
 
 

 

  
November 21, 2022  
 
Dear Supplier: 
 
Enclosed you will find RFP # KL-23-011 for the acquisition of the following Advertising and 
Related Services on behalf of the Kentucky Lottery Corporation (KLC):  
 

1. Creative Development and Production Services 
2. Media Planning and Buying Services 

 
OFFERORS ARE INVITED TO SUBMIT PROPOSALS ON ANY OR ALL OF THE 
CATEGORIES OF SERVICES. 
 
To assist you in the completion of the Proposal package the following information is provided as 
a summary of what is required to have your response considered valid: 
 

1. The deadline to respond to this RFP is 01/06/2023 at 10:00 A.M. ET. Faxed or emailed 
Proposals are not acceptable. 

2. Your Proposal must contain original signatures. Signature stamps are not acceptable. 
3. Your Proposal must follow the enclosed RFP format.  Substitutes are not acceptable. 
4. All questions regarding this RFP must be addressed only to the Buyer identified in the 

Proposal packet. 
5. Any and all discounts for which the KLC may be entitled should be identified in your 

response. 
6. In signing the RFP form, you affirm to the KLC your authority to make an offer on behalf 

of your organization. 
7. Refer to Part VIII for a summary of all of the Proposal completion requirements. 

 
The KLC encourages competition in all of its procurements and welcomes suggestions on ways to 
improve our procurement process. Any suggestions should be addressed to my attention. 
 
Thank you for your interest in the Kentucky Lottery Corporation. 
 
Respectfully, 
 
Darrell E. Wilson 
 
Darrell E. Wilson, CPPB, CPM 
Director of Purchasing 



 
 

 
 

KENTUCKY LOTTERY CORPORATION 
REQUEST FOR PROPOSALS (RFP) 

 
Solicitation No.: 

KL-23-011 
 

Date Issued: 
November 21, 2022 

 
Goods or Services: 
 

1. Creative Development and Production Services 
 

2. Media Planning and Buying Services 
 

OFFERORS ARE INVITED TO SUBMIT PROPOSALS ON ANY OR ALL OF 
THE CATEGORIES OF SERVICES.    

 

Name of Buyer: 
Linda Sanders, Buyer I 

 

Area Code: 
502 

Telephone No.: 
560-1769 

 
PROPOSAL DUE DATE: 

 
January 6, 2023 

TIME:   
 

10:00 AM ET 

  
E-Mail Address:  
 

linda.sanders@kylottery.com 
 

ISSUER: 
 
 

KENTUCKY LOTTERY CORPORATION 
1011 WEST MAIN STREET 

LOUISVILLE KY 40202-2623 
ATTENTION: PURCHASING DEPARTMENT 

WEBSITE: kylottery.com 
 
 

http://www.kylottery.com/
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1 PART I – INTRODUCTION 

1.1 PURPOSE 
 

The purpose of this Request for Proposals (hereafter RFP or Solicitation) is for the Kentucky 
Lottery Corporation (KLC) to enter into one or more contracts for the following Advertising 
and Related Services as specified in Part VI (“Scope of Work”):  

 
1. Creative Development and Production Services 

2. Media Planning and Buying Services 
 

Any contract(s) resulting from this Solicitation shall be considered a Major Lottery Specific 
Procurement pursuant to KRS 154A.010 (4). (Hereafter, any reference to Successful Offeror 
shall include Successful Offerors in the event more than one contract(s) is awarded.) 

 
1.2 ISSUING OFFICE & BUYER 
 

This Solicitation is issued by the KENTUCKY LOTTERY CORPORATION, 1011 West 
Main Street, Louisville, Kentucky 40202-2623, and Attention to the Purchasing Department. 
Our Website is located at kylottery.com. The Buyer and point of contact for all questions or 
requests for additional information is: 

 
Linda Sanders, Telephone Number: 502.560.1769 
EMAIL: linda.sanders@kylottery.com 
 

OFFERORS SHALL NOT CONTACT ANY KLC EMPLOYEE, OFFICER, OR 
DIRECTOR OTHER THAN THE BUYER REGARDING THIS SOLICITATION UNTIL 
AFTER THE AWARD OF A CONTRACT.  ANY SUCH UNAUTHORIZED CONTACT 
MAY RESULT IN OFFEROR BEING DISQUALIFIED FROM FURTHER 
CONSIDERATION. 

 
1.3 SUMMARY OF KEY DATES AND DEADLINES 

 
11/21/22   -   Solicitation issue date 
12/02/22   -   Deadline for receipt of questions is at 2 P.M. ET.  

(Emailed questions will be accepted)  
12/16/22   -   Issuance of emailed responses to questions (Addendum) 

(Offerors not receiving notification of an Addendum by the third 
business day following the date of issuance of the Addendum should 
contact the Buyer identified above) 

01/06/23   -   Deadline for receipt of Proposals is 10:00 AM ET. 
                     (FAXED OR EMAILED PROPOSALS WILL NOT BE ACCEPTED) 

  01/30/23 - 02/10/23   Oral Presentation, if invited (Presenters and site to be determined  
             by the KLC) 
 

The KLC reserves the right to change any of the dates or times. If any changes are made to 
the original Solicitation, the changes will be posted on the KLC website. Offerors shall be 
responsible for monitoring the website for changes throughout this Solicitation process, 
unless otherwise requested by the Offeror. 

 

mailto:linda.sanders@kylottery.com
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2 PART II - SOLICITATION INSTRUCTIONS AND GENERAL CONDITIONS 
 

This Solicitation is issued pursuant to Section III.C. of the KLC’s Procurement Procedures. 
All Offerors must abide by the KLC’s “Solicitation Instructions” and “General Conditions” 
dated July, 2013, which are incorporated by reference and are attached as Attachments “A” 
& “B”. Offerors should note the date on the documents to determine whether revisions have 
been made since the Offeror last responded to a Solicitation. 

 
3 PART III - SPECIAL CONDITIONS  

 
3.1 CONTRACT TERMS 
 

The initial term of any contract(s) resulting from this Solicitation shall begin on the date set 
forth in the contract(s) and continue for a period of three (3) years.  The contract(s) may be 
renewed, at the option of the KLC, on an annual basis for four (4) additional years upon 
terms and conditions mutually agreeable to the parties, for a total contract period not to 
exceed seven (7) years. The KLC reserves the right to negotiate different contract terms, 
provided the total contract period does not exceed the maximum number of years set forth 
above. 

 
3.2 DURATION OF PROPOSAL 
 

Unless otherwise agreed, all Proposals shall be binding for one-hundred and eighty (180) 
calendar days from the Proposal due date. 

 
3.3 SUBCONTRACTING 
 

Subcontractors may be used in providing the good or services pursuant to this Solicitation; 
however, all subcontractors must be approved in advance by the KLC.  Any contractor 
intending to use subcontractors shall identify each subcontractor or freelance contractor and 
provide a detailed description of the work to be performed in its Statement of Work.  If the 
KLC approves use of subcontractors, the subcontractors shall also be subject to the terms 
and conditions of this Solicitation and any subsequent contract. 

   
3.4 CONTRACTOR’S NAME OR LOGO 
 

No Contractor or Subcontractors shall place the contractor’s name, address, or logo on any 
printed goods which the contractor produces for the KLC, without the prior written consent 
of the KLC.   

 
3.5 TITLE TO, AND USE OF, INTELLECTUAL PROPERTY RIGHTS 
 

A. To the extent that the Successful Offeror utilizes or relies upon the intellectual property 
rights of a third party in fulfilling its obligations under the contract, the Successful 
Offeror will provide the KLC with whatever assurance the KLC deems necessary that 
the use of such third-party intellectual property rights is permissible. 
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B. Any and all work products or services of any kind relating to advertising to be provided, 
which are unique to KLC and developed or prepared by the Successful Offeror, shall 
constitute a “work made for hire” in accordance with 17 U.S.C. Section 101.  The KLC 
shall exclusively own such works or work products, as well as all intellectual property 
rights in such works products including, without limitation, all copyrights, patents, 
trademarks, and other intellectual property rights.  Successful Offeror agree that the work 
products and any and all rights thereto are hereby fully assigned and transferred by 
Successful Offeror to the KLC, including the right to reproduce the works for any 
purpose whatsoever.  The Successful Offeror shall fully cooperate with the KLC in 
registering and protecting the KLC’s copyright and trademarks, if any, to any and all 
works.  However, ultimate responsibility to register trademarks rests with the KLC.  Any 
costs to be incurred by Successful Offeror in connection with the transfer or assignment 
of any copyrights owned by such third party shall be approved in writing in advance by 
KLC. 

 
3.6 LEGISLATIVE AUTHORITY 
 

If legislative authority is lost from the Kentucky General Assembly or a committee thereof 
or other appropriate Federal or State agency for the existence of the KLC or to sustain in 
whole or in part the KLC’s performance under the contract or ability to advertise, the 
contract shall be null and void at the option of the KLC.  Authorization for aggregate 
payment under the contract is subject to approval by the KLC’s Board of Directors and one 
or more of any contracts resulting from this Solicitation may be subject to the approval of 
the Government Contract Review Committee of the Kentucky General Assembly.  

 
3.7 NEWS RELEASE 

 
Offerors shall not issue any news releases or make any statements to the news media 
pertaining to this RFP, Proposal, contract, or work resulting there from without prior written 
consent of the KLC.   
 
4 PART IV - QUALIFICATIONS AND OBLIGATIONS OF OFFERORS 

 
4.1 EXPERIENCE AND REFERENCES  
 

A. The Successful Offeror must have experience in providing the goods or services 
specified in this Solicitation and must furnish proof of that experience to the satisfaction 
of the KLC. Therefore, for each category of services for which Offerors are submitting 
Proposals, all Offerors shall provide the KLC with a minimum of four (4) references for 
which the Offeror supplied goods or services similar to those being sought by this 
Solicitation. At least one of the references must be the most recent former client.  For 
each reference listed, the following information must be provided: 

 
1. Client Name 
2. Contact Name 
3. Address 
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4. Telephone & email address 
5. Years of Association with Client 
6. Description of Goods or Services Provided 
7. Dates Goods or Services Provided 
8. Approximate Value of Goods or Services Provided 
 

B. In addition, please provide a list of any awards your Agency has received in the last three 
(3) years, as well as any community involvement programs or pro-bono account during 
the same time frame. 
 

C. Provision of this information shall constitute Offerors’ permission for the KLC to contact 
the client to discuss the Offeror’s work and working relationship with them. 

 
4.2 SIZE OF OPERATIONS  
 

A. For each of the service categories for which Offerors are submitting Proposals, Offerors 
must: 
  
1. Be an established agency in operation for at least five (5) years (or comparable 

history acceptable to the KLC). 
2. Have a minimum of five (5) clients for each of the past five (5) years 
3. List total billings for the past three (3) years, including an estimate for the current 

year.  (Comment briefly on growth or decline.)  
4. Identify the number of clients you handle in the following billing ranges: 

a. Under $500,000 
b. Over $500,000 

 
B. Offerors submitting Proposals for Creative Development and Production Services must 

have, and identify, current total billings with a minimum of two and a half million dollars 
($2,500,000) in annual value.  
  

C. Offerors submitting Proposals for Media Planning and Buying Services must have, and 
identify, current total advertising billings with a minimum of ten million dollars 
($10,000,000) in annual value. 
  

D. Offerors submitting Proposals on both (2) categories of services must have, and identify, 
current total billings a minimum of ten million dollars ($10,000,000) in either of the past 
two (2) years. Offeror must identify and separate billing for creative development & 
production and media planning & buying. 
     

E. The KLC is not interested in specific amounts, but an approximate idea of the value of 
the services provided. This information will assist the KLC in determining whether or 
not the Offeror would be able to handle the KLC account.   
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4.3 LOCATION REQUIREMENTS 

 
It is important that the KLC and the Successful Offeror are able to meet frequently and easily, 
even though it is expected that much communication and transfer of materials will occur 
electronically or virtually.  To that end, the KLC requires that the Successful Offeror be 
located or have a location within two hundred and fifty (250) miles of the KLC headquarters, 
unless otherwise agreed in the contract. 
 

4.4 FINANCIAL SOUNDNESS 
 

In order to permit an evaluation of their financial capabilities to comply with any contract 
awarded pursuant to this Solicitation, all Offerors must provide the following:  

  
A. Current audited financial statements or an alternative acceptable to the KLC. 

   
B. As applicable, Securities and Exchange Commission (SEC) 10-K reports (or the 

appropriate non-U.S. equivalent) as they are issued, together with any other reports 
required pursuant to Section 13 of the Securities and Exchange Act of 1934, as amended.  
  

C. During the period prior to award of a contract pursuant to this Solicitation and through 
the end of the contract, the Offeror shall immediately notify the KLC in writing of any 
material adverse change in its financial condition or any change of ownership. The 
failure to submit the information required by this section or the making of a material 
misrepresentation in connection therein shall be sufficient grounds for rejecting the 
Offeror’s response or terminating any Contract awarded pursuant to this Solicitation.   

 
4.5 ACCOUNTING RECORDS  

  
The Offeror is required to maintain its books, records and all other evidence pertaining to 
the Contract in accordance with Generally Accepted Accounting Principles (GAAP) (or the 
appropriate non-U.S. equivalent) and such other procedures specified by the KLC.  These 
records shall be available to the KLC, its internal auditors or external auditors (and other 
designees), and the Auditor of Public Accounts at all times during the Contract period and 
for three (3) years from the Contract expiration date or final payment on the Contract, 
whichever is later. 

 
4.6 INDEMNIFICATION 
 

A. Each Offeror shall indemnify, hold harmless and forever defend the KLC, the 
Commonwealth of Kentucky, their respective officers, directors, agents and employees 
from losses, claims, damages, costs (including fees of attorneys of the KLC’s choice and 
court costs), expenses and all liability of any nature of kind arising out of or relating to 
its Proposal or the Successful Offeror’s performance or failure to perform under any 
contract which may result from this Solicitation. This clause shall survive the 
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cancellation of this Solicitation, the award of a contract to the Successful Offeror or a 
third party, or the termination of any subsequent contract. 

