Share 
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Post Copy: The Texas Loteria 
Scratch Ticket is Tex to the Mexl Just 
like Dale Watson's Yay ay ay ay". Play 
it today and see for yourself. 

The Texas LOHery's Texas Loteria 
Scratch ticket is the "Dale Watson 
Playing Clelito Lindo at The Broken 
Spoke" of Scratch Tickets. 



Paid Social Media 

"Field Goal" (Facebook GIF Post) 

A Texas Lottery 
,mil. Today at 5 32pm' 0 

The Texas Loteria Scratch Ticket is taking the Tex to the Mex, Just like tak ing 
a soccer ball and scoring a field goal, Play it today and see for yourself. 

rD Uke CJ Comment 

Texas Lottery 
Today at 532pm' 113 

2.4K Comm<'!nts 1 9K Shares 10 21< Views 

h> Share 

The Texas Loteria Scratch Ticket is taking the Tex to the Mex. Just like taking 
a soccer ball and scoring a field goal. Play it today and see for yourself, 

0 0 '.' 36K 2 4K Comments t 9K Shares 10.2K Views 

rD Like CJ Comment h> Share 
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Post Copy : The Texas Loteria 
Scratch Ticket is taking the Tex to the 
Mex! Just like taking a soccer ball and 
scoring a field goal. Play it today and 
see for yourself. 

The Texas Lottery 's Texas loteria 
Scratch ticket is the " Field Goal 
with a Soccer Ball " of Scratch 
Tickets. 

(J 

u 
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Paid Social Media 

"Aunt Carmen" (Facebook Pic Post) 

Ii Texas Lottery 
(~mh Today at 330pm . " 

It doesn't get more Tex to the Mex than the Texas Loteria Scratch Ticket. 
But Aunt Carmen cooking brisket tamales is getting close. Play it today and 
see for yourself. 

2.4K Comments 1 .9K Shares 10.2K Views 

rb Like CJ Comment ~ Share 
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TEX TO THE MEX 

EXPERIENTIAL 

You can 't really celebrate the whimsy of 
Tex-Mex culture without music. 

It 's time to take Tex to the Mex to the stage. 
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Tex to the Mex Nights At The Music Factory 

For one month, we will host "Tex to the Mex" Nights at 
the Music Factory's Texas Lottery Plaza. 

The artist lineup will reflect the spectrum of Country to 
Tejano and everything in between. 

~ ~U~ iC FACTORY 
TOYOTA 

GEORGE STRAIT BOBBY PULIDO 
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(e) Evaluation of Campaign Effectiveness 
Methods to evaluate campaign effectiveness shall be included. Such methods for 
monitoring, tracking and measuring the campaign's success should point to the 
effectiveness and efficiency in meeting the communication goals. 

We have read, understand, and will comply. 

LatinWorks uses multiple methods to monitor, track and measure the 
effectiveness and efficiency of campaigns to meet the planned communication 
goals. The foundation of effectively measuring the success of our marketing 
efforts comes from having open dialog with our client-partners and a deep 
understanding of business objectives. LatinWorks acknowledges that we may 
have an advantage in this respect due to the successful partnership with the 
Texas Lottery as your Lead AOR since 2102. Positive performance is well 
documented in year-end reports and independent third-party media audits. It is 
also proven through YOY sales growth, even in the absence of record high 
jackpots, that can be attributed in part to effective advertising being developed 
by LatinWorks in collaboration with the Texas Lottery Advertising & Promotions 
and Products Teams. 

Aside from fiscal year reporting and audit requirements, LatinWorks provides 
sales analysis by promoted product and media market on an ongoing basis. 
These are included in post-campaign reports at the end of each campaign. 

Given one of the key objectives is brand awareness, a brand tracker would 
ideally be in place to measure campaign effectiveness across media and 
creative. Managing budgets, LatinWorks will continue to seek added value 
studies from media partners to support campaign awareness tracking. 

