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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 term 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. 

2. 7 .2. The Letter of Transmittal must include a statement of acceptance of the terms 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 terms 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. 

Proposer Response 

No one in the country plans, places or optimizes more media to support the success of lotteries than BUNTIN. It might 

surprise you to know that BUNTIN has also been actively supporting clients in Texas for almost every one of our 50 years 

in business. From CITGO Corporation in Houston, to Handgards in El Paso, to a decade of Tractor Supply shoots in 

Uvalde, to Friedman's Jewelers in Dallas, and many more, BUNTIN uniquely speaks the language of lotteries AND the 

language of media in Texas. And we bring an unmatched track-record of supporting historically under-served businesses, 

with over $20MM placed with minority-owned businesses in the past 10 years, a 14-year paid internship program with 

HBCUs, outreach programs on behalf of clients with National League of Families POW/MIA, Folds of Honor and others­

all giving us the highest levels of interest in, and commitment to, becoming your media agency partner. 

Thank you for the opportunity to learn your business. And, hopefully, for the opportunity to earn your business. 

Our Conviction for becoming a valued partner to the Texas Lottery could not be greater. 

With warmest regards, 

Your Team at BUNTIN 

Sincerely, 

Jeffrey Buntin Jr. 

Chief Executive Officer 
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2.8 EXECUTIVE SUMMARY 

2.8.1. Proposers must provide an executive summary of their Proposal (excluding cost information) 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. 

Proposer Response 

For the 12th consecutive fiscal year, the Texas Lottery Commission has surpassed its all-time record with $8.297 billion 

in sales, resulting in a record year of total contributions of $1.99 billion for Texas students and Veterans. Players 

collected over $5.4 billion in prizes, which was an all-time high, as well. Respecting this remarkable success, the Texas 

Lottery continues to face unique challenges that could impact its strong performance in the upcoming months and 

years. From state legislation reducing marketing budgets over the past few years, to an influx of new challengers vying 

for the consumer dollar, and now a tightening- if not recessionary- economy, there is pressure on the overall media 

approach and spend to drive sales in a responsible, efficient, and resourceful manner. 

The Texas Lottery is in search of a strategic media partner to develop an overall communications plan that successfully 

promotes the Texas Lottery's games, while building awareness of the mission to generate revenue for its designated 

beneficiaries, including Texas public education and Veterans. 

We believe the partner you are looking for is BUNTIN. No one in the country has planned, placed, or optimized more 

media to support the success of lotteries than we have. We bring to our client partnerships a proven approach that has 

helped achieve numerous successive year-over-year sales increases and records across three current lottery clients­

Hoosier Lottery, Kentucky Lottery, and Tennessee Education Lottery. In addition to these partners, we have also been 

active in supporting clients with headquarters, locations, service offerings and/or consumers who are critical to their 

businesses in the state of Texas over many decades. With the benefit ofthese efforts, we as an agency understand the 

unique importance of the multicultural marketplace across the state. Our team of seasoned media professionals, 

complemented with the Texas HUB sub-contractor partners that will help strengthen our team and provide market 

specific insights, will work closely with the Texas Lottery to build, execute and optimize our plans in a manner that is 

effective, efficient, responsible, and resourceful. 

3 



( 

L 

BUNTIN's proven ability to assess, strategically plan for and meet the challenges- and opportunities- facing the Texas 

Lottery will be critical in maximizing the value of your media investment, going forward. This will, in turn, be key to 

driving the expected business results each year, while also continuing to make the positive impact you make every day, 

as the Texas Lottery. As your media agency partner, our plan to accomplish this impact is built on four key objectives: 

1. Establish an integrated communications strategy to efficiently grow sales and maximize KPis, while supporting 
educational/Veterans initiatives. 

2. Support a statewide media plan with additional market tier supplements, tailored to the individual situations, 
size, and needs of each market area. 

3. Harness efficiencies and maximize message relevancy throughout the year via a tailored mix of always-on 
support and flighted campaigns. 

4. Design plans with flexibility to adjust between tiers to ensure proper weight is given to support key programs 
throughout the year. 

In developing our plan, we have established a customized market tiering based on several unique attributes: Market­

level sales contributions to the system, market size, per-capita spend, player penetration and engagement, audience 

demographics, and appeal of various distinct lottery game types. This evaluation has, in turn, generated "Six Tiers" that 

our media plan is built around. 

Tier One is the foundation of our overall plan and encompasses the full state geography, reaching all adult (18+) Texans 

through a myriad of selective communications channels. Tiers Two-Six make up the 20 DMAs that cover the state, all 

organized into their own unique tier. Each tier has its own media mix that will supplement the statewide coverage at the 

local level. Leveraging the local channels will help improve the overall effectiveness, efficiencies, and customization of 

our efforts and ensure highly targeted messaging at the individual market level. 

In the event marketing budgets continue to be challenged, the use of certain media channels becomes more difficult; 

however, opportunities also present themselves to expand reach through additional media strategies. We believe there 
is tremendous opportunity to utilize video, audio, and digital within most tiers. As requested, our plan includes the 

already-committed dollars for permanent billboards and local newspaper. We complement those efforts through an 

array of channels, both at the state and local market level. This allows us to maintain and build brand consistency across 

the state, while having the ability to customize messages, optimize our plan based on the results of specific efforts, 
capture varying sets of data for additional insights, and provide the flexibility to move dollars as-needed in the event 

market conditions may shift. 

As our plan is activated and "lives" in-market, our team is poised to measure these efforts through a full suite of 
reporting tools that, in-turn, allow us to provide meaningful, actionable, and timely insights and recommendations. 

From Data Warehouse and Integration, to Brand Safety and Viewability, to Data Analysis and Visualization, we invest 

heavily in these tools to ensure we provide the best insights to optimize the performance and ROI of our work. 

We are excited to share the market-level details, media channel costs, and impact of the different tiers in the enclosed 

media response (section 8) ofthe RFP. We believe our industry experience and knowledge, understanding ofthe Texas 

media marketplace, strength of our seasoned team, and the strategic recommendations we have developed all position 

BUNTIN as the right partner to help grow your business in a responsible and resourceful manner. We appreciate your 
interest in our agency and the opportunity to submit our thinking. 

Sincerely, 

Jeffrey Buntin, Jr./CEO +Your Team at BUNTIN 
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4.1. Experience of Proposer 

4. REQUIRED INFORMATION 

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+}. 

Proposer Response 

As a Top 25 US Independent Ad Agency with over $200 Million in annualized capitalized billings, BUNTIN's 130 

Associates manage a broad range of client media spending- from $SMM to $40MM annually for a range of local, 

national, and international clients. We actively buy media in all U.S. States and DMA's, have deep knowledge of 

national, local, and international planning and buying. 

Our partnership with a HUB Certified Advertising Agency consultant will build on BUNTIN's existing minority consumer 

and market specific insights to ensure our media plans are highly relevant (right person, right place, right time) down to 

the market level to properly engage this valuable audience. 

( We're confident our extensive lottery media planning and execution expertise would be of benefit to the Texas Lottery 

Commission. 

L 

Our teams are well versed in integrated channel planning and have comprehensive Planning and Buying capabilities for 

every engagement channel across Digital, Traditional, Mobile and Social Platforms. We preach results measurement and 

optimization in everything we do from Business KPI tracking, brand health, Lead Gen and Conversion, Social 

Engagement/Advocacy, Effectiveness, and Impact. 

Our media tenets and values are core to every media engagement we lead. From being a business-first, performance 

driven culture we thrive in a collaborative, team-centric environment. The level of expertise throughout our agency, 

current tools and technology, and the stringent process we use delivers strong partnerships with all clients and vendors, 

sound optimizations that deliver the best results and smart stewardship to ensure goals and deliverables are met. 

Throughout our history, we've supported historically under-served businesses, with over $20MM placed with minority­

owned businesses in the past 10-years, a 14-year paid internship program with HBCUs and outreach programs on behalf 

of several clients. We understand the value and uniqueness of minority audiences as consumers, and the importance 

this group and the individuals that comprise it, have in the state of Texas. 
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4.1.2. Each Proposer shall provide descriptions for all engagements of comparable complexity and sensitivity to the 
requirements of this RFP that have been conducted within the past five {50 years. The description of comparable 

engagements shall be detailed and cover the contracts the Proposer and any subcontractors have had and all experience 
similar to this Contract which qualifies the Proposer to meet the requirements of this Contract including but not limited 

to: 

a. Size of contract (including value). 
b. Reason for contract termination/expiration, if contract is no longer in effect. 
c. Types of services 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. 

Proposer Response 

AARON's 

a. $25MM - $30MM 

b. Contract is still in effect. Proposer is Contractor. 

c. Traditional Media Planning, Buying, Activation, Optimization, and Stewardship. Proposer is Contractor. 

d. Two-year term (4/21/21- 5/1/23). 

e. No problems encountered. 

Cabinets to Go 

a. $15MM-$17MM 

b. Contract is still in effect. Proposer is Contractor. 

c. AOR- Strategy, Creative, Media (Planning, Buying, Activation, Optimization, and Stewardship). 

d. Annual (1/1/22 -12/31/23) 

e. No problems encountered. 

Chi net 

a. $SMM- $7MM 

b. Contract is still in effect. Proposer is Contractor. 

c. AOR- Strategy, Creative, Traditional Media (Planning, Buying, Activation, Optimization and Stewardship). 

Proposer was Contractor. 

d. Evergreen, since 1999. 

e. No problems encountered. 