  
B. The Successful Offeror will be responsible for the cost of any advertising produced on 

behalf of the KLC that are misprinted, produced in error, produced not in accordance 
with KLC approved specifications, without proof approval or are otherwise 
unacceptable.  The Successful Offeror will also be responsible for the cost of expediting 
the replacement of any such items including delivery costs to the KLC and, at the KLC’s 
option, its retailers.   

 
C. The Successful Offeror will be responsible for any cost incurred in conjunction with 

services provided on behalf of the KLC which are deemed unacceptable by the KLC due 
to failure to meet deadlines such as to warrant such services unusable, or services 
rendered in a manner inconsistent with the services proposed to and agreed upon by the 
KLC. 
 

D. The Successful Offeror shall also indemnify and hold harmless the Commonwealth of 
Kentucky, the KLC, its officers, directors, and employees, retailers, and all agents, 
employees, officers, and directors thereof, from any and all claims, damages, fees, and 
expenses (including any attorneys’ fees) arising from or related to any claims that any or 
all of the products or services provided by the Successful Offeror under the contract 
violate the intellectual property rights of a third party. 

 
4.7 INSURANCE  
 

The Successful Offeror shall submit proof of insurance acceptable to the KLC including, but 
not limited to, the name, address, contact name and telephone number of their insurance 
company in which the insurance company agrees to give the KLC thirty (30) days advance 
notice of any termination, failure to renew, or default.  A certificate of insurance listing the 
KLC as a named certificate holder shall be acceptable. 

 
4.8 PERFORMANCE BOND   
 

Prior to the execution of a contract and during the terms of the contract or any extensions or 
renewals thereof, the Successful Offeror shall furnish to the KLC a “Performance Bond” in 
an amount equal to the full amount estimated by the KLC to be paid annually to the 
Successful Offeror pursuant to the Contract. The Performance Bond may be in the form of 
an unconditional, irrevocable letter of credit, or a surety bond issued by an issuer and, in 
form and substance, satisfactory to the KLC. The Performance Bond shall expressly provide 
that the bankruptcy, insolvency, or any other matter relating to the Successful Offeror or the 
default of the Successful Offeror under any agreement with the issuer of the Performance 
Bond shall not delay, limit or otherwise impair the KLC’s rights or remedies or the issuer’s 
obligations under the Performance Bond. The Surety Company must be authorized by the 
Department of Insurance of the Commonwealth of Kentucky to do business in Kentucky and 
shall have A.M. Best’s highest rating or an alternative acceptable to the KLC. The 
Performance Bond shall be delivered to the KLC, shall be effective during the term of the 
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Contract and shall be payable, at the option of the KLC, in the event the Successful Offeror 
fails to meet the requirements of the Contract. 

 
4.9 EQUAL EMPLOYMENT OPPORTUNITY 
 

The Successful Offeror shall comply with all executive orders of the President’s Committee 
on Equal Employment Opportunity and all executive orders of the Governor of the 
Commonwealth of Kentucky regarding Equal Employment Opportunity.  In addition, an 
Equal Opportunity Utilization Report, a copy of which is attached at Exhibit “A”, must be 
completed by the Successful Offeror upon award notification. 

 
4.10 EQUAL BUSINESS OPPORTUNITY PROGRAM 
 

The KLC encourages procurement from minority businesses. As a result, the Successful 
Offeror shall state whether it is a certified minority supplier and provide a current 
certification certificate acceptable to the KLC.  If not, the Successful Offeror will be 
expected to make a good faith effort to provide meaningful procurement opportunities to 
minority businesses when providing goods or services to the KLC pursuant to this 
Solicitation. Therefore, prior to award of contract, the Successful Offeror (if not a certified 
minority business) shall state the extent to which minority businesses are to be utilized as 
subcontractors or material suppliers. After award of contract, the Successful Offeror must 
provide periodic reports documenting minority business utilization and the name, telephone 
number and email address of the Supplier Diversity contact person. For information 
concerning qualified minority businesses or the KLC’s Equal Business Opportunity 
Program, please contact the KLC’s Director of Purchasing at 502.560.1773. 

 
4.11 KLC BUSINESS CODE OF CONDUCT 
 

For the duration of this procurement process and any subsequent contract period, Offerors, 
their employees and any representatives, designees, agents or any Related Entity (as defined 
by KRS 154A.010) shall refrain from the following practices: 

 
A. Providing any bribe, commission, kickback, payment, gratuity, gift, favor, meal, or 

entertainment for any KLC officer, director, employee, agent, or representative of the 
KLC or the spouse, cohabitant, parents, parents-in-law, brothers, sisters, brothers-in-law 
sisters-in-law, or any children thereof; and 
 

B. Accepting any bribe, kickback, payment, gratuity, gift, favor, trip, meal, or entertainment 
from media vendors for advertising placed on behalf of the KLC other than agency 
commissions. 
 

C. Any other action prohibited by any contract which may result from this Solicitation. 
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4.12 QUALIFICATION TO DO BUSINESS IN KENTUCKY 
 

At the time of contract execution, the Successful Offeror shall be qualified to do business in 
Kentucky and should file appropriate tax returns as provided by the laws of Kentucky.  

 
4.13 PRODUCT PURCHASE AND PRIZE RESTRICTIONS 

A. No Successful Offeror or Related Entity (within the meaning of KRS 154A.010) or 
officer, director, partner, employee or owner of the Successful Offeror or related entity, 
and no spouse, child, brother, sister or parent residing in the household in the principal 
place of abode of any such individual shall purchase a play for a Kentucky Lottery 
product or be paid a prize in any Kentucky Lottery game.  The Successful Offeror shall 
ensure that this requirement is made known to each affected individual. 

B. To ensure compliance with this requirement, the Successful Offeror shall provide the 
KLC with a list of such individuals who reside or work in Kentucky.  The list shall 
include the name, address, date of birth and social security number and shall be updated 
within thirty (30) days of any change in order for the KLC to maintain current 
information.  This requirement applies throughout the life of the contract. 

 
4.14 PROHIBITION AGAINST ILLEGAL CAMPAIGN CONTRIBUTIONS 
 

Neither the Successful Offeror nor any related entity, or political action committee thereof 
or to which the person or organization contributes, shall have made contributions which do 
not comply with the campaign finance laws of the Commonwealth of Kentucky (KRS 
Chapter 121A) and the Successful Offeror shall so certify in the contract. 

 
4.15 BACKGROUND INVESTIGATION  
 

A. The Security Division of the KLC shall conduct a background investigation of the 
Successful Offeror.  The investigation may include the Successful Offeror’s owners, 
including shareholders, members, officers, directors partners, all employees, and of any 
subcontractor and such subcontractor's owners (including shareholders, members, 
managers (of any LLC's) officers, directors, partners, and all employees directly involved 
in the provision of goods and services pursuant to this Solicitation, together with all 
Related Parties thereof (as defined in KRS 154A.010).  All Offerors must cooperate with 
the Security Division in submitting biographical and corporate information and obtaining 
executed consents necessary to facilitate this process. 

 
B. In connection with a background investigation, Offerors must submit the following 

information with their Proposals, together with such other information as the KLC may 
require: 

 
1. A disclosure of the Offeror's name and address and, as applicable, the names and 

address of each of the following: 
 

a.   If the Offeror is a corporation, the officers, directors, and each stockholder in such 
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corporation (or, if the Offeror is a wholly owned subsidiary of another corporation 
in the parent corporation) except that, in the case of owners of equity securities of 
a publicly traded corporation, only the names and addresses of those known to the 
corporation to own beneficially five percent (5%) or more of such securities need 
be disclosed; 

 
b. If the Offeror is a trust, the trustee and all persons entitled to receive income or 

benefit from the trust; 
 
c. If the Offeror is an association, the members, officers, and directors: 
 
d. If the Offeror is a partnership or joint venture, all of the general partners, limited 

partners, or joint ventures. 
 
e.   If the Offeror is another form of entity, the names and addresses of such individuals 

as the KLC may require.  
 

2. A disclosure of all the states and jurisdictions in which the Offeror does                 
business, and the nature of the business of each such state or jurisdiction. 

 
3. A disclosure of the details of any finding of guilt, in a state or federal court, against 

the Offeror or any individual or parent corporation listed in response to Section 
4.13.B.1, above, or any employee who will perform work under the KLC's contract 
for any felony or any other criminal offense other than a traffic violation. 

 
4. A disclosure of the details of any bankruptcy, insolvency, reorganization, or any 

pending litigation of the Offeror or any parent corporation. 
 

5. If the Offeror subcontracts any substantial portion of the work to be performed under 
the contract to a subcontractor, the Offeror shall disclose all of the information 
required by this subsection for the subcontractor as if the subcontractor were itself an 
Offeror. 

 
C. The ability to conduct such investigations is a continuing right of the KLC throughout 

the term of the contract.  If problems or questions arise concerning the financial 
responsibility, integrity, security, or criminal history of the Successful Offeror its 
subcontractors, or any Related Party described in Section 4.15.B.1, above, the KLC 
reserves the right to terminate any contract awarded pursuant to this Solicitation. 

 
4.16 SECURITY INFORMATION UPDATES  
 

The Successful Offeror shall report to the KLC any change in, addition to, or deletion from, 
the information disclosed in the KLC under the provision of Section 4.13 of this Solicitation. 
The report shall be in the form of a letter addressed to the Vice President for Security for the 
KLC and shall be delivered to the KLC within thirty (30) days of the effective date of the 
change, addition, or deletion. In particular, the Successful Offeror must report the 
involvement of any of the individuals identified in response to Section 4.13 or employees 
who will perform work under the KLC's contract or otherwise have a relationship to the KLC 
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in any known criminal arrest (exclusive of minor traffic violations) or investigation, or any 
such action or event. 

 
4.17 PENDING LITIGATIONS  
 

Offerors must list and summarize all pending or threatened litigation, administrative or 
regulatory proceedings or similar matters that could affect their ability to comply with the 
terms of any contract resulting from this Solicitation. Offerors must also state whether any 
owners, officers, directors or primary partners of the Offerors or any material subcontractors 
have ever been convicted of a felony. The Successful Offeror(s) shall have a continuing 
obligation to disclose any such actions during the period of this Solicitation process and any 
contract resulting from this Solicitation. 

 
4.18 BUSINESS CONTINUITY 
 

All Offerors must provide in their Proposals their business continuity plan or mitigation plan, 
that outlines their preparedness to respond and recover their operation during a disaster or 
business interruption.  These plans should describe in general, and then expand to cover the 
current state of disaster avoidance in your facilities and should include specific information 
regarding the services that will be provided to the KLC.  

 
4.19 SUPPLIER PROFILE  
 

All Offerors must complete the Supplier Profile along with the W-9 form that is attached as 
Attachment “C”.  The Profile must be completed in its entirety and return with the Proposal.  

 
4.20 REGISTRATION WITH THE SECRETARY OF STATE BY A FOREIGN ENTITY   

 
 Pursuant to KRS 45A.480 (1) (b), an agency, department, office, or political subdivision of 
the Commonwealth of Kentucky shall not award a state contract to a person that is a foreign 
entity required by KRS 14A.9-010 to obtain a certificate of authority to transact business in 
the Commonwealth (“certificate”) from the Secretary of State under KRS 14A.0-030 unless 
the person produces the certificate within fourteen (14) days of the bid or Proposal opening.  
Therefore, foreign entities should submit a copy of their certificate with their Solicitation 
response.  If the foreign entity is not required to obtain a certificate as provided in KRS 
14A.9-010, the foreign entity should identify the applicable exception in its Solicitation 
response.  Foreign entity is defined within KRS 14A.1-070. For all foreign entities 
required to obtain a certificate of authority to transact business in the Commonwealth, 
the foreign entity’s Solicitation response shall be deemed non-responsive, or the 
awarded contract shall be cancelled, if a copy of the certificate is not received by the 
KLC within the time frame specified above.  
 
Businesses can register with the Secretary of State at: 
https://secure.kentucky.gov/sos/ftbr/welcome.aspx  
 

 

https://secure.kentucky.gov/sos/ftbr/welcome.aspx
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5 PART V - EVALUATION OF PROPOSALS 
 
5.1 EVALUATION COMMITTEE 
 

The KLC intends to conduct a comprehensive, fair, and impartial evaluation of Proposals 
received in response to this Solicitation. All Proposals that are properly submitted will be 
evaluated by a Committee consisting of a team of designated KLC employees that shall 
make recommendations for award to the President of the KLC. 

 
5.2 EVALUATION CRITERIA 
  

The criteria listed below will be used to evaluate the following categories of Advertising 
Services:   

 
1. Creative Development and Production Services 
2. Media Planning and Buying Services  

 
The criteria and the weights to be used by the Evaluation Committee for each category of 
services shall consist of the following: 

 
CRITERIA           POINTS 

 
A. TECHNICAL (NON-PRICE) 

 
1. FORMS & CONTENT OF RESPONSE                    

PASS/FAIL 
 

• Does the Proposal meet all the requirements of this Solicitation as 
summarized in Part VI? 

 
2. EXPERIENCE AND CAPABILITY OF ORGANIZATION                       20 

  
• Does the Offeror have experience in providing comparable services 

which meet or exceed the needs of the KLC? 
 

• Does the Offeror have experience with lotteries, gaming, or 
entertainment industries; fast moving consumer goods (FMCG); big box 
retailers, supermarkets, or fast-food industries; liquor stores; or e-
commerce?  
 

• Are the references submitted by the Offeror favorable? 
 

• Does the Offeror’s capability of providing the required goods or services 
as specified in this Solicitation meet or exceed the needs of the KLC? 
 



KL-23-011 

 14 

• Is the size of Offeror’s accounts sufficiently large to demonstrate its 
capability to handle the KLC’s accounts? 
 

• Does the Offeror have sufficient staffing to manage multiple overlapping 
projects and meet required deadlines effectively? 
 

• Does the Offeror have the financial capability (as determined by the 
KLC) to provide the goods or services  
specified in this Solicitation? 
 

• If a past KLC supplier, were goods or services provided in a satisfactory 
manner? 

 
3. STATEMENT OF WORK (SOW)                                                            25 

 
a. All Categories of Services: 

           
• Does the SOW meet or exceed the needs of the KLC? 

 
• Is the proposed account team suitable to meet the KLC needs? 

