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INSTRUCTIONS TO OFFERORS
It is the responsibility of each offeror to:
Follow the format required in the RFP when preparing your response.  Provide responses in a clear and concise manner.
Provide complete answers/descriptions.  Read and answer all questions and requirements.  Proposals are evaluated based solely on the information and materials provided in your written response.
Use any forms provided, e.g., cover page, budget form, certification forms, etc.
Submit your response on time.  Note all the dates and times listed in the Schedule of Events and within the document.  Late proposals are never accepted.
The following items MUST be included in the response.
Failure to include ANY of these items may result in a nonresponsive determination.
	Signed Cover Sheet
	Signed Addenda (if appropriate) in accordance with Section 1.4.3
	Address all mandatory requirements in accordance with Section 1.5.3
	Correctly executed State of Montana "Affidavit for Trade Secret Confidentiality" form, if claiming information to be confidential or proprietary in accordance with Section 2.3.1.
	In addition to a detailed response to all requirements within Sections 3, 4, and 5, offeror must acknowledge that it has read, understands, and will comply with each section/subsection listed below by initialing the line to the left of each.  If offeror cannot meet a particular requirement, provide a detailed explanation next to that requirement.

		Section 1, Introduction and Instructions
		Section 2, RFP Standard Information
		Section 3, Scope of Services
		Section 4, Offeror Qualifications
		Section 5, Cost Proposal
		Section 6, Evaluation Process
		Appendix A, Standard Terms and Conditions
		Appendix B, Contract
		Appendix C, Client Reference Form
		Appendix D, Montana Lottery Advertising Guidelines
		Appendix E, Unaudited Financials
		Appendix F, Marketing Overview
		Appendix G, Montana Lottery Glossary of Terms


SCHEDULE OF EVENTS

EVENT	DATE

RFP Issue Date	11/1/2013

Deadline for Receipt of Written Questions	11/18/2013

Deadline for Posting Written Responses to the State's Website	11/27/2013

RFP Response Due Date	1/13/2014

Notification of Offeror Interviews/Product Demonstrations*	2/7/2014

Offeror Interviews/Product Demonstrations*	2/18 – 2/20, 2014

*The dates above identified by an asterisk are included for planning purposes.  These dates are subject to change.


SECTION 1:  INTRODUCTION AND INSTRUCTIONS

1.1	INTRODUCTION

The STATE OF MONTANA, Montana Lottery ("State") is seeking a contractor to provide media and advertising services to the Montana Lottery.  A more complete description of the services to be provided is found in Section 3. 

1.2	CONTRACT PERIOD

The contract period is three (3) years, beginning July 1, 2014 and ending June 30, 2017, inclusive.  The parties may mutually agree to a renewal of this contract in one-year intervals, or any interval that is advantageous to the State.  This contract, including any renewals, may not exceed a total of seven (7) years, at the State's option.

1.3	SINGLE POINT OF CONTACT

From the date this Request for Proposal (RFP) is issued until an offeror is selected and announced by the procurement officer, offerors shall not communicate with any state staff regarding this procurement, except at the direction of Jodi Gollehon, the procurement officer in charge of the solicitation.  Any unauthorized contact may disqualify the offeror from further consideration. Contact information for the single point of contact is:

Procurement Officer: Jodi Gollehon
125 N Roberts, Mitchell Bldg., Room 165
PO Box 200135
Helena, MT 59620-0135
Telephone Number: 406-444-7210
Fax Number: 406-444-2529
E-mail Address: jgollehon@mt.gov

1.4	REQUIRED REVIEW

1.4.1  Review RFP.  Offerors shall carefully review the entire RFP.  Offerors shall promptly notify the procurement officer identified above via e-mail or in writing of any ambiguity, inconsistency, unduly restrictive specifications, or error that they discover.  In this notice, the offeror shall include any terms or requirements within the RFP that preclude the offeror from responding or add unnecessary cost.  Offerors shall provide an explanation with suggested modifications.  The notice must be received by the deadline for receipt of inquiries set forth in Section 1.4.2.  The State will determine any changes to the RFP. 

1.4.2  Form of Questions.  Offerors having questions or requiring clarification or interpretation of any section within this RFP must address these issues via e-mail or in writing to the procurement officer listed above on or before November 18, 2013.  Offerors are to submit questions using the Vendor RFP Question and Answer Form available on the OneStop Vendor Information website at: http://svc.mt.gov/gsd/OneStop/GSDDocuments.aspx or by calling (406) 444-2575.  Clear reference to the section, page, and item in question must be included in the form.   Questions received after the deadline may not be considered.

1.4.3  State's Response.  The State will provide a written response by November 27, 2013 to all questions received by November 18, 2013.  The State's response will be by written addendum and will be posted on the State's website with the RFP at http://svc.mt.gov/gsd/OneStop/SolicitationDefault.aspx by the close of business on the date listed.  Any other form of interpretation, correction, or change to this RFP will not be binding upon the State.  Offerors shall sign and return with their RFP response an Acknowledgment of Addendum for any addendum issued. 

1.5	GENERAL REQUIREMENTS

1.5.1  Acceptance of Standard Terms and Conditions/Contract.  By submitting a response to this RFP, offeror accepts the standard terms and conditions and contract set out in Appendices A and B, respectively.  Much of the language included in the standard terms and conditions and contract reflects the requirements of Montana law.

Offerors requesting additions or exceptions to the standard terms and conditions, or to the contract terms, shall submit them to the procurement officer listed above by the date specified in Section 1.4.2.  A request must be accompanied by an explanation why the exception is being sought and what specific effect it will have on the offeror's ability to respond to the RFP or perform the contract.  The State reserves the right to address nonmaterial requests for exceptions to the standard terms and conditions and contract language with the highest scoring offeror during contract negotiation. 

The State shall identify any revisions to the standard terms and conditions and contract language in a written addendum issued for this RFP.  The addendum will apply to all offerors submitting a response to this RFP.  The State will determine any changes to the standard terms and conditions and/or contract. 

1.5.2  Resulting Contract.  This RFP and any addenda, the offeror's RFP response, including any amendments, a best and final offer (if any), and any clarification question responses shall be incorporated by reference in any resulting contract.

1.5.3  Mandatory Requirements.  To be eligible for consideration, an offeror must meet all mandatory requirements as listed in Section 3.The State will determine whether an offeror's proposal complies with the requirements.  Proposals that fail to meet any mandatory requirements listed in this RFP will be deemed nonresponsive.

1.5.4  Understanding of Specifications and Requirements.  By submitting a response to this RFP, offeror acknowledges it understands and shall comply with the RFP specifications and requirements.

1.5.5  Offeror's Signature.  Offeror's proposal must be signed in ink by an individual authorized to legally bind the offeror.  The offeror's signature guarantees that the offer has been established without collusion.  Offeror shall provide proof of authority of the person signing the RFP upon State's request.

1.5.6  Offer in Effect for 120 Calendar Days.  Offeror agrees that it may not modify, withdraw, or cancel its proposal for a 120-day period following the RFP due date or receipt of best and final offer, if required.

1.6	SUBMITTING A PROPOSAL

1.6.1  Organization of Proposal.  Offerors must organize their proposal into sections that follow the format of this RFP.  Proposals should be bound, and must include tabbed dividers separating each section.  Proposal pages must be consecutively numbered.

All subsections not listed in the "Instructions to Offerors" on page 3 require a response.  Restate the section/subsection number and the text immediately prior to your written response.

[bookmark: _GoBack]Unless specifically requested in the RFP, an offeror making the Statement "Refer to our literature…" or "Please see www…….com" may be deemed nonresponsive or receive point deductions.  If making reference to materials located in another section of the proposal, specific page numbers and sections must be noted.  The Evaluator/Evaluation Committee is not required to search through the proposal or literature to find a response.

The State encourages offerors to use materials (e.g., paper, dividers, binders, brochures, etc.) that contain post-consumer recycled content.  Offerors are encouraged to print/copy on both sides of each page.

1.6.2  Failure to Comply with Instructions.  Offerors failing to comply with these instructions may be subject to point deductions.  Further, the State may deem a proposal nonresponsive or disqualify it from further consideration if it does not follow the response format, is difficult to read or understand, or is missing requested information.

1.6.3  Multiple Proposals.  Offerors may, at their option, submit multiple proposals.  Each proposal shall be evaluated separately.

1.6.4  Copies Required and Deadline for Receipt of Proposals.  Offerors must submit one original proposal and six (6) copies to the State Procurement Bureau. The State reserves the right to request an electronic copy of the RFP response.  In addition, offerors must submit two electronic copies of the complete response, one on compact disc (CD) and one on universal serial bus (USB) flash drive in Microsoft Word or portable document format (PDF).  If any confidential materials are included in accordance with the requirements of Section 2.3.2, they must be submitted on a separate USB flash drive and clearly identified as containing confidential information.

EACH PROPOSAL MUST BE SEALED AND LABELED ON THE OUTSIDE OF THE PACKAGE clearly indicating it is in response to RFP #14-2657G. Proposals must be received at the reception desk of the State Procurement Bureau prior to 2:00 p.m., Mountain Time, January 13, 2014.  Offeror is solely responsible for assuring delivery to the reception desk by the designated time.

1.6.5  Facsimile Responses.  A facsimile response to an RFP will ONLY be accepted on an exception basis with prior approval of the procurement officer and only if it is received in its entirety by the specified deadline.  Responses to RFPs received after the deadline will not be considered.

1.6.6  Late Proposals.  Regardless of cause, the State shall not accept late proposals.  Such proposals will automatically be disqualified from consideration.  Offeror may request the State return the proposal at offeror's expense or the State will dispose of the proposal if requested by the offeror.  (See Administrative Rules of Montana (ARM) 2.5.509.)

1.7	COSTS/OWNERSHIP OF MATERIALS

1.7.1  State Not Responsible for Preparation Costs.  Offeror is solely responsible for all costs it incurs prior to contract execution.

1.7.2  Ownership of Timely Submitted Materials.  The State shall own all materials submitted in response to this RFP.


SECTION 2:  RFP STANDARD INFORMATION

2.1	AUTHORITY

The RFP is issued under 18-4-304, Montana Code Annotated (MCA) and ARM 2.5.602.  The RFP process is a procurement option allowing the award to be based on stated evaluation criteria.  The RFP states the relative importance of all evaluation criteria.  The State shall use only the evaluation criteria outlined in this RFP.

2.2	OFFEROR COMPETITION

The State encourages free and open competition to obtain quality, cost-effective services and supplies.  The State designs specifications, proposal requests, and conditions to accomplish this objective.

2.3	RECEIPT OF PROPOSALS AND PUBLIC INSPECTION

2.3.1  Public Information.  Subject to exceptions provided by Montana law, all information received in response to this RFP, including copyrighted material, is public information.  Proposals will be made available for public viewing and copying shortly after the proposal due date and time.  The exceptions to this requirement are:  (1) bona fide trade secrets meeting the requirements of the Uniform Trade Secrets Act, Title 30, chapter 14, part 4, MCA, that have been properly marked, separated, and documented; (2) matters involving individual safety as determined by the State; and (3) other constitutional protections.  See 18-4-304, MCA.  The State provides a copier for interested parties' use at $0.10 per page.  The interested party is responsible for the cost of copies and to provide personnel to do the copying. 

2.3.2  Procurement Officer Review of Proposals.  Upon opening the proposals in response to this RFP, the procurement officer will review the proposals for information that meets the exceptions in Section 2.3.1, providing the following conditions have been met:

●	Confidential information (including any provided in electronic media) is clearly marked and separated from the rest of the proposal.
●	The proposal does not contain confidential material in the cost or price section.
●	An affidavit from the offeror's legal counsel attesting to and explaining the validity of the trade secret claim as set out in Title 30, chapter 14, part 4, MCA, is attached to each proposal containing trade secrets.  Counsel must use the State of Montana "Affidavit for Trade Secret Confidentiality" form in requesting the trade secret claim.  This affidavit form is available on the OneStop Vendor Information website at:  http://svc.mt.gov/gsd/OneStop/GSDDocuments.aspx or by calling (406) 444-2575.

Information separated out under this process will be available for review only by the procurement officer, the evaluator/evaluation committee members, and limited other designees.  Offerors shall pay all of its legal costs and related fees and expenses associated with defending a claim for confidentiality should another party submit a "right to know" (open records) request.

2.4	CLASSIFICATION AND EVALUATION OF PROPOSALS

2.4.1  Initial Classification of Proposals as Responsive or Nonresponsive.  The State shall initially classify all proposals as either "responsive" or "nonresponsive" (ARM 2.5.602).  The State may deem a proposal nonresponsive if:  (1) any of the required information is not provided; (2) the submitted price is found to be excessive or inadequate as measured by the RFP criteria; or (3) the proposal does not meet RFP requirements and specifications.  The State may find any proposal to be nonresponsive at any time during the procurement process. If the State deems a proposal nonresponsive, it will not be considered further.

2.4.2  Determination of Responsibility.  The procurement officer will determine whether an offeror has met the standards of responsibility consistent with ARM 2.5.407.  An offeror may be determined nonresponsible at any time during the procurement process if information surfaces that supports a nonresponsible determination.  If an offeror is found nonresponsible, the procurement officer will notify the offeror by mail.  The determination will be included within the procurement file.

2.4.3  Evaluation of Proposals.  An evaluator/evaluation committee will evaluate all responsive proposals based on stated criteria and recommend an award to the highest scoring offeror.  The evaluator/evaluation committee may initiate discussion, negotiation, or a best and final offer.  In scoring against stated criteria, the evaluator/evaluation committee may consider such factors as accepted industry standards and a comparative evaluation of other proposals in terms of differing price and quality.  These scores will be used to determine the most advantageous offering to the State.  If an evaluation committee meets to deliberate and evaluate the proposals, the public may attend and observe the evaluation committee deliberations.

2.4.4  Completeness of Proposals.  Selection and award will be based on the offeror's proposal and other items outlined in this RFP. Proposals may not include references to information such as Internet websites, unless specifically requested.  Information or materials presented by offerors outside the formal response or subsequent discussion, negotiation, or best and final offer, if requested, will not be considered, will have no bearing on any award, and may result in the offeror being disqualified from further consideration.

2.4.5 Achieve Minimum Score.  Any proposal that fails to achieve 75% of the total available points for Sections 4 will be eliminated from further consideration.  A "fail" for any individual evaluation criteria may result in proposal disqualification at the discretion of the procurement officer.

2.4.6 Oral Presentation/Product Demonstration.  After receipt of proposals and prior to the recommendation of award, the procurement officer will initiate discussions with the top scoring offerors.  Selected offerors will be required to make an oral presentation and/or product demonstration to further define their RFP proposal.  Offerors must be prepared to send qualified personnel to Helena, Montana, to discuss technical and contractual aspects of their proposal.  Oral presentations and product demonstrations shall be at the offeror's expense.  See Section 4.3.5 for additional information.

2.4.7  Best and Final Offer.  Under Montana law, the procurement officer may request a best and final offer if additional information is required to make a final decision.  The State reserves the right to request a best and final offer based on price/cost alone.  Please note that the State rarely requests a best and final offer on cost alone.