First Horizon 

a. $8.3MM- $10MM 

b. Contract is no longer in effect. First Horizon brought in a new Chief Marketing Officer, Erin Pryor, who hired her 

previous advertising agency when our contract expired. In addition, the organization was entering into 

preliminary merger discussions, with the bank having since been acquired by TD (Toronto Dominion). 

c. AOR- Strategy, Creative, Media (Planning, Buying, Activation, Optimization, and Stewardship), Design, Digital, 

Data & Analytics 

d. Contract expired. 

e. No problems encountered. 
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Hoosier Lottery 

a. $8.3MM- $10MM 

b. Contract is still in effect. Proposer is Contractor. 

c. AOR- Strategy, Creative, Traditional Media (Planning, Buying, Activation, Optimization, and Stewardship}. 

d. Annual (June 1, 2022- June 30, 2023}. 

e. No problems encountered. 

Perkins 

a. $13MM-$16MM 

b. Contract is still in effect. Proposer is Contractor. 

c. AOR- Strategy, Creative, Media (Planning, Buying, Activation, Optimization, and Stewardship} Social, Data & 
Analytics. 

d. 16 Month (January 1,2022- May 30,2023}. 

e. No problems encountered. 

SERVPRO Industries, LLC 

a. $16MM - $20MM 

b. Contract is still in effect. Proposer is Contractor. 

c. AOR- Strategy, creative, media, design, digital, Data & Analytics. 

d. Annual (1/1/21- 12/31/22}. 

e. No problems encountered. 

Tennessee Education Lottery 

a. $11MM - $13MM 

b. Contract is still in effect. Proposer is Contractor. 

c. AOR- Strategy, Creative, Media (Planning, Buying, Activation, Optimization, and Stewardship}, Design, Digital, 
Social, Data & Analytics. 

d. Annual (7 /1/22- 6/30/23}. 
e. No problems encountered. 
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4.1.3. The proposer shall state whether or not any of the following have occurred during the last five {5) years: 

a. The Proposer has had a contract terminated, and, if so, shall provide full details, 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 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. 

Proposer Response 

a. BUNTIN has not had a client contract terminated in the past five years. Contracts may have expired but were not 
terminated. 

b. No penalties or liquidated damages under any contracts. 

c. No disciplinary actions or any judgments. 

d. No litigation related to contract performance. 
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4.2 Proposer References 

A minimum of seven {7} verifiable references must be provided that include the contact person, name of company, 
phone, e-mail address and descriptions of services provided. Proposers' references shall include references for which the 
Proposer has provided similar services as described in Parts 7 and 8 of this RFP within the last five {5) years. 

Proposer Response 

Mr. Dan McSwanson 
Director of Marketing- Media and Finance 
AARON's 
678.402.3263 office 
831.566.9899 mobile 
Dan.mcswanson@aarons.com 
Services Provided (since 2019): Media- annual national planning (linear broadcast, DRTV, OLV, CTV, OTT, audio, 
OOH), grand opening planning (OOH, audio), negotiation, buying, activation, optimization (dashboard 
development, monitoring) and stewardship (post-buy reports, added value reports, monthly budget reports, 
Quarterly Business Reports), Trafficking. 

Mr. Doug Tulumaris 
Chief Marketing Officer 
Cabinets to Go 
615.551.0381 office 
615.543.6842 mobile 
dtulumaris@cabinetstogo.com 
Services Provided (since 2020): AOR I Strategy, Creative, Media (annual national planning, grand opening 
planning), negotiation, buying, activation, optimization (Dashboard development, monitoring), and stewardship 
(post-buy reports, added value reports, monthly budget reports). Sponsorship vetting, proposals. Design, Digital, 
Data & Analytics, Trafficking. 

Ms. Brittany D'Haenens 
Director of Marketing 
Hoosier Lottery 
317.264.4694 office 
317.443.8492 mobile 
bdhaenens@hoosierlotterv.com 
Services Provided (since 2015): AOR I Strategy, Creative, Traditional Media (SPECIFICS HERE), Design, Data & 
Analytics. 
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Ms. Melissa Rakos 
Product Manager 
Huhtamaki 

913.439.6366 
melissa.rakos@huhtamaki.com 
Services provided (since 2003): AOR I Strategy, Creative, Media (annual planning), negotiation, buying, 
activation, optimization (Dashboard development, monitoring), and stewardship (monthly reports, added value 
reports, monthly budget reports), Design, and Trafficking. 

Mr. Joseph Artime 
Chief Marketing Officer 
Perkins Restaurant & Bakery 

770.325.1300 office 
404.578.5351 mobile 
jartime@perkinsrb.com 
Services Provided (since 2015): Lead agency* for strategy, creative, and media services. 
Annual local media planning for 87 DMAs across the US and Canada each with individual plans, budgets, media 
flowcharts, and media spend reports by DMA. Channels include Spot TV, cable, CTV/OTI, VOD, paid social, 
search, direct mail, shared mail, Co-op, and ROP. Planning and execution of grand opening/competitive 
intrusion plans. Negotiation, buying, activation, trafficking, optimization, and stewardship (quarterly broadcast 
post-buy reports, weekly digital reporting, print drop ROI reporting, and promotional window wrap-up 
reports). Verification of broadcast station affidavits against buys placed and negotiation of appropriate make 
goods. Maintain proof of performance and payment reporting. 

Mr. Chad Lewis 
AVP, Director of Marketing Services 
SERVPRO Industries, LLC 

615.451.0200 x1376 
clewis@servpronet.com 
Services Provided (since 2003): AOR I Strategy, Creative, Media (annual planning, sub-region planning), 
negotiation, buying, activation, optimization (Dashboard development, monitoring), and stewardship (post-buy 
reports, added value reports, monthly budget reports). Sponsorship vetting, proposals, activation, Design, 
Digital, Data & Analytics, Trafficking. 

Ms. Erica Huss 
Vice President, Advertising 
Tennessee Education Lottery 
OFFICE - (615) 324-6518 
erica.huss@TNLOTIERY.com 
Services Provided (since 2008): Strategy, Creative, Print production, Broadcast production, Media planning and 
buying, Digital, Social, Sponsorship programs, Promotional events & Point of Sale. 
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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. 

Proposer Response 

Main Contact: 

Mark Young 

EVP, Managing Director & Chief Growth Officer 

230 Willow Street 

Nashville, TN 37210 

0: 615-244-5720 X 205 

M: 865-719-7983 

( myoung@buntingroup.com 

L 

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. 

Proposer Response 

The Contract: 

Tom Irvin 

EVP, Director of Financial Services 

230 Willow Street 

Nashville, TN 37210 

0: 615-244-5720 X 276 

tirvin@buntingroup.com 
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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 I 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: 
https:/ /www. texaslottery.com/ export/sites/lottery/ About_ Us/Doing_ Business_ with_ TLC/Contracts_ Over_ $100x000/ 
Failure to promptly disclose any such relationship may be a cause for disqualification of a Proposal. 

Proposer Response 

No conflicts of interest relative to the performance of the requirements of this RFP. 

4.5 Financial Soundness 

4.5.1. Each proposer must provide evidence of financial responsibility and stability for performance of the Contract and 
must demonstrate the ability to finance the project described in this submission. 

Proposer Response 

BUNTIN has provided audited financial statements for 2020 and 2019. The audit for 2021 is currently being performed, 

however, we have provided unaudited statements for the year 2021 as well, along with a letter from our bank which 

affirms our financial good standing. 

*Refer to the accompanying Financial Statements in full* 
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5. HISTORICALLY UNDERUTILIZED BUSINESS (HUB) PARTICIPATION 

5.1 HUB Requirement 

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/public/readtac$ext. ViewTAC?tac_ view=5&ti=34&pt=1 &ch =20&sch=D&div=1 &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). 

5.2 HSP Submission and Texas Lottery Review 

5.2.1. All proposals must include an HSP (Attachment C, including Method A orB, if applicable) in the format required by 

the CPA. Proposers may access the HSP forms on-line at the following CPA website link: 

https:/ /www.comptroller. texas.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 TAC §20.285 SHALL BE REJECTED AND WILL NOT BE 

EVALUATED. 

5.2.2. The HSP form is provided in Attachment C of this RFP. To determine whether a Proposer has performed a good 

faith effort in preparing its HSP as required by the CPA'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. 

Proposer Response 

*Refer to the accompanying required HUB Forms in full* 
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6.1 Ad Agency Staffing 

6. ADVERTISING AGENCY STAFFING REQUIREMENTS 

6.1.2. Proposers must provide an organizational chart which identifies all staff, including media planning and/or media 
buying subcontracting personal who will support the Texas Lottery account. The organizational chart should include the 
position titles, 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. 

Proposer Response 

-Advertising Digital 

• BJIIboan:l Production 
· Courier Services 

Jeffrey Buntin 

L1z Diekman 

Director, Media OperaUont 

TBD 
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6.2 Agency Staffing Structure 

6.2.1. Proposers must submit an in-depth staffing plan for the Texas Lottery account. However, the Texas Lottery is not 
predisposed to any particular staffing model. Proposers are encouraged to propose staffing plans that offer the best 
value to the Texas Lottery. 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. 

6.2.2. Proposers must provide a list of personnel, including media planning and/or media buying subcontracting 
personnel to be assigned to the Texas Lottery account and include detailed resumes for all personnel, which include, at 
minimum name: title and job description; number of years of experience; description of current duties, and length of 
time spent doing present (or related) duties; projects accomplished, including scope and name of customer's company; 
and relevant continuing professional education. If duties were performed for an employer other than the Proposer, the 
Proposal must indicate that employer's name. 

Proposer Response 

Media Team 

PERSONNEL NAME: Bert Hamaoui 

JOB TITLE: EVP, Channel Engagement & Activation 

JOB DESCRIPTION: Responsible for high-level oversight of the media department functions, personnel, and outcome. 