 
• Has the Offeror demonstrated strategic approach and planning 

processes that meet or exceed the needs of the KLC? 
 

• Has the Offeror demonstrated an understanding of lottery players 
which meets or exceeds the needs of the KLC? 
 

• Has the Offeror demonstrated the ability to handle production 
sourcing, execution, and timely delivery of KLC needs? 

 
• Does the Offeror have a proven track-record of working with other 

agencies as needed? 
 

b. For Creative Development and Production Services Only 
 

• Does the creative process meet or exceed the needs of the KLC?  
 

• Do the creative materials submitted meet or exceed the quality of 
creativity required by the KLC?  

 
• Can the Offeror effectively execute creative for a variety of media 

and platforms? 
 

• Has the Offeror demonstrated the ability to effectively develop and 
produce creative design and content that meets the project 
objectives? 
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• Has the Offeror demonstrated creative solutions to ensure cost 
efficiency and price competitiveness on an on-going basis? 

 
c. Media Planning and Buying Services Only 

 
• Can the Offeror provide recommendations on media appropriate to 

the described goals/objectives?  
 

• Does the Offeror have demonstrated capability to handle execution 
and timely placement of KLC media? 

 
• Does the Offeror have a process for evaluating ROI or success of 

strategies utilized on KLC’s behalf? 
 

• Can the Offeror effectively execute using a variety of media and 
platforms? 

 
• Has the Offeror demonstrated media solutions to ensure cost 

efficiency and price competitiveness on an on-going basis? 
 

4. ORAL PRESENTATIONS (Based on Case Study)                                   30 
 

• Oral Presentations are by invitation only. Case studies, scoring 
criteria and dates will be sent upon invitation. 

 
B. PRICE (NON-TECHNICAL)          25 
 

• Is the price fair and reasonable to the KLC?  
 

TOTAL POINTS AVAILABLE         100 
 
5.3 RECIPROCAL PREFERENCE for KENTUCKY RESIDENT BIDDERS & 

PREFERENCE FOR QUALIFIED BIDDERS 
 

The scoring of cost is subject to Reciprocal preference for Kentucky Resident Bidders 
(KRS 45A.A94 and 200 KAR 5:400) and Preferences for a Qualified Bidder or the 
Department of Corrections, Division of Prison Industries (KRS 45A.485 and KAR 200 
5:410). Vendors not claiming Resident Bidder or Qualified Bidder status need not 
submit the corresponding affidavit. 
 
KRS 45A.490 Definitions for KRS 45A.490 to 45A.494. 
As used in KRS 45A.490 to45A.494: 
(1) “Contract” means any agreement of a public agency, including grants and orders, 

for the purchase or disposal of supplies, services, construction, or any other item; 
and  

(2) “Public agency” has the same meaning as in KRS 61.805. 
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KRS 45A.492 Legislative declarations. 
The General Assembly declares: 
(1) A public purpose of the Commonwealth is served by providing preference to 

Kentucky residents in contracts by public agencies; and 
(2) Providing preference to Kentucky residents equalizes the competition with other 

states that provide preference to their residents. 
 

KRS 45A.494 Reciprocal preference to be given by public agencies to resident Bidders 
– List of states – Administrative regulations. 
(1) Prior to a contract being awarded to the lowest responsible and responsive Bidder 

on a contract by a public agency, a resident Bidder of the Commonwealth shall be 
given a preference against a nonresident Bidder registered in any state that gives or 
requires a preference to Bidders from that state.  The preference shall be equal to 
the preference given or required by the state of the nonresident Bidder. 

(2) A resident Bidder is an individual, partnership, association, corporation, or other 
business entity that, on the date the contract is first advertised or announced as 
available for bidding: 
(a) Is authorized to transact business in the Commonwealth; and 
(b) Has for one (1) year prior to and through the date of the advertisement, filed 

Kentucky corporate income taxes, made payments to the Kentucky 
unemployment insurance fund established in KRS 341.490, and maintained 
a Kentucky workers’ compensation policy in effect 

(3) A nonresident Bidder is an individual, partnership, association, corporation, or 
other business entity that does not meet the requirements of subsection (2) of this 
section. 

(4) If a procurement determination results in a tie between a resident Bidder and a 
nonresident Bidder, preference shall be given to the resident Bidder. 

(5) This section shall apply to all contracts funded or controlled in whole or in part by 
a public agency. 

(6) The Finance and Administration Cabinet shall maintain a list of states that give to 
or require a preference for their own resident Bidders, including details of the 
preference given to such Bidders, to be used by public agencies in determining 
resident Bidder preferences.  The cabinet shall also promulgate administrative 
regulations in accordance with KRS Chapter 13A establishing the procedure by 
which the preferences required by this section shall be given. 

(7) The preference for resident Bidders shall not be given if the preference conflicts 
with federal law. 

(8) Any public agency soliciting or advertising for bids for contracts shall make KRS 
45A.490 to 45A.494 part of this Solicitation or advertisement for bids. 

The reciprocal preference as described in KRS 45A.490-494 above shall be applies in 
accordance with 200 KAR 5:400. 

 
Determining the residency of a Bidder for purposes of applying a reciprocal 
preference 
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A Bidder claiming resident Bidder status shall submit along with its response the attached 
Required Affidavit for Bidders, Offerors, and Contractors Claiming Resident Bidder Status 
(Attachment “D”).  The KLC reserves the right to request documentation supporting a 
Bidder’s claim of resident Bidder status. Failure to provide such documentation upon 
request shall result in disqualification of the Bidder or contract termination. 
 
A nonresident Bidder shall submit, along with its response, its certificate of authority to 
transact business in the Commonwealth as filed with the Commonwealth of Kentucky, 
Secretary of State. The location of the principal office identified therein shall be deemed 
the state of residency for that Bidder.  If the Bidder is not required by law to obtain said 
certificate, the state of residency for that Bidder shall be deemed to be that which is 
identified in its mailing address as provided in its bid. 
 
Preferences for a Qualified Bidder or the Department of Corrections, Division of 
Prison Industries (KRS 45A.470 and KAR 200 5:410). 
 
Pursuant to 200 KAR 5:410, and KRS 45A.470, Kentucky Correctional Industries will 
receive a preference equal to twenty (20) percent of the maximum points awarded to a 
Bidder in a Solicitation.  In addition, the following “qualified Bidders” will receive a 
preference equal to fifteen (15) percent of the maximum points awarded to a Bidder in a 
Solicitation:  Kentucky Industries for the Blind, any nonprofit corporation that furthers the 
purposes of KRS Chapter 163 and any qualified nonprofit agencies for individuals with 
severe disabilities as defined in KRS 45A.465(3). Other than Kentucky Industries for the 
Blind, a Bidder claiming “qualified Bidder” status shall submit along with its response to 
this Solicitation a notarized affidavit which affirms that it meets the requirements to be 
considered a qualified Bidder (Attachment “E”). If requested, failure to provide 
documentation to a public agency proving qualified Bidder status may result in 
disqualification of the Bidder or contract termination. 
 

5.4 INITIAL PASS/FAIL REVIEW 
 

Each Proposal will be evaluated for general conformity to the submission requirements 
summarized in Section 8.1 on a pass/fail basis. Proposals that are incomplete or otherwise 
do not meet submission requirements may be considered non-responsive and eliminated 
from further consideration. 

 
5.5 INITIAL EVALUATION 
 

Proposals that meet the pass/fail criteria as stated above will be distributed to the members 
of the Evaluation Committee for a technical evaluation using the weighted criteria set forth 
above. PRICING WILL NOT BE A FACTOR IN THE TECHNICAL EVALUATION. 
Proposals that do not receive a minimum technical score of 50% of the total technical points 
available may be disqualified from further consideration. In addition, failure to score at least 
50% of total points available on any one of the technical criteria may result in the 
disqualification of the Proposal. 
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5.6 ORAL PRESENTATIONS 
  

The KLC reserves the right, prior to completing its evaluation of Proposals, to  request Oral 
Presentations from some or all of the Offerors submitting a Proposal in response to this 
Solicitation in order to present the results of a Case Study and further clarify the Proposals.  
As stated in Section 1.3 (“Summary of Key Dates”), Oral Presentation are tentatively 
scheduled for the week of 1/30/23.  
 

5.7 FINAL TECHNICAL EVALUATION 
 

After the Oral Presentations, the Evaluation Committee shall conduct a final technical 
evaluation of Proposals. Technical scores will be assigned to each Offeror for the oral 
presentation and any scores assigned as a result of the initial technical evaluation may be 
modified based upon the oral presentation.  

  
5.8 PRICE EVALUATION 

 
Price evaluation will occur after technical scoring and Oral Presentations will involve only 
Proposals that were not previously disqualified during the Initial Pass/Fail Review, 
Technical Evaluation or Oral Presentation. The Evaluation Committee will award the points 
available for price, using an objective formula that takes into consideration the price of the 
Proposal being evaluated in relation to the lowest cost Proposal.  

 
5.9 COMBINED SCORING 
 

The Evaluation Committee will combine all technical and price points to determine the total 
score for each Proposal, and the Proposals shall be ranked accordingly. 

 
5.10 DISCUSSIONS 
 

Before or after the ranking of Proposals, the Evaluation Committee may conduct discussions 
with responsible Offerors who submit Proposals determined to be reasonably susceptible of 
being selected for award of contract. The discussions shall be conducted for the purpose of 
clarification to assure full understanding of, and conformance to, this Solicitation 
requirements, and revisions may be permitted after submissions and prior to award for the 
purpose of obtaining best and final offers. Offerors shall be accorded fair and equal treatment 
with respect to the opportunity for discussion and revisions of Proposals, except that 
discussions may be held with only the best qualified Offeror. 

 
5.11 RECOMMENDATION FOR AWARD 
 

After the final ranking of Proposals, the Evaluation Committee shall recommend to the KLC 
President and Apparent Successful Offeror for each category of services whose Proposal, as 
determined by the Evaluation Committee, is most advantageous to the KLC, taking into 
account price and evaluation factors set forth in this Solicitation.  HOWEVER, THE KLC 
SPECIFICALLY RESERVES THE RIGHT TO RECOMMEND THE AWARD OF 
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SEPARATE CONTRACTS OR A SINGLE CONTRACT IF DETERMINED TO BE IN 
THE BEST INTERESTS OF THE KLC.  

 
5.12 CONTRACT NEGOTIATIONS  
 

Upon approval by the President and the KLC Board of Directors, the KLC shall enter into 
negotiations with the Apparent Successful Offeror. If the conditions and price of a contract 
cannot be successfully negotiated within a reasonable amount of time (as determined by the 
KLC), negotiations will be terminated and negotiations with the next highest-ranking 
Offeror will commence. Negotiations shall continue at the sole option of the KLC until a 
contract is signed or all Proposals are rejected, and the Solicitation is withdrawn. 

 
5.13 AWARD OF CONTRACT  
 

An award will be made to one (1) or more responsive and responsible Offeror(s) whose 
Proposal(s) is/are determined to be the most advantageous to the KLC, taking into 
consideration the price and the evaluation factors set forth in this Solicitation. In doing so, 
THE KLC SPECIFICALLY RESERVES THE RIGHT TO AWARD SEPARATE 
CONTRACTS OR A SINGLE CONTRACT IF DETERMINED TO BE IN THE BEST 
INTERESTS OF THE KLC.  Notice of intent to contract, however, does not constitute the 
award of a contract. 

 
5.14 NOTICE OF AWARD  
 

All Offerors submitting a response to this Solicitation will be notified in writing of the award 
of a contract, if and when an award is made.  If no award is made, all Offerors will be notified 
accordingly. 

 
6 PART VI - SCOPE OF WORK 

6.1 BACKGROUND  
 

We are the Kentucky Lottery Corporation! We’re very proud of our state and the many 
beautiful things it has to offer such as beautiful bluegrass fields, mountainous views, and 
thoroughbred horses. We consider ourselves to be forward-thinking, creative and fun! Our 
mission at the Kentucky Lottery is very clear – we fuel imagination and fund education for 
ALL Kentuckians. This is done through lottery proceeds funding college scholarship and 
grant programs with over $4.4 Billion in funding since 1999. In order to do this, our plan is 
based on a structure which represents our operation.  
 
The most important part of our structure is our Proceeds, represented by the scholarship and 
grant programs we fund.  The below structure represents our core elements: Partners, People, 
Principles, and Products.  All of these elements are then supported by the foundation of our 
organization. Performance.     
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A. The KLC was created as a “de jure municipal corporation and political subdivision of 
the Commonwealth of Kentucky” pursuant to KRS 154A.010, et seq. The KLC 
currently employs approximately 163 staff members encompassing its corporate office 
located at 1011 West Main Street, Louisville, Kentucky 40202, and field employees 
located throughout the state.   

 
B. Brand: The position for the overall Kentucky Lottery Corporation brand is “Most 

Entertaining” with the organization’s vision being: “Become known as an organization 
that makes Kentucky a better place.”  It’s mission: “Help make dreams comes true for 
Kentuckians…both big and small.” (See Brand Guidelines – Exhibit “B”).  

 
C. Research: The Lottery, with the assistance of its advertising agency, evaluates 

opportunities to advertise using standard measurements such as reach, frequency, 
impressions, cost per thousand, media value, awareness, ad recall, return on ad spend, 
etc., to ensure Lottery is spending its advertising dollars wisely.  Opportunities to 
advertise using standard measurements listed below: 

 
1. Player Demographics: Demographically, traditional Lottery players look much 

like Kentucky in terms of age, gender, education, and income based on self-reported 
tracking study data.  Players 35-54 are most likely to play the Lottery, while players 
55+ are least likely to play online.  Those who report playing the Lottery in the past 
year skew slightly male at 52% to 48% female.  Two-thirds of Lottery players 
(67%) have above a high school education.  About 62% of Lottery players self-
report making above $35,000, which is in line with Census data. 
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Player demographics vary by game, so any creative deliverable must take into 
consideration the intended audience/segment for the product in question.  Please 
refer to the Kentucky Lottery Consumer Segmentation (Exhibit “C”) for a 
breakdown of attitudes/behavior preferences by game and additional audience 
information.   