2.4.8  Evaluator/Evaluation Committee Recommendation for Contract Award.  The evaluator/ evaluation committee will provide a written recommendation for contract award to the procurement officer that contains the scores, justification, and rationale for the decision.  The procurement officer will review the recommendation to ensure its compliance with the RFP process and criteria before concurring with the evaluator's/evaluation committee's recommendation.

2.4.9  Request for Documents Notice.  Upon concurrence with the evaluator's/evaluation committee's recommendation, the procurement officer will request from the highest scoring offeror the required documents and information, such as insurance documents, contract performance security, an electronic copy of any requested material (e.g., proposal, response to clarification questions, and/or best and final offer), and any other necessary documents.  Receipt of this request does not constitute a contract and no work may begin until a contract signed by all parties is in place.  The procurement officer will notify all other offerors of the State's selection.

2.4.10  Contract Execution.  Upon receipt of all required materials, a contract (Appendix B) incorporating the Standard Terms and Conditions (Appendix A), as well as the highest scoring offeror's proposal, will be provided to the highest scoring offeror for signature.  The highest scoring offeror will be expected to accept and agree to all material requirements contained in Appendices A and B of this RFP.  If the highest scoring offeror does not accept all material requirements, the State may move to the next highest scoring offeror, or cancel the RFP.  Work under the contract may begin when the contract is signed by all parties.

2.5	STATE'S RIGHTS RESERVED

While the State has every intention to award a contract resulting from this RFP, issuance of the RFP in no way constitutes a commitment by the State to award and execute a contract.  Upon a determination such actions would be in its best interest, the State, in its sole discretion, reserves the right to:

●	Cancel or terminate this RFP (18-4-307, MCA);
●	Reject any or all proposals received in response to this RFP (ARM 2.5.602);
●	Waive any undesirable, inconsequential, or inconsistent provisions of this RFP that would not have significant impact on any proposal (ARM 2.5.505);
●	Not award a contract, if it is in the State's best interest not to proceed with contract execution (ARM 2.5.602); or
●	If awarded, terminate any contract if the State determines adequate state funds are not available (18-4-313, MCA). 



SECTION 3:  SCOPE OF SERVICES

To enable the State to determine the capabilities of an offeror to perform the services specified in the RFP, the offeror shall respond to the following regarding its ability to meet the State's requirements.

All subsections of Section 3 not listed in the "Instructions to Offerors" on page 3 require a response. Restate the subsection number and the text immediately prior to your written response.

NOTE: Each item must be thoroughly addressed. Offerors taking exception to any requirements listed in this section may be found nonresponsive or be subject to point deductions.

3.1	OVERVIEW OF THE MONTANA LOTTERY

The mission of the Montana Lottery is to maximize the transfer of its net revenue to the State's General Fund by providing products that meet the expectations of consumers and the State of Montana while adhering to the highest standards of security and integrity, which is critical to maintaining public confidence in the agency and its products.

The Montana Lottery was created by legislative referendum on November 4, 1986, receiving 69% of the popular vote and becoming the 23rd U.S. lottery. The Montana Lottery is responsible for the marketing and sales of all Lottery products; for public and media relations, for the security of all aspects of the Lottery, for warehousing and inventory control, and for Lottery operations, which includes accounting, fiscal management, and information technology. 

3.1.1 Specific Background Information.
· The Lottery offers several multistate lotto games as well as Montana-only Lotto, EZPLAY® and Scratch games.
· Lottery proceeds are transferred to the General Fund quarterly.
· The Lottery operates from Helena, with seven sales representatives around the state. It is supported by a network of more than 850 retailers.
· Lottery retailers receive a 5% commission for Lotto and Scratch ticket sales, with the opportunity to earn additional commission for Scratch sales above base. 
· Winners must claim their prizes within six months of the drawing for lotto games, or within six months of the last sale date for Scratch games. Unclaimed winnings are transferred to the General Fund.
· Winners of a Powerball or Mega Millions jackpot may choose to receive their prize as an annuity or in a lump-sum cash payment. Other Lotto and Scratch games are paid in lump-sum cash payments.
· Montana Lottery can be followed on Facebook, Twitter, Pinterest and YouTube. More information on games, Player’s Club and product offerings are available by visiting the montanalottery.com.

3.1.2 Description of Lottery Products.
· Powerball is offered by 45 lotteries. Montana sales started April 19, 1992. Tickets cost $2 per play. Jackpots start at $40 million. Power Play increases nonjackpot prizes for an additional $1 per play.
· Mega Millions is offered by 45 lotteries. Montana sales started March 1, 2010. Tickets cost $1 per play. Jackpots start at $15 million. Megaplier increases nonjackpot prizes for an additional $1 per play.
· Hot Lotto is offered by 16 lotteries. Montana sales started April 7, 2002. Tickets cost $1 per play. Jackpots start at $1 million. The advertised jackpot per the prize structure is the minimum cash amount that would be paid as a “withholding taxes paid” prize. Sizzler triples non-jackpot prizes for an additional $1 per play.
· Wild Card is offered by four lotteries. Montana sales started February 1, 1998. Tickets cost $1 for two plays. Jackpots start at $200,000.
· Montana Cash is Montana’s exclusive lotto game. Sales started May 6, 1991. Tickets cost $1 for two plays. Jackpots start at $20,000; however, on May 14, 2014 the jackpot for this game will start at $40,000.
· 10 Spot is Montana’s twice-daily game. Sales started February 1, 2010. Tickets cost $1 per play. The top prize is $25,000. Drawings occur daily at 12:30 PM and 7:30 PM.
· Montana Sports Action is a line of games comprising Fantasy Football and Fantasy Racing, offered by the Lottery on behalf of the Board of Horse Racing.
· EZPLAY® is a line of instant on-line games with pre-determined odds. Tickets print directly from self-service MP terminals and may be played immediately, much like a Scratch game.
· Montana Millionaire is Montana’s limited-ticket raffle game. Tickets are sold from November 1 to December 31, with the drawing for the $1 million grand prize and other prizes January 1.
· Montana Scratch game prices range from $1 to $20, and prizes range from $1 to $250,000. A number of play styles such as bingo and crossword are available.

3.1.3 Supplemental Lottery Facts, Figures, and Guidelines
· Attached as Appendix D are the Montana Lottery Advertising Guidelines. These were adopted to assist the Lottery and its agency in developing and placing advertising. 
· Attached in Appendix E is the Lottery’s unaudited sales summary for the past five years through Fiscal Year 2013 (July 1, 2008 through June 30, 2013). 
· Attached in Appendix F is the Montana Lottery’s most recent marketing overview.
· Attached in Appendix G is the Montana Lottery’s glossary of terms.
· For further information about the Montana Lottery, see the Lottery’s website: montanalottery.com.

[bookmark: _Toc27807439]3.2	ADVERTISING SERVICES

The Montana Lottery is seeking a contractor to provide all services customarily performed by a full-service advertising agency as the Lottery directs or deems necessary. The contractor will be responsible for providing full advertising services. The contractor will work in cooperation with Lottery marketing staff in the planning, designing, and execution of the Lottery’s marketing and advertising activities.

The requirements listed below in section 3.3 are intended to clarify the types of services to be provided, but do not represent a complete listing. The contractor may be required to perform additional functions that are within the scope of this RFP, for the Lottery over the term of the contract, at the Lottery’s request. Conversely, the Lottery reserves the right to use an alternative to the contractor for specialized advertising and other occasional advertising needs at the Lottery’s discretion. This includes, but is not limited to, any of the services to be provided by the contractor.

The contractor will manage the Lottery’s account in a professional manner, consistent with the Lottery’s needs and Advertising Guidelines, and conform to the highest possible industry and quality standards. 

The contractor will provide the Lottery with a timely response to its advertising needs and schedules for all projects. Sufficient time must be allowed for developing, presenting, and refining creative conception; editing and revising per the Lottery’s request; obtaining final approval from the Lottery; producing the final product; and distributing the finished product. 

The contractor will be required to obtain written approval from the Lottery prior to producing any advertisement or related material. When producing any creative work, the contractor shall not vary from approved scripts, storyboards, or print layouts without prior Lottery approval. Failure to adhere to approved scripts, storyboards, or layouts may void the Lottery’s approval of the estimate for the project. The contractor will be liable for all costs if advertisements or collateral materials are executed in a manner not consistent with the Lottery’s approval. 



The contractor will be responsible for, but not limited, to the following activities/services:

· Account management
· Administrative services
· Strategic planning
· Creative development
· Production planning and execution
· Media buying and planning
· Market research specific to the lottery industry
· Promotion planning
· Public relations assistance
· Web marketing and development
· Event planning and management

3.2.1 Account Management. The contractor will be required to provide sufficient staff and a primary contact person to meet the requirements of this RFP and the subsequent contract and respond to needs, as required by the Lottery. The Lottery must approve all personnel assigned to the account services team.
	
The account services team and Lottery marketing staff will meet to recap, plan, and forecast marketing and advertising activities. The contractor will be required to provide written reports of all activities, instructions, and decisions made in those meetings within five working days.

The contractor will be required to send at least one member of the account services team to at least one of the following Lottery industry conferences per year, at the contractor’s expense:

· North American Association of State and Provincial Lotteries (NASPL) annual conference held in the fall
· NASPL Professional Development Seminar for Marketing meeting held in early summer
· One of the LaFleur’s conferences held in the spring or winter
· Public Gaming Research Institute Lottery EXPO held annually in winter

3.3	ADMINISTRATIVE SERVICES

	3.3.1 The Marketing Plan. The contractor, in conjunction with the Lottery marketing staff, will develop an annual marketing plan. The plan will support the Lottery and its mission, games, and promotions during the fiscal year. The plan will be finalized within one month of the execution of the contract and prior to July 1 of each subsequent year of the contract. The plan will be reviewed during the fiscal year (July 1 through June 30) and may be revised as required. 

The marketing plan shall include, but not be limited to:
· Marketing strategies, goals, and objectives
· Advertising strategies, goals, and objectives
· Internal sales goals by product
· Product plans
· Media plans
· Promotions
· Web & Mobile marketing plan
· Social media plan
· Event planning/sponsorships
· Budget

	

	3.2.2 Advertising Plan. The contractor shall develop an annual advertising plan. The advertising plan must support lottery products and promotions and must be consistent with and further the marketing plan. The plan will be finalized within one month of the execution of the contract and prior to July 1 of each subsequent year of the contract. The plan will be reviewed during the fiscal year and may be revised as required.

The advertising plan will include, but not be limited to:

· Advertising campaigns, strategies, goals, and objectives
· Proposed media production and placement
· Plan component integration into mobile and social media
· Proposed budgets

	3.2.3 Meetings. At a minimum, the contractor will be required to meet with the Lottery every other week to discuss strategic planning, creative development, budgeting, and ongoing projects. At least once every two months, these meetings must be face-to-face, or conducted using a mutually agreed upon media, such as GoToMeeting or video conferencing. Other regularly scheduled meetings may be made via conference call. Depending on the work efforts, more frequent meetings may be required by the Lottery.

In addition, the contractor’s account supervisor will be required to attend all regularly scheduled Lottery Commission meetings unless otherwise approved by the Lottery.

	3.2.4 Advertising Budget and Billing. The annual advertising budget will be determined by the Lottery and provided to the contractor prior to July 1 of each year of the contract. The contractor will manage the advertising budget and provide monthly updates.

The contractor will submit estimated budgets for advertising campaigns or projects. The contractor will submit for Lottery approval all estimates for production. Any such estimate must clearly indicate any subcontractors who will be involved in the production work. The contractor will be required to receive approval from the Lottery prior to any campaign; project expenditures incurred by the contractor that were not approved will not be reimbursed.

The contractor will prepare and deliver to the Lottery, on a mutually agreeable time schedule, all billing and invoicing pertaining to advertising services provided. Each invoice must include an itemized accounting of the expenditure. On the face of all invoices, the contractor must identify the expenditure by name and account number. The contractor must maintain appropriate accounting records and shall be subject to audit or review by the Lottery and/or the Legislative Auditor.

3.2.5 Routine Expenditures. The contractor will be required to pay for all charges incidental to the routine conduct of business, including but not limited to:

· Postal charges
· Overnight deliveries
· Carrier/delivery charges
· Telephone calls
· Facsimile charges
· Copying (color and black/white)
· Travel related expenses incurred by staff
· CDs or DVDs containing Lottery artwork, advertising, or press coverage
· Dubs
· File transfer mechanisms (i.e. FTP, Hightail)


3.4	STRATEGIC PLANNING

The contractor will develop the best strategies and tactics to achieve the specific objectives set forth by the Lottery. The contractor should constantly examine and evaluate current results and market conditions. The contractor will meet with Lottery personnel at one of the regularly scheduled meetings to discuss and strategize about future advertising needs, promotions, events, and products.

3.5	CREATIVE DEVELOPMENT

The contractor will be responsible for the creation of Lottery multi-media advertising. The contractor will be required to design advertisements for all media including, but not limited to, television, radio, print, point-of-sale materials, web, video displays, and social media. The contractor will be required to develop multi-media campaigns in support of the games and promotions identified in the Lottery marketing plan, or as requested by the Lottery. 

The contractor will present a minimum of three initial creative solutions for each proposed advertising campaign. Storyboards, scripts, print ads, website/social media content and all other creative concepts must be approved by the Lottery prior to implementation.

The contractor and the Lottery will review, plan, and approve all creative concepts at one of the regularly scheduled meetings.

All creative materials conceptualized, developed, or produced for the use of Lottery advertising will become the property of the Lottery.

3.6	PRODUCTION PLANNING AND EXECUTION

The contractor will produce and deliver advertising for all media including, but not limited to, television, radio, print, social media and various mobile and web-based venues currently used by the Montana Lottery. 

The contractor will submit estimates for all broadcast, print, and web production to the Lottery for approval prior to production, printing, and/or development. Estimates must be submitted in a reasonable time frame to allow the Lottery ample time for the approval/decision making process.

Production subcontractors will be subject to Lottery approval. The contractor will not be allowed to charge a mark-up on production work.

3.7	MEDIA SERVICES

3.6.1 Media Buying and Planning. The contractor will be required to include media plans in the annual marketing and advertising plan as described in Sections 3.3.1 and 3.3.2.

The contractor will analyze the annual advertising budget and develop cost-effective media plans based on the annual budget.

The contractor will develop a proposed media buy for Lottery approval with each campaign. The proposed buy must include, but is not limited to, all necessary scheduling details such as:

· Station
· Program
· Time period
· Target rating points for the program
· Number of spots
· Cost per spot
· Cost per rating point

3.6.2 Media Negotiation. The contractor, as directed by the Lottery, will be responsible for negotiation and purchase of all television, radio, print, and other services as well as the placement of all advertising, promotional, print, broadcast, and other media.

The contractor will negotiate all "make goods" and ensure compliance.