Maintains strong relationships with all teams and clients through engaging collaboration and empowering others to 

create great work. Agency stakeholder with multi-disciplinary integrated agency experience, a passion for growing 

others and the business, and the fortitude to lead real change. 

#YEARS OF EXPERIENCE: 28 

DESCRIPTION OF CURRENT DUTIES: 

• Empowers the team to sell great work by inspiring great work. 

• Reviews necessary media plans prior to client presentations to ensure accuracy and thought-provoking 

solutions. 

• Maintains liaison relationships and attends meetings with industry organizations to keep up with current 

industry trends and represent the agency. 

• Serves as a member of the agency's leadership team, Ignite, attending meetings, and functions and making 

recommendations on agency matters, both within and outside the media function. 

• Develops strong cross-functional working relationships with agency leadership that facilitate integration, 

collaboration, and knowledge sharing across teams. 

• Focuses on driving employee development, engagement, and retention. 

• Drives revenue and delivery while balancing client satisfaction and retention. 

• Supervises all media personnel to ensure adherence to agency standards and practices. Discusses and evaluate 

job performance with all members of the Media Department. 

• Supervises Media Research function; provides recommendations to Management for purchase of media-

research data, including computer programming facilities to keep the agency ahead of the curve. 

PROJECTS ACCOMPLISHED, INCLUDING SCOPE AND NAME OF CUSTOMER'S COMPANY: Experience at Saatchi & Saatchi, 

McCann Erickson, Gray, working with some of the top advertisers in the U.S. (Toyota, Sony Pictures, ConAgra, Glaxo 

Wellcome, Smith Kline Beecham, American Home Products, Honda, etc.). Strong experience in the lottery field, working 

on numerous lottery accounts (Hoosier Lottery, Kentucky Lottery, Tennessee Lottery & New York Lottery). Extensive 

background across all Traditional and Digital media platforms. 

RELEVANT CONTINUING PROFESSIONAL EDUCATION EXPERIENCE: N/A 
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PERSONNEL NAME: Kristen Held 

JOB TITLE: VP, Channel Engagement 

JOB DESCRIPTION: Leads a fully integrated team over a significant portion of large, high-profile accounts to meet or 
exceed business and client expectations including revenue, profit, margin, and staffing. Oversees management of all 
media strategy/planning, accountable for leading the relationship with the client divisions including overall corridor 
satisfaction and management of expectations while ensuring that the work is on strategy, on time, and within budget. 
Top-level Client contact, playing a leading role in new business and may be involved in policy-making decisions and act 
as a consultant to other top corporate officers. 
#YEARS OF EXPERIENCE: 25 

DESCRIPTION OF CURRENT DUTIES: 

• Oversees the creation of media plans that are strategic with sound execution. 

• Remains informed of trends and leads new media considerations for clients in purview, sets quality standards 

for the department, and enforces adherence. 

• Counsels team and clients on negotiation process; lead negotiations, as appropriate. 

• Fosters excellent ratings in client evaluations and is accountable for maintaining relationships with client 

satisfaction and management of expectations while ensuring that the work is on strategy, on time, and on 
budget. 

• Contributes to developing a vision for the department and ensures that vision is communicated to department 

and agency management. 

• Integrates concepts seamlessly with the creative product and clients' marketing plans. 

• Review all plans to ensure the achievement of quality and flawless execution. 

• Ensures collaboration of planning, buying, and research. 

• Encourages the exchange of the best ideas within the department. 

• Maintains ongoing contact with senior clients, lending credibility and endorsement to major presentations. 

• Leads and inspires; acts as a role model; serves as a source of experience, knowledge, instruction, and direction. 

PROJECTS ACCOMPLISHED, INCLUDING SCOPE AND NAME OF CUSTOMER'S COMPANY: 
B2B/D2C: Planning, Buying, Media Operations, Data & Analytics, UX/UI Designer, Acct. Management. 
Varied category experience including (QSR, CPG, Entertainment, Gaming, Retail, Non-Profit, Automotive, Tourism, 
Telecom, EDU, Franchise, Ecommerce, Healthcare, and GSA.) 
Media: Network, Syndication, Broadcast, Cable, Unwired, Radio, Audio, Print, OOH/DOOH, OTI/CTV, Programmatic, 
SEM, Social, Brand Integrations, Guerilla Marketing, Talent/SAG, DR, Trade, Event, PR/Influencer, Co-op, Brand 
Integrations, Promotions, Sponsorship. All done for various companies including (Shark Tank, American Idol, Price Is 
Right, Ellen DeGeneres Show, Ellen Cat Week, Live with Kelly & Ryan, The View, ESPN MNF, SportsCenter, INDY CAR, 
NASCAR, PGA, GMA, Olympics, World Series, World Cup, Stanley Cup, Superbowl, Oscars Red Carpet, Academy Awards, 
KC Undercover, March Madness, Grammy's, Today Show, Property Brothers, 25 Days Of Christmas, Lucas Films, PIXAR 
Animation, SONY Pictures, MARVEL Studios, NBC Universai/Telepictures Universal Studios) 
Geos: International, National, Local, Multi-Market. 
RELEVANT CONTINUING PROFESSIONAL EDUCATION EXPERIENCE: 

• Google Data Analytics Certification 

• DataXu Platform Certified 

• Nielsen OCR 
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PERSONNEL NAME: Haley Austin 

JOB TITLE: Director, Channel Engagement & Activation 

JOB DESCRIPTION: Responsible for overseeing the planning and activation of digital campaigns across clients for the 

agency. Manages client digital campaigns inclusive of but not limited to programmatic display, online video, Connected 

TV/OTI, digital content, social, and more across client verticals. Oversees reporting and analysis of live and wrapped 

campaigns extracting insights from data. Provides thought leadership internally and to clients for digital platforms. 

#YEARS OF EXPERIENCE: 7+ 

DESCRIPTION OF CURRENT DUTIES: Leads and provides strategic insight for all digital campaigns that the agency 

manages for its clients. Analyze data for impactful optimizations and insights. Builds and maintains client and vendor 

relationships for mutually beneficial outcomes. Negotiate rates and added value opportunities for effective and efficient 

campaigns. Manage a team of associate- and mid-level channel strategists across the client portfolios. 

PROJECTS ACCOMPLISHED, INCLUDING SCOPE AND NAME OF CUSTOMER'S COMPANY: Managed local, national, and 

international accounts of all sizes and scales. E.g., Zebra Technologies, Grant Thornton, UnityPoint Health: Safe Care 

Your Way, COVID-19/Vaccines, Not So Late Show with Austin, Stine Seed Company, Bridgestone/Firestone, Tennessee 

Titans, Nashville Predators, Cabinets To Go, Casey's General Store, Athene, Louisiana-Pacific Building Products (LP), and 

Lochinvar. 

RELEVANT CONTINUING PROFESSIONAL EDUCATION EXPERIENCE: 

• Google Tag Manager Fundamentals 

• Google Ads Search Advertising 

• Google Campaign Manager 

• Google Analytics Individual Qualification 

• Google Ads Mobile Advertising 

• Google Ads Display Advertising 

• MediaMath T1 Campaign Set Up 

• Centro: Digital Media Essentials 
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PERSONNEL NAME: Jane Elliot 

JOB TITLE: Director of Channel Activation -Social 

JOB DESCRIPTION: Day-to-day manager of social media buying for multiple clients. Integrated experience managing the 

buying process across multiple vehicles. Robust industry knowledge now and for the future, negotiation chops, and the 

ability to build and maintain strong relationships with clients, internal teams, and vendors. 

#YEARS OF EXPERIENCE: 22 

DESCRIPTION OF CURRENT DUTIES: 

• Primary lead/oversight of social media strategy execution. 

• Strategizes with teams and the client to develop innovative, well-targeted marketing solutions 

• Maintains and grows relationships with social vendors. 

• Flawlessly executes social media plans that connect clients to their consumers. 

• Throughout the year, oversee the progress of all projects, assists the team to make sure deadlines are met, and, 

of course, make sure the work being produced is stellar. 

PROJECTS ACCOMPLISHED, INCLUDING SCOPE AND NAME OF CUSTOMER'S COMPANY: Manages/has managed the 

planning, implementation, and optimization of all the Google Ads and Microsoft Ads for Kentucky Lottery, Perkins 

Restaurants, Google (B2B), Stanley Steemer, Bath Fitter, The United States Marine Corp, Costa Rica, Publix Grocery 

Stores, American Standard, John Deere. 

RELEVANT CONTINUING PROFESSIONAL EDUCATION EXPERIENCE: 

• Google Ads Certified 

• Google Tag Manager Fundamentals 

• Google Ads Search Advertising 

• YouYube Fundamentals 

• Microsoft Ads Certified 

( • 4A's Continuing Education. 

L 

PERSONNEL NAME: Kacey Bundy 

JOB TITLE: Ad Ops Manager 

JOB DESCRIPTION: Manages oversight of all broadcast and digital trafficking needs for the agency. Leads and facilitates 

external digital & broadcast trafficking workflow. Coordinates with production to coordinate and release broadcast 

quality & digital media materials to television/radio stations & web publ ishers/partners. 

#YEARS OF EXPERIENCE: 18 
DESCRIPTION OF CURRENT DUTIES: Manages Broadcast Media and production trafficking deliverables, including project 
flow and prioritization. Digital ad ops oversight. 
PROJECTS ACCOMPLISHED, INCLUDING SCOPE AND NAME OF CUSTOMER'S COMPANY: Broadcast and digital trafficking 

for all media accounts of The Buntin Group. 