 

 
 

2. Tracking Study.  The Kentucky Lottery has engaged in consumer tracking on 
various metrics for over 20 years.  The goal of this continuous study is to study a 
representative sample of Kentuckians on their attitudes and playership of the 
Kentucky Lottery and its game products.     
 
Each quarter, the study collects at least 1000 responses.  The sample is balanced 
according to the Kentucky census on five factors: age, gender, race, income, and 
geographic location in Kentucky.  Key metrics covered in this study include:   

 
• Awareness of advertising and games 
• Overall and specific lottery game playership 
• Frequency of play and purchase habits 
• Relative spend on lottery 
• Gaming behaviors and attitudes 
• Beneficiary awareness (Where the money goes) 
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• Awareness of Play Responsibly logos 
• Retail environment (Monitors, winner awareness, POS) 
• Fun Club membership 
• Demographics of game players  

 
The Lottery uses this information to evaluate the effectiveness of our marketing 
and sales programs as well as to ensure that the player’s voice is heard as we 
develop new games and experiences.   

 

 
 

3. Biannual Retailer Survey.  In addition to the ongoing Consumer Tracking Study, 
the Kentucky Lottery biannually conducts a full-scale survey of all retain partners 
to ensure that service expectations are being met, and that communication across 
all channels is optimal.   The Lottery has traditionally worked with an outside 
vendor to perform this service.   

 

 
 

4. Additional Marketing Research.  Following is a list of the different types of 
research historically conducts or assisted by the advertising agency, in consultation 
with the Lottery’s in-house Research team, and used by the Kentucky Lottery: 



KL-23-011 

 23 

 
a. Advertising Concept Testing – Various advertising concepts maybe tested 

when appears the Lottery might benefit from a change to a fresh campaign or 
for a campaign to support a new product.     
 

b. Brand Monitoring – The objective is to track key brand performance metrics 
over time, gauge ongoing behaviors and perceptions, and uncover market issues 
in need of attention.      

 
c. Media Consumption Study – Objective is to better understand Kentucky’s 

adults and their adoption and use of media and technology to better align our 
marketing efforts with the most effective media channels.     

 
d. Player Focus Groups – To engage players on a qualitative basis for timely and 

cost-efficient insights into what drives sales.  Player Focus groups may be used 
by the Lottery for product research, as well as marketing/advertising research, 
and they may be either conducted online or in-person as the situation dictates.     

e. Segmentation Study – Historically conducted by an outside research vendor, 
the agency utilizes this information to uncover new insights about player 
attitudes, motivations, behaviors, and opinions that help drive marketing 
decisions.   

 
D. Budget:  The KLC’s approximate marketing and advertising expenditures are listed 

below.  These figures are provided for historical information and are not a guarantee of 
any accounts under the contract anticipated to result from this RFP.   

 
 FY22 Actual FY23 Budget 

Media $       9,743,609 $       9,778,574 
Production $       1,106,534 $       1,211,000 

 
It is reasonable to assume that Offeror(s) have in-house capabilities that the KLC has 
previously subcontracted for. This information does not preclude any Offeror from 
proposing those services be provided in-house.  
 

6.2 OBJECTIVE 
 

The KLC plans to enter into an agreement with agencies or business organizations that have 
the expertise to provide all aspects of marketing services for the KLC, including but not 
limited to, services related to strategic marketing and advertising planning and management. 
The Successful Offeror shall work with the KLC to expand relevance of the KLC brand, 
grow revenues, expand player base, and continue to meet the evolving gaming and 
entertainment needs of Kentuckians 18 years of age or older. The Successful Offeror shall 
collaborate with the KLC to develop strategic and innovative marketing solutions that align 
with the KLC fiscal year and long-term business objectives, while also committing to operate 
according to responsible gaming principles and upholding the integrity of the KLC.  
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6.3 ADVERTISING STANDARDS 
 

As a political subdivision of the Commonwealth of Kentucky, and because of the nature of 
our business, all advertising efforts must be conducted in a manner commensurate with the 
dignity and integrity of the Commonwealth of Kentucky. Advertising must be in good taste, 
must not make unsubstantiated promises, and must not encourage people to play 
excessively.  The KLC actively promotes play responsibly messages and programs to all 
players. Winning should never be promoted as an alternative to employment as a “way out” 
of a player's financial situation or contain enticing expressions of extreme 
wealth. Advertising must not appear to encourage play by individuals less than 18 years of 
age, which is legally restricted; no children are to be used in advertising.  Every effort should 
be made to comply with the advertising guidelines as established by the National State and 
Provincial Lottery Association Advertising (NASPL) guidelines (Exhibit “D”).   

 
6.4 STATEMENT OF WORK 
 

All Offerors must submit a separate written “Statement of Work” (SOW) for each category 
of services for which they are submitting Proposals.  Each SOW must be prepared in a 
straight-forward manner, describing the Offeror’s ability to meet the requirements of this 
Solicitation.  

   
6.5 MINIMUM SPECIFIC REQUIREMENTS  
 

THE FOLLOWING SPECIFICATIONS ONLY ESTABLISH THE MINIMUM 
STANDARDS WITH WHICH EACH OFFEROR MUST COMPLY. OFFERORS ARE 
EXPECTED AND ENCOURAGED TO PROPOSE PRODUCTS OR SERVICES THAT 
EXCEED THE MINIMUM SPECIFICATIONS. INNOVATIVE PRODUCTS OR 
SERVICES MAY BE PROPOSED AS AN OPTION TO THE KLC. 
 
This RFP outlines specific categories of services on which the Offerors may submit 
Proposals. OFFERORS MAY SUBMIT PROPOSALS ON ANY OR ALL OF THE 
SPECIFIC CATEGORIES OF SERVICES.  The categories of services are as follows: 

 
A. Creative Development and Production Services  
B. Media Planning and Buying Services.  

  
A. General Minimum Requirements for Creative Development and Production 

Services: 
 

1. Creative Development and Production Services: 
 

a. Creative Strategy:  
 

i. The Successful Offeror will develop effective, innovative, and 
breakthrough creative that represents the KLC brand in a positive light and 
in a manner consistent with the brand identity. Elements should be created 
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with the marketing objective, target audience and campaign platform(s) in 
mind.   

 
ii. A key role of the Creative Agency is to become immersed with the KLC’s 

business and remain on top of industry trends, sales performance, and 
product developments. They will also work closely with and establish 
regular communication with the KLC’s Media Agency to ensure that 
consumer-centric strategies are being developed that align with business 
objectives. In collaboration with the KLC, the Successful Offeror shall 
create and implement strategies and tactics that build equity for the lottery 
brand and improve the customer experience along the entire customer 
journey including path to purchase, gameplay, and winning experience.  

 
iii. Creative will be assigned based on the three (3) main types of marketing 

initiatives provided by the KLC. The following are provided for information 
purposes only. As part of the creative strategy, the Successful Offeror shall 
provide recommendations on identifying opportunities and prioritizing 
campaign initiatives.   

 

• Major Advertising Campaigns – Estimated to be 7-10 campaigns per 
year.  Examples are New Draw Game Launches, Major Scratch-off 
Game Launches, Cross-channel Products or Promotions, Flagship 
Games like Keno and iLottery/Instant Play, Seasonal Pushes/Plus Ups   

• Secondary Advertising Campaigns – Estimated to be 7-8 campaigns 
per year.  Examples are Additional Scratch-off Game Launches, Draw 
Games “In the Middle”, Jackpot Awareness, Beneficiary Awareness   

• Ongoing Support – KLC Brand, New and Seasonal Instant Play 
Games, Winner Awareness, Responsible Gaming, and Promotions.   

iv. Ongoing support assets and campaigns are promoted via Organic and Paid 
Social Media, Website Assets, Email Marketing and Ad-hoc Point of Sale 
and Digital pieces.   

 
v. The Successful Offeror shall provide strategic development of social media, 

including but not limited to, Facebook, Instagram and Twitter. The 
Successful Offeror shall identify social media innovations such as emerging 
technologies or platforms and trending content and make recommendations 
aligned with brand or campaign objectives.   

 
vi. The Successful Offeror shall produce creative and engaging email 

marketing, website, and social media content for all agreed upon platforms, 
including images, video, copywriting and other creative elements or 
innovations. The Successful Offeror’s responsibility shall also include 
performance analysis and organic social media insights, at least quarterly. 
The KLC posts social media content and is responsible for social media 
community management.  
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b. Creative Deliverables: 
 

i. The Successful Offeror shall produce creative with high quality standards 
in the most cost-efficient manner. Creative includes strategic art direction, 
photography/videography, copywriting, graphic design, content 
development. Creative elements include, but are not limited to, video 
production (including Broadcast and Online Video), digital advertising and 
marketing, social media, email marketing, and point of sale materials for a 
retailer network of more than 3,500 retailers. The Successful Offeror shall 
ensure all creative elements are produced and distributed on time and on 
budget through complete Creative Management. All final artwork files shall 
be provided to the KLC.   
 

ii. When applicable, the Successful Offeror will produce creative elements 
with efficiencies. The Successful Offeror will identify creative solutions 
that may be adapted, edited, or repurposed for flexibility and/or longevity. 

 
iii. The estimated volume for creative elements for FY23 and sequential three 

years is listed in the table below:  
 

REQUIRED CREATIVE 
SERVICES 

ESTIMATED 
VOLUME  

FY23 

ESTIMATED 
VOLUME 
YEAR 2 

ESTIMATED 
VOLUME 
YEAR 3 

ESTIMATED 
VOLUME 
YEAR 4 

Television   12  9  7  7  
Point of Sale   50  45  45  45  
Digital Display 
Banners  

250  400  400  400  

Email Marketing  60  65  70  65  
Website 
Banners/Assets  

75  75  75  75  

Social Media  295  300  300  300  
Online / Other Video  4  12  15  15  
Print   4  4  4  4  
Branding/Logo 
Creation  

1  1  1  1  

Out Of Home (OOH)  0  1  1  1  
  

c. Creative Production Services 
 
i. For creative elements not produced in-house, the Successful Offeror must 

estimate all creative and production expenditures in advance and secure at 
least three bids for the purchase of printed materials and broadcast or 
subcontracted production. When applicable, the Successful Offeror will 
produce creative elements with efficiencies. A bid from a qualified minority 
business should be included in the business bidding process, if available. 
The Lottery prefers to use Kentucky-based production companies and 
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conduct production shoots in-state. Exceptions will be considered if the 
service is not offered by a Kentucky company or would be cost-prohibitive 
to do so.  
 

ii. The Successful Offeror must attempt to obtain at least three competitive 
bids on any non-media expenditure costing $5,000 or more. The Successful 
Offeror will be responsible for obtaining all necessary approvals from the 
KLC for all creations before proceeding with production of any type or 
campaign. The Successful Offeror must provide timely and accurate billing 
with appropriate breakdown and itemization in form and substance 
satisfactory to the KLC within 30 days of job completion unless otherwise 
approved. Original estimates, signed by the KLC must be included with any 
invoice or other request for payment to the Successful Offeror. No payment 
will be made without a signed estimate. Once a job is closed, no further 
billing may be submitted.  

 
iii. Talent recommendations may be made to the KLC for any and all 

advertising and marketing creative. Casting auditions, on screen or voice 
over, must be presented with alternates. The Successful Offeror must 
investigate and obtain talent releases for all persons appearing in any KLC 
advertising, whether or not the talent utilized is bound by a collective 
bargaining agreement and whether or not the talent appears at the forefront 
or in the background and is speaking or non-speaking.  

 
d. Account Management and Communications 

 
i. The Successful Offeror shall provide a seasoned, dedicated account team 

that will work collaboratively with the KLC’s Marketing team to manage 
the daily activities of the account. The account team will be responsible for 
establishing regular communications with the KLC’s Media Agency, and 
any additional teams supporting the business to ensure seamless integration 
of advertising and marketing programs. The account team will also be 
responsible for the following:  
 
1)  Status Report – Weekly status reports will be issued detailing all 

current projects, production jobs, reporting and meetings. Status 
reports shall include timelines for all initiatives, allowing no fewer than 
five (5) business days for KLC approval at any stage.  

 
2)  Annual Planning  –  Successful Offeror will attend an annual strategic 

planning meeting with the KLC and Media Agency. Annual planning 
meetings will review reporting, analytics and insights and review 
upcoming marketing plans and initiatives.   

 
3)  Creative Test Plans and Insights – Successful Offeror shall provide 

recommendations on creative testing. Creative concepts and executions 
shall be tested to ensure message clarity, comprehension, appeal and 
conversions are optimal. Creative tests at varying degrees of difficulty, 
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shall be completed in coordination with the KLC. Creative 
development timelines should allow for adequate timing of pre-
production testing and test results should be provided to the KLC in a 
timely manner, at least monthly. Creative testing shall be planned in an 
efficient manner as to not delay any set timelines or cause additional 
expenses.   

 
4)   Creative Management  – Provide comprehensive creative management 

from concept to final deliverable. 
  

a) Marketing Plans and Creative Briefs – the KLC shall provide the 
Successful Offeror with an Annual Marketing Plan and briefing 
documents for each advertising initiative that provides business 
opportunity or product overview, campaign objectives, target 
audience or segmentation, general strategy or insights and other 
measurable key performance indicators against which the 
campaign will be evaluated.  

 
b) Creative Concepts – Successful Offeror shall offer a minimum of 

three creative concepts to all major advertising and secondary 
advertising campaigns unless otherwise predesignated by the 
KLC. Unless otherwise agreed upon, each creative concept shall 
reflect a distinctly different tone, approach and style. Concepts 
should include any variations of messaging per channel.   

c) Timelines – The Successful Offeror shall plan creative 
development schedules with defined tasks and milestones. 
Sufficient time must be allowed for developing and presenting 
three creative concepts, creative testing, editing and revising the 
selected option, obtaining final approval, and producing and 
distributing the finished product.  

d)  Storage and Trafficking – A file sharing site will be provided by 
the KLC for ease of routing creative pieces. Successful Offeror 
shall be responsible for trafficking of all creative materials to the 
Media Agency and/or media outlets. 

 5) Accounting – Successful Offeror shall provide experienced 
accounting staff support to implement timely and accurate billing to 
meet KLC specifications.  All costs relating to work required to 
complete an initiative, project, or job shall be detailed in a written 
estimate submitted to the KLC for approval prior to proceeding with 
producing any work.   