The contractor will be required to negotiate the best media pricing possible. The Lottery will pay NET rates for all media buys. Volume discounts will be passed on to the Lottery. The Lottery will not pay markup on project costs from any subcontractor.

3.6.3 Media Evaluation. The contractor, as directed by the Lottery, will be responsible to verify that the media services purchased are delivered according to contracts and placement instructions. The contractor will evaluate media performance and broadcast schedules against ratings estimates.

The contractor will conduct post-buy analysis and audit the placement of media on a quarterly basis. The analysis should focus on the measure of effectiveness of media buys in terms of cost, reach, and frequency. The contractor will be required to report the findings to the Lottery and use the findings to refine future media buys. In the absence of rating systems or media supplied post reports, the contractor must issue a written post-report explaining the effectiveness of advertising bought. This could include, but not be limited to, comparisons to other media and/or return on investment.

The contractor will reconcile all media invoices on a quarterly basis and retain proof of all media placements. Both the invoices and the proofs of placement must be made available to the Lottery upon request.

3.8	MARKET RESEARCH

The contractor will recommend and facilitate qualitative and quantitative market research for the purpose of refining marketing strategies and concepts, as requested by the Lottery. Research may include, but will not be limited to:

· Consumer segmentation studies
· Media research
· Demographic studies
· Focus group research
· Web panel discussions

The contractor will serve as research consultant on all research projects and will manage all outside research contractors, as requested by the Lottery.

The contractor will develop a market research plan in conjunction with and under the direction of the Lottery. Large research projects that require a subcontractor will be paid with the media/production budget. The Lottery will not pay markup on project costs from any subcontractor. 

3.9	PROMOTION PLANNING

The contractor will assist the Lottery when needed with planning promotions that increase consumer awareness, increase revenue, broaden consumer base, and/or improve overall Lottery image and visibility. Promotions should be carefully developed with the Lottery to dovetail with other marketing strategies.



3.10	PUBLIC RELATIONS ASSISTANCE

The contractor will assist the Lottery with public relations activities as needed for event and promotion support. Under the direction of the Lottery’s Communication Manager, these duties may include, but are not limited to the following:

· Scheduling on-air interviews throughout the greater Montana broadcast area with advertising partners
· Assisting coordination of live promotional events 
· Producing live read copy for broadcast on-air and for events
· Obtaining video news clips from press stories
· Drafting press information and media kits
· Recommending promotional partnerships and soliciting opportunities from media partners

3.11	WEBSITE/MOBILE & SOCIAL MEDIA MARKETING AND DEVELOPMENT

The contractor will provide creative and strategy for the Lottery’s website, montanalottery.com, the Player’s Club, and other web projects that may be assigned by the Lottery at an appropriate time. Web services will include web consulting, creative, social media integration, marketing, mass-texting, and mass-email marketing if needed.

	3.11.1 Website/Mobile Consulting. The contractor will provide website and mobile consulting for Lottery websites and mobile applications. Consulting should include continual web analysis of existing sites for usability and effectiveness and strategic alignment, analysis of mobile marketing efforts, sharing market research findings, and strategic planning. 

3.11.2 Website/Mobile Creative. The contractor will provide website and mobile creative including graphic design of web, mobile, social media, or email elements, animation and/or flash development, audio and video integration, and copywriting.

3.11.3 Website/Mobile Marketing. The contractor will assist the Lottery in marketing any Lottery website, mobile application, or social media marketing initiative. Website, mobile and social media marketing should be a part of the contractor’s marketing and advertising planning. The contractor will assist in aligning the multimedia strategies for Lottery products to bring about the best results for the Lottery. 

3.12	EVENT PLANNING AND MANAGEMENT

3.12.1 Lottery Event Team. The contractor will provide a team of three individuals as specified by the Lottery to staff events that boost the Lottery’s image and recognition while broadening its player base. Events shall be planned in conjunction with Lottery staff. The contractor will be responsible for paying wages, expenses, and transportation for each team member to staff the events. The contractor shall provide the event team when requested by the Lottery. The Lottery will not require the contractor to staff more than three events per year. The Lottery has the right to dismiss an event team member at any time with cause.

3.12.2 Post-Event Audit. The contractor will provide the Lottery with a post-event audit describing the event, the outcome (sales or participation), and summary findings or suggestions.


SECTION 4: OFFEROR QUALIFICATIONS

All subsections of Section 4 not listed in the "Instructions to Offerors" on page 3 require a response. Restate the subsection number and the text immediately prior to your written response.

4.1	STATE'S RIGHT TO INVESTIGATE AND REJECT

The State may make such investigations as deemed necessary to determine the offeror's ability to perform the services specified. The State reserves the right to reject a proposal if the information submitted by, or investigation of, the offeror fails to satisfy the State’s determination that the offeror is properly qualified to perform the obligations of the contract. This includes the State's ability to reject the proposal based on negative references.

4.2	OFFEROR QUALIFICATIONS

To enable the State to determine the capabilities of an offeror to perform the services specified in the RFP, the offeror shall respond to the following regarding its ability to meet the State's requirements. THE RESPONSE, "(OFFEROR'S NAME) UNDERSTANDS AND WILL COMPLY," IS NOT APPROPRIATE FOR THIS SECTION.

NOTE: Each item must be thoroughly addressed. Offerors taking exception to any requirements listed in this section may be found nonresponsive or be subject to point deductions.

4.2.1 Client Reference Form. Offeror shall provide complete and separate Appendix C, Client Reference Form, for three (3) references that are currently using or have previously used services of the type proposed in this RFP. The references may include state governments or universities for whom the offeror, preferably within the last two (2) years, has successfully completed the services of the type proposed in this RFP. A responsible party of the organization for which the services were provided to the client (the offeror's customer) must provide the reference information and must sign and date the form. It is the offeror's responsibility to ensure that the completed forms are submitted with the proposal by the submission date, for inclusion in the evaluation process. Any Client Reference Forms that are not received or are not completed may adversely affect the offeror's score in the evaluation process. Client Reference Forms exceeding the specified number will not be considered. The State may contact the client references for validation of the information provided in the Client Reference Forms. If the State finds erroneous information, evaluation points may be deducted or the proposal may be rejected.

4.2.2 Company Profile. The offeror must describe the advertising agency’s organization and any subcontractor’s organization, including date founded, principal ownership, management, and scope of operations. The offeror must provide the following information: 

· Name and address of business entity making the proposal
· Type of business entity (e.g., corporation, partnership)
· Place of incorporation, if applicable
· Name and location of major offices and other facilities that relate to the offeror performance under the terms of this RFP
· Name, address, and function of any and all subcontractors, associated companies, or consultants who have been involved in preparation of this proposal and any and all who are to be involved in any phase of this project, and identify any such individuals who have had a contractual relationship with the Lottery, or who have subcontracted to a Lottery contractor within two years prior to the submission of this proposal
· Name, address, and telephone number of the offeror’s representative to contact regarding all contractual matters concerning this proposal
· Name, address, and telephone number of the offeror’s representative to contact regarding all technical matters concerning this proposal

4.2.2.1 Organizational Relationship(s). The offeror shall provide a complete and detailed description of the offeror's organizational relationship, if any, to a parent corporation, and any sister corporation(s). This description shall include but not be limited to an organization chart showing the corporate organization, its home office location, and its officers.

Offerors must identify any clients for whom they perform services that have an anti-gaming message. (Not scored; for information only.)

4.2.2.2 Contract Performance. The offeror must list its top five clients for the past five calendar years. Each experience statement shall include the following: 

· Name of organization with whom the offeror has or had a contract, including the names, titles, address, and telephone number of individuals who may be contacted to verify offeror’s qualifying experience
· Percentage of annual sales increase/decrease resulting for each organization with reasons for the change
· Reason for contract termination/expiration, if contract is no longer in effect
· Types of services directly provided by the offeror under the contract
· Listing of any subcontractors used to fulfill the contracts described

4.2.3 Offeror Personnel.

4.2.3.1 Overall Organizational Information. The offeror shall provide an organizational chart of the entire agency. 

4.2.3.2 Agency Structure/Resumes. The offeror shall provide a detailed description of the organization structure to be used to fulfill the requirements of the contract. Please specify, from the chart supplied in 4.2.3.1, staff that will support the Lottery account. Also describe lines of authority for offeror staff and how the offeror staff will interface with corresponding Lottery staff. Resumes for key personnel must be provided and must include, at a minimum: 

· Full name
· Title
· Job responsibilities
· Credentials
· Employment history 
· A specific description of any lottery experience the person has
· Specific description of what role the individual will have in this project
· Any additional helpful information to show the individual’s ability to aid in successfully performing the work involved in this RFP 

4.2.3.3 Lottery Approval of Staffing. Offerors shall warrant that key personnel represented as integral to the performance of tasks in response to this RFP will remain assigned to the Lottery account while in the employ of the contractor, and will not be removed except by mutual agreement with the Lottery. The contractor shall work closely with the Lottery to ensure quality performance of contractor personnel in all aspects of the contract. The contractor shall notify the Lottery in advance of any staff changes.

4.2.4 Offeror Financial Stability. Offerors shall demonstrate their financial stability by: (1) providing financial statements, preferably audited, for the three (3) consecutive years immediately preceding the issuance of this RFP; (2) providing copies of any quarterly financial statements that have been prepared since the end of the period reported by its most recent annual report; (3) providing a statement of net assets; (4) providing a statement of revenues, expenses and changes in fund net assets; and (5) providing a statement of cash flows.

4.3	OFFEROR ABILITIES
	4.3.1 General Abilities. The following information will give the evaluation committee an overview of your agency and will be rated in the evaluation process. 

4.3.1.1. Provide your agency’s mission statement.

4.3.1.2. Provide your agency’s website address, and list all social media your organization utilizes. 

4.3.1.3. Describe a marketing or advertising idea that a member of your staff thought of and "sold" to one of your clients to help their business efficiency or effectiveness. Also describe the result.

4.3.1.4. Describe your experience with programs to generate sales of consumer retail products. Provide an example and give the objectives, strategies, creative approach (provide sample(s)), media mix, and results against those objectives. Describe all important elements that you had to assess in your creative development and execution as well as media selection, such as key situational facts, target audience, advertising objective, creative positioning, campaign execution, and evaluation of campaign results. Define which members of your creative staff worked on the creative samples provided. Are they still at your organization? Will they be working on the Montana Lottery account?

4.3.1.5. Describe your experience with programs to generate brand development or awareness. Provide an example and give the objectives, strategies, creative approach (examples), media mix, and results against those objectives. 

4.3.1.6. Describe a problem or opportunity that you uncovered through research and how you adapted your creative strategy to take advantage of this research.

	4.3.1.7. Please give a brief description of your firm’s perception and understanding of the lottery industry and competing products. Also, please describe how you would keep abreast of issues and trends in the lottery industry if awarded the Lottery contract.

4.3.1.8. In fiscal year 2013, the Montana Lottery’s media budget was divided in the following way:

· 49% Television advertising (includes cable)
· 11% Radio advertising
· 10% Production
· 5% Consumer Promotions
· 10% Outdoor Advertising
· 5% Print Advertising
· 16% Internet

Does your firm think this is an appropriate mix? How, if at all, would you adjust this mix?

4.3.1.9. What advertising strategies would you employ to reach the 20-to-30-year-old target market?

4.3.1.10. The Montana Lottery currently prints "Please Play Responsibly" on all its tickets. We also place a "Please Play Responsibly" message on all advertising. Using your creativity, describe some new unique ways to address the "play responsibly" message. 

4.3.1.11. Describe your client reporting procedure(s). Please enclose samples.

4.3.1.12. Describe your system for assuring with the media that advertisements ran as ordered.

4.3.2 Technical Abilities.

4.3.2.1. Submit via USB thumb drive or website link a maximum of four examples each of television radio, social media campaigns, mobile device campaigns and print advertisements your firm has produced during the past three years. All items offered must have been created by your firm and must include reference to any production subcontractors if any were used. 

4.3.2.2. Submit a maximum of four examples of web projects your firm has designed and developed during the past three years, including URLs for each. All items offered must have been created by your firm and must include reference to any production subcontractors if any were used. 

4.3.3 Creative Awards. List any awards your firm has won over the past five years. List awards ONLY if the project was deemed to be successful in achieving the client’s objectives, especially quantifiable sales objectives. 

4.3.4 Other Information. Tell us anything you believe is unique or important about your agency as it relates to this RFP. Include services you can provide that might be helpful in servicing this account more productively.

4.3.5 Oral Presentation/Product Demonstration/Interview. Offerors must be prepared to have the key personnel assigned to this project complete an oral presentation and product demonstration in Helena, Montana. The State reserves the right to: (1) have presentations and interviews from only the highest scoring offerors; (2) have presentations and interviews from all offerors within 25% of the highest scoring offeror; or (3) have presentations and interviews from all offerors who are deemed to have a passing score prior to the presentation and interview process, at the State's discretion.


SECTION 5: COST PROPOSAL

All subsections of Section 5 not listed in the "Instructions to Offerors" on page 3 require a response. Restate the subsection number and the text immediately prior to your written response.

The Lottery expects the cost section of this RFP to be given in the form of an all-inclusive monthly retainer. Services include all those expressed in Section 3 of the RFP, with the exception of media purchases, production charges, and potential large research projects. The Montana Lottery estimates a media budget of approximately $650,000 for each contract year. The estimated media budget must not be considered a guarantee. 

Offerors must submit their cost proposal in a separate sealed envelope, marked on the outside with the RFP number and the offeror's name and contact information. All cost proposals will be held by the State Procurement Bureau for opening after the evaluation committee has completed its evaluation of Sections 1 through 4. The time of opening will be at the State Procurement Bureau's option. At such time as the cost proposals are opened and reviewed by the procurement officer, they will be provided to the evaluation committee and become available for public inspection.

Points for each cost proposal will be calculated and provided to the evaluation committee. The points for each proposal will be totaled and the committee will determine the offerors to be invited for oral presentations.



SECTION 6: EVALUATION PROCESS

6.1	BASIS OF EVALUATION

The evaluator/evaluation committee will review and evaluate the offers according to the following criteria based on a total number of 3,000 points.

The Ability to Meet Provision of Services, Company Profile and Experience, Resumes, Offeror Abilities, and Oral Presentation and Interview portions of the proposal will be evaluated based on the following Scoring Guide. The Financial Stability portion of the proposal will be evaluated on a pass/fail basis, with any offeror receiving a "fail" eliminated from further consideration. The Cost Proposal will be evaluated based on the formula set forth below.

Any response that fails to achieve a minimum score per the requirements of Section 2.4.5 will be eliminated from further consideration. A "fail" for any individual evaluation criterion may result in proposal disqualification at the discretion of the procurement officer.

SCORING GUIDE

In awarding points to the evaluation criteria, the evaluator/evaluation committee will consider the following guidelines:

Superior Response (95-100%): A superior response is an exceptional reply that completely and comprehensively meets all of the requirements of the RFP. In addition, the response may cover areas not originally addressed within the RFP and/or include additional information and recommendations that would prove both valuable and beneficial to the agency. 