RELEVANT CONTINUING PROFESSIONAL EDUCATION EXPERIENCE: Google Campaign Manager 
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PERSONNEL NAME: Andy Wallace 

JOB TITLE: Sr. Channel Strategist 

JOB DESCRIPTION: Responsible for the day-to-day management and execution of media plans. Responsible for helping 

develop strategy, implementing media plans, analyzing research, and helping deliver campaigns that support strategy 

and overall objectives. 

#YEARS OF EXPERIENCE: 5 
DESCRIPTION OF CURRENT DUTIES: 

• Intimate knowledge ofthe client(s) business/brand, competitive environment, industry trends, and overall 

marketing plans/goals. 

• Manages and develops media plans across all channels. 

• Builds and maintains strong working relationships with clients, vendors, publishers, team members, and internal 

creative resources to ensure a smooth implementation of campaigns. 

• Manages the implementation, optimization, and performance of campaigns and assists in giving strategic 

feedback on the campaigns to internal and external teams. 

• Maintains media budgets and media spend summaries. 

• Trains and mentors Channel and Associate Channel Strategists. 

PROJECTS ACCOMPLISHED, INCLUDING SCOPE AND NAME OF CUSTOMER'S COMPANY: Experience on Lottery, Fast 

Casual (Tropical Smoothie Cafe), and Retail clients (Aaron's). Experience with local and national broadcast. Expertise in 

all Digital arenas. Highly knowledgeable within social channels, particularly Meta and TikTok. 

RELEVANT CONTINUING PROFESSIONAL EDUCATION EXPERIENCE: 

• Google Campaign Manager 

• Google Tag Manager 

• MRI-Simmons 

• TikTok Ad Manager 

• com Score 

• eTelmar 

• Nielsen Ad Intel 

PERSONNEL NAME: Claire Brothen 

JOB TITLE: Channel Strategist 

JOB DESCRIPTION: Responsible for developing and managing both traditional and digital media planning. Is a market 

expert in terms of media habits, consumer behavior, trends, and other marketplace nuances. 

#YEARS OF EXPERIENCE: 1.5 

DESCRIPTION OF CURRENT DUTIES: 

• Develops channel engagement objectives, strategies, and POVs. 

• Analyzes demographic data and consumer profiles to identify channel usage. 

• Prepares budget and flight documents. 

• Oversees management of daily tasks and channel stewardship, while ensuring tasks are completed accurately 

and all deadlines are met. 

• Remains current on trends and performance across paid, owned, and earned channels to better assess and align 

engagement strategies 

PROJECTS ACCOMPLISHED, INCLUDING SCOPE AND NAME OF CUSTOMER'S COMPANY: Hoosier Lottery account main 

point of contact for digital and social channels. Experience planning and activating media across all digital platforms as 

well as broadcast. 

RELEVANT CONTINUING PROFESSIONAL EDUCATION EXPERIENCE: N/A 
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PERSONNEL NAME: Katie Segal 

JOB TITLE: Channel Activation Specialist- Social 

JOB DESCRIPTION: Develop strategies in conjunction with other marketing efforts while owning paid channel tactical 

executions including Paid Search, Social and Programmatic. Lead point of contact handling recommendations, contract 

executions, campaign launches, monitoring performance, reporting, and billing reconciliation. 

#YEARS OF EXPERIENCE: 3 
DESCRIPTION OF CURRENT DUTIES: 

• Develops recommendations designed to meet the planning goals. 

• Owns, executes, and optimizes (daily} paid search, social and programmatic campaigns . 

• Project management, and quality assurance. 

• Schedule, maintain, and monitor ad delivery to ensure the successful deployment of ads. 

• Review daily campaign pacing and results and actively optimize performance. 

• Analyze results and develop relevant and actionable plans, programs, tests, and recommendations. 

• Monitor campaign performance. 

• Collect, compile, and aggregate weekly and/or monthly reporting. 

PROJECTS ACCOMPLISHED, INCLUDING SCOPE AND NAME OF CUSTOMER'S COMPANY: Experience on Tennessee 

Lottery, Hoosier Lottery, and Kentucky Lottery accounts for social media activation. 

RELEVANT CONTINUING PROFESSIONAL EDUCATION EXPERIENCE: 
• Graduate certificate in distilled spirits business from the University of Louisville 
• Google Ads certified 

PERSONNEL NAME: Claire Litchfield 

JOB TITLE: Associate Channel Strategist 

JOB DESCRIPTION: Supports and assists with the development of strategic integrated media plans. Begins to develop an 

understanding ofthe market, learning about media habits, consumer behavior, and trends. Heavy analysis, reporting, 

and assisting with and supporting the Planner. 

#YEARS OF EXPERIENCE: >1 

DESCRIPTION OF CURRENT DUTIES: 

• Works with Channel Strategist to develop, maintain and steward engagement campaigns 

• Facilitate campaign launches. 

• Prepare and update insertion orders. 

• Manage reporting, including preparing and updating channel engagement budget tracking and flighting 

documents. 

• Identify, communicate, and negotiate enhancements and optimizations for engagement campaigns 

• Conduct and prepare post-buy analysis. 

• Perform competitive analysis. 

• Preparation of Point of View (POVs} reports. 

• Maintains relationships with channel partners and internal teams. 

• Works with Accounting to monitor client billing. 

PROJECTS ACCOMPLISHED, INCLUDING SCOPE AND NAME OF CUSTOMER'S COMPANY: Experience on TN Lottery, 

SERVPRO, Music City Grand Prix, and Huhtamaki Foodservice accounts. 

RELEVANT CONTINUING PROFESSIONAL EDUCATION EXPERIENCE: N/A 
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Brand Management 

PERSONNEL NAME: Liz Diekman 

JOB TITLE: SVP, Group Account Director, Media Operations 

JOB DESCRIPTION: Considered an expert in the industry; tapped for thought leadership; much more external-facing and 

provide counsel to high-ranking client leaders, manages a client team, and looks for new business opportunity and 

opportunities to expand existing business. 

#YEARS OF EXPERIENCE: 25 

DESCRIPTION OF CURRENT DUTIES: Leads and provides strategic counsel to clients while demonstrating an expert 

understanding of client business and expertise in integrated marketing on three or more accounts. Develops strategic 

and integrated marketing strategies to successfully develop insight-grounded Client initiatives. Identify and cultivate 

new revenue opportunities with existing clients as well as new business. Mentor, Cultivate, and Challenge internal team 

leaders to develop better and stronger work and empowered client account teams. 

PROJECTS ACCOMPLISHED, INCLUDING SCOPE AND NAME OF CUSTOMER'S COMPANY: Oversight of brand and 

campaign launches. Promotions, brand introductions, and product/program launches- both internal and external. 

Varied category experience including retail (Zale Corporation, Southland Corporation (7-11), Aaron's Rent to Own, Coca­

Cola Consolidated), restaurant (Cracker Barrel Old Country Store, Tropical Smoothie Cafe, Logan's Roadhouse) and 

franchise system experience (SERVPRO, Tropical Smoothie Cafe), as well as utility (TXU}. Full-service agency experience 

with McCann-Erickson, Integer Group and Publicis. 

RELEVANT CONTINUING PROFESSIONAL EDUCATION EXPERIENCE: N/A 

PERSONNEL NAME: TBD 

JOB TITLE: Senior Brand Manager 

JOB DESCRIPTION: Full knowledge of Client Business and agency capabilities; trusted go-to person; approach projects 

with greater responsibility; make decisions more independently but still seek guidance; provide counsel to clients and 

teammates. 

#YEARS OF EXPERIENCE: N/ A 

DESCRIPTION OF CURRENT DUTIES: Oversight of day-to-day on the account. Increasing client contact and knowledge of 

the business. Building client relationships, Deeper knowledge of agency capabilities to suggest stronger, smarter, and 

more innovative ideas. Mentor and train junior staff members. 

PROJECTS ACCOMPLISHED, INCLUDING SCOPE AND NAME OF CUSTOMER'S COMPANY: N/A 
RELEVANT CONTINUING PROFESSIONAL EDUCATION EXPERIENCE: N/A 

PERSONNEL NAME: Sum merlyn Murray 

JOB TITLE: Associate Brand Manager 

JOB DESCRIPTION: Supports many of the day-to-day account activities. Leads some activities independently. Helps the 

Business Leadership team manage all aspects of account. 

#YEARS OF EXPERIENCE: >1 

DESCRIPTION OF CURRENT DUTIES: Manages day-to-day deliverables, timelines, and reporting. In-depth knowledge of, 

and be conversant in, each client's business key issues, KPI's, competitive situation and industry trends. Manages 

deliverables of internal teams. 

PROJECTS ACCOMPLISHED, INCLUDING SCOPE AND NAME OF CUSTOMER'S COMPANY: Varied category experience 

including retail Aaron's Rent to Own, Coca-Cola Consolidated, and restaurant, Tropical Smoothie Cafe. 