  
2. Submittal Requirements for Creative Development and Production Services  

All Offerors shall submit the following minimum requirements as part of their 
Proposal for Creative Development and Production Services.   
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a. A written description outlining all services offered based on the statement of 

work above. Offeror shall give definitive descriptions of the proposed plan to 
meet or exceed the requirements of the RFP. 
  

b. Creative examples of each of the following areas that were created or executed 
in the past two years (identify any portion of the work that was produced out-
of-house): 

 
i. Video Produced for TV:  

Five 15 second spots  
Five 30 second spots  
One spot of any other length 
 

ii. Video Produced for Digital:  
Two spots (include intended purpose (i.e., YouTube Pre-roll, Hulu OTT) 
  

iii. Point of Sale (POS/POP) Pieces:  
Seven retail point of sale or poster examples 
 

iv. Social Media:  
Five social media posts  
One social media campaign  
One Tik Tok or Reel video  
 

v. Digital Advertising:  
Five digital display banners  
Two rich media banners  
One display campaign  

 
vi. Two Integrated campaigns using both traditional and online media   

 
vii. One Innovative Creative Example 

  
viii. Optional: Any additional items or medium that illustrates Offerors’ 

unique creative strengths.  
 

c. Written strengths and capabilities in digital creative (include eCommerce 
examples)  
 

d. Written demonstration of Offeror’s ability to manage a highly active account 
and timelines. 

 
e. Brief description of Offeror's creative process. 

 
f. Brief description of Offeror's planning process and capabilities and how 

account planning interfaces with various external entities, departments, or 
additional areas of the organization. 
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g. Description of how Offeror would provide KLC information and insights from 
emerging consumer trends, new ideas and innovation. 
 

h. Brief description of how Offeror would support social media creative and 
related functions as outlined in section A.1.a  and A.1.b.  

 
i. Staffing—Offeror must provide an organizational chart for each functional 

area and identify all personnel that will be assigned to the KLC account team, 
including resumes. Org Chart shall include title or position of proposed 
personnel and include any new positions that will be created as a result of 
acquiring the KLC account.  

 
j. Offeror shall provide a staffing plan by department detailing how they will 

service the KLC account including key functions or responsibilities for each 
position. The plan should indicate the number of personnel being proposed and 
indicate if they will be assigned on a full time, part time, or as needed basis. 
Offeror must describe its resources and capabilities and distinguish between 
those which it has in-house and those which it proposes to subcontract. 
Describe the current operational capacity of the organization and ability to 
absorb the additional workload resulting from this award. Provide evidence 
that it has in place or will put in place the personnel, internal procedures, and 
any other resources required to ensure successful performance in contract 
compliance. Include any subcontractors, including details of current or 
previous experience between Subcontractor and Offeror.  

    
B. General Minimum Requirements for Media Planning and Buying Services    

 
1. Media Planning and Buying Services    

 
The Successful Offeror for Media Planning and Buying must demonstrate 
proficiency in developing traditional and digital advertising campaigns to support 
KLC products and initiatives. The Successful Offeror shall be responsible for 
strategizing, planning, negotiating, buying, delivering, optimizing, and analyzing 
paid media tactics. Successful Offeror shall deliver innovative, breakthrough, and 
effective solutions for the KLC statewide, multi-channel advertising program using 
the most effective media for campaign goals and objectives determined by the 
KLC.  

  
a. Strategic Planning 

 
1) Planning will be assigned based on media and marketing initiatives 

provided by the KLC.  
 

2) Historically, the KLC has purchased traditional media, such as Television 
and Billboards, in-house. Any media plans purchased by the KLC, such as 
local station partnerships, will be shared with the Successful Offeror as part 
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of the annual marketing plan. Strategic planning and recommendations shall 
be completed by the Successful Offeror in coordination with the KLC.  

 
3) Advertising initiatives can be categorized into three main types of 

marketing initiatives provided by the KLC. The following are provided for 
information purposes only. As part of the media strategy, the Successful 
Offeror shall provide recommendations on identifying opportunities and 
prioritizing campaign initiatives.  

 
i. Major Advertising Campaigns—Estimated to be 7-10 campaigns 

per year. Examples are New Draw Game Launches, Major Scratch-
off Game Launches, Cross-channel Products or Promotions, 
Flagship Games like Keno and iLottery/Instant Play, Seasonal 
Pushes/Plus Ups 

  
ii. Secondary Advertising Campaigns—Estimated to be 7-8 

campaigns per year. Examples are Additional Scratch-off Game 
Launches, Draw Games “in the Middle,” Jackpot Awareness, 
Beneficiary Awareness  

 
iii. Ongoing Support—KLC Brand, New and Seasonal Instant Play 

Games, Winner Awareness, Responsible Gaming, Promotions   
 

4) Ongoing support campaigns are promoted via owned channels, Paid Social 
Media, Search Engine Marketing and Ad-hoc advertising opportunities.  

  
b. Strategy 
  

i. Successful Offeror shall use all trusted research, analytical tools, and sales 
data at its disposal to develop the most effective media plans to achieve 
objectives and drive business outcomes for the KLC. 

  
ii. Successful Offeror shall identify and utilize consumer behaviors and media 

consumption patterns and keep on top of media trends and emerging 
technologies to ensure that effective advertising plans are developed and 
executed for the KLC.  

 
iii. No less than once per quarter, the Successful Offeror shall present media 

usage trends, insights and opportunities, and emerging media trends which 
shall influence media strategy and planning, as appropriate, to achieve 
established goals and objectives.  

 
iv. Successful Offeror shall review competitive media trends among other 

lotteries within the US and among other related industries, such as 
gambling, gaming and other forms of entertainment, or other categories as 
requested by the KLC.  
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v. In addition to the agreed-upon media plans, Successful Offeror may be 
asked to evaluate additional advertising opportunities. At the request of the 
KLC, Successful Offeror shall provide an agency point of view (POV) 
which includes research analysis and recommendation. Examples of 
requested POVs may be jackpot strategy, Out of Home (OOH) or 
billboards, new technologies or advertising space.  

 
c. Planning   

 
i. The KLC shall provide an annual marketing plan and briefing documents 

for each project or initiative that include objectives, timing and budget. The 
KLC shall also provide any media plans or advertising activities that will 
be completed outside the Successful Offerors scope of work. 

 
ii. Successful Offeror shall propose an annual media overview supporting all 

lottery retail and online products and initiatives, utilizing traditional, digital 
and any other paid media the Successful Offeror deems appropriate. 
Offeror shall continually review and assess the annual media plan to ensure 
marketing efforts are fresh, current, and highly innovative. 

  
iii. Upon initiation from the KLC, Successful Offeror shall prepare media 

plans and buys with recommendations that include target audience, media 
mix with rationale for recommendation, projected budget, and CPM (cost 
per thousand) or cost measurement by media type. Successful Offeror shall 
also provide KPIs per vendor to align with the goals of the campaign or 
initiative and be responsible for reporting results of agreed upon success 
metrics. 

 
iv. Successful Offeror shall identify media innovations such as emerging 

technologies or platforms and trending content to make recommendations 
aligned with campaign objectives. Successful Offeror is also responsible 
for staying abreast of changing markets, consumer behaviors, economic 
trends and any other events that may impact the media plans. 

 
v. Successful Offeror shall provide detailed buy specifications for all media 

plans and buys in a timely manner. Authorizations approved by the KLC 
shall include pertinent information, such as audience, flight dates or timing, 
budget, markets, media type, impressions, etc. Successful Offeror shall 
also provide the KLC and the creative agency with appropriate media plans 
that allow for timely traffic of creative units. Successful Offeror is also 
responsible for providing creative specifications for all mediums to the 
Creative Agency.  

  
d.  Budget  
 

i. The overall KLC marketing budget is less than 1% of its total annual 
revenues. Although there can be no assurance as to what advertising and 
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marketing budgets the KLC may adopt from year to year, it is important 
that the Successful Offeror be able to manage significant budget growth or 
budget cuts with limited lead-time.   

 
ii. In order to provide information for the preparation of an accurate and 

realistic Statement of Work, Offeror shall assume a budget of $7,000,000 
net per fiscal year for media buying. This budget is inclusive of all media 
types and paid opportunities with no markup.  

 
iii. This budget includes traditional and digital advertising, including Search 

Engine Marketing (SEM) and paid/sponsored social media, as well as 
contingency dollars for jackpot trigger advertising or local media 
opportunities.  
 

iv. Any in-house advertising planned or conducted by the KLC will be shared 
with the Successful Offeror to creative a cohesive media plan.  

  
e. Purchase and Placement  

 
i. Successful Offeror shall evaluate media vendors, negotiate the media buys, 

and enter into contracts with related vendors. Successful Offeror shall be 
reimbursed for all pre-approved net media expenses incurred on behalf of 
the KLC with no markups, including agency fees or commissions. 
  

ii. Successful Offeror shall identify and evaluate cost saving opportunities 
and added value to maximize return on ad spend.  

  
iii. Successful Offeror shall work with the KLC, the creative agency, and 

vendors to place and initiate campaigns and is responsible for trafficking, 
monitoring, and optimizing for campaign effectiveness.  

 
iv. Successful Offeror is responsible for insuring proper placement and 

creative execution. Successful Offeror must verify and audit media 
placements to ensure ads run according to placement instructions. When 
applicable, Successful Offeror must provide proof of 
placement/execution.  

 
v. Successful Offeror is responsible for media invoice reconciliation. 

Invoices and/or reporting should be accompanied by supporting 
documentation illustrating that all advertisements were implemented in 
conformance with the parameters for which the KLC is being billed.  

 
f. Dedicated Account Management  
 

i. The Successful Offeror shall provide a seasoned, dedicated account team 
that will work collaboratively with the KLC’s Marketing team to manage 
the daily activities of the account.  
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ii. A key role of the account team is to become thoroughly involved with the 
KLC’s business and keep on top of industry trends, sales performance, and 
product developments.  
 

iii. They will also work closely with and establish regular communication with 
the KLC’s Creative Agency to ensure that consumer-centric strategies are 
being developed that tie into business objectives.  
 

iv. The account team shall be responsible for establishing regular 
communications with the KLC’s Creative Agency, and any additional 
teams supporting the business to ensure seamless integration of advertising 
programs. The account team will also be responsible for the following:  

 
1) Status Report – Weekly status reports will be issued detailing all 

campaigns and initiatives, reporting and meetings. Status meetings shall 
also include oral progress reports regarding campaign delivery, 
optimization and any other recommendations provided by the 
Successful Offeror. Status reports shall include timelines for all 
initiatives, allowing no fewer than five (5) business days for KLC 
approval at any stage. 

 
2) Annual Planning – The Successful Offeror will attend an annual 

strategic planning meeting with the KLC and Creative Agency. Annual 
planning meetings will review reporting, analytics and insights and 
review upcoming marketing plans and initiatives.  

 
3) Optimizations, Test Plans and Insights – The Successful Offeror shall 

provide recommendations on media testing, in addition to ongoing 
optimizations. One to two tests per month, at varying degrees of 
difficulty, shall be completed in coordination with the KLC. Examples 
are A/B tests of creative for a specific medium, piloting new 
technologies, audience or copy testing, etc. Timelines should allow for 
adequate timing of testing and test results and evaluations should be 
provided to the KLC in a timely manner, at least monthly. Test plans 
shall be created in an efficient manner as to not delay any set timelines 
or cause additional expenses. 

 
4) Advertising Schedules and Flowcharts – Provide comprehensive media 

planning and buying management from strategy to analysis.  
 

a) The KLC shall provide the Successful Offeror with an Annual 
Marketing Plan and briefing documents for each advertising 
initiative that provides business opportunity or product overview, 
campaign objectives, general strategy or insights and other 
measurable key performance indicators against which the campaign 
will be evaluated. 
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b) The Successful Offeror will then prepare media plans and buys with 
recommendations that include media details and performance 
measures.  

 
5) Timelines – The Successful Offeror shall develop media schedules with 

defined tasks and milestones. Sufficient time must be allowed for 
developing creative concepts, producing assets for all media and 
distributing the finished products. 
 

6) Storage and Trafficking – A file sharing site will be provided by the 
KLC for ease of routing creative pieces. In coordination with the 
Creative Agency, the Successful Offeror shall be responsible for 
trafficking of all creative materials to media outlets.  

 
v. Accounting – the Successful Offeror shall provide experienced accounting 

staff support to implement timely and accurate billing to meet KLC 
specifications.  All costs relating to work required to complete an initiative, 
project, or job shall be detailed in a written estimate submitted to the KLC 
for approval prior to proceeding with producing any work. Successful 
Offeror is responsible for auditing and processing for payment invoices, 
estimated to be 1,500 invoices per year. The Successful Offeror shall bill 
the KLC invoices monthly as a pass-through at net rate with no markup. 
The KLC has excellent credit with media vendors and as such, the KLC will 
expect the Successful Offeror to pay vendors within 60 days of vendor 
invoice date.  

  
g. Reporting and Analysis  

 
i. The Successful Offeror shall put in place appropriate tools and 

processes to measure, and report paid media results.  
 

ii. The Successful Offeror is responsible for analyzing advertising 
effectiveness.  

 
iii. Media should be monitored by the Successful Offeror regularly to 

analyze and optimize campaigns effectively.  
 

iv. The Successful Offeror shall provide a reporting dashboard that is 
accessible to the KLC. The Successful Offeror and the KLC shall 
mutually agree to the dashboard format and content and data shall be 
updated by Successful Offeror.  

 
v. Monthly reports detailing analytics, key performance indicators, 

insights and recommendations shall be provided by the Successful 
Offeror.  
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vi. The Successful Offeror shall prepare a wrap-up report for all major 
advertising campaigns identified by the KLC and an annual report of fiscal 
performance. Sales data by product will be made available from the KLC.  