Good Response (75-94%): A good response clearly meets all the requirements of the RFP and demonstrates in an unambiguous and concise manner a thorough knowledge and understanding of the project, with no deficiencies noted. 

Fair Response (60-74%): A fair response minimally meets most requirements set forth in the RFP. The offeror demonstrates some ability to comply with guidelines and requirements of the project, but knowledge of the subject matter is limited.

Failed Response (59% or less): A failed response does not meet the requirements set forth in the RFP. The offeror has not demonstrated sufficient knowledge of the subject matter.

6.2	EVALUATION CRITERIA

The RFP responses will be evaluated in three steps.

First, Sections 1 though 4 of the responses will be scored by the evaluation committee.

Following the evaluation meeting, if there is no need for clarification of any of the proposals following the committee's evaluation, the cost proposals will be opened and reviewed by the procurement officer, and the scores calculated. The scores will be added to the scores for Sections 1 though 4, provided to the evaluation committee, and the committee will determine which offerors will be extended an invitation to make an oral presentation to the committee.

After evaluation of the oral presentations, the scores for all the offerors making an oral presentation will be totaled and the highest scoring offeror will be notified of their tentative award.

References	1% of points for a possible 30 points

Category	Section of RFP	Point Value

1.	Client Reference Form (3 total)	4.2.1	30
	

Company Profile	5% of points for a possible 150 points

Category	Section of RFP	Point Value

2.	Company Profile	4.2.2	Pass/Fail
3.	Organizational Relationship(s)	4.2.2.1	Informational
4.	Contract Performance	4.2.2.2	150

Offeror Personnel	6.7% of points for a possible 200 points

Category	Section of RFP	Point Value

5.	Overall Organizational Information	4.2.3.1	Informational
6.	Agency Structure/Resumes	4.2.3.2	200

Financial Stability	Pass/Fail

Offeror Abilities	37.3% of points for a possible 1120 points

Category	Section of RFP	Point Value

7.	General Abilities	4.3.1
	Mission statement	4.3.1.1	10
	Website	4.3.1.2	25
	Idea "sold" and result	4.3.1.3	85
	Experience generating sales	4.3.1.4	130
	Experience with brand development	4.3.1.5	100
	Use of research	4.3.1.6	60
	Perception and understanding of lottery industry	4.3.1.7	50
	Media budget evaluation	4.3.1.8	100
	Emerging marketing strategy	4.3.1.9	100
	"Please play responsibly" strategy ideas	4.3.1.10	75
	Reporting procedures	4.3.1.11	20
	Media run assurances	4.3.1.12	10
8.	Technical Abilities	4.3.2
	Broadcast samples	4.3.2.1	200
	Web project samples	4.3.2.2	100
9.	Creative Awards	4.3.3	30
10.	Other Information	4.3.4	25

Cost Proposal	25% of points for a possible 750 points

	
Category	Section of RFP	Point Value

11.	Retainer/Fixed Rate	5.0	750

Cost Proposals will be scored on the rates quoted in response to Section 5. The proposal setting forth the lowest rate will be awarded the maximum possible points. All other proposals will receive a percentage of points available based on their relationship to the lowest. The scoring will be calculated as follows:

X = proposal being scored
Y = lowest retainer rate from a responsive proposal 

Y/X x 100 = ?% x Total available points for this category

Example:	The lowest responsive proposal (Retainer) = $8000 Month
			The proposal being scored (Retainer) = $9200 Month

		8000/9200 x 100 = 87% x 750 = 653 points out of a possible 750 for 18.


Oral Presentation	25% of points for a possible 750 points

Category	Section of RFP	Point Value

12.	Content	6.0	325
13.	Creativity	6.0	325
14.	Presentation	6.0	100



APPENDIX A: STANDARD TERMS AND CONDITIONS

By submitting a response to this invitation for bid, request for proposal, limited solicitation, or acceptance of a contract, the vendor agrees to acceptance of the following Standard Terms and Conditions and any other provisions that are specific to this solicitation or contract. 

ACCEPTANCE/REJECTION OF BIDS, PROPOSALS, OR LIMITED SOLICITATION RESPONSES: The State reserves the right to accept or reject any or all bids, proposals, or limited solicitation responses, wholly or in part, and to make awards in any manner deemed in the best interest of the State. Bids, proposals, and limited solicitation responses will be firm for 30 days, unless stated otherwise in the text of the invitation for bid, request for proposal, or limited solicitation.


ALTERATION OF SOLICITATION DOCUMENT: In the event of inconsistencies or contradictions between language contained in the State’s solicitation document and a vendor’s response, the language contained in the State’s original solicitation document will prevail. Intentional manipulation and/or alteration of solicitation document language will result in the vendor’s disqualification and possible debarment.

DEBARMENT: Contractor certifies, by submitting this bid or proposal, that neither it nor its principals are presently debarred, suspended, proposed for debarment, declared ineligible, or voluntarily excluded from participation in this transaction (contract) by any governmental department or agency. If contractor cannot certify this statement, attach a written explanation for review by the State.

FACSIMILE RESPONSES: Facsimile responses will be accepted for invitations for bids, small purchases, or limited solicitations ONLY if they are completely received by the State Procurement Bureau prior to the time set for receipt. Bids, or portions thereof, received after the due time will not be considered. Facsimile responses to requests for proposals are ONLY accepted on an exception basis with prior approval of the procurement officer.

FAILURE TO HONOR BID/PROPOSAL: If a bidder/offeror to whom a contract is awarded refuses to accept the award (PO/contract) or fails to deliver in accordance with the contract terms and conditions, the department may, in its discretion, suspend the bidder/offeror for a period of time from entering into any contracts with the State of Montana.

LATE BIDS AND PROPOSALS: Regardless of cause, late bids and proposals will not be accepted and will automatically be disqualified from further consideration. It shall be solely the vendor’s risk to ensure delivery at the designated office by the designated time. Late bids and proposals will not be opened and may be returned to the vendor at the expense of the vendor or destroyed if requested.

RECIPROCAL PREFERENCE: The State of Montana applies a reciprocal preference against a vendor submitting a bid from a state or country that grants a residency preference to its resident businesses. A reciprocal preference is only applied to an invitation for bid for supplies or an invitation for bid for non-construction services for public works as defined in section 18-2-401(9), MCA, and then only if federal funds are not involved. For a list of states that grant resident preference, see http://gsd.mt.gov/ProcurementServices/preferences.mcpx.

SOLICITATION DOCUMENT EXAMINATION: Vendors shall promptly notify the State of any ambiguity, inconsistency, or error which they may discover upon examination of a solicitation document.


APPENDIX B: CONTRACT

Montana Lottery Advertising and Media Services
(INSERT CONTRACT NUMBER)

THIS CONTRACT is entered into by and between the State of Montana, Montana Lottery, (State), whose address and phone number are 2525 N. Montana Ave., Helena, MT, 59601, (406-444-5825) and (insert name of contractor), (contractor), whose address and phone number are (insert address) and (insert phone number).

1.	EFFECTIVE DATE, DURATION, AND RENEWAL

1.1 Contract Term. The contract’s initial term is July 1, 2014 through June 30, 2017, unless terminated earlier as provided in this contract. In no event is this contract binding on the State unless the State’s authorized representative has signed it. The legal counsel signature approving legal content of the contract and the procurement officer signature approving the form of the contract do not constitute an authorized signature.

1.2 Contract Renewal. The State may renew this contract under its then-existing terms and conditions (subject to potential cost adjustments described below in Section 2) in one-year intervals, or any interval that is advantageous to the State. This contract, including any renewals, may not exceed a total of seven years.

2.	COST ADJUSTMENTS

2.1 Cost Increase by Mutual Agreement. After the contract’s initial term and if the State agrees to a renewal, the parties may agree upon a cost increase. The State is not obligated to agree upon a renewal or a cost increase. Any cost increases must be based on demonstrated industry-wide or regional increases in contractor's costs. Publications such as the Federal Bureau of Labor Statistics and the Consumer Price Index (CPI) for all Urban Consumers may be used to determine the increased value. 

3.	SERVICES AND/OR SUPPLIES

Contractor shall provide the State the following:
· Account management
· Administrative services
· Strategic planning
· Creative development
· Production planning and execution
· Media buying and planning
· Market research specific to the lottery industry
· Promotion planning
· Public relations assistance
· Web marketing and development
· Event planning and management


3.1 Substantial Change in Financial Conditions. If contractor experiences a substantial change in financial condition during the term of this Contract, including change in ownership, that may have a negative impact during the term of this Contract, the Liaison listed in Section 28 must be notified in writing at the time the change occurs or is identified. Failure to notify of such a change will be sufficient grounds for rejecting the proposal or terminating the contract.

4.	WARRANTIES

4.1 Warranty of Services. Contractor warrants that the services provided conform to the contract requirements, including all descriptions, specifications and attachments made a part of this contract. The State’s acceptance of services provided by contractor shall not relieve contractor from its obligations under this warranty. In addition to its other remedies under this contract, at law, or in equity, the State may, at contractor's expense, require prompt correction of any services failing to meet contractor's warranty herein. Services corrected by contractor shall be subject to all the provisions of this contract in the manner and to the same extent as services originally furnished. 

4.2 VOLUME-BASED COST ANALYSIS

The contractor will negotiate with radio and television stations for discounted rates based on the volume of media purchased, and pass on the savings to the Montana Lottery in order to further the advertising budget. The contractor will monitor rate levels during each buy, and will provide a spot cost analysis showing how much was paid for media using the discounted rates versus standard rate card rates for the station.

5.	CONSIDERATION/PAYMENT

5.1 Payment Schedule. In consideration for advertising, media, and related services to be provided, the State shall pay a retainer of $_____/month. The State will not be billed any mark-up or commissions for any services provided by contractor.

5.2 Withholding of Payment. In addition to its other remedies under this contract, at law, or in equity, the State may withhold payments to contractor if contractor has breached this contract. Such withholding may not be greater than, in the aggregate, 15% of the total value of the subject statement of work or applicable contract.

5.3 Payment Terms. Unless otherwise noted in the solicitation document, the State has 30 days to pay invoices, as allowed by 17-8-242, MCA. contractor shall provide banking information at the time of contract execution in order to facilitate the State’s electronic funds transfer payments.

5.4 Reference to Contract. The contract number MUST appear on all invoices, packing lists, packages, and correspondence pertaining to the contract. If the number is not provided, the State is not obligated to pay the invoice.

6.	ACCESS AND RETENTION OF RECORDS

6.1 Access to Records. Contractor shall provide the State, Legislative Auditor, or their authorized agents access to any records necessary to determine contract compliance. The State may terminate this contract under section 16, without incurring liability, for the contractor’s refusal to allow access as required by this section. (18-1-118, MCA.)

	6.2 Retention Period. Contractor shall create and retain all records supporting the services rendered for a period of eight years after either the completion date of this contract or termination of the contract. 

7.	ASSIGNMENT, TRANSFER, AND SUBCONTRACTING

Contractor may not assign, transfer, or subcontract any portion of this contract without the State's prior written consent. (18-4-141, MCA.) contractor is responsible to the State for the acts and omissions of all subcontractors or agents and of persons directly or indirectly employed by such subcontractors, and for the acts and omissions of persons employed directly by contractor. No contractual relationships exist between any subcontractor and the State under this contract.

8.	HOLD HARMLESS/INDEMNIFICATION

contractor agrees to protect, defend, and save the State, its elected and appointed officials, agents, and employees, while acting within the scope of their duties as such, harmless from and against all claims, demands, causes of action of any kind or character, including the cost of defense thereof, arising in favor of contractor's employees or third parties on account of bodily or personal injuries, death, or damage to property arising out of services performed or omissions of services or in any way resulting from the acts or omissions of contractor and/or its agents, employees, representatives, assigns, subcontractors, except the sole negligence of the State, under this agreement.

9.	REQUIRED INSURANCE

9.1 General Requirements. Contractor shall maintain for the duration of this contract, at its cost and expense, insurance against claims for injuries to persons or damages to property, including contractual liability, which may arise from or in connection with the performance of the work by contractor, agents, employees, representatives, assigns, or subcontractors. This insurance shall cover such claims as may be caused by any negligent act or omission. 

9.2 Primary Insurance. Contractor's insurance coverage shall be primary insurance with respect to the State, its officers, officials, employees, and volunteers and shall apply separately to each project or location. Any insurance or self-insurance maintained by the State, its officers, officials, employees, or volunteers shall be excess of contractor's insurance and shall not contribute with it.

9.3 Specific Requirements for Commercial General Liability. Contractor shall purchase and maintain occurrence coverage with combined single limits for bodily injury, personal injury, and property damage of $1,000,000 per occurrence and $2,000,000 aggregate per year to cover such claims as may be caused by any act, omission, or negligence of contractor or its officers, agents, representatives, assigns, or subcontractors. 

The State, its officers, officials, employees, and volunteers are to be covered and listed as additional insureds for liability arising out of activities performed by or on behalf of contractor, including the insured's general supervision of contractor, products, and completed operations, and the premises owned, leased, occupied, or used.

9.4 Deductibles and Self-Insured Retentions. Any deductible or self-insured retention must be declared to and approved by the state agency. At the request of the agency either: (1) the insurer shall reduce or eliminate such deductibles or self-insured retentions as respects the State, its officers, officials, employees, or volunteers; or (2) at the expense of contractor, contractor shall procure a bond guaranteeing payment of losses and related investigations, claims administration, and defense expenses.

9.5 Certificate of Insurance/Endorsements. A certificate of insurance from an insurer with a Best's rating of no less than A- indicating compliance with the required coverages, has been received by the State Procurement Bureau, P.O. Box 200135, Helena, MT 59620-0135. Contractor must notify the State immediately of any material change in insurance coverage, such as changes in limits, coverages, change in status of policy, etc. The State reserves the right to require complete copies of insurance policies at all times.

10.	COMPLIANCE WITH WORKERS' COMPENSATION ACT

Contractor shall comply with the provisions of the Montana Workers' Compensation Act while performing work for the State of Montana in accordance with 39-71-401, 39-71-405, and 39-71-417, MCA. Proof of compliance must be in the form of workers' compensation insurance, an independent contractor's exemption, or documentation of corporate officer status. Neither contractor nor its employees are State employees. This insurance/exemption must be valid for the entire contract term and any renewal. Upon expiration, a renewal document must be sent to the State Procurement Bureau, P.O. Box 200135, Helena, MT 59620-0135.

11.	COMPLIANCE WITH LAWS

Contractor shall, in performance of work under this contract, fully comply with all applicable federal, state, or local laws, rules, and regulations, including but not limited to, the Montana Human Rights Act, the Civil Rights Act of 1964, the Age Discrimination Act of 1975, the Americans with Disabilities Act of 1990, and Section 504 of the Rehabilitation Act of 1973. Any subletting or subcontracting by contractor subjects subcontractors to the same provision. In accordance with 49-3-207, MCA, contractor agrees that the hiring of persons to perform this contract will be made on the basis of merit and qualifications and there will be no discrimination based upon race, color, religion, creed, political ideas, sex, age, marital status, physical or mental disability, or national origin by the persons performing this contract.