RELEVANT CONTINUING PROFESSIONAL EDUCATION EXPERIENCE: N/A 
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6.2.3. Media Staffing. Each Proposer must describe the staffing levels and functions of its media department, identify the 

personnel assigned to each function, and cross reference to the personnel list as necessary, The Media Director should 

have a minimum of seven (7) years of relevant media experience and the Media Supervisor should have a minimum of 
five {5} years of relevant media experience. Media staff may include the following: 

a. Media Director 

b. Media Supervisor 

c. Senior Media Planner 

d. Media Planner 

e. Junior Media Planner 

Proposer Response 

6.2.3. MEDIA STAFFING 

PERSONNEL 
JOB TITLE STANDARD TITLE % UTILIZATION 

NAME 
Bert Hamaoui EVP, Channel Engagement & Activation EVP, Media 5% 

Functions and 
Kristen Held VP, Channel Engagement VP, Media 10% 

Jane Elliot Director of Channel Activation- Social Digital Media Director 10% 
level of personnel 

Haley Austin Director, Channel Engagement & Activation Media Director 20% 
experience can be 
cross-referenced 

Kacey Bundy Ad Ops Manager- Traffic Ad Ops Manager 5% in Section 6.2.2. 
Andy Wallace Sr. Channel Strategist Sr. Media Planner 30% personnel list. 
Claire Brothen Channel Strategist Media Planner 40% 

Katie Segal Channel Activation Specialist- Social Digital Media Buyer 25% 

Claire Litchfield Associate Channel Strategist Junior Media Planner 40% 
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8.1 Media Plan Assignment 

8. MEDIA RESPONSE 

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 media plan that is both cost efficient and effective. 

8.1.2.1ntroduction. The Texas Lottery's product mix consists of scratch ticket games and draw games. The Texas Lottery 
introduces approximately ninety {90} scratch ticket games annually ranging in price point from $1 to $100, which 
account for approximately 82% of overall Texas Lottery® sales. Draw games (Powerball®, Mega Millions®, Lotto Texas®, 
Cash Five®, Daily 4TM' Pick 3TM' All or NothingTM' and Texas Two Step®) range in price point from $.50 to $2 and account for 
approximately 18% of Texas Lottery sales. Several of the draw games also offer optional purchase add-on features. 

8.1.3. Advertising Media Impact. Past advertising campaigns have primarily supported scratch ticket families. Each 
scratch ticket family has large print runs and multiple tickets resulting in more market longevity and greater advertising 
efficiency than supporting standard individual scratch tickets. Powerball and Mega Millions draw games are promoted 
year-round through permanent statewide billboards. With eight (B) draw games and approximately ninety {90} scratch 
tickets each year, the current ad budget cannot support impactful reach for all products. 

8.1.4. The Assignment. Each Proposer shall create and submit as part of its Proposal, a cost efficient and effective FY 24 
annual media plan that is designed to increase product awareness, trial and participation by adult (ages 18+} Texans. The 
media plan should detail the markets, mediums, planned goals (impressions, GRPs, etc.), and flight dates utilized to reach 
the intended audience. The media plan must exclude agency fee costs within the allocated budget. 

Considerations are as follows: 

(a) Media Commitments 
The following annual media commitments are required in the media plan: 

• Permanent Billboards. Texas Lottery looks to enter into a new 2-year deal with ninety-five {95} permanent 
billboards throughout Texas. For FY23, this dollar commitment is $5,778,883 inclusive of both billboard media 
and jackpot box vendor costs. 

• Newspaper. Public notice of game closings run in approximately seventy {70} newspapers across the state. These 
insertions run monthly and are negotiated annually. For FY23, this dollar commitment is $135,000. 

(b) Media Audience 
Goal is to reach Adults 18+ Texans with a media core audience of Adults 18-49. 

(c) Budget 
The budget should include all media costs and shall not exceed $10 million. The budget shall not exceed $10 million and 
should only include all media costs. Agency fees shall not be included in this assignment. 

(d) Flighting 
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At a minimum, flighting should include three {3} campaigns to occur September, January and May. Additional windows 
for campaign consideration are December and March. Texas Lottery fiscal year runs September 1 through August 31. 

(e) Markets 
Markets to be considered based on sales and population as well as any other factors deemed important. 

8.1.5 Evaluation of Campaign Effectiveness. The Texas Lottery has provided resources in Section 1.1.2 for use by 
Proposers in completing the Annual Media Plan assignment. Proposers are encouraged to conduct additional 
quantitative and qualitative analysis. The response should include media plan support as well as any examples or case 
studies related to the assignment. Lastly, the proposer is to provide methods used to evaluate campaign effectiveness 
during and/or post campaign and stewardship procedures. 

Proposer Response 

*Refer to the accompanying Media Plan Assignment in full* 
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LOTTERY GOALS 

1. The Texas Lottery Commission's primary goal is to 
generate net revenue for the state. 

2. Promote_ Texas Lottery® games and enhance awareness 
of the mission of the Texas Lottery to generate revenue 
for the state's designated beneficiaries including 
Texas public education and Veterans. 

3. Enhance the efficiency of lottery games promotion. 

4. With media, we aim to reach adults 18+ Texans with 
a core audience of Adults 18-49. Understand the 
multicultural landscape and effectively reach and speak to 
all adult (ages 18+) Texans. 
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Texas lottery sales surge as COVID :stuuwu:s 

COVID-19 update­
Lotteries bounce back 
in 2021 
In defiance of the ongoing COVID-19 pandemic, lotteries 
recover strongly in H1 2021 after a turbulent 2020. 
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Consumer sentiment is rebounding after bottoming out in June 

Feb. March 
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To compete with growing competitive 
threats, navigate the economic climate, and offset a 
smaller media budget - strategic focus and 
efficiency will be our guiding light. 

We must understand and engage our players 
by bringing them the right message at the right time, 
in the right place. 

A solid media strategy and execution can move the 
business forward through both increased product 
sales and impact on beneficiaries. We are ready for 
the challenge. 
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• Lottery players in Abilene skew high against newspaper, instant mail & OOH 
consumption. 

• Players are also heavy CTV users, but still maintain cable subscriptions. 

1 

• Players in Abilene-Sweetwater index high for taking risks, especially when there is a high 
reward at stake. 

• Scratch-off players are most likely to post on social media and frequently 
enjoy interacting with brands. 

• Strong multi-cultural footprint: 23% Hispanic A18+ I 31% Hispanic 18-49. 

Scratch-off Audience: 46.9k M/F: 48%/52% Age: 49 HHI: $60,509 

Draw Audience: 44.9k M/F: 45%/55% Age: 54 HHI: $67,866 

• Lottery players in Amarillo believe that advertising keeps them up to date, with high 
consumption of newspapers. 

• Players have a heavy presence in the audio space across both radio and digital audio. 
• The Scratch-off audience can be influenced on social media and enjoys connecting with 

brands on social media. These players are also technologically savvy, frequently 
engaging with digital media. 

• Draw game players here enjoy risks when a high reward is possible. 
• Strong multi-cultural footprint: 33% Hispanic A18+ I 44% Hispanic 18-49. 

• 

• 

• 

• 

• 

Scratch-off Audience: 77.1k M/F: 46%/54% Age: 46 HHI: $66,903 

Draw Audience: 79.8k M/F: 52%/48% Age: 53 HHI: $70,079 

Scratch-off players in Austin tend to make impulse decisions at the point of sale, yet they 
don't consider themselves to be risk-takers. 
Players in Austin have strong brand loyalty and value reward programs. They are also 
mobile reliant with over 50% preferring to utilize an app rather than a website. 
Since the Scratch-off audience is younger in Austin, they value watching TV shows that are 
trending on social media in an effort to stay in the know. 
Across Austin, players are avid pro football and college basketball watchers, with a heavy 
overall CTV consumption across content. 
Strong multi-cultural footprint: 29% Hispanic A18+ I 37% Hispanic 18-49 . 

46 
Scratch-off Audience: 317k M/F: 47%/53% Age: 43 HHI: $88,847 

Draw Audience: 369k M/F: 54%/46% Age: 48 HHI: $100,825 
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• Players in Beaumont-Port Arthur are habitual shoppers that believe shopping to be relaxing; 
Players here typically will spend more for quality but can be swayed by a deal or an incentive. 

• Players in Beaumont skew toward traditional media channels such as newspapers, radio and 
television. 
Sports rule among players here with a focus on football and basketball. 

• Netflix and YouTube are the dominant streaming video platforms that players consume. They are 
also very dependent on the internet - specifically mobile. 

• Lighter multi-cultural footprint: 12% Hispanic A18+ /19% Hispanic 18-49. 

Scratch-off Audience: 61.7k M/F: 52%/48% Age: 47 HHI: $65,130 

Draw Audience: 71.6k M/F: 59%/41% Age: 54 HHI: $78,208 

• Players in Corpus Christi are easily influenced and likely to make impulse decisions based on 
advertising that they have been exposed to. 

• Players are mobile and app dependent and will provide personal information for an incentive. 
• Players will sway away from products that do not meet their standards of quality. 
• Social media is a strong & effective medium - primarily Facebook. 
• Considerable CTV presence with strong streaming audio usage, specifically Spotify and 

Amazon Prime. 
• Strong multi-cultural footprint: 62% Hispanic A18+ /70% Hispanic 18-49. 

Scratch-off Audience: 88.6k M/F: 43%/57% Age: 44 HHI: $66,496 

Draw Audience 106k M/F: 57%/43% Age: 50 HHI: $76,267 

• Both Scratch-off and Draw game players in DFW are risk-averse. 
• Players in DFW remain heavy consumers of traditional radio and television, however, 

streaming usage rates are also significant. 
• A majority of players in DFW can be reached across Meta platforms (Facebook and 

lnstagram). 
• Strong multi-cultural footprint: 25% Hispanic A18+ I 34% Hispanic 18-49. 

Scratch-off Audience: 873k M/F: 47%/53% Age: 45 HHI: $72,931 

Draw Audience: 1.2M M/F: 44%/56% Age: 47 HHI: $87,532 47 
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• Scratch-off players in El Paso are more easily influenced and impulsive and gravitate 
toward deals and coupons, however, they are generally risk-adverse. 