 
2. Submittal Requirements for Media Planning and Buying Services 

 
All Offerors shall submit the following minimum requirements as part of their 
Proposal for Media Planning and Buying Services:   

 
a. Written description outlining the various services offered based on the 

statement of work above.  
b. Staffing—Offeror must provide an organizational chart for each functional area 

and identify all personnel that will be assigned to the KLC account team, 
including resumes. Org Chart shall include title or position of proposed 
personnel and include any new positions that will be created as a result of 
acquiring the KLC account.  

c. Brief description of strengths and capabilities in digital and eCommerce 
advertising.  

d. Written demonstration of Offeror’s ability to handle highly active advertising 
accounts and timelines.  

e. Brief description of Offeror’s strategic process, including audience targeting, 
developing success measurements and vendor or platform selection. 

f. Brief description of Offeror's planning process and capabilities and how 
account planning interfaces with various external entities, departments, or 
additional areas of the organization.  

g.  Brief description of how Offeror would provide KLC information and insights 
from emerging consumer trends, new ideas and innovative advertising 
techniques.  

h. Brief description of how the Offeror would, on an ongoing basis, monitor the 
effectiveness of the KLC's advertising. Include all analysis and specific tracking 
methods.  

i. Brief description of how the Offeror will manage paid social media programs, 
including how Offeror will evolve plans and programs to meet continuously 
changing user expectations and technology.  

j. Provide at least two examples of a comprehensive annual media plan for a 
multi-brand organization. Include the objectives and KPIs of the plan, budget 
per medium/channel, and results as related to the goals.   

k. Provide four examples of integrated media campaigns. Include the objectives 
of the campaign, consideration set of mediums and vendors chosen and results 
of each campaign. Provide at least two eCommerce examples.  

l. Provide at least two examples of analytics and insights reporting.  
m. Provide any additional information that illustrates Offerors’ unique position or 

strengths with media buying.  
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C. Optional Services for Creative and Production Services Respondents  
 

The KLC is open to additional products or services that exceed the minimum 
specifications for this category of services and are not included in the base price.  
Therefore, the Successful Offeror must fully describe any offered options and provide 
pricing for each in the Pricing Schedule. 

 
Invited Options Estimated Volume in Table below: 

INVITED OPTION ESTIMATED VOLUME FY23 
Radio Production  24  
Print Publications   3  
Media Planning and Buying   $7,000,000  
Public Relations/Crisis Communications  Unknown  
Creative Copywriting   Unknown  
Research Focus Groups  6  
Web and App Development   Unknown  
Technical Consulting  20 Hours  
Social Media Community Management  10 Hours/Week  
Permanent Signage  2 

 
D. Optional Services for Media Planning and Buying Services Respondents 

 
The KLC is open to additional products or services that exceed the minimum 
specifications for this category of services and are not included in the base price.  
Therefore, the Successful Offeror must fully describe any offered options and provide 
pricing for each in the Pricing Schedule. 

 
Invited Options Estimated Volume in table below. 

 
INVITED OPTION  ESTIMATED VOLUME FY23  

Television Creative Production  12  
Point of Sale   50  
Digital Display Banners  250  
Email Marketing  60  
Website Banners/Assets  75  
Social Media  295  
Online / Other Video  4  
Print   4  
Branding/Logo Creation  1  
Out Of Home (OOH)  0  
Radio Production  24  
Print Publications  3  
Public Relations/Crisis Communications  Unknown  
Creative Copywriting   Unknown  
Research Focus Groups  6  
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INVITED OPTION  ESTIMATED VOLUME FY23  
Web and App Development   Unknown  
Technical Consulting  20 Hours  
Social Media Community Management  10 Hours/Week  
Permanent Signage  1  

 
6.6 ORAL PRESENTATION REQUIREMENTS  
 

Offerors invited to make Oral Presentations will be provided a Case Study by the KLC upon 
which they must develop a comprehensive campaign that will be presented as a part of the 
oral presentation.  The assignment will explain the project in detail and will be given when 
the Offerors are notified that they have been invited to present.   

 
6.7 LIQUIDATED DAMAGES  
 

The goods or services to be provided pursuant to this Solicitation are specifically designed 
for the KLC and are not readily available on the open market. Therefore, any failure to 
deliver under the terms of the contract with the Successful Offeror will delay the KLC’s 
operations and result in substantial damages. Furthermore, because the KLC’s damages in 
the event of a breach will be difficult to estimate, the Successful Offeror shall be required to 
pay liquidated damages up to or equal to five hundred dollars ($500) a day per category of 
services.  Such amount may be withheld, at the KLC’s sole option, from any sums due the 
Successful Offeror from the KLC. 
 
 

6.8 COMPLIANCE/EXCEPTIONS 
 

Offerors are expected to comply with the terms and conditions of this Solicitation, including 
the Minimum Specific Requirements set forth above. Therefore, each Offeror must 
specifically agree to comply with the terms and conditions of this Solicitation unless an 
exception is taken to any particular term or condition. IF AN OFFEROR AGREES TO THE 
TERMS AND CONDITIONS, THE OFFEROR MUST STATE IN ITS PROPOSAL THAT 
“WE UNDERSTAND AND WILL COMPLY WITH ALL SECTIONS OF THIS 
SOLICITATION.” IF AN EXCEPTION IS TAKEN TO ANY SECTION, THE OFFEROR 
MUST IDENTIFY THE SECTION AND PROVIDE A DETAILED EXPLANATION AS 
TO WHY THE EXCEPTION WAS TAKEN. ANY EXCEPTION MAY BE GROUNDS 
FOR DISQUALIFICATION. 

 
7 PART VII - PRICING 

 
7.1 PRICING SCHEDULE 
 

Offerors must complete the pricing schedule that is attached as Exhibit “E”.  All prices 
proposed herein shall be firm through the initial term of the contract.  Pricing information 
must be submitted in a SEPARATE, SEALED ENVELOPE (without copies) and clearly 
marked as such. Pricing shall NOT be included at any other place within the Proposal.  
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 The Kentucky Model Procurement Code and the KLC’s Procurement Procedures 

specifically prohibit the use of cost-plus-a-percentage-of-cost contracts.  Therefore, on the 
Pricing Schedules, Offerors should provide both a fixed monthly retailer cost for the services 
to be provided and hourly rates for the services.  The KLC will also consider alternative 
pricing which may be proposed by Offerors during the discussion phase of the evaluation 
process. 

  
 The Successful Offeror must pay Advertising and Advertising Production costs directly to 

third party vendors.  The KLC will reimburse the Successful Offeror for its actual out-of-
pocket expenses with no mark-ups 

 
 Travel expenses may be allowed with the advance written permission of the KLC if the 

Successful Offeror is required to stay overnight when performing services.  A copy of the 
KLC’s Travel Expense Policy is attached at Exhibit “F”. 

 
 Finally, Offerors may also provide pricing for Optional Services proposed in their 

Statements of Work.  The Optional Services are those services not included in the fixed 
monthly retainer and will be used for informational purposes only and will not be used as 
part of the evaluation process. 

 
8 PART VIII - SUBMISSION REQUIREMENTS 

 
8.1 MANDATORY SUBMISSIONS 
 

Offeror’s Proposals shall be loosely bound and indexed according to this Solicitation outline.  
Each Offeror responding to this Solicitation must submit the following: 

 
A. Subcontracting information as required by Section 3.3, if applicable 
B. List of References and awards as required by Section 4.1 
C. Size of Operations as required by 4.2 
D. Financial Statements as required by Section 4.4 
E. Background Investigation Information as required by Section 4.15 
F. Pending Litigation as required by Section 4.17 
G. Business Continuity Plan as required by Section 4.18 
H. Completed Supplier Profile as required by Section 4.19 
I. Registration with Secretary of State by a Foreign Entity, if applicable, as required by 

4.20 
J. Offeror Claiming Resident Bidders Status and Qualified Bidder affidavits, if 

applicable, as required by Section 5.3 
K. Statement of Work as required by Section 6.4  
L. Submittal Requirements for Creative Development and Production Services as 

required by Section 6.5.A.2, including proposed account team and resumes 
M. Submittal Requirements for Media Planning and Buying Services, as required by 

Section 6.5.B.2 
N. List of any exceptions to RFP as required by Section 6.8 
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O. Completed Pricing Schedule(s) as required by Section 7.1 
P. Completed and signed Proposal Certification from Section 9.1 
Q. Delivery of Proposal(s), original and copies (hard & electronic), as required by 

Section 9.3 
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9 PART IX - COMPLETION REQUIREMENTS 
 
9.1 PROPOSAL CERTIFICATIONS 
 

By submitting a Proposal in response to this Solicitation and signing below, the Offeror 
hereby certifies as follows: 

 
A. The person signing has authority to sign on behalf of the Offeror. 

 
B. The Offeror agrees to be bound by all the terms and conditions of this Solicitation 

(including the Solicitation Instructions and the General Conditions in Attachments A & 
B), except for any terms and conditions for which an exception was taken and identified 
in the Proposal pursuant to Section 6.5. 

 
 

Offeror Name ____________________________________________________________ 
 
 

By _____________________________________________________________________ 
   
    (Signature)    (Date) 
 
 

Title of person signing: ____________________________________________________ 
(If Offeror is a Corporation, the President or a Vice President must sign. If Offeror is a 
partnership, a general partner must sign. If Offeror is a limited liability corporation, the 
manager or the owner of a beneficial interest must sign.) 

 
9.2 OFFEROR CONTACT INFORMATION 
 

Contact Person:            
 

Address:             
 

Telephone Number: ______________________ Fax Number:      
 

Cellular Telephone Number:           
 

E-Mail Address:            
 
9.3 DELIVERY OF PROPOSALS TO THE KLC 
 

For each category of services, the Offerors original Proposal and fifteen (15) hard copies 
with SEPARATELY SEALED PRICING, must be placed in a sealed envelope.  The 
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original cost Proposal (without copies) shall be clearly labeled and placed in a separate, 
sealed envelope inside the envelope containing the original Proposal.  
 
Offerors must also include one electronic copy of each Proposal.  The electronic copy 
must be searchable and printable on USB drive in the following “read-only” format(s): 
MS Word or PDF AND MUST NOT INCLUDE PRICING.  The electronic copy must 
be included with the associated original Proposal.  
 
 All Proposals must be labeled as follows: 
 
“CONFIDENTIAL SEALED BID DO NOT OPEN” 
   From: 
   Solicitation #: 
   Closing Date & Time: 
 
Addressed to: Purchasing Department 
   Kentucky Lottery Corporation 
   ATTN: (Buyer’s Name-as listed in Section 1.2) 
   1011 W Main Street 
   Louisville, KY  40202-2623 

 
(If an overnight courier is used, the name of the Offeror and the Solicitation number should 
also be placed on the outside of the overnight courier envelope.) Proposals must be mailed 
or hand-delivered to the above address by the deadline stated in Section 1.3 during normal 
KLC business hours which are Monday-Friday 8:00 am – 5:00 pm ET. Proposals must be 
mailed or hand-delivered to the above address by the deadline stated in Section 1.3.  FAXED 
OR E-MAILED PROPOSALS WILL NOT BE ACCEPTED. 
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Revised 07/2013 
 

 
1. DEFINITIONS 

(a) As used herein, the term "Solicitation" means Invitation 
for Bids (IFB) if a contract is to be awarded by competitive sealed 
Bids, or Request for Proposals (RFP) if a contract is to be awarded 
by competitive negotiation. 

(b) The term "Offer" means bid if a contract is to be 
awarded by competitive sealed bidding, or Proposal if the contract 
is to be awarded by competitive negotiation. 
2. PREPARATION OF OFFERS 

(a) Offerors shall examine and adhere to any drawings, 
specifications, schedules, and instructions contained in the 
Solicitation. Failure to do so shall be at the Offeror’s risk. 

(b) Offerors shall set forth full, accurate and complete 
information as required by the Solicitation. Offers which contain an 
Offeror’s own special terms and conditions in conflict with the terms 
and conditions of the Solicitation may be rejected. 

(c) Each Offeror shall sign and date the Solicitation in ink 
and shall print or type his or her name, business, address, telephone 
number, and fax number. Erasures or other changes must be initialed 
in ink by the person signing the Offer. 

(d) Cash discounts shall not be considered in making the 
award of a contract. 

(e) Discounts for early payment may be considered if 
deemed to be in the best interest of the KLC.  

(f) All products quoted shall be new (latest model) and 
unused unless otherwise specified. 

(g) Offers for goods or services other than those specified 
shall not be considered unless authorized by the Solicitation. 

(h) Offerors shall state a definite time for delivery of goods 
or for performance of services unless otherwise specified. 

(i) Unless otherwise stated, time, if stated as a number of 
days, shall include Saturdays, Sundays and holidays. 

(j) Offerors shall bear all costs associated with their Offers, 
including but not limited to, preparation, copying, postage, and 
delivery fees. 
3. INQUIRIES 

(a) Any inquiries regarding the Solicitation must be made 
in writing by the deadline for written questions stated in the 
Solicitation or, if no deadline is specified, within sufficient time for 
a reply to reach the Offeror before the submission deadline stated in 
the Solicitation. Inquiries must not include cost data.  

(b) Oral explanations or instructions given before the award 
of the contract shall not be binding on the KLC.  

(c) Any information given to a prospective Offeror 
concerning a Solicitation shall be furnished to all prospective 
Offerors as an addendum or an amendment to the Solicitation, if 
they would be prejudiced by not having the information. The 
specific Offeror making the inquiry shall not be identified.  
4. ACKNOWLEDGMENT OF ADDENDA AND 

AMENDMENTS TO SOLICITATIONS 
 Receipt of an addendum or amendment to a Solicitation shall 
be acknowledged in writing by all Offerors. Unless otherwise 
specified, the acknowledgment shall be submitted with the Offer.    
5. SUBMISSION OF OFFERS 

(a) Offers shall be enclosed in sealed envelopes and 
received by the KLC Purchasing Department prior to the deadline 
specified in the Solicitation. The Bidder shall insert its name, 
address and the Solicitation number on the face of the sealed 
envelope. The official date and time of receipt of the Offer shall be 
determined by the KLC’s date and time stamp. 

(b) Faxed Offers will not be considered unless expressly 
authorized by the Solicitation. 

(c) Any samples required by the Solicitation must be 
submitted within the time specified and, unless otherwise specified, 
at the Offeror’s expense. Unless otherwise stated in the Solicitation, 
samples shall become the property of the KLC. 