12.	DISABILITY ACCOMMODATIONS

The State does not discriminate on the basis of disability in admission to, access to, or operations of its programs, services, or activities. Individuals who need aids, alternative document formats, or services for effective communications or other disability related accommodations in the programs and services offered are invited to make their needs and preferences known to this office. Interested parties should provide as much advance notice as possible.

13.	REGISTRATION WITH THE SECRETARY OF STATE

Any business intending to transact business in Montana must register with the Secretary of State. Businesses that are incorporated in another state or country, but which are conducting activity in Montana, must determine whether they are transacting business in Montana in accordance with 35-1-1026 and 35-8-1001, MCA. Such businesses may want to obtain the guidance of their attorney or accountant to determine whether their activity is considered transacting business.

If businesses determine that they are transacting business in Montana, they must register with the Secretary of State and obtain a certificate of authority to demonstrate that they are in good standing in Montana. To obtain registration materials, call the Office of the Secretary of State at (406) 444-3665, or visit their website at http://sos.mt.gov.

14.	INTELLECTUAL PROPERTY/OWNERSHIP
All materials including original artwork, broadcast production, etc., shall become the property of the Lottery. All work performed on the contract shall be provided to the Lottery, upon request, including, but not limited to: 

· All plans, documents, and recommendations
· All copy and graphics, and original art work
· Talent releases
· All photography, film, video, film audio, music, etc., required to complete approved assignments, including non-published material. 

14.1 Mutual Use. Contractor shall make available to the State, on a royalty-free, non-exclusive basis, all patent and other legal rights in or to inventions first conceived and reduced to practice, or created in whole or in part under this contract, if such availability is necessary for the State to receive the benefits of this contract. Unless otherwise specified in a statement of work, both parties shall have a royalty-free, nonexclusive, and irrevocable right to reproduce, publish, or otherwise use copyrightable property created under this contract. This mutual right includes (i) all deliverables and other materials, products, modifications that contractor has developed or prepared for the State under this contract; (ii) any program code, or site- related program code that contractor has created, developed, or prepared under or primarily in support of the performance of its specific obligations under this contract; and (iii) manuals, training materials, and documentation. All information described in (i), (ii), and (iii) is collectively called the "Work Product".

14.2 Title and Ownership Rights. The State retains title to and all ownership rights in all data and content, including but not limited to multimedia or images (graphics, audio, and video), text, and the like provided by the State (the "Content"), but grants contractor the right to access and use content for the purpose of complying with its obligations under this contract and any applicable statement of work. 

14.3 Ownership of Work Product. Contractor shall execute any documents or take any other actions as may reasonably be necessary, or as the State may reasonably request, to perfect the State's ownership of any Work Product.

14.4 Copy of Work Product. Contractor shall, at no cost to the State, deliver to the State, upon the State's request during the term of this contract or at its expiration or termination, a current copy of all Work Product in the form and on the media in use as of the date of the State's request, or such expiration or termination.

14.5 Ownership of Contractor Pre-Existing Materials. Contractor retains ownership of all literary or other works of authorship (such as software programs and code, documentation, reports, and similar works), information, data, intellectual property, techniques, subroutines, algorithms, methods or related rights and derivatives that contractor owns at the time this contract is executed or otherwise developed or acquired independent of this contract and employed by contractor in connection with the services provided to the State (the "Contractor Pre-existing Materials"). Contractor Pre-existing Materials are not Work Product. Contractor shall provide full disclosure of any Contractor Pre-Existing Materials to the State before its use and to prove its ownership. If, however, contractor fails to disclose to the State such Contractor Pre-Existing Materials, contractor shall grant the State a nonexclusive, worldwide, paid-up license to use any Contractor Pre-Existing Materials embedded in the Work Product to the extent such Contractor Pre-Existing Materials are necessary for the State to receive the intended benefit under this contract. Such license shall remain in effect for so long as such Pre-Existing Materials remain embedded in the Work Product. Except as otherwise provided for in Section 19.3 or as may be expressly agreed in any statement of work, contractor shall retain title to and ownership of any hardware it provides under this contract.
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15.	PATENT AND COPYRIGHT PROTECTION

15.1 Third-Party Claim. If a third party makes a claim against the State that the products furnished under this contract infringe upon or violate any patent or copyright, the State shall promptly notify contractor. Contractor shall defend such claim in the State's name or its own name, as appropriate, but at contractor's expense. Contractor shall indemnify the State against all costs, damages, attorney fees, and all other costs and expenses of litigation that accrue as a result of such claim. If the State reasonably concludes that its interests are not being properly protected, or if principles of governmental or public law are involved, it may enter any action. 

15.2 Product Subject of Claim. If any product furnished is likely to or does become the subject of a claim of infringement of a patent or copyright, then contractor may, at its option, procure for the State the right to continue using the alleged infringing product, or modify the product so that it becomes non-infringing. If none of the above options can be accomplished, or if the use of such product by the State shall be prevented by injunction, the State will determine whether the contract has been breached.

16.	CONTRACT TERMINATION

16.1 Termination for Cause with Notice to Cure Requirement. The State may terminate this contract in whole or in part for contractor’s failure to materially perform any of the services, duties, terms, or conditions contained in this contract after giving contractor written notice of the stated failure. The written notice must demand performance of the stated failure within a specified period of time of not less than 30 days. If the demanded performance is not completed within the specified period, the termination is effective at the end of the specified period. 


16.2 Termination for Cause with Notice to Cure Requirement. Contractor may terminate this contract for the State’s failure to perform any of its duties under this contract after giving the State written notice of the failure. The written notice must demand performance of the stated failure within a specified period of time of not less than 30 days. If the demanded performance is not completed within the specified period, the termination is effective at the end of the specified period.

16.3 Reduction of Funding. The State must by law terminate this contract if funds are not appropriated or otherwise made available to support the State's continuation of performance of this contract in a subsequent fiscal period. (18-4-313(4), MCA.) If state or federal government funds are not appropriated or otherwise made available through the state budgeting process to support continued performance of this contract (whether at an initial contract payment level or any contract increases to that initial level) in subsequent fiscal periods, the State shall terminate this contract as required by law. The State shall provide contractor the date the State's termination shall take effect. The State shall not be liable to contractor for any payment that would have been payable had the contract not been terminated under this provision. As stated above, the State shall be liable to contractor only for the payment, or prorated portion of that payment, owed to contractor up to the date the State's termination takes effect. This is contractor's sole remedy. The State shall not be liable to contractor for any other payments or damages arising from termination under this section, including but not limited to general, special, or consequential damages such as lost profits or revenues.

17.	EVENT OF BREACH – REMEDIES

17.1 Event of Breach by Contractor. Any one or more of the following contractor acts or omissions constitute an event of material breach under this contract:

●	products or services furnished fail to conform to any requirement; 
●	failure to submit any report required by this contract; 
●	failure to perform any of the other terms and conditions of this contract, including but not limited to beginning work under this contract without prior State approval and breaching Section 22.1 obligations; or
· voluntary or involuntary bankruptcy or receivership.

17.2 Event of Breach by State. The State’s failure to perform any material terms or conditions of this contract constitutes an event of breach.

17.3 Actions in Event of Breach. 

Upon the contractor’s material breach, the State may:
●	terminate this contract under section 16; or
●	treat this contract as materially breached and pursue any of its remedies under this contract, at law, or in equity.

Upon the State’s material breach, the contractor may:
· terminate this contract after giving the State written notice of the stated failure. The written notice must demand performance of the stated failure within a specified period of time of not less than 30 days. If the demanded performance is not completed within the specified period, the termination is effective at the end of the specified period; or
· treat this contract as materially breached and, except as the remedy is limited in this contract, pursue any of its remedies under this contract, at law, or in equity.



18.	FORCE MAJEURE

Neither party is responsible for failure to fulfill its obligations due to causes beyond its reasonable control, including without limitation, acts or omissions of government or military authority, acts of God, materials shortages, transportation delays, fires, floods, labor disturbances, riots, wars, terrorist acts, or any other causes, directly or indirectly beyond the reasonable control of the nonperforming party, so long as such party uses its best efforts to remedy such failure or delays. A party affected by a force majeure condition shall provide written notice to the other party within a reasonable time of the onset of the condition. In no event, however, shall the notice be provided later than five working days after the onset. If the notice is not provided within the five day period, then a party may not claim a force majeure event. A force majeure condition suspends a party’s obligations under this contract, unless the parties mutually agree that the obligation is excused because of the condition. 

19.	WAIVER OF BREACH

Either party’s failure to enforce any contract provisions after any event of breach is not a waiver of its right to enforce the provisions and exercise appropriate remedies if the breach occurs again. Neither party may assert the defense of waiver in these situations.  

20.	 CONFORMANCE WITH CONTRACT

No alteration of the terms, conditions, delivery, price, quality, quantities, or specifications of the contract shall be granted without the State Procurement Bureau’s prior written consent. Product or services provided that do not conform to the contract terms, conditions, and specifications may be rejected and returned at contractor’s expense. 

21. 	LIAISONS AND SERVICE OF NOTICES

21.1 Contract Liaisons. All project management and coordination on the State's behalf must be through a single point of contact designated as the State's liaison. Contractor shall designate a liaison that will provide the single point of contact for management and coordination of contractor's work. All work performed under this contract must be coordinated between the State's liaison and contractor's liaison.

Jo Berg is the State's liaison.
(Address): 2525 N. Montana Avenue
(City, State, ZIP): Helena, MT 59601
Telephone: 406.444.5836
Cell Phone: 406.431.4661
Fax: 406.444.5830
E-mail: joberg@mt.gov

	 is Contractor's liaison.
(Address):
(City, State, ZIP):
Telephone: 
Cell Phone: 
Fax:
E-mail: 


21.2 Notifications. The State's liaison may be changed by written notice to the other party. Written notices, requests, or complaints must first be directed to the liaison. Notice may be provided by personal service, mail, or facsimile. If notice is provided by personal service or facsimile, the notice is effective upon receipt; if notice is provided by mail, the notice is effective within three business days of mailing. A signed and dated acknowledgement of the notice is required of both parties. 

21.3 Identification/Substitution of Personnel. The personnel identified or described in contractor's proposal shall perform the services provided for the State under this contract. Contractor agrees that any personnel substituted during the term of this contract must be able to conduct the required work to industry standards and be equally or better qualified than the personnel originally assigned. The State reserves the right to approve contractor personnel assigned to work under this contract and any changes or substitutions to such personnel. The State's approval of a substitution will not be unreasonably withheld. This approval or disapproval shall not relieve contractor to perform and be responsible for its obligations under this contract. The State reserves the right to require contractor personnel replacement. If contractor personnel become unavailable, contractor shall provide an equally qualified replacement in time to avoid delays to the work plan.

22.	MEETINGS

22.1 Technical or Contractual Problems. Contractor shall meet with the State's personnel, or designated representatives, to resolve technical or contractual problems occurring during the contract term or to discuss the progress made by contractor and the State in the performance of their respective obligations, at no additional cost to the State. The State may request the meetings as problems arise and will be coordinated by the State. The State shall provide contractor a minimum of three full working days notice of meeting date, time, and location. Face-to-face meetings are desired; however, at contractor's option and expense, a conference call meeting may be substituted. Contractor’s consistent failure to participate in problem resolution meetings, contractor missing or rescheduling two consecutive meetings, or contractor’s failure to make a good faith effort to resolve problems may result in termination of the contract.
	
23.	TRANSITION ASSISTANCE

If this contract is not renewed at the end of this term, if the contract is otherwise terminated before project completion, or if particular work on a project is terminated for any reason, contractor shall provide transition assistance for a reasonable, mutually agreed period of time after the expiration or termination of this contract or particular work under this contract. The purpose of this assistance is to allow for the expired or terminated portion of the services to continue without interruption or adverse effect, and to facilitate the orderly transfer of such services to the State or its designees. The parties agree that such transition assistance is governed by the terms and conditions of this contract, except for those terms or conditions that do not reasonably apply to such transition assistance. The State shall pay contractor for any resources utilized in performing such transition assistance at the most contract current rates. If the State terminates a project or this contract for cause, then the State may offset the cost of paying contractor for the additional resources contractor utilized in providing transition assistance with any damages the State may have sustained as a result of contractor’s breach.

24.	CHOICE OF LAW AND VENUE

Montana law governs this contract. The parties agree that any litigation concerning this bid, proposal, or this contract must be brought in the First Judicial District in and for the County of Lewis and Clark, State of Montana, and each party shall pay its own costs and attorney fees. (18-1-401, MCA.)

25.	TAX EXEMPTION 

The State of Montana is exempt from Federal Excise Taxes (#81-0302402).

26.	AUTHORITY

This contract is issued under authority of Title 18, Montana Code Annotated, and the Administrative Rules of Montana, Title 2, chapter 5.

27. 	SEVERABILITY CLAUSE

A declaration by any court or any other binding legal source that any provision of the contract is illegal and void shall not affect the legality and enforceability of any other provision of the contract, unless the provisions are mutually and materially dependent.

28. 	SCOPE, ENTIRE AGREEMENT, AND AMENDMENT

28.1 Contract. This contract consists of XX numbered pages, any Attachments as required, RFP14-2657G, as amended, and contractor's response, as amended. In the case of dispute or ambiguity arising between or among the documents, the order of precedence of document interpretation is the same. 

28.2 Entire Agreement. These documents are the entire agreement of the parties. They supersede all prior agreements, representations, and understandings. Any amendment or modification must be in a written agreement signed by the parties.

29.	WAIVER

The State's waiver of any contractor obligation or responsibility in a specific situation is not a waiver in a future similar situation or is not a waiver of any other contractor obligation or responsibility.



30.	EXECUTION

The parties through their authorized agents have executed this contract on the dates set out below.


	STATE OF MONTANA
	(INSERT CONTRACTOR’S NAME) 

	Montana Lottery
	(Insert Address)

	2525 N. Montana Avenue
	(Insert City, State, Zip)

	Helena, MT 59601
	FEDERAL ID # 

	
	

	
	

	BY: 	
	BY: 	

	(Name/Title)
	(Name/Title)

	
	

	
	

		
		

	(Signature)
	(Signature)

	
	

	DATE: 	
	DATE: 	

	
	

	
	

	Approved as to Legal Content:
	

	
	

	
	

		
	

	Legal Counsel	(Date)
	

	
	

	Approved as to Form:
	

	
	

	
	

		
	

	Procurement Officer	(Date)
	

	State Procurement Bureau
	





APPENDIX C: CLIENT REFERENCE FORM

INSTRUCTIONS FOR OFFEROR

The Offeror is solely responsible for obtaining up to three (3) fully completed reference questionnaires from clients for whom the offeror has provided services substantially similar to the types proposed in this RFP, and for including them with their response.  To obtain and submit the completed reference questionnaires as required, follow the process detailed below.

(1)  Customize the standard reference questionnaire by adding the Offeror's name, and make exact duplicates for completion by references.