• El Paso players demonstrate high propensity and reach for streaming video. 
• Scratch-off players are heavy mobile consumers. 
• Players are substantial viewers of traditional TV. 
• Draw game players are financially focused with high skew for newspapers. 
• Dominant multi-cultural footprint: 80% Hispanic A18+ I 85% Hispanic 18-49. 

Scratch-off Audience: 135k M/F: 43%/58% Age: 43 HHI: $63,499 

Draw Audience: 149k M/F: 53%/47% Age: 49 HHI: $63,336 

• Players in Harlingen are frequent shoppers, focused on status but still constantly looking 
for deals. 

• Players tend to be risk-adverse, with low threshold for risk taking. 
• Harlingen players index highly for streaming, specifically with Hulu and Prime Video. 
• Players in Harlingen have the lowest median HHI of any market in the state. 
• Dominant multi-cultural footprint: 91% Hispanic A18+ I 96% Hispanic 18-49. 

Scratch-off Audience: 187k M/F: 42%/58% Age: 42 HHI: $51,087 

Draw Audience 213k M/F: 52%/48% Age: 45 HHI: $55,408 

• Largest and wealthiest group of players in the state. 
• Scratch-off players in Houston enjoy taking risks. 
• Draw game players enjoy connecting with brands on social platforms. 
• Both Draw Game and Scratch-off players skew high for mobile usage & prefer apps to websites. 
• Scratch-Off players use social media as an outlet to share their opinion and are influenced by social 

influencers -their largest platform via reach is Face book. 
• While players of both games can commonly be found listening to radio, draw game players index higt 
• Strong multi-cultural footprint: 34% Hispanic A18+ I 43% Hispanic 18-49. 

Scratch-off Audience: 899k M/F: 51%/49% Age: 43 HHI: $92,360 

Draw Audience 1.07M M/F: 55%/45% Age: 50 HHI: $97,564 

48 
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• Lottery players in Laredo are the youngest in the state, with 58% under the age of 44, and 
they also have the highest female skew. 

• Draw game players not easily influenced by social media or likely to use. They demonstrate 
higher consumption around traditional channels like TV and radio. 

• Laredo players are automotive enthusiasts (likely to attend auto shows and consider 
themselves car enthusiasts). 

• Players here tend to be brand-focused with value placed on status and quality. 
• Dominant multi-cultural footprint: 96% Hispanic A18+ I 97% Hispanic 18-49. 

Scratch-off Audience: 45k M/F: 38%/62% Age: 38 
Draw Audience: 49k M/F: 51%/49% Age: 41 

HHI: $69,851 
HHI: $66,232 

• Draw Games players in Lubbock tend to demonstrate heightened levels of brand loyalty. 
These players are also not easily influenced, remaining consistent in their thoughts and 
behaviors. 

• Scratch-Off players differ in that they can be swayed with coupons and deals; however, 
they still place higher value on brands/products with social capital. 

• Players of both game types show high interest in ads at gas stations and ads sent directly to 
their phones. 

• Strong multi-cultural footprint: 39% Hispanic A18+ I 47% Hispanic 18-49. 

Scratch-off Audience: 68k M/F: 45%/55% Age: 45 
Draw Audience 69k M/F: 52%/48% Age: 51 

HHI: $64,923 
HHI: $70,734 

• Lottery players in Odessa-Midland tend to have lower overall internet consumption than the 
state average, but heavier consumption of magazines. 

• Odessa-Midland players more likely to be parents than the state average. 
• Draw game players are more focused on appearances here than other DMAs, with a high 

importance placed on status and prestige. 
• Draw game players also have a higher overall interest in sports than other DMAs in the state. 
• Dominant multi-cultural footprint: 53% Hispanic A18+ I 64% Hispanic 18-49. 

Scratch-off Audience: 73k M/F: 45%/55% Age: 45 HHI: $76,360 

Draw Audience 78k M/F: 51%/49% Age: 49 HHI: $84,341 

49 
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• Lottery players in San Angelo tend to demonstrate less brand loyalty than other DMAs. 
• San Angelo players are impulsive, focused on having what they want, when they want it. 
• Players show heavy newspaper consumption. 
• Draw game players are financially focused, frequently consuming a variety of financial-related conten 

These players believe in high risk, high reward investments. 
• Scratch-off players are more sports-centered, with high indexes around NBA, soccer and local sports. 
• Strong multi-cultural footprint: 38% Hispanic A18+ I 48% Hispanic 18-49. 

Scratch-off Audience: 23k M/F: 46%/54% Age: 48 HHI: $63,594 

Draw Audience: 23k M/F: 52%/48% Age: 53 HHI: $69,346 

• Lottery players in San Antonio report high propensity for loyalty programs. 
• Players here are more likely to be married with children and are more likely to be influenced by friend! 

and family, rather than influencers. 
• Heavy traditional media consumption (newspapers, magazines, TV). 
• Draw game players are focused on fashion, keeping up with the latest trends and are seen frequently 

purchasing clothing. 
• Dominant multi-cultural footprint: 54% Hispanic A18+ I 62% Hispanic 18-49. 

Scratch-off Audience: 390k M/F: 44%/56% Age: 48 HHI: $74,830 

Draw Audience 450k M/F: 55%/45% Age: 51 HHI: $79,474 

• Sherman-Ada players are self-admittedly open and receptive to advertising and show positive sentim 
to the internet, overall. 

• Scratch-off players consider themselves to be leaders in influence among their friends. They are otter 
first of their friends to try new products and recommend to friends. 

• Draw game players are more likely to use and trust social media than the state average, with a higher 
overall usage of the Internet. 

• Light multi-cultural footprint: 8% Hispanic A18+ 114% Hispanic 18-49. 

Scratch-off Audience: 54k M/F: 50%/50% Age: 49 HHI: $62,158 

Draw Audience 522k M/F: 53%/46% Age: 56 HHI: $69,843 

50 
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• Higher male skew for both Scratch-offs and draw games overall. 
• Higher sports affinity than state average with sports like football, NBA and NASCAR. 
• Draw game players have a higher likelihood to use social media, but Scratch-off players are 

..... ~ more easily influenced by social. 
• Higher likelihood to take risks than state average. 
• Light multi-cultural footprint: 6% Hispanic A18+ 110% Hispanic 18-49. 

Scratch-off Audience: 148k M/F: 52%/48% Age: 53 HHI: $69,708 

Draw Audience: 147k M/F: 58%/42% Age: 56 HHI: $76,688 

• Easily influenced and more social savvy audience. 
• Impacted by social influencers and keep up with pop culture happenings. 
• Scratch-off audience has higher overall Internet index than state average, while Draw game 

players have a higher index for TV consumption. 
• Lower overall interest for coupons and couponing than state average. 
• Light multi-cultural footprint: 15% Hispanic A18+ I 26% Hispanic 18-49. 

Scratch-off Audience: 119k M/F: 51%/49% Age: 49 HHI: $62,112 

Draw Audience 111k M/F: 53%/47% Age: 53 HHI: $70,931 

• Smallest DMA in the state. 
• Label and brand focused, with the associate of the two as a status symbol. 
• Higher overall propensity towards social media sites. 
• Draw players are more financially focused, consuming a variety of financially-centered 

content. 
• Scratch-off players utilize sites like Pinterest and are likely to use mobile coupons. 
• Strong multi-cultural footprint: 44% Hispanic A18+ I 55% Hispanic 18-49. 

Scratch-off Audience: 14k M/F: 46%/54% Age: 47 HHI: $71,003 

Draw Audience 14k M/F: 52%/48% Age: 50 HHI: $77,072 
51 
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• Less brand loyal than other DMAs. More likely to experiment with the brands they use and 
are more open to trying new things. 

• High affinity for college sports including football and basketball. 
• Scratch-off audience more influenced by the media they consume and are more mobile 

focused. 
• Draw game players are more financially minded but like to take calculated risks. 
• Strong multi-cultural footprint: 23% Hispanic A18+ I 29% Hispanic 18-49. 

Scratch-off Audience: 165k M/F: 50%/50% Age: 43 HHI: $64,612 

Draw Audience: 167k M/F: 55%/45% Age: 49 HHI: $77,087 

• Both index highly for taking risks for the chance of a high return. 
• The economy effects the mindset of draw game players, they are most likely to be planning 

for the future with their investments. 
• Coupons sway the purchase patterns of both groups- often are redeeming mobile coupon 

specifically. 
• Draw game players are much more likely to read the newspaper daily and the largest bulk 

of our audience is consuming home improvement magazines. 
• Heavy CTV for both audiences. 
• Light multi-cultural footprint: 14% Hispanic A18+ I 20% Hispanic 18-49. 

Scratch-off Audience: 59k M/F: 49%/51% Age: 47 HHI: $65,755 

Draw Audience 60k M/F: 53%/47% Age: 53 HHI: $71,905 
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• • Gender 't 52%Male 
48% Female 

J.ij_ Median Age = 49 (59% are 35-
- 64) 

~ Median 
[ .•. I HHI 

$85,309 

• • Gender 'f 47%Male 
53% Female 

J.ij_ Median Age = 44 (58% are 25-
- 54) 

~ MedianHHI 
l. • ·I $75,185 

Top Media Quintiles 

Audio t 
Cl TV 

Outdoor W 
~ -

Newspaper 

Top Media Quintiles 

Audio t 
Cl TV 

Outdoor W 
~ -

Newspaper 

1 

Top Networks Digital Media 

FOX- - -I:::::Jr-'1 I 

•ces 
.fk 1m 
NBC 

;~;;~~;ervices w • 
prime video mUSIC 
~ "'-, __;'} 

Top Networks 

®CBS. 
•·: 

"'~-
92 1!J 

Digital Media 

D® 
• 

mUSIC 
Streaming Services 1 """"'z _.:J 
NETFLIX hulu 

prime video 
~ 

tiMusic 
56 
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Managing media planning, buying and measurement for three state lotteries, the 

team at BUNTIN has extensive training, knowledge, practice and understanding 

• Brand Safety 

• Audience Targeting & Geographical Parameters 

• Responsible Gaming 

• lAB Standards 

• 3rd Party Verification 

Uphold Texas Lottery standards by providing optimum protection for players 

and retailers while ensuring the sale and validation of lottery tickets are performed 

in compliance with agency rules. 