 
 

 
6. MODIFICATION OR WITHDRAWAL OF OFFERS 

(a) Offers may be modified or withdrawn by written or 
faxed notice received prior to the exact hour and date specified for 
receipt of Offers. An Offer also may be withdrawn in person by an 
Offeror or its authorized representative, provided his or her identity 
is made known, and he or she signs a receipt for the Offer, but only 
if the withdrawal is made prior to the exact hour and date set for 
receipt of Offers. 

(b) If a modification relates to the price quoted in the Offer, 
actual dollar amounts shall not be stated. Instead, Offeror must state 
the increase or decrease in price in terms of percentages or change 
in the dollar amount (e.g., increase/decrease price by 10% or 
increase/decrease unit price by $1.00).  
7. LATE OFFERS, MODIFICATIONS, OR 

WITHDRAWALS 
 Offers, modifications or withdrawals thereof received by the 
KLC after the exact hour and date specified for receipt shall not be 
considered unless consideration would not be prejudicial to 
competition as determined by the KLC in its sole discretion. 
8. MULTIPLE AND ALTERNATE OFFERS 
 Offeror shall submit only one Offer in response to the 
Solicitation and shall not propose more than one price, model, or 
brand for each item. Multiple or alternate Offers shall be rejected 
unless specifically requested in the Solicitation. 
9. AWARD OF CONTRACT 

(a)  For IFB’s, the contract shall be awarded to the 
responsible and responsive Offeror whose Offer meets the 
requirements and criteria set forth in the Solicitation and offers the 
Best Value to the KLC. For RFP’s, the contract shall be awarded to 
the responsive & responsible Offeror whose Proposal is determined 
to be the most advantageous to the KLC, taking into consideration 
the price & evaluation factors set forth in the Solicitation. 

(b) Unless otherwise specified, the KLC reserves the right 
to award a contract based upon a low total, low subtotal, or low item 
basis. In addition, the KLC reserves the right to reject any or all 
offers and to waive informalities and minor irregularities in offers 
received if not prejudicial to competition as determined by the KLC 
in its sole discretion. 

(c) A written award (or Acceptance of Offer) mailed or 
otherwise furnished to the Successful Offeror within the time for 
acceptance specified in the Solicitation may, in the sole discretion 
of the KLC, be deemed to result in a binding contract without further 
action by either party. 
10. DISCLOSURE AND OFFER CONFIDENTIALITY 
 The contents of each Offer shall be made available for public 
inspection after the execution of a contract, except for proprietary 
information. Proprietary information must be submitted separately 
in a sealed envelope which clearly indicates that the envelope 
contains proprietary materials. Data which may be designated as 
proprietary is defined in KRS 154A.040 and KRS 61.870 to 61.884. 
Materials designated in this manner and determined by the KLC to 
be proprietary shall not be disclosed except under a court order, 
pursuant to an Attorney General's opinion or as provided in the 
contract which results from the Solicitation. 
11. RESERVATIONS OF RIGHT  
 The KLC reserves the right to accept Offers in whole or in part, 
to negotiate with any Offeror in any manner necessary to serve the 
best interests of the KLC, and to reduce the scope of goods or 
services required after selection of the Successful Offeror.  The KLC 
also reserves the right to withdraw or cancel any Solicitation at its 
discretion, to waive technicalities or minor irregularities, and to 
obtain any information from any lawful source regarding past 
business history and practices of an Offeror. Such information, 
including past business dealings with the KLC, other governmental 
entities of the Commonwealth, and other Lotteries, may be taken 
into consideration in evaluating any Offers.

SOLICITATION   INSTRUCTIONS 
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1. KENTUCKY SALES/USE TAX 
Sales of tangible personal property or services to the KLC are not 

subject to state sales or use taxes. 
2. GOVERNING LAW, VENUE & ASSOCIATED COSTS 

Any contracts and or orders placed as a result of the Solicitation shall be 
deemed to have been made and accepted in Jefferson County, Kentucky and 
shall be governed by laws of the Commonwealth of Kentucky. Furthermore, 
any litigation shall be commenced and prosecuted in the Courts of Jefferson 
County, Kentucky. If litigation is commenced and the KLC is the prevailing 
party, the KLC shall be entitled to all costs, including court costs and 
attorney’s fees. 
3. CONTRACT MODIFICATIONS 

During the contract period, no change will be permitted in any contract 
conditions or specifications unless the Contractor receives express written 
approval from the KLC. The Contractor shall promptly report any necessary 
modifications to the Director of Purchasing for consideration and decision.  
4. INVOICING 

All invoices shall be made on the Contractor’s invoice form and 
submitted after the goods or services have been received. Invoices must be 
itemized in accordance with the contract and shall include, at a minimum, the 
SOLICITATION number, the purchase order number provided by the KLC, a 
description of supplies or services, and any applicable item numbers, sizes, 
quantities, unit prices or extended prices. Failure to submit a properly 
completed invoice shall be cause for delay in payment because incomplete 
invoices shall be returned to the Contractor. 
5. ORDER OF PRECEDENCE 

Any inconsistencies between the terms and conditions of the Solicitation, 
the Offer or the Contract shall be resolved in the following order: (a) Contract, 
(b) Special Conditions of the Solicitation, (c) Specifications of the 
Solicitation, (d) General Conditions of the Solicitation, (e) Offer Instructions 
of the Solicitation, and (f) Offer, unless any provision of the Offer exceeds the 
requirements of the Solicitation, in which case the provisions of the Offer shall 
apply. 
6. TERMINATION FOR CAUSE AND OTHER REMEDIES 

(a) In the event of default under the contract, the KLC shall be entitled to 
seek all remedies available to it at law or in equity. Election of any one remedy 
by KLC shall not foreclose KLC from seeking any other remedy available to 
it hereunder. The waiver by KLC of any breach of any provision of the 
contract shall not operate or be construed as a waiver of any subsequent 
breach. 

(b) In addition to all other remedies available to the KLC in the contract, 
at law or in equity, the KLC may terminate a contract for failure in whole or 
in part to perform the contract according to its terms and conditions or 
whenever the contractor has obtained the contract by fraud, collusion, 
conspiracy, or other unlawful means. In the event of default, the KLC may 
purchase the products or services on the open market, with any excess of the 
contract price to be paid by the Contractor. 

(c) In addition to the remedy of contract termination, the KLC may in its 
sole discretion accept partial, incomplete or otherwise non-complying 
performance, and may deduct from the price to be paid a sum which 
reasonably reflects the difference in value between the contracts as it was to 
have been performed and as it was actually performed. 
7. TERMINATION FOR CONVENIENCE 

(a) The KLC may terminate, for its own convenience, all contracts for the 
procurement of goods and/or services when the KLC, in its sole discretion, 
has determined that termination is in the KLC’s best interests, and the 
President of the KLC or his or her designee shall be authorized to negotiate a 
settlement with the contractor according to terms deemed just and equitable 
by the KLC.  

(b) Compensation to a contractor for lost profits on a contract terminated 
for convenience of the KLC shall not exceed the amount set forth in the 
contract or, if no amount is set in the contract, an amount proportionate to the 
sum that the contractor’s total expected margin of profit on the contract bore 
to the contract price, based on the total out of pocket expense incurred by the 
contractor as of the date of termination of the contract. No payments will be 
made for finished work, work in progress, or raw materials acquired 
unnecessarily in advance or in excess of the KLC’s requirements.  

(c) When a contract is terminated for the convenience of the KLC, the 
contractor shall have the burden of establishing the amount of compensation 
to which it believes itself to be entitled by the submission of complete and 
accurate cost data employed in submitting the Offer or Proposal for the 

contract, and evidence of expenses paid or incurred in performance of the 
contract from the date of award through the date of termination. 
8. FILING OF PROTEST  

Any actual or prospective Offeror or contractor who is aggrieved in 
connection with the Solicitation or award of a contract may file a protest with 
the President of the KLC. A protest must be in writing and must be filed within 
fourteen (14) calendar days after such aggrieved person knows or should have 
known of the facts giving rise to the protest.  
9. WARRANTIES 

Unless otherwise specified in the Solicitation, the manufacturer’s most 
favorable warranty offered to preferred customers shall apply to all goods or 
services specified in the Solicitation. A copy of the warranty shall be furnished 
to the KLC upon delivery of the goods or services 
10. DELIVERIES 

Unless otherwise specified in the Solicitation, all Offers in response to the 
Solicitation shall include shipping, F.O.B, destination. Deliveries shall be made 
from 8:00 am to 4::00 pm, Eastern Time, Monday through Friday, excluding 
holidays. 
11. FIRM PRICING 

Except as otherwise provided, prices offered must be firm for the initial 
term of the contract. Offers with prices which are subject to qualifications or 
change may be rejected. 
12. INSPECTION 

All goods shall be subject to inspection or tests by the KLC prior to 
acceptance. If goods are defective in material or workmanship or otherwise not 
in conformity with specified requirements, the KLC shall have the right to reject 
them or require acceptable correction at the Contractor’s expense. 
13. NON-EXCLUSIVE RIGHTS 

Unless otherwise stated, no contract resulting from the Solicitation shall 
grant to the Contractor exclusive rights. If the KLC determines that different or 
additional goods or services are required, the KLC reserves the right to purchase 
the goods or services from any supplier the KLC deems appropriate. 
14. FINAL CONTRACT 

The award of any contract pursuant to a Solicitation may be subject to the 
negotiation and execution of a definitive contract between the Successful Offeror 
(s) and the KLC, which contract(s) shall incorporate the Solicitation and the Offer 
by reference. The contract(s) shall be acceptable to the KLC in form and 
substance and may include terms and conditions in addition to those summarized 
in the Solicitation. 
15. COVENANT AGAINST CONTINGENT FEES 

By submitting an Offer in response to the Solicitation, the Offeror warrants 
that no person or selling agency has been employed or retained to solicit or secure 
an agreement pursuant to the Solicitation upon an agreement or understanding 
for a commission, percentage, brokerage or contingent fee, except bona fide 
employees or bona fide established commercial or selling agencies maintained 
by the Offeror for the purpose of securing business. For breach of this warranty, 
the KLC shall have the right to terminate any contract and, in its sole discretion, 
to deduct or recover from any contract the full amount of such commission, 
percentage, brokerage or contingent fees. 
16. FORCE MAJEURE 

Neither the KLC nor the Successful Offeror shall be liable for delays or 
performance failures caused by acts beyond the control of the party. Such acts 
shall include, but not be limited to, acts of God, acts of war, epidemics, acts of 
Federal or State agencies or other disasters or events. However, any such delay 
must be beyond the control of and without the fault or negligence of the non-
performing party. 
17. OWNERSHIP 

All Offers shall become the property of the KLC upon receipt and shall not 
be returned to the Offerors. The KLC shall have the right to use or to adopt all 
ideas contained in any Offer submitted in response to the Solicitation without 
compensation.  Except where otherwise agreed in writing by the KLC, all 
materials, processes, and works developed and submitted in fulfilling any 
contract will become the exclusive property of the KLC. 
18. ASSIGNMENT 

The Successor Offeror’s obligations under any contract shall not be 
assigned or transferred to any other person, firm, corporation, or entity 
without the prior written consent of the KLC. 
 

GENERAL CONDITIONS 
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RETURN TO         
KENTUCKY LOTTERY CORPORATION     
PURCHASING DEPARTMENT      
1011 WEST MAIN STREET      
LOUISVILLE, KY 40202-2623 

SUPPLIER PROFILE 
Please “PRINT or TYPE” information 

1. Applicant’s Firm Name and Address 
________________________________________________ 
________________________________________________ 
________________________________________________ 

 

2. Contact Person: ______________________________ 
Telephone No:    ______________________________ 
Fax No:               ______________________________ 
E-mail Address:  ______________________________ 

3. Remit to Address: 
________________________________________________ 
________________________________________________ 
________________________________________________ 
 

4. Kind of Ownership: (Check One) 
 Individual/Sole Proprietor 
 Partnership 
 Corporation 
 

5. Does your firm maintain a bona fide place of business in Kentucky?  Yes  No 
 

6. List all the following tax account numbers your company holds with the Kentucky Revenue Cabinet: 

  Sales & Use Tax                               ___________________________________ 
 Employer’s Withholding Tax           ___________________________________ 
 Corporation Tax                                ___________________________________ 
 Coal Tax                                            ___________________________________ 
 SSN                                                   ___________________________________ 
 

If assistance is needed, please contact the Taxpayer Registration Section, Kentucky Revenue Cabinet, P.O. Box 299 Frankfort, 
Kentucky, 40602, Phone number (502) 564-3306 
7. Minority Owned 
 
8. Female Owned 

 Yes 
 
 Yes 

 No 
 
 No 

Minority Owned is a firm where 51% or more is owned by person(s) of minority 
races.  Must include copy of current certification 
Female Owned is a firm where 51% or more is female ownership.  Must include 
copy of current certification.  

9. Supplier Diversity Contact Person: 
_____________________________ 
 

Telephone No: __________________________________                                       
E-Mail:  ________________________________________    
    

10. Applicant’s Federal Employer’s ID No  Corporate Federal ID:________________________ 
 Partnership:                ________________________ 
 Individual SSN:          ________________________ 

 

Applicant certification (Must be signed in Ink) 
I hereby certify that I am duly authorized to submit and certify this application and to the best of my knowledge all information 
provided herein is true and accurate as of this date. 