(2)  Send the customized reference questionnaires to each person chosen to provide a reference along with a new standard #10 envelope. 

(3)  Instruct the person that will provide a reference for the Offeror to: 

(a)	complete the reference questionnaire;

(b)	sign and date the completed, reference questionnaire;

(c)	seal the completed, signed, and dated reference questionnaire within the envelope provided;

(d)	sign his or her name in ink across the sealed portion of the envelope; and

(e)	return the sealed envelope containing the completed reference questionnaire directly to the Offeror.

(4)  Do NOT open the sealed references upon receipt.

(5)  Enclose all sealed reference envelopes within a larger envelope labeled References for RFP #14-2657G to be submitted with your response.


NOTES:
•	The State will not accept late references or references submitted by any means other than that which is described above.  Each reference questionnaire submitted must be completed as required. 
•	The State will not review more than the three (3) references requested.
•	These references may be contacted to verify Offeror's ability to perform the contract.
•	The State reserves the right to use any information or additional references deemed necessary to establish the ability of the offeror to perform the conditions of the contract.  Negative references may be grounds for proposal disqualification. 
•	The State is under no obligation to clarify any reference information. 

Client References must be included with the Offeror's response.  Responses must be received at the reception desk of the State Procurement Bureau prior to 2:00 p.m., Mountain Time, January 13, 2014.  References received after this time will not be accepted for consideration.  The Offeror may wish to give each reference a deadline to ensure that the required references are received in time to be included with the response. 


The individual completing this Client Reference Form must be a responsible party of the organization for which the services were provided.  This individual should have comprehensive knowledge about the services provided.

Your response will be used as part of the Offeror's evaluation.  A maximum of 10 points are available based on your ratings.

	Client Reference Form

Company Name (Offeror):	

Client:	

Description of services/products provided:

	0-4
Please rank each of these items on a scale of 0 to 4, where:

	4:	Agree Strongly
3:	Agree
2:	Neutral
1: 	Disagree
0:	Failed


 

	1.  Overall, you are very satisfied with the Offeror’s services and staff.
	

	2.  The Offeror never billed for services that were not requested or in the contract.
	

	3.  The Offeror communicated issues and trouble areas early, and managed them well.
	

	4.  The Offeror provided timely, competent, and responsive service. 
	

	5.  The Offeror implemented their services on schedule, and in accordance with the contract.
	

	
	

	
NAME:	DATE:	
	(Signature)


TITLE:	


EMAIL ADDRESS:	


PHONE NUMBER:	


 


APPENDIX D: MONTANA LOTTERY ADVERTISING GUIDELINES

Content 
· Advertising should be consistent with principles of dignity, integrity, mission and values of the industry and jurisdictions. 
· Advertising should neither contain nor imply inappropriate language, images, or actions. 
· Advertising should not portray product abuse, excessive play or a preoccupation with gambling. 
· Advertising should not imply or portray any illegal activity 
· Advertising should not debase the image or status of persons of any ethnic, minority, religious group or protected class. 
· Advertising should appropriately recognize diversity in both audience and media, consistent with these Guidelines. 
· Advertising should not encourage people to play excessively or beyond their means.
· Advertising and marketing materials should include a responsible play message when appropriate.
· Support for compulsive gambling programs, including publications, referrals and employee training is a necessary adjunct to lottery advertising. 
· Advertising should not present, directly nor indirectly, any lottery game as a potential means of relieving any person's financial or personal difficulties. 
· Advertising should not knowingly be placed in or adjacent to other media that dramatize or glamorize inappropriate use of the product. 
Tone
1. The Lottery should not be promoted in derogation of or as an alternative to employment, or as a financial investment or a way to achieve financial security. 
2. Lottery advertisements should not make false promises and should not present winning as the probable outcome. 
3. Advertising should not denigrate a person who does not buy a lottery ticket nor unduly praise a person who does buy a ticket. 
4. Advertising should emphasize the fun and entertainment aspect of playing lottery games and not imply a promise of winning. 
5. Advertising should not exhort the public to wager by directly or indirectly misrepresenting a person's chance of winning a prize. 
6. Advertising should not imply that lottery games are games of skill. 
Minors
1. Persons depicted as lottery players in lottery advertising should not be, nor appear to be, under the legal purchase age. 
2. Age restrictions should be readily available at the point of sale. 
3. Advertising should not appear in media directed primarily to those under the legal age. 
4. Lotteries should not be advertised or marketed at venues where the audience is reasonably and primarily expected to be below the legal purchase age. 
5. Advertising should not contain symbols or language that is primarily intended to appeal to minors or those under the legal purchase age. 
· The use of animation should be monitored to ensure that characters are not associated with animated characters on children's programs. 
· Celebrity or other testimonials should not be used which would primarily appeal to persons under the legal purchase age. 
Game Information
1. Odds of winning must be readily available to the public and be clearly stated. 
2. Advertising should state alternative cash and annuity values where reasonable and appropriate. 

Beneficiaries
1. Lotteries should provide information regarding the use of lottery proceeds. 
2. Advertising should clearly state where lottery proceeds go, avoiding statements that could be confusing or misinterpreted. 




APPENDIX E: Unaudited Financial Information (FY2009 through FY2013)
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APPENDIX F: Marketing Overview
Mission Statement:
The mission of the Montana Lottery is to maximize the transfer of its net revenue to the state's General Fund by providing products that meet the expectations of consumers and the state of Montana while adhering to the highest standards of security and integrity, which is critical to maintaining public confidence in the agency and its products.

Vision Statement: 
The Montana Lottery will continue to surprise customers by providing outstanding customer service to retailers and players and by adding new and innovative games. The Lottery will work hard to be the premier vendor to the retailer community, helping them increase their traffic and sales and use Lottery products as a training tool for improving their overall performance (Bottom line). The Lottery will continually monitor and evaluate our product mix to ensure we continue to meet the needs of players and retailers while maximizing revenues for important state programs. 

Montana Lottery Overview: 	
Our Brand: In 2009, we established a new look for our brand, updating our logo and changed our tagline from “For the Fun of It” to “Winners Happen.” Simultaneously, we developed and launched a master brand campaign focusing on the lucky moments that occur every day; leading people to the conclusion that “It’s a Sign” that today is a good day to buy a Lottery ticket. 

Our Audience: Segmentation studies were performed in 2000, with a follow-up in 2005. In Montana, there are five adult segments: Enthusiastic Individualists; Apprehensive Dreamers; Cautious Dabblers; Indifferent/Critical Bystanders; and Prohibitionists. See following chart from the 2005 Ipsos Reid study, which shows the percent of segment size and the defining characters of each group.  

The results have helped the Lottery identify key motivators for the Enthusiastic Individualists, Apprehensive Dreamers, and Cautious Dabblers. These three segments are the segments most likely to play the Lottery, and to have disposable income with which to play. Over 60 percent of the adult population in Montana is inclined to play the Lottery. The Lottery also keeps in mind the other two segments, as they are important stakeholders in the Montana Lottery, as citizens of Montana.  

Executive Summary Fiscal Year 2013:  
The Montana Lottery has been in operation for nearly 26 years, and now offers a full line of Scratch products, four multi-state lotto games – Powerball, Wild Card, Hot Lotto and Mega Millions – and four Montana-only terminal-issued games – 10 Spot, Montana Cash, Montana Millionaire, and EZPLAY®. In addition, through an agreement with the Montana Board of Horse Racing, the Montana Lottery offers a product line called Montana Sports Action, which is a set of Fantasy games, currently Football and Auto Racing. 

Sales over the past five years have been increasing as we added new terminal-issued products, increased the availability of Scratch products, and added new locations to our 850–plus retailer network. The multi-state games have had frequent enhancements in the last five years. These frequent changes have used resources and have limited the Lottery’s ability to examine and make modifications to its Montana-only products, with the exception of the Scratch lineup. The multi-state changes have been beneficial as those games, particularly Powerball, are cornerstones of our sales. However, the need to review and enhance the Montana-only games has become apparent, and as budget and other resources allow, will be addressed in Fiscal year 2014. 

Fiscal year 2013 was a rewarding year for the Montana Lottery, as we increased Scratch sales (currently seven percent ahead of fiscal year 2012). Powerball, Montana Sports Action games, and EZPLAY® have also shown increases over last fiscal year. We anticipate exceeding projected revenue of $52 million by somewhere between $4 and $5 million. If the May jackpot runs on Powerball and Mega Millions continue, our year-end sales could approach $60 million. 


Numerous factors have led to this increase. Scratch sales have increased as we increase the number of available games on the market, as well as move strategically to higher price-point games. The January 2012 change to Powerball where the base sales price increased to $2 has positively influenced Powerball sales, where we are 20 percent ahead of a year ago. The success of EZPLAY® in tavern and casino locations has moved that product to the Lottery’s third-highest selling game. We are 49 percent over our projected $2.2 million, and 24 percent ahead of fiscal year 2012. In addition, an unprecedented sell-out of the seasonal Montana Millionaire game helped the Montana Lottery achieve an eight-week run of sales more than $1 million each week. During the week ending December 1, 2012, our week’s revenue topped $3 million, as strong Montana Millionaire sales combined with a record Powerball jackpot of $550 million spurred sales to new records. We have had seventeen weeks in which our sales topped the million-dollar mark. 

Montana’s economy continues to be influenced by oil reserves in eastern Montana. Called the Bakken oilfield, a number of our retail locations in that region have sold significantly more Lottery products. Strong sales have occurred in many locations throughout the state as the Montana Lottery continues to adjust to the demands of retailers and players.

The EZPLAY® product line has improved our sales picture as we add better-performing games to the mix. As of April 27, 2013, there are eight games on sale, including two progressive-jackpot games which are the most popular products in the tavern-casino Lottery market. 

Also in fiscal year 2013, the Montana Lottery produced a strategic marketing plan to focus on certain areas of our product line and promotional opportunities. 

· The Montana Lottery placed approximately 200 PADs (Player Advertising Display) in traditional retailer locations. The content was also improved and is continually updated to reflect new jackpots, games, promotions and other Lottery information. The Lottery has approximately 125 more displays available to deliver to traditional retail locations. This project will continue throughout fiscal year 2014.
· The Lottery’s Player’s Club was converted to an Intralot-hosted club, and since conversion, numerous outstanding issues have been corrected and improvements made. These improvements have helped us significantly increase our Player’s Club membership from 14,000 to 79,000.  In addition, changes to the weekly and monthly Bonus Play prizes were tested, which will give the Lottery a base on which to further develop this program.
· The Lottery’s website has also been updated over the past year as we made improvements and added new features to the site. Notably, an improved “For Retailers” section and an electronic retailer Newsletter were introduced. The website will continue to receive focused attention throughout fiscal year 2014. 
· In fiscal year 2013, the Lottery’s social media sites have continued to perform well. Our Facebook and Twitter fan bases continue to increase, and we soft-launched a Pinterest site. Social media efforts serve to engage customers and potential customers and give the Lottery an opportunity to develop personal relationships.   

Fiscal Year 2014 Marketing Goals:
The Lottery’s fiscal year 2014 Marketing primary goals and strategies are outlined below. These are the Montana Lottery’s major objectives for the fiscal year.

Goal:	Increase Mega Millions with Megaplier sales to $4 million by the end of fiscal year 2014 by focusing on advertising and promotional opportunities. In addition, the Mega Millions group will be introducing a revamped version of the game in October 2013, which the Montana Lottery will use as a vehicle to raise consumer awareness and increase sales. 

Strategy:   Use the game change planned for October 2013 as an impetus to bring greater awareness to Montana’s “Other” Big Jackpot game. The planned changes will result in improved overall odds, and should also create more, bigger jackpots, both of which are important to Lottery players. The Lottery intends to develop and advertise a full marketing campaign, including television, digital billboards, point-of-sale materials, website enhancements and social media and email campaigns. Additions may also include radio, outdoor billboards, and promotional activities designed to increase play of this game. 

Goal:  Research and implement opportunities to improve sales and profitability in Montana Cash and 10 Spot. 
	
Strategy:  The Montana Lottery plans to automate the Montana Cash drawing in fiscal year 2014. By September, 2013, the Lottery will work with its ad agency, HMH, to perform consumer research and identify changes that could be made to Montana Cash to improve its sales so that changes in this game can be implemented simultaneously with the automation of the drawings. If research results indicate a change to the game would be acceptable and would increase sales, implementation will occur sometime late in fiscal year 2014. A full marketing, advertising and promotional plan will be used to support re-launch of this game. 

	UPDATE: The Montana Lottery just recently completed the re-designed of the Montana Cash game largely based on the research and retailer feedback received. The game will launch in May 2014 and will include additional more ways to win, larger starting jackpot, and improved overall odds of winning.   

	10 Spot will also be evaluated for profitability and possible changes, with the goal of improving sales and awareness of Montana’s twice-daily game. A timeframe has not been established for this change, but will likely occur late in fiscal year 2014 or early fiscal year 2015. 

Goal:  Develop and implement a comprehensive plan to improve relationships and support for Lottery through a Retailer Relations program. 

Strategy:  Work with Lottery sales staff and other interested parties to further define the Lottery’s relationship with its important retail partners. Use expertise, experience and tools the Lottery has to encourage retailer recognition of the value of the Montana Lottery as a true business partner. The Lottery’s Sales staff will develop materials, information, strategies and techniques that will be acceptable to the Retail Community, while maintaining cost objectives and analysis of rate of return. 

In addition to our primary goals, we will continue to enhance Player’s Club and website, recruit new retail outlets, enhance our social media interactions, and finish installing PADs in traditional retailer locations, all goals established and worked on in fiscal year 2013. 

Sales Goals: 
1. Achieve overall sales of $60 million, resulting in a transfer to the State of Montana General Fund of approximately $15 million 
a. Increase sales of Scratch tickets to $18.5 million
b. Improve sales of Powerball to $20 million
c. Increase sales of Mega Millions to $4 million by using the projected October 2013 change to re-introduce and re-launch the game
d. Conduct market research with the goal of implementing changes to Montana Cash and improve sales to $3.5 million
e. Continue to monitor and promote the improved Wild Card game, and bring in $2.5 million
f. Attempt to hold Hot Lotto sales at $3 million using social media and other non-traditional media, while capitalizing on the May 2013 change 
g. Evaluate 10 Spot and attempt to hold its sales level at $650,000
h. Continue to evaluate EZPLAY® games and remove and introduce games as needed, and install up to an additional 150 MP player-activated terminals to maximize sales at $4.5 million
i. Install up to 150 additional MP player-activated terminals in taverns and casinos and improve Fantasy Football and Racing sales to a solid $250,000 
j. Continue adjusted advertising and promotional schedule of Montana Millionaire, and sell the game out at $2.6 million


Product Plan Overview Fiscal Year 2014

Online Product Portfolio Summary

Montana Lottery has a variety of games sold through terminals. Generally referred to as Online Products, they include the multi-state and in-state Lotto games of Powerball, Montana Cash, Wild Card and Hot Lotto; a daily keno-like game called 10 Spot; a seasonal raffle game called Montana Millionaire; a line of fantasy games operated on behalf of the Board of Horse Racing; and a suite of instant-win games called EZPLAY®.  They make up approximately seventy percent of the Lottery’s total sales. 