LatinWorks also faithfully stewards the Texas Lottery's advertising dollars and 
implements many tactics for monitoring and tracking that all media that is 
purchased is being efficiently and effectively deployed. The following methods 
are and will continue to be implemented to ensure campaign performance. 

• Broadcast Stewardship: Weekly pre/post logs and daily Overnight ratings 
analysis, re-rates before and during flights, upgraded make-goods, in-flight 
bonus to insure delivery, strict monitoring to insure all guidelines are met 
and credits issued as needed. All stations to sign off on buying guidelines 
prior to placing orders. 

o All buys are posted off Nielsen measurement data and each 
market/station must deliver within guidelines (LPM/PPM Markets 
= 95-105%; Metered/Diary Markets = 90-110%) or compensatory 
weight is owed. Rationale is provided for allover/under-deliveries 
and compensatory schedules are secured with stations that under
deliver. All compensatory weight is tracked and posted to insure all 
GRPs are achieved. 
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• In-flight optimization: Based on media and partner specific KPls 
established by industry and brand benchmarks across all media types 

• Reporting Cadence: Weekly pacing reports, Mid-Campaign, Post 
Campaign, Year-End 

• 3rd Party Verification: Independent, unbiased systems tracking all digital 
media 

o Delivery verification: Sizmek is our digital media ad server tracking 
media delivery and performance 

o Quality control verification: Integral Ad Science (lAS) will be 
implemented to confirm partner adherence to Viewability, Ad fraud, 
Geography standards 

o Audits: MMI annual reviews of all media to insure guidelines are 
met and cost efficiencies are achieved; learnings are applied to 
improve future processes 

• Adherence to all brand guidelines: As established in accordance with the 
Texas Lottery 

o Experiential: Guidelines for performance measurement to include 
sales per hour thresholds, digital-first extensions, positive social 
media sentiment and flawless execution 
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(j) Campaign Guidelines 
All discussion and examples related to the creative assignment shou ld be included in 
the Proposa l. Proposers invited for an oral presen tation may use props and/or 
audio/visual aids. 

The Texas Lottery has identified the following resources for use by Proposers in preparing 
the creative response. Proposers are encouraged to conduct addi tional quantitative and 
qua li tative analysis. Resources: 

• FYl 8 Media Flowchart Artachment I 
• FY 16 Sales/Revenue by Game, Attachment J 

Demographic Survey of Texas Lottery Players, available at: 
h up:/ /www.tx l 0 ltery . 0 l'g/ ex port! s i tesJl ollery/ Aboll t U siP ubi i cati ons/RepOI1S. h 
tml 
National Association of State and Provincial Lotteries (NAS PL) website, 
www.naspl.org 

• La Fleur's website, www.lafleurs.com 
• The Texas Lottery Commission ' s 201 8 Business Plan, available at: 

http://www.txlottery.orglexportlsites/ lottery/About U s/Publ ications/Reports.h 
tml 

• The Texas Lottery Commission 's 2017~2021 Strategic Plan, availab le at: 
http://www.txlottery.org/exportisires/ lottery/AboutUs/Publicalions/Slrate2.ic 
Plans.html 

We have read, understand, and will comply. 
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8.2 CLIENT CASE EXAMPLES 

8.2.1 All Proposers shall provide examples of related cl ient work from the past three years. The 
examples shall provide clear evidence of the thought process used to develop creati ve 
solutions to ass ignments simi lar to potential Texas Lottery projects. Proposers should 
clearl y identify whether a client case example provided in their response is representati ve 
of the agency overall or the experience of a specific sta ff member. Examples should also 
include digital , social and experiential marketi ng case studies. 

We have read, understand, and will comply. 

8.2.2 The Proposer shall fu ll y describe how the client case examples address and demonstrate 
the Proposer's competency and understanding of the following issues: Overa ll Advertising 
Strategy, Creati ve Strategy. Media Plan , Cost Effectiveness, Creative Execution and 
Evaluation of Campaign Effecti veness. 