• Ensure all brand safety & compliance guidelines are properly vetted & QA'd prior 

to campaign launch and throughout lifecycle of campaign activations. 

• Ensure that every ad placed and delivered adheres to all CSR and RG guidelines. 

Content 
Restrictions 

I Advertising l l Sensitivities J 

Demo&Geo 
Restrictions 

Pricing & Platform 
Transparency 

l 

Brand 
Safety 

3rd Party 
Verified 

3rd Party 
Ad Serving 

..-------------.., 

lAB 
Standards 
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Scratch Draw/PB/ Gaming %Hispanic 

DMA J sates Total sates BDIIndex Index Player Index Player Index Player Index Player Index MMindex Index Index 

$104,101,454 1.3% $427 115 101 66 83 89 129 67 105 66 

$122,219,167 1.5% $180 102 101 75 '95 1 04 138 75 103 91 

$787,663,424 9.5% $407 109 97 87 106 108 81 119 110 80 

$154,795,215 1.9% $441 118 102 92 90 119 147 70 96 40 

$220,645,901 2.7% $483 130 117 148 84 81 108 65 85 161 

$2,111,221,672 25.4% $330 89 97 99 99 105 90 113 104 71 

$127,420,288 1.5% $203 54 98 173 110 64 96 90 S3 206 

$352,260,350 4.2% $363 97 112 102 72 109 168 61 69 229 

$1,980,908,495 23.8% $348 93 96 107 109 104 90 108 97 94 
$63,620,112 0.8% $316 &5 131 131 67 101 152 91 70 236 

$111, no, 787 1.3% $311 84 104 69 94 91 123 72 106 108 

$168,~,851 2.0% $468 126 113 64 96 119 144 100 93 141 

$57,465,592 0.7% $494 132 107 86 98 95 90 65 99 104 

$1,057,821,087 12.7% $474 127 103 117 112 82 87 99 94 141 

$37,166, 858 0.4% $336 90 99 78 92 107 136 75 108 37 

$96,296,858 1.2% $452 121 101 48 83 79 154 51 104 37 

Tyler-Longview et al, TX I $271,755,880 3.3% $448 120 103 63 82 98 148 66 106 48 

$37,920,915 0.5% $548 147 110 100 103 113 114 70 91 121 

122 105 63 82 82 108 73 
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FuU Texas Coverage 
oon • .,._.,, .. __ , _ _._,._, 

NA 100.0% NA NA NA NA NA 36% 
Texas 

Dallas-Ft. Worth, 1X 1 25.4% Aver.age Average Belo(v AVg. Draw 25% 

Expand User Bm + Build Frequency Houston, TX 2 23.8% Average Average Average Draw (Slight) 34% 

•orawFocus Austin, 1X 4 9..5% Average Mod{Ught Average Draw 29% 

12.7% Average HeaV)'/Mod. AbcveAvg. DraVI (Slight) 38% 
7 15% Aver~ge Heavt/Mod. BelowAvg. Scratch (Slight) BO% 

6 4.7% Average weak AbcveAvg. scratch (Slight) AbOIIEAII!l. 23% 
8 3.3% Average Weak AboveAvg. Scratch Slight Skew 15% 

Build Ff~uen9: I E!!15ement Levels Beaumont-Port Arthur,lX 12 1.9% Average tight AboveAvg, Scratch AboveAII!l. 12% 

(High Value When They Do Play) Amarillo, TX 13 15% Average Ught Average scratch 33% 

* Scratch-Off fOOlS Abilene-Sweetwater, TX 14 1.3% Average Weak AboveAvg. Scratch Slight Skew 2.3% 

• online Gamlng as a Tool Shreveport, lA 15 1.2% Average weak AboveAvg. SCratch 6% I Partial DMA 

18 0.1% Average Average (Slight Ught Skew) AlloveAvg. Scratch 38% 

19 0.4% Average Light Average Scratch Slight Skew 8% 

Optimize Play/Mix of Play Harlingen et al, 1X 5 4.2% AboveAvg. Mixed [Slight Ught Skewt Average SCratch 91% I Hispanic 

(High Pl!nebatlon but lnc:onslstent Behavior; Find Balanc:e/CUstDmlze Odessa-Midlana, TX 10 2.0% AboveAvg. Light AboveAvg. SCratch 53% Hispanic 

byMarlcet) Laredo, TX 16 0.8% AboveAvg. Heavt Be!OIV AVg. scratch 96% 

• Saatdl-Off F«us /"Hispanic Attention Vidoria,TX 20 05% AboveAvg. Light AboveAvg. Scratch 44% 

MalritJin C:O!JmCI!dSt!, 1X 9 2..7% AbolleAvg. HeaVt A!loveAvg. Scratch (SIIgllt) ,62% 

AlrefldyStroiWand/orSmaOer Marliel; Umited Builgets- Deprioriliii!) Lubbodt; lX n 1.3')6 Awme Weak Below Ave. Scratch SliahtSkew 39% 
.+saatdl-nff Foals 
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ner 2 Target DMA's : 3 

ner3 Target DMA's : 2 
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11er 6 Qualifiers 
1ier 6 Ta~get DMA's: 3 
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Supported Markets 

TIER 1 

STATEWIDE 
100% COVERAGE OF ALL 

TEXAS MARKETS 

I TIER2 

DALLAS-FORT WORTH, 
HOUSTON, AUSTIN 

58.7% of Statewide Sales 
62.7% of Texas A18+ 

Population 

r". 

TIER3 

SAN ANTONIO, EL PASO 
14.3% of Statewide Sales 

12.8% of Texas A18+ 
Population 

TIER4 
WACO, TYLER-LONGVIEW, 

BEAUMONT-PORT 
ARTHUR, AMARILLO, 

ABILENE-SWEETWATER, 
SHREVEPORT, SAN 

ANGELO, SHERMAN-ADA 
14.9% of Statewide Sales 

12.5% of Texas A 18+ 

TIERS 

HARLINGEN, ODESSA­
MIDLAND, LAREDO, 

VICTORIA 
7% of Stat ewide Sales 

7.7% of Texas A18+ 
Population 

1 

TIERG 

CORPUS CHRISTl, 
LUBBOCK, 

WICHITA FALLS­
LAWTON 

4.6% of Statewide Sales 
4.3% of Texas A18+ 

Population 
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!!!!...!!!..!! REAOUn; CHOICE AW,.ROS 

by th.c conscious. g<)·gttting. change· 

driven millennial attitude. no longer 
dropping out for our vaotion~ hut rather 

;1cutely luning ln. 

Meet the New Nom<lds. who don't journey 
simply to esc:~pe-but to find. engog<>. 

connect. We measure our carbon 
footprints nnd follow the paths mapped by 

our DNA and a genero:~tion of reality TV. 
lilre rea1 -1ife Survivors. testing our mettle 

again~t the element~. Our luxury is 

barefoot immersion in nature, a foraging 
for :md rewildingof our spirit&. We arc the 

Dallu·Uouscon butlr1 tnll:l 
dMiopttn~WSproifctbllfltnd., 

bacsuttolflrillslariC'OI'Ifldtnet 

-~"""--llooo<t.or~ .. lo61 •. ,.....,oo~ ...... _.. ... ,.. __ • 
._ ....... --.: ...... ,....,....-

TopTwilltromliY~:~fift'da:s 

DooMuak'stdtoftrblllas 

,..:l>oo _-'l,.,l'i_...,_....,Ot_ 
:!::::.":"'...:..n::.=:;:..~ ... -

/""".. 1 
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End of Game Newspaper $135,000 N/A 

Evergreen Social $350,000 53,846,154 

Trigger Display $200,000 36,363,636 

TriggerSEM $200,000 5,714,286 

GSTV $114,917 14,364,60D 

Digital Walls $71,200 8,900,000 

Programmatic Display $300,000 54,545,455 

Interactive OTT/CTV $375,00D 13,392,857 

Streaming Audio & Sponsored 
$350,000 23,333,333 

Listening 
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Waze Takeovers 

High Impact Display 

Interactive OLV 

Digital & Static OOH 

$100,000 

$200,000 

$289,050 

$582,300 

1 

5,000,000 

25,000,000 

19,270,000 

162,412,650 
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FY'24 Media Flowchart 

ELPASO 

IPOPULATlON: 3,817,216 

!"""\ 

Waze Takeovers 

High Impact Display 

Interactive OLV 

Digital & Static OOH 

1 

$40,000 2,000,000 

$65,000 8,125,000 

$115,000 7,666,667 

$132,360 114,511,926 

$85,000 5,312,500 
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Interactive OLV $85,000 5,666,667 

Digital & Static OOH $106,290 33,337,191 

Total $251,290 41,403,858 
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Contextual Display $25,000 3,125,000 

Total $60,000 5,312,500 
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Display $830,000.00 132,159,091 

ln~Game $60,000.00 2,400,000 

Newspaper $135,000.00 N/A 

OLV $489,050.00 32,603,333 

OOH $6,785,950.00 1,595,291,214 

OTT $375,000.00 13,392,857 

SEM $200,000.00 5,714,286 

Social $350,000.00 53,846,154 

Waze $255,000.00 64,500,000 

You Tube $170,000.00 10,625,000 
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Supported Markets 