Powerball is the Montana Lottery’s lead product, accounting for approximately one-third of sales. It is a jackpot-driven game where jackpots of $200 million or more cause increasing consumer interest in the game and resulting sales. In January 2012, the game was changed to a $2 price point, and results since that change have been positive, as players have adapted to the increase in cost. Power Play sales (the multiplier add-on feature) have declined since the increase in price point, and currently contribute approximately 13 percent to sales for the game. Sales for fiscal 2013 should be approximately $20 million, with Power Play accounting for approximately $2.3 million of that, or 12 percent of sales.  The following chart illustrates Percent of sales and percent of tickets with Power Play from fiscal year 2010 through fiscal year 2013. While both the percent of tickets and percent of sales have decreased since the increase to $2, or $3 with Power Play, a slight increase occurred in fiscal year 2013. It is anticipated that in January, Power Play will undergo a change which may make it more appealing to players. 
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Mega Millions was introduced in March 2010 and is an underperforming product. Mega Millions sells for $1 a play, and players have the option of adding a multiplier called Megaplier for an additional $1 per play. Megaplier multiplies non-jackpot prizes by 2, 3 or 4 depending on the number drawn in the twice-weekly drawing. In March 2012, there was a record-setting jackpot of $656 million, and during that jackpot run, Montana’s sales set records and raised consumer awareness of the game. For about six months following that jackpot,  sales showed positive increases; however, lack of a significant jackpot prize until May, 2013 have resulted in sales that are similar last fiscal year, in spite of modest advertising and promotion in fiscal year 2013. Early in fiscal year 2014 (October), the Mega Millions game will  be changing nationwide, and the Montana Lottery will use this change to bring awareness of the game’s benefits, in an attempt to lift sales to $4 million.  Fiscal 2013 sales will be approximately $3.5 million. Megaplier sales make up approximately 22 percent of sales. 

Montana Cash is a Montana-only lotto game, which sells for $1 per play, and has remained on sale and virtually unchanged since 1991. The game has had a steady decline, and the Lottery has recognized the need to evaluate and likely improve the game for a number of years; however, frequent changes in multi-state games and budgetary impacts of those changes have precluded the needed changes. Montana Cash is also a jackpot-driven game; in addition, when either Powerball or Mega Millions jackpots are increasing, sales will trend upward for Montana Cash regardless of its jackpot. The game has had lower jackpots and frequent wins in fiscal year 2013, resulting in sales declines of nearly 20 percent below fiscal year 2012. The need to analyze and potentially change this game will be a major goal for fiscal year 2014. Fiscal year 2013 sales should be approximately $3.4 million. 

Wild Card is also a multi-state game, played in Montana, South and North Dakota, and Idaho. It sells for $1 a play.  In January 2013, this game underwent a minor change which has been positive for Montana’s sales performance. The starting jackpot increased from $100,000 to $200,000 and the second-tier prize moved to $6,000 from $5,000. The changes were supported by minor advertising and promotion, but because the game is popular among some players, the game is currently at 113 percent of last year’s performance. Sales for Wild Card in fiscal year 2013 should be approximately $2 million. 

Hot Lotto is a multi-state game played in fifteen lottery jurisdictions. It also sells for $1 a play, and has a multiplier option called Sizzler that multiplies non-jackpot prizes by a factor of 3. Until May, 2013, the jackpot was annuitized and started at $1 million. In May, the game was enhanced in all participating jurisdictions by an all cash starting jackpot at $1 million. In addition the advertised jackpot per the prize structure is the minimum cash amount that would be paid as a “withholding taxes paid” prize.  In Montana, the improvements were promoted through television, billboard and website advertising, along with signage at retail locations and full use of the Lottery’s website and social media. Early results are positive.  We anticipate matching or slightly exceeding our projected revenue of $3 million in fiscal year 2013. Sizzler (the multiplier) is about 27 percent of total sales. 

10 Spot is the Montana Lottery’s own twice-daily, keno-style game. Introduced in February 2010, its performance has not been strong; however, it does result in around $700,000 in sales annually. 10 Spot is a game that will be evaluated for possible improvement in fiscal year 2014. A one-touch button and product group called The Works includes all the Lotto games and their multipliers. When the Powerball price increased, instead of offering a two-draw 10 Spot ticket, a single 10 Spot was included to keep The Works at a $10 price. Sales have only slightly declined since change to the Powerball to a $3 sale with the addition of Power Play. We anticipate slightly selling slightly over $650,000, which was our fiscal year 2013 projection. 

Montana Millionaire is the Montana Lottery’s seasonal raffle-type game. It sells during the Holiday season, in November and December, for $20 a play. It offers the best odds of winning a million-dollar prize in Montana, and has been on sale annually since fiscal year 2008. In fiscal year 2013, for the first time ever, the game achieved a complete sellout of all 130,000 tickets. In fiscal year 2013, Montana Millionaire was modified by increasing the number of available tickets by 5,000. In addition, a frequent instant-win prize of $500 was added to the prize structure. The sell-out could be attributed to a number of factors, including a clever television commercial that resonated with consumers, the addition of the $500 instant win prize level, and strong efforts on the part of sales staff to bring Montana Millionaire to consumers’ awareness. With the sellout in fiscal year 2013, the Montana Lottery plans to repeat that success, which will generate revenue of $2.6 million. 

Montana Sports Action games are fantasy games offered by the Montana Lottery on behalf of the Montana Board of Horse Racing. The games began in August, 2008. The product line includes Fantasy Racing and Fantasy Football, and they sell for (primarily) $5, although some players occasionally purchase additional shares which, if they win, will increase the percentage of share of the prize level, as the prizes are paid on a parimutuel basis. Tickets are sold only at locations that have a gambling license. Actual sales are modest. We strive for $250,000 per year. In the past two years, we have expanded our available locations by over 100 retailers as we installed additional player-activated terminals, called MPs. The true benefit to the Montana Lottery, from a bottom line perspective, has been the increase in our retail base, from around 550-600 to over 800 locations. These retailers also sell the Lotto games, 10 Spot, Montana Millionaire, and EZPLAY® games. A limited number also sell Scratch tickets. Another benefit to offering Sports Action games is the ability to interact on a positive basis with an important trade style, taverns and casinos. 

EZPLAY® games were introduced in the Montana Sports Action locations in November, 2011. They are instant-win games with prize structures like Scratch games, but are generated from the MP terminals. The games can be introduced and removed from the terminals frequently, providing an ever-changing line-up similar to the way Scratch games are marketed. They have been quite successful, contributing over $4.6 million in sales since they began. The play styles are very similar to printed Scratch tickets. Play styles are simple, and players can tell instantly if they’ve won a prize. Currently, the Lottery sells games at $1, $2, $3, and $5. Most games have set prize levels; there are currently two games with growing (progressive) jackpots where a share of sales increases the jackpot prize. The progressive games are the most popular games, accounting for nearly 85 percent of sales. Fiscal year 2013 should result in sales of close to $4 million. We estimate fiscal year 2014 sales to reach $4.5 million. 


Scratch Product Portfolio Summary

The Montana Lottery’s Scratch Product is one of the best selling products in the line-up.  Had it not been for the large jackpot runs for Powerball, the Scratch Product would have been the best-selling product. There has been strong and consistent growth over the last four fiscal years, including fiscal year 2013, as our revenue has increased by over $1 million each year. The sales cycle remains steady and there have been higher, record-setting sales weeks in fiscal year 2013, with continual upward revenue growth year over year. 

Improving upon the last two years’ revenue will be challenging as the product lines have already expanded significantly and retailer base is at a maximum. The following strategies are less dramatic than years past but should guarantee steady growth at most price points. 

Since the number of faced games is maximized we must focus on releasing more new games per facing each year. New game releases have been shown to drive increased sales and the number of new games released each year in Montana is one of the lowest in the county.  As always, first-class game design and ticket art is the foundation of a solid scratch plan and this year is no different. New game play-styles and novel prize structures will be used to create exciting unique games not known to existing players. Use of PID/PAD displays is a new tool for the Scratch product and its use will be employed to advertise all new games as well as the Player’s Club. 

A new budget tracking system has been implemented to monitor expenses, maximize print pairing discounts, and ensuring the timely delivery of new products. We will have the 24 active game facings in place by first quarter. All $2 games will have a minimum top prize of $12,000. We recommend adding a $25 game that will feature a top prize of $1,000 a week for 10 years with a cash option. This game would replace one of the $20 games. 

Our current Scratch contract ends in August 2015, and we plan to issue the Scratch RFP to vendors in October 2014 and select a vendor in April 2015. 

We are currently on-track to reach $17.5-$17.8 million for fiscal year 2013 sales. We anticipate a 4 percent projected growth for fiscal year 2014 to reach sales of $18 to $18.5 million.

$1 Games 
Print a total of 12 games 
            	
Estimate a revenue increase from 2% to 5%. We now are facing 4 active $1 games, one base game and three other rotating type games. Maintain a mix of four new active games; three assorted games and “Super Hot 7’s” as a base game. “The Cherry Game” will not be reordered but the remaining inventory will be available to retailers to purchase and sell. Discontinuation of “The Cherry Game” means the additional games must be printed to maintain an adequate inventory. Print quantities will be decreased from 240,000 to 220,000 tickets in order to sell through games faster and ensure that the products are fresh. 

$2 Games 
Print a total of 14 games 

Estimate a revenue increase from 2% to 10%. The $2 price point has seen small growth in the last year. In order to bolster new growth an additional facing has been added to the mix for a total of seven facings. The new mix will offer three crossword games, two bingo games, and two non-extended games. Bingo print quantities will be reduced to 150,000 tickets to increase the sell through rate. Top prizes on all $2 games will be increased to a minimum $12,000.00 providing more incentive for players to purchase $2 tickets.

$3 Games 
Print a total of 7 games 

Estimate a revenue increase from 4% to 10%. The $3 price point has seen considerable growth in fiscal year 2013, and in order to maintain that growth an additional facing will be added to the existing four facings. The $3 dollar price point is dominated by extended play games thus leaving a large vacancy for non-extended play games. The new non-extended facing will give $3 players the opportunity to play a greater variety of games and also help introduce more new games per year. Reducing the order size of Slingo® and non-extended games will help introduce more games per year at the typically slow moving price point.

$5 Games
Print a total of 7 games 
           
Estimate a revenue increase from 5% to 12%. In order to grow the $5 price point more games will be released more often. Releasing games more frequently will give retailers and players variety while drawing attention to the price point as a whole. $5 games stay on the shelf for an average of 40 weeks. By predetermining the life of $5 game (30 weeks) and decreasing order size whenever possible, the new game feel can be optimized while waste is minimized. Licensed properties will continue to be an integral part of the $5 price point. 

$10-20 Games
Print a total of 2 games 
       
Estimate a revenue increase from 2% to 5%. High price point games sales suffer from the large initial order quantity that is required by the prize structure. The large order quantity requires games to stay on the shelf for over 90 weeks. If more games are released more frequently and before the sellout of the previous games sales, weekly revenue should increase overall. This strategy involves releasing new games without ending the previous games thus leaving more variety for retailers and customers. The second $20 facing helped to raise revenue in fiscal year 2013, but no more facings will be added as we have reached a point of diminishing returns.

 
Sales and Corporate Accounts 

Overview

The sales team makes up one third of the Montana Lottery staff, ten employees with over 140 years of combined Lottery experience. There are seven Regional Sales and Marketing Representatives, who each have 100 to 160 retailers and travel 300 to 900 miles a week.  There is one Relief Sales and Marketing Representative, who can cover any regional or in-house needs, one Telemarketing Technician responsible for ordering all scratch tickets for over 700 retailers, and one Sales and Corporate Accounts Manager, who supervises the above and works with around 30 corporate accounts.

In fiscal year 2014, we will focus on getting the most out of our time to increase sales. The challenges are many; more retailers with more training needs, and more staff turnover within retailer locations but no more Lottery staff.  Telemarketing efforts will use the relationships built with the retailers to encourage retailers’ use of auto order. Our Relief Rep will help back up in each area of sales with trainings, dispenser upgrades, vacation relief, tel-sell, and reports for retailers, in-house staff and auditors. 

The sales team focuses on being great business partners and enhancing all sales for the retail locations. For the Lottery to succeed, the retailers need to shine in all areas of their business, not just Lottery.  Because the Lottery’s retail network is diverse, one size does not fit all. Even within corporate accounts there are variations that the sales staff must take into consideration.  Our desire is to be pre-eminent consultants, not just another state agency that puts up hurdles.  When there is a benefit for the community, a golf tournament, a grand opening, an anniversary, the Lottery is among the first retailers call upon for assistance. Each sales rep works with their own budgets and premium items to increase that partnership with retailers and players.

Doing more with not less but the same will require focus on the retailer needs and the need to streamline some processes. Listening and responding to retailer suggestions is very important for retailer ownership in our products, and leads to improvements in our products and our systems. Practicing good accounting and security methods is an example of how using good Lottery practices can help in all areas of a store. For example, using the Lottery’s suggested inventory controls and Plays Preview terminal feature, and collecting cash from the customer before printing are both useful ways to demonstrate good business practices.  

In fiscal year 2014, sales staff will use available resources to increase awareness of all Montana Lottery products, focusing on improving overall sales for Mega Millions and Scratch. In addition, sales staff will conduct promotions to assist retailers in gaining sales for Lottery products. 

Sales staff will also focus their efforts on, where appropriate, recruiting addition tradition and MSA retailers, and will support the new retailers with comprehensive training and education. Negotiation of prime placement for point-of-sale materials will also continue, to seek top-of-mind awareness of Lottery products and keeping the image and brand of the Montana Lottery visible and fresh. 
 
In fiscal year 2014, the Sales Corporate Account Manager will continue to work with the Montana Tavern Association/Regional Tavern Associations and Montana Petroleum Marketer Association, who through the years have become outstanding partners. We also support the Montana Grocer’s Association and various chambers.

We plan to attend vendor meetings with the corporate accounts throughout the year, providing sales data on sales by product and price points, new games and changes, and to continue building relationships. Through vendor meetings, we learn about individual location and corporate needs, and can share the successes that one store is having within their corporation. We will establish sales contests within corporate accounts during game changes to bring awareness to the games.  The basics for the contests will be six weeks of sales this year versus six weeks last year, same time period.  The store with the largest increase will receive a prize. This strategy was used in Idaho at Albertsons, and resulted in a 25 percent overall increase in Wild Card. The prize was a $50 Pizza Hut gift card for the store.