We have read, understand, and will comply_ 

8.2.3 Audio/video exhibits must be de li vered on USB drives and clearly labeled, if submitted 
with the Proposal as part of c li ent case examples. 

We have read, understand, and will comply. Audiofvideo exhibits are 
provided in the enclosed USB with the proposal. 

Following are several examples of our work for other Clients, representative of the 
quality and caliber work we do, and can continue to do on behalf of the Texas 
Lollery. 

We invite you to review our recent case studies that are representative of our 
consumer mindset driven creative. Whatever the brand challenge is, we love 
finding a way to solve it. 

Please reference Ihe audio and video exhibits, labeled by Case Study Number, in 
the USB provided with our response. 
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8.2 CLIENT CASE EXAMPLES 

8.2. 1 All Proposers shall provide examples of related client work from the past three years. The 
examples shall provide clear evidence of the thought process used to develop creative 
solutions to assignments similar to potential Texas Lottery projects. Proposers should 
clearly identi fy whether a client case example provided in their response is representative 
of the agency overall or the experience ora specific staff member. Examples should also 
include digital, social and experiential marketing case stud ies. 

We have read, understand, and will comply. 

8.2.2 The Proposer shall fully describe how the cl ient case examples address and demonstrate 
the Proposer' s competency and understanding of the fo llowing issues: Overall Advert ising 
Strategy, Creative Strategy, Media Plan, Cost Effectiveness, Creative Execution and 
Evaluation of Campaign Effectiveness. 

We have read, understand, and will comply. 

8.2.3 Audio/video exhibits I11 Ust be de li vered on USB drives and clearly labe led, if submitted 
with the Proposal as part of cl ient case examples. 

We have read , understand, and will comply. Audio/video exhibits are 
provided in the enclosed USB with the proposal. 

Following are several examples of our work for other Clients, representative of the 
quality and caliber work we do, and can continue to do on behalf of the Texas 
Lollery. 

We invite you to review our recent case studies that are representative of our 
consumer mindset driven creative. Whatever the brand challenge is, we love 
finding a way to solve it. 

Please reference the audio and video exhibits, labeled by Case Study Number, in 
the USB provided wi lh our response. 
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Ictinworks. 

Please find LatinWorks' sealed cost proposal provided in a folder 
at the end of the binder in the original copy. 



ATTACHMENT A 
PROPOSER'S COMMITMENT 

(Company Name) 

PAGE 78 

to provide the goods and services described in the attached Proposal for Advertising Services 

required by the Request for Proposals for the Texas Lottery Commission. 

Signature: _«t=----Ir--~)~r ~ __ 

Title: CMo .r fYltJ\()C1qing fO(+ner 

Date: ------,-l-----,Z I,---CS--,--I 1-_0_17 __ 

REQUEST FOR PROPOSALS FOR 

ADVERTISING SERVICES 

ATTACHMENTS 



ATTACHMENT D-l 
BACKGROUND INFORMATION CERTIFICATION 

Texas Government Code ANN. § 466.155 

PAGE 85 

Pursuant to Texas Government Code ANN. §466.103, the Executive Director of the Texas Lottery 

Commission may not award a contract for the purchase or lease of facilities, goods or services related to 

lottery operations to a person who would be denied a license as a sales agent under Texas Government 

Code ANN. §466.l55. 

L~in \J\fO(K.s LLC 
(Company Name) 

certifies that it has reviewed Texas Government Code ANN. §466.l55 and that it would not be denied a 

license as a sales agent pursuant to said section. 

~}!;jCAnd(O RlAo\~S 

"",((M 0 ~ m (il nag i ng fo. ( tne r-
12/5 /2-0/7 

i , 
(date) 

REQUEST FOR PROPOSALS FOR 

ADVERTISING SERVICES 

ATTACHMENTS 