TIER 1 

STATEWIDE 
100% COVERAGE OF ALL 

TEXAS MARKETS 

TIER2 

DALLAS-FORT WORTH, 
HOUSTON, AUSTIN 

58.7% of Statewide Sales 
62.7% of Texas A18+ 

Population 

/""., 

TIER3 

SAN ANTONIO, EL PASO 
14.3% of Statewide Sales 

12.8% of Texas A18+ 
Populat ion 

TIER4 
WACO, TYLER-LONGVIEW, 

BEAUMONT-PORT 
ARTHUR, AMARILLO, 

ABILENE-SWEETWATER, 
SHREVEPORT, SAN 

ANGELO, SHERMAN-ADA 
14.9% of Statewide Sales 

12.5% of Texas A18+ 

TIERS 

HARLINGEN, ODESSA­
MIDLAND, LAREDO, 

VICTORIA 
7% of Statewide Sales 

7.7% of Texas A18+ 
Populat ion 

, 

TIER6 

CORPUS CHRISTl, 
LUBBOCK, 

WICHITA FALLS­
LAWTON 

4.6% of Statewide Sales 
4.3% of Texas A18+ 

Population 



( 

L 



( 

L 



( 



lml)f..uictl$ 

13,593,436 
1 1111,\ 

$3.263'.ao 
t ~O'\ 

Mfod'li~'OSl 

$88.1 3K 
I 88. ' \ 

........ 
$3.26K ..... 
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Retail 

Visibility 
'¥-::,·;· .. '•. 

"'i .,v ... '[.· • .. ~ • 

C~dts 

' 111\ ""'VV\v . :: ~ ·~ 
"'' ~ 
l»C •. - -- .. - - .• - - • .. • ~. • • • .. . - w 

.,.. ~~~~~-~'~' ~- :~-:.'~"'~-:~:~~-:~~ 

37,943 
t 12U'\ 

0.28% 

·~I 
'-' ........ S.,·t .. :s 

conversions 

Lt.Cs; Cos1Pttltld 

34 $2.59K 
t .417'\ t )?71, 

Co$10trdd 

$2.32 
1 -11&\ 

I"". 

VIsibility 

Clld<rn• 
0 .37% 

• 2374~ 

~" 

~·~~~-~\~~~~~'!} .. t:~i-'~~~~~~ 

Conversions 

C0StP'tfU3C 

$266.67 
I -311' .... - ~ • C.,,.._.t.••t$0.74. •~ 

l"'b,.,..S 

../~ ~ 
COt1tMdelt 

$2.06 . ., .. 

, 

Cross-Functional Display , 1 

I Visibility ". : 
•-;,-:._ t 

OICk~ Clk\rat~ 

4,892 
t nt'\ 

0.09% 
• • ) I)\ . ~ 

""'~ ',, .... "' --
~L .. 
OStf ' ~1 ,...1 StfH "f: :! 

~·~~~~~-- ~~~·~~::~~::~~~::il.~~-:-.·~t# t 

Conversions 

u.as COO?erl..aoiltl 

68 $678.36 
' .j 1\ 

C<stoer<loG> 

:~~ 
$9.43 

' 60\ 
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ATTACHMENT A 
PROPOSER'S COMMITMENT 

I hereby commit The Buntin Group, Inc. 

(Company Name) 

PAGE83 

to provide the goods and services described in the attached Proposal for Advertising Media 

Services required by the Request for Proposals for the Texas Lottery Commission. 

Signature: ~ 
Title: Chief Executive Officer 

Date: 11/01/2022 

REQUEST FOR PROPOSALS FOR 
ADVERTISING MEDIA SERVICES 

ATTACHMENTS 
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ATTACHMENT D 
TEXAS GOVERNMENT CODE §466.155 

(a) After a hearing, the director shall deny an application for a license or the commission shall 
suspend or revoke a license if the director or commission, as applicable, finds that the applicant or 
sales agent: 
(1) is an individual who: 
(A) has been convicted of a felony, criminal fraud, gambling or a gambling-related offense, or a 
misdemeanor involving moral turpitude, if less than 10 years has elapsed since the termination of 
the sentence, parole, mandatory supervision, or probation served for the offense; 
(B) is or has been a professional gambler; 
(C) is rparried to an individual: 
(i) described in Paragraph (A) or (B); or 
(ii) who is currently delinquent in the payment of any state tax; 
(D) is an officer or employee of the commission or a lottery operator; or 
(E) is a spouse, child, brother, sister, or parent residing as a member of the same household in the 
principal place of residence of a person described by Paragraph (D); 
(2) is not an individual, and an individual described in Subdivision (1): 
(A) is an officer or director of the applicant or sales agent; 
(B) holds more than 10 percent of the stock in the applicant or sales agent; 
(C) holds an equitable interest greater than 10 percent in the applicant or sales agent; 
(D) is a creditor of the applicant or sales agent who holds more than 10 percent of the applicant's 
or sales agent's outstanding debt; 
(E) is the owner or lessee of a business that the applicant or sales agent conducts or through which 
the applicant will conduct a ticket sales agency; 
(F) shares or will share in the profits, other than stock dividends, of the applicant or sales agent; 
or 
(G) participates in managing the affairs of the applicant or sales agent; 
(3) has been finally determined to be delinquent in the payment of a tax or other money collected 
by the comptroller, the Texas Workforce Commission, or the Texas Alcoholic Beverage 
Commission; 
( 4) is a person whose location for the sales agency is: 

(A) a location licensed for games ofbingo under Chapter 2001, Occupations Code; 
(B) on land that is owned by: 
(i) this state; or 
(ii) a political subdivision of this state and on which is located a public primary or secondary 
school, an institution of higher education, or an agency of the state; or 
(C) a location for which a person holds a wine and malt beverage retailer's permit, mixed beverage 
permit, mixed beverage permit with a retailer late hours certificate, private club registration permit, 
or private club registration permit with a retailer late hours certificate issued under Chapter 25, 28, 
29, or 32, Alcoholic Beverage Code, other than a location for which a person holds a wine and 
malt beverage retailer's permit issued under Chapter 25, Alcoholic Beverage Code, that derives 

REQUEST FOR PROPOSALS FOR 
ADVERTISING MEDIA SERVICES 

ATTACHMENTS 
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less than 30 percent of the location's gross receipts from the sale or service of alcoholic beverages; 
or 
(5) has violated this chapter or a rule adopted under this chapter. 
(b) If the director proposes to deny an application for a license or the commission proposes to 
suspend or revoke a license under this section, the applicant or sales agent is entitled to written 
notice of the time and place of the hearing. A notice may be served on an applicant or sales agent 
personally or sent by certified or registered mail, return receipt requested, to the person's mailing 
address as it appears on the commission's records. A notice must be served or mailed not later than 
the 20th day before the date of the hearing. The commission shall provide for a formal 
administrative hearings process. 
(b-1) A hearing under this section must be conducted by the State Office of Administrative 
Hearings and is subject to Section 2001.058(e). 
(c) At a hearing, an applicant or sales agent must show by a preponderance of the evidence why 
the application should not be denied or the license suspended or revoked. 
(d) The director shall give an applicant or sales agent written notice of a denial of an application 
or a suspension or revocation of a license. 
(e) The director may not issue a license to a person who has previously had a license under this 
chapter revoked unless the director is satisfied the person will comply with this chapter and the 
rules adopted under this chapter. The director may prescribe the terms under which a suspended 
license will be reissued. 
(f) The director may not issue a license to an applicant who fails to certify to the director the 
applicant's compliance with the federal Americans with Disabilities Act of 1990 (42 U.S.C. 
Section 12101 et seq.). 
(g) For purposes of Subsection (a)(3), the comptroller, Texas Workforce Commission, and Texas 
Alcoholic Beverage Commission shall each provide the executive director with a report of persons 
who have been finally determined to be delinquent in the payment of any money owed to or 
collected by that agency. The commission shall adopt rules regarding the form and frequency of 
reports under this subsection. 

Added by Acts 1993, 73rd Leg., ch. 107, ~- 4.03(b}, eff. Aug. 30, 1993. Amended by Acts 1995, 74th 

Leg., ch. 76, ~- 6.21, eff. S:lpt. 1, 1995; Acts 1995, 74th Leg., ch. 696, 93c. 1, eff. S:lpt. 1, 1995; Acts 

1997, 75th Leg., ch. 1275, ~-51, eff. S:lpt.1, 1997; Ac:ts2001, 77th Leg., ch. 394, 93c. 1, eff. S:lpt. 1, 

2001; Ac:ts2001, 77th Leg., ch. 1420, ~- 14.760, eff. S:lpt. 1, 2001; Acts2013, 83rd Leg., RS, 01.993 

(H.B. 219Z), ~- 5, eff. S:lptember 1, 2013; Ac:ts2017, 851h Leg., RS, 01. 141 (H.B. 1555), ~.1, eff. May 

26, 2017; Ac:ts2019, 861hl.eg., RS, 01. 506 (SB. m. S:lc. 6, eff. J.me 7, 2019; Ac:ts2019, 86th Leg., RS, 

01. 1359 (H.B. 1545), 93c. 391, eff. S:lptember 1, 2021. 
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Under Texas Government Code §466.1 03, 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 §466.155. 

The Buntin Group, Inc. 

(Company Name) 

certifies that it has reviewed Texas Government Code §466.155 and that it would not be denied a 

license as a sales agent under said section. 

Jeffery Buntin, Jr. 
(printed name) 

Chief Executive Officer . 
(title) 

11/01/2022 
(date) 
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