Major goals: 
· With the addition of 150 MP terminals to our inventory, the first half of fiscal year 2014 will be spent recruiting additional retailers in the tavern and casino trade group. 
· A focus on corporate accounts that are eligible to add MSA products, such as the Town Pump casino operations, will be important to completing placement of all 150 new terminals. 
· With expansion in traditional corporate accounts, we can anticipate an additional fifteen tradition locations. 
· With the additional MSA and traditional locations, it could mean an average of an additional 24 retailers per sales region. This could require some regional realignments, or changes in the way the relief sales rep and tel-sell conduct their work flows. In addition, the need for additional dispensers and supplies to meet the needs of the new locations, and upgrading of existing locations, will remain constant. 
· One focus that retailers have asked the Lottery to consider is implementation of an incentive program for online product sales. The Lottery will examine possibilities for offering incentives on a number of different combinations of online products. Sales increases for ‘The Works’ offers a strong possibility as well where sales incentives are concerned. 

In May, we plan to meet with western lottery states via phone conference to discuss the vast possibilities that exist to expand our business into other corporate accounts. We need to stay tuned into those possibilities and also explore promotional opportunities with other states. 


Communications

DIGITAL ADVERTISING
Executive Summary: 
In addition to paid media, the Lottery uses free digital advertising produced in-house. These ads are distributed online via the Player’s Club and website, and at point of sale via Betabrite® and Starlite LED signs and PAD/PID video screens.

Previously PADs were only installed at Montana Sports Action retailers. In fiscal year 2013, the Lottery began to expand placement of PADs into traditional retailers. In conjunction, the Lottery began to produce new content. Anecdotal response from retailers has been very positive, especially to the jackpots and winning numbers. PADs have also allowed the Lottery to significantly increase advertising of Scratch products, which may have contributed to increasing Scratch sales.

Objectives:
· Ensure digital ad content is engaging, fresh, and relevant
· Enhance winner awareness by bringing winners to the forefront of digital ads
· Place all remaining PADs into retail locations

Activation Tactics:
· Develop a system to track which digital ads/messages are running and to schedule additions, removals, replacements, and updates
· Continue to develop a library of content for PAD playlists
· Coordinate with Sales Reps to develop materials to assist with PAD placement


EVENTS/SPONSORSHIPS/PROMOTIONS
Executive Summary:
The Montana Lottery’s summer events program is an effective way to drive sales, engage players, and receive feedback. We recommend continuing with our existing sponsorships of the Montana Folk Festival, Montana State Fair, and MontanaFair.

The Montana Folk Festival, although it produces a lower financial ROI, provides visibility and is an effective training event for our summer interns to enhance their proficiency at the more demanding fair events.

Although our summer events program has operated mostly the same for the past few years, we reduced our liability for the number of promotional tickets given away, mostly the result of changing the buy 5, get 1 free promotion to buy 10, get 2 free. While some players initially reacted to the change negatively, they have since appeared to be satisfied with it. Sales have not suffered as a result of the change. As such, we recommend continuing with the buy 10, get 2 free promotion.

We recommend restarting a sponsorship of Montana Shakespeare in the Parks for the reach it offers into many of the smaller Montana communities where our marketing efforts may be otherwise limited.

Objectives:
· Operate events more efficiently and cost effectively with updated procedures and scheduling
· Increase statewide visibility to build top of mind awareness

Activation Tactics:
· A statewide Mega Millions promotion to coincide with the game changes 
· Event sponsorships
· Montana Folk Festival
· Montana State Fair 
· MontanaFair 
· Other sponsorships
· Universities 
· Montana Shakespeare in the Parks 
· Other events
· Montana Millionaire launch event 
· Other small events (big winners, radio remotes, Retailer of the Year, etc.) 
· Purchase new supplies to improve operations and attract players
· Press-printed signage 
· By printing consolidated poster-size signs for the trailer, we have higher quality POS and save staff the time and effort of printing and piecing together signage in-house.
· Flip digital video camera 
· This would allow us to capture moments from our events and allow for the in-house production of video content which could be used for social media and the website.
· Oversize dry-erase check, 24 x 48
· This would be a fun promotional item with a number of possible applications at events as well as for press conferences.

 
PLAYER’S CLUB
Executive Summary:
The Player’s Club, in addition to social media, is one of our best ways to engage and communicate directly with players. Additionally, a database of players will be increasingly important as the industry and the Montana Lottery move toward iGaming opportunities.

Since the Montana Lottery launched the new Player’s Club with the MDI/Scientific Games system in October 2010, membership has increased from about 14,000 to more than 71,000. In fiscal year 2013, the Lottery completed transition of administration of the Player’s Club from MDI/Scientific Games to Intralot.

While membership has increased by five times within the past three years, the prize liability for Bonus Play drawings has remained the same. As such, the odds of an individual winning are very low. This may cause players to have difficulty seeing the benefits of membership and webcode redemption.

Objectives:
· Ensure players have a smooth experience using the Player’s Club
· Continue to grow membership of the Player’s Club
· Explore more varietal means for players to participate in the PC experience.

Activation Tactics:
· Closely monitor player support issues to identify required system changes.
· Increase the prize liability for Bonus Play drawings with a focus on creating more winners and offering more attractive monthly drawing prizes, and communicate these enhancements to players and retailers.
· Work with product managers to communicate the benefits of Bonus Play.
· Add new features such as ePlayslip, gift card opportunities, social media integration, etc.
· Add, replace, and/or re-skin free and Bonus Play games provided by NeoGames
· Pursue additional mobile functionalities

 
SOCIAL MEDIA
Executive Summary:
Facebook is the cornerstone of the Montana Lottery’s social media program. The Lottery posts daily (and often multiple times per day) with information about jackpots, new games, promotions, winners, and other topics. The posts often receive comments, likes, and shares. Presently the Montana Lottery has the second highest number of likes per capita: 15,686.

Almost everything posted to Facebook is also posted to Twitter, unless the post cannot be edited to accommodate Twitter’s character limit. Winning numbers are posted to Twitter automatically via XML. Our Twitter feed is embedded into our website. Occasionally followers will retweet our posts, especially when retailers are mentioned. The Twitter presence is smaller than Facebook, with 763 followers. The Lottery has increased Twitter usage and follower base over the past year, but there is a large opportunity to continue growing.

Beyond Facebook and Twitter, the Montana Lottery soft-launched Pinterest, and continues to use YouTube to host TV spots and winner videos.

The Lottery also has a Flickr account, but we intend to discontinue it because its usefulness is limited. Pinterest better serves image hosting needs while offering better engagement opportunities as well.

At this time, the Lottery does not plan to expand to any further social networks. We have investigated both FourSquare and Google Plus extensively and do not feel either of these would be viable additions to our social media portfolio. As new outlets emerge, however, we will continue to research and evaluate them.

Objectives:
· Grow the Facebook fan base to number one per capita by the end of the fiscal year
· Strengthen engagement of players with non-Facebook social media platforms such as Twitter and Pinterest

Activation Tactics:
· Develop or purchase an app to allow promotions via Facebook 
· Implement a calendar of promotions tied to social media with giveaways such as premiums, tickets, and other prizes
· Fully launch Pinterest with an introductory promotion
· Utilize Vine as part of Twitter operations

 
WEBSITE
Executive Summary:
The Lottery’s website continues to be a primary go-to source of information for players to get jackpots, winning numbers, and other information as well as a powerful advertising tool for the Lottery.

Website improvements are ongoing. By the end of fiscal year 2013, the retailer and media portals will be re-launched.  The Lottery is in the process of refreshing individual game pages to be more visually appealing.

Objectives:
· To make the website a comprehensive resource for all audiences, including players, prospective players, retailers, and the media
· To improve the quality of the website by making content more relevant, better organized, and easier to navigate

Activation Tactics:
· Evaluate to optimize information architecture
· Remove or repurpose underused or unused pages
· Develop video content such as retailer and player training videos



APPENDIX G: MONTANA LOTTERY GLOSSARY OF TERMS

ACTIVE GAME	A Scratch game available for purchase or redemption.
ACTIVATED TICKET	A Scratch ticket registered for sale by a specific retailer. Only activated tickets may be validated.
ANNUITY	A prize paid by annual installments instead of a lump-sum payment. For big-jackpot games such as Mega Millions and Powerball, the annuity is paid over 26 to 30 years.
BONUS PLAY	A program offered through the Player’s Club by which members can enter webcodes to earn entries into weekly and monthly drawings.
BOS	Back Office System. Software used to access information from the lottery network, such as retailer databases, sales reports, etc.
CASH OPTION	The amount of a jackpot prize a winner would receive by choosing a lump-sum payment instead of an annuity.
CORONIS	A retailer-activated terminal used by traditional (non-MSA) retailers.
CST	Customer Service Technician. Employed by Intralot to provide technical assistance with terminals for retailers.
DRAW	An event conducted by lottery officials to choose winning numbers for a lotto game.
EXCHANGE TICKET	If a player with a Multi-Draw ticket wins before the last draw for which the ticket is valid, and the player cashes the ticket, the player will be issued an exchange ticket valid for the remaining draws.
EXTENDED PLAY	Any Scratch game the average player would require several minutes to complete, such as a bingo or a crossword game.
EZPLAY®	A suite of instant online games with pre-determined odds and prizes printed directly from MP terminals.
FUN PLAY	A suite of browser-based games built into the Player’s Club. In contrast to Bonus Play, Fun Play games do not award entries into drawings.
GAME NUMBER	A number assigned to identify a Scratch game.
INTRALOT	The Lottery’s online ticket vendor.
JACKPOT	The top prize of a lotto game, which increases each time it isn’t won.
LOTTERY COMMISSION	A five-member board appointed by the Governor to oversee the operations of the Lottery.
LOTTO GAME	A game in which players choose (or Quick Pick) numbers within a specified range. Numbers within the same range are then drawn randomly by the Lottery. Players may win prizes based on the numbers matched.
LUCKY 7	A $7 lotto ticket package including Powerball with Power Play, Hot Lotto with Sizzler, Wild Card, and Montana Cash. Formerly called 6-Pack.
MDI	MDI Entertainment, a subsidiary of Scientific Games.
MICROLOT	A compact retailer-activated terminal installed at MSA retailers.
MP	A player-activated terminal with a touch-screen interface installed at select MSA retailers and used to sell MSA, lotto, and EZPLAY® tickets.
MULTI-DRAW	A lotto ticket with plays valid for multiple consecutive draws.
MULTIPLIER	An optional feature of select lotto games, available for an additional price, which allows players to increase non-jackpot prizes from their winning tickets. Power Play, Megaplier, and Sizzler are multipliers.
MUSL	Multi-State Lottery Association. A group comprising lottery directors from each state, which collectively operates multi-state games such as Powerball, Mega Millions, Hot Lotto, and Wild Card.
MSA	Montana Sports Action. A product line comprised of Fantasy Football and Fantasy Racing wagering. MSA tickets may only be sold by licensed MSA retailers from microLOT and MP terminals.
NASPL	North American Association of State and Provincial Lotteries.
ONLINE GAME	A game sold from a terminal. For example, Powerball is an online game. 
PACK	A book of Scratch tickets connected by perforated edges. Depending on the size of the ticket, a pack may include between 20 and 100 individual tickets.
PAD	Player Advertising Display. PADs are monitors attached to microLOT terminals and used to display advertising and information.
PID	Player Information Display. PIDs are screens built into MP terminals and, similar to PADs, used to display advertising and information.
PLAY	An individual set of numbers being played for a lotto draw.
PLAYSLIP	A slip of paper on which players may choose their numbers for a lotto game. The playslip is then scanned into a terminal to generate a valid ticket with the information provided.
PLAY STYLE	A classification of Scratch games. Play styles include bingo, crossword, go-to, match 3, Slingo®, etc.
PLAYER’S CLUB	A free loyalty platform built into the Lottery’s website, which gives members access to the Bonus Play program and Second Chance drawings.
PREMIUM	A promotional item branded with the Lottery’s logo, such as T-shirts, sweatshirts, hats, etc.
PRIZE STRUCTURE	A chart listing all prizes within a game and the odds of winning each prize.
QUICK PICK	A lotto ticket with numbers randomly generated by a terminal instead of chosen by the player.
RETAILER	A business licensed to sell Lottery tickets.
SALES REP	Lottery employees who facilitate business-to-business sales, marketing, and customer service with retailers. One rep covers each of Montana’s seven sales regions. Also called a Marketing Rep.
SCRATCH GAME	An instant game played by removing a latex coating from the ticket to determine if it is a winner.
SECOND CHANCE	A drawing of non-winning tickets, giving players a “second chance” to win.
SGI	Scientific Games, the Lottery’s vendor for Scratch products.
TEL-SELL	A telemarketing system used to contact retailers on a regular schedule to promote new Scratch games and order and ship tickets.
TERMINAL	A computer used to sell tickets for on-line games, validate winning on-line and Scratch tickets, and generate reports. Terminals are connected via satellite to the online ticket vendor’s network. See Coronis, microLOT, MP, and WinStation for more information about terminals.
TICKET NUMBER	A number assigned to individual Scratch tickets within a pack.
TICKET STOCK	Special paper on which lotto tickets are printed.
VALIDATE	Scan a ticket into a terminal to verify it is a winning ticket and to authorize payment of the prize.
VENDOR	A company contracted to provide services to the Lottery. For example, Intralot and Scientific Games are the Lottery’s online and Scratch ticket vendors.
VOID TICKET	Sample Scratch tickets produced to be non-winners.
WEBCODE	A unique code printed on select tickets, which can be entered into the Player’s Club to receive credits for playing Bonus Play games.
WINSTATION	A player-activated terminal from which lotto and Scratch tickets may be purchased.
WORKING PAPERS	A document with detailed information about a specific game, such as the artwork, prize structure, etc.
THE WORKS	A $10 package of lotto tickets including Powerball with Power Play, Mega Millions with Megaplier, Hot Lotto with Sizzler, Wild Card, Montana Cash, and 10 Spot.
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Total Montana Lottery Revenue

Fiscal Years 2009 - 2013

Fiscal Year 

(July 1 - 

June 30)

Scratch

Powerball & 

Power Play

Montana 

Cash

Wild Card

Hot Lotto & 

Sizzler

10 Spot

Mega 

Millions & 

Megaplier

Montana 

Millionaire

EZPLAY Total

2009  $     13,231,442  $  16,857,405  $4,135,654  $2,531,138  $ 4,154,240   $   2,917,000   $43,826,879 

2010  $     14,274,286  $  17,459,584  $4,012,475  $2,933,181  $ 4,423,672  $553,536  $     732,684  $   2,463,380   $46,852,798 

2011  $     15,064,556  $  14,477,777  $3,799,317  $2,342,224  $ 3,873,987  $721,878  $  3,486,197  $   2,269,360   $46,035,296 

2012  $     16,527,196  $  15,940,788  $4,147,119  $1,895,666  $ 3,145,312  $765,902  $  5,564,030  $   2,412,740  $2,203,083  $52,601,836 

2013  $     17,279,829  $  20,177,735  $3,352,283  $2,054,829  $ 3,145,517  $703,061  $  3,536,396  $   2,599,780  $3,953,389  $56,802,819 
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 Percent  of Sales  Percent  of  tickets  

FY 10  19  19  

FY 11  19  19  

FY 12     

       Pre - game      change  19  19  

       Post - game  change  12  6  

FY 13  13  6.5  

   

 