_____________________________________________________ 
Typed Name 

_____________________________________________ 
Title 

 
_____________________________________________________ 
Signature 

 
_______________________________________________ 
Date 

OFFICIAL USE ONLY – DO NOT WRITE BELOW THIS LINE 
 
Application Review By:   _____________________________________ 

 
Date:    __________________________ 
 

Application Accepted:  Yes  No 
 

 

Supplier ID No. 
_____________________ 
 

(TO BE ASSIGNED BY  KLC) 
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THE FOLLOWING IS A LIST OF CURRENT KENTUCKY LOTTERY COMMODITY CODES. PLEASE CHECK 
UP TO FOUR THAT APPLY.   IF “0THER” IS CHECKED, PLEASE DESCRIBE IN DETAIL

CODE DESCRIPTION  
 

CODE DESCRIPTION  
 ACC ACCOUNTING & AUDITING SERVICES  MAL MAIL SERVICES, LABELS  

ADS AD SPECIALTI ES  MAT MATERIAL HANDLING EQUIPMENT  
ADY ADVERTING  SERVICES  MEC MECHANICAL  
ART ART SUPPLIES  MFG MANUFACTURING  
AUD AUDIO VISUAL SERVICES  MKT MARKETING SERVICES  

AWA AWARDS  MLE MAILROOM, EQUIPMENT & SERVICES  
BEN BENEFITS ADMINISTRATION  MOV MOVING (RELOCATION) SERVICES  
BIL BILL  ACCEPTOR PARTS  MTL METAL FABRICATIONS  
BOX BOXES  OFE OFFICE EQUIPMENT  
CAM CAMERAS & SUPPLIES  OFS OFFICE SUPPLIES  
CAT CATERING SERVICES,BUSINESS  OSP OFFSET PRINTERS  
CNF CONFERENCE & LODGING ARRANGEMENTS  PAG PAGERS  
COF COFFEE  SERVICES  PAI PAINTING SERVICES  
COP 
 
 

COPIER MACHINE SERVICES & SUPPLIES  PAP PAPER  

COS COMPUTER SUPPLIERS, RIBBONS, ETC  PLU PLUMBING SERVICES  

COU COURIER SERVICES  PRT PRINTING  
CRE CREDIT REPORTING SERVICES  PUB PUBLISHING  
CSl CONSULTING, COMPUTING (HARDWARE & SOFTWARE)  REC RECYCLING SUPPLIES & SERVICES  
CS2 CONSULTING,   MANAGEMENT  RUB RUBBERS & PLASTICS  
CS3 CONSULTING,  MARKETING  SAF SAFETY PRODUCTS  
DIS DISPENSERS, TICKETS  SEC SECURITY GUARD SERVICES & SYSTEMS  
EDU EDUCATION  SHR SHREDDING SERVICES, PAPER & OTHER  
ELE ELECTRICAL   SERVICES  STA STAMPS,RUBBER  
EMP EMPLOYMENT RELATED SERVICES  STO STORAGE FACILITIES,OFF SITE  
ENV ENVELOPES  TAL TALENT  
EVR ENVIRONMENTAL SPECIALTY SERVICES  TEL TELECOMMUNI CATIONS EQUIPMENT  
FEN FENCING  TKT TICKETS, INSTANT & PULL-TABS  
FOR FORMS, BUSINESS  TLS TELEPHONE SERVICES  
FRM FRAMING, PICTURES & DOCUMENTS,ETC.  TRA TRAVEL AGENCIES  

FST FIRST AID SERVICES  TRN TRANSPORTATI ON  
FUR FURNITURE, OFFICE & OTHER  TSV TELECOMMUNICATION SERVICES  
GRA GRAPHICS  TVB TELEVISION BROADCASTING  
HDW HARDWARE SUPPLIES,TOOLS, ETC.  TYP TYPESETTERS  
HEA HEATING & AIR  UNI UNIFORMS  
IND INDUSTRIAL SUPPLIES  VED VENDING MACHINES, TICKETS  
INF INFORMATION MANAGEMENT (OPITICAL DISK, ETC)  VEH VEHICLES  
INS INSURANCE  VEN VENDING SERVICE (FOOD & BEVERAGES)  
INT INTERIOR DESIGNS  VER VEHICLE  REPAIRS  
JAN JANITORIAL SERVICES  VID VIDEO, SERVICES & SUPPLIES  
LCS LANDSCAPING, INTERIOR, EXTERIOR  WAS WASTE DISPOSAL  
LGL LEGAL,ATTORNEY SERVICES  WAT WATER, BOTTLED, ETC  

LOC LOCK SERVICES (LOCKS, KEYS, ETC)  WHS WAREHOUSE  EQUIPMENT  
LOT LOTTERY RELATED EQUIPMENT  OTHER   
MAI MAINT SVCS, PROPERTY & FACILITY  OTHER   
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ATTACHMENT D 
 

 

Solicitation/Contract#:    
 

REQUIRED AFFIDAVIT FOR BIDDERS, OFFERORS AND 
CONTRACTORS CLAIMING RESIDENT BIDDER STATUS 

 
FOR BIDS AND CONTRACTS IN GENERAL: 

The Bidder or O f f e r o r  hereby swears and affirms under penalty of perjury that, in accordance 
w i t h  KRS45A.494(2), the entity  bidding  is an individual,  partnership,  association,  
corporation, or other  business entity that, on the date the contract  is first advertised or 
announced as available for bidding: 

l. Is authorized to  transact business in the Commonwealth; 
2.  Has for one year prior to and through the date of advertisement:  

a. Filed Kentucky income taxes; 
b. Made payments to the Kentucky unemployment insurance fund established in 

KRS 341.49; and 
c. Maintained a Kentucky workers' compensation policy in effect. 

 
The BlDDING AGENCY reserves the right to request documentation supporting a Bidder's 
claim of resident Bidder status.  Failure to provide such documentation upon request shall result 
in disqualification of the Bidder or contract termination. 
 
              
  Signature      Printed Name 
 
              
  Title       Date 
 
Company Name:             
 
Address:             
 
                
 
                
 
Subscribed and sworn to before me by           
      (Affiant)    (Title) 
of             this  day of   

             (Company Name) 
  , 20 . 

 
      
Notary Public 
[Seal of notary]      My commission expires:    

 



 

 

ATTACHMENT E 
Solicitation /Contract#:     

 
REQUIRED AFFIDAVIT FOR BIDDERS, OFFERORS AND CONTRACTORS 

CLAIMING QUALIFIED BIDDER STATUS 
 

FOR BIDS AND CONTRACTS IN GENERAL: 
 
I, the Bidder or Offeror swears and affirms under penalty of perjury that the entity bidding, and all 
subcontractors therein, meets the requirements to be considered a “qualified Bidder” in accordance 
with 200 KAR 5:410(3); and will continue to comply with such requirements for the duration of 
any contract awarded.  Please identify below the particular “qualified Bidder” status claimed by 
the bidding entity. 
   A nonprofit corporation that furthers the purposes of KRS Chapter 163 
   Per KRS 45A.465 (3), a “Qualified nonprofit agency for individuals with severe 

disabilities" means an organization that: 
(a) Is organized and operated in the interest of individuals with severe disabilities; and  
(b) Complies with any applicable occupational health and safety law of the United States and 
the Commonwealth; and 
(c) In the manufacture or provision of products or services listed or purchased  under KRS 
45A.470, during the fiscal year employs individuals with severe disabilities for not less than 
seventy-five percent (75%) of the man hours of direct labor required  for the manufacture or 
provision of the products or services; and 
(d) Is registered and in good standing as a nonprofit organization with the Secretary of State. 
 
The BIDDING AGENCY reserves t he  right to request documentation supporting a Bidder's 
claim of qualified Bidder status.  Failure to provide such documentation upon request may 
result in disqualification of the Bidder or contract termination. 
              
  Signature      Printed Name 
              
  Title        Date 
Company Name:            
Address:             

                
Subscribed and sworn to before me by          
      (Affiant)    (Title) 
of          this     day of   , 20     . 
   (Company Name) 
 
 
         
Notary Public 
[Seal of notary]      My commission expires:    



 

 

                                     EXHIBIT A 
 
Form-EEO Part I  FINANCE AND ADMINISTRATION CABINET 

OFFICE OF EQUAL EMPLOYMENT OPPORTUNITY/CONTRACT COMPLIANCE 
CAPITOL ANNEX, ROOM 395, FRANKFORT, KY 40601 

TELEPHONE:  502-564-2874 (FAX: 502-564-1055) 
E-MAIL:  Finance.ContractCompliance@ky.gov 

 

 

EE0-1: EMPLOYER INFORMATION REPORT 
 

 
 

SECTION I. TYPE OF REPORT 
1) Type of Report (check one): ☐ Single-Establishment- firm conducts business from a single location 

☐ Consolidated firm operates from multiple locations; the report must be filed by the firm's 
headquarters office and must combine workforce data for all locations 

☐ Branch Office/Other (required for all Consolidated employers with business 
locations in Kentucky; also required for subsidiaries or affiliates filing EEO data)- contains 
employment data for a specific location; a separate branch office/other report must be filed for each 
location in the Commonwealth of Kentucky 

 
2) Total number of reports being filed by this firm 

 
 

 
 

 
1) Name of Parent Company 

(owns or controls the branch/ 
office/other location or 
subsidiary or affiliate listed in 
Section II, #2) 

SECTION II. EMPLOYER/FIRM IDENTIFICATION 

 

 

Street Address:      

City, State and Zip Code:    

2) Name of Branch Office/ 
Other location for which 
this Form is filed:     

Street Address:     

City, State and Zip Code:          
 

SECTION III. ESTABLISHMENT INFORMATION 
Describe the major activity of this establishment. Be specific, e.g., wholesale computer supplies, vehicle insurance carrier, electrical contractor, 
bus transportation, hot mix/cold mix supplier, landscape architectural services, custom computer 
programming, etc. _ 

 
 

SECTION IV. GENERAL INFORMATION 

1) Does the firm hire primarily from (check one): ☐ County?  ☐ City? ☐ Metropolitan Statistical Area?  ☐ State?   ☐ Nationwide? 
 

Identify the primary geographical area(s) from which the firm draws its employees by listing the counties, cities, Metropolitan Statistical Areas 
(MSAs) or states that apply. (Attach a separate sheet if necessary): 

 
 

2) Does the firm have a current Affirmative Action Plan? (check one) ☐ Yes ☐ No 

3) Does the firm have a current Equal Employment Opportunity (EEO) policy? (check one) ☐ Yes ☐ No 
 

4) Is the firm currently under federal, state or local review regarding its employment practices for any of its public contracts (check one)? If 
yes, attach a separate sheet fully explaining the situation and status of the review. ☐ Yes ☐ No 

 
5) Within the past five (5) years, has the firm been declared ineligible for any public contract (check one)? If yes, attach a separate sheet fully 

explaining the situation. ☐ Yes ☐ No 
 

mailto:Finance.ContractCompliance@ky.gov


 

 

EXHIBIT A 
SECTION V. WORKFORCE DATA: Report all full-time and permanent part-time employees including apprentices and on-the-job trainees unless specifically excluded in the instructions.      
   Enter the appropriate figures in each space. Any blank spaces will be considered as zeros.  No employee should be counted in more than one job category or in more than one  
   race/ethnicity category. Reports with mathematical errors will not be processed and a determination about the company's certification status will be delayed. 

  

 
 

JO
B

  C
A

TE
G

O
R

IE
S 

 
WORKFORCE DATA/NUMBER OF EMPLOYEES 

Race/Ethnicity 
 

Male 
 

Female 
TOTAL 
(A-N) 

 Whit
e 

(Not 
Hisp
anic 
or 

Latin
o) 

Black or 
African 
Americ
an (Not 
Hispani

c or 
Latino) 

Hispa
nic or 
Latino 

Native 
Hawaiian 
and Other 

Pacific 
Islander 

(Not 
Hispanic 

or Latino) 

Asian (Not 
Hispanic or 

Latino) 

America
n Indian 

or 
Alaskan 
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EXHIBIT A 
 

SECTION VI. DATA COLLECTION 
 

1) How was employment data in Section V obtained? (Check one): D Visual Survey D Payroll D Other (specify):------- (Note: 
Data must not be more than 90 days old.  Data more than 90 days old will not be accepted or processed.) 
 
a) If visual survey is indicated, enter the date of visual survey used for Section V: _______________to___________________ 
b) If payroll is indicated, enter the date of payroll used for Section V:   _______________to___________________ 
c) If another method is indicated, enter the time period used for Section V;  _______________to___________________ 

    
2) Does this firm employ apprentices or formal on-the-job trainees? (check one): 

 
3) Does the firm normally hire additional employees to perform contract work (check one)? 

 
4) List the maximum number of employees working for the firm at any one time during a typical 12-month period. ______ 

 
5) Does the company have any Kentucky locations? (check one)  ☐ Yes    ☐  No   If the response is “Yes” indicate how many ______ 

 
6) Does the company file a federal EEO-1 report? (check one)     ☐  Yes    ☐ No 

 
 
 

 

SECTION VII. CERTIFICATION 
 

 

Name of Person to Contact Regarding this Report Title 

Mailing Address 

City State Zip Code Telephone Number Fax Number 

E-mail Address 

 

 
I certify that the information contained in this EEO-1: Employer Information Report, and any attachments, is true and accurate to the best of 
my knowledge and belief.  The employer agrees to comply with the requirements found in the Kentucky EEO Act, KRS 45.560-KRS45.640 
and Finance and Administration Cabinet roles and regulations.  Further, I am authorized to sign this form on behalf of the employer. 
 
 
 

  

Print Name and Title of Certifying Official Date 
 
 

 

Signature of Certifyi.ng Official (must be an official. or manager; refer to the Instructions) 
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The Kentucky Lottery was established in 1988 when more than 60% of Kentucky voters 
passed a referendum in favor of creating a state lottery. The Kentucky Lottery is the first 
lottery in the United States implemented as a corporation. On April 4, 1989, the first day of 
sales, over 5,000 licensed retailers sold more than $5 million in Kentucky Lottery tickets. 
The Lottery was launched with two instant games; BEGINNER’S LUCK: a $1 game with a 
$1,000 top prize, and KENTUCKY DERBY DREAMSTAKES: a $2 game  based on the world’s 
most famous horse race, the Kentucky Derby. 

As of this writing, the Lottery offers 9 draw-based terminal generated games at retail and 
online, Fast Play which is a quick style terminal generated portfolio of games in retail, a wide 
variety of Scratch-offs at various price points from $1-$50, plus our extensive Instant Play 
and Lottery Online portfolio.

In that first year, lottery sales in Kentucky were $124.6 million, with $41.2 million in 
proceeds returned to the state. Since 1989, the Lottery has generated more than $6 Billion 
for the state, with over $4.4 Billion going to grant and scholarship programs benefiting the 
students of Kentucky.

Kentucky Lottery Corporation History

Governor Wallace Wilkinson buys first 
lottery ticket in 1989.

In 2016 The Kentucky Lottery 
introduced online Instant Games. 
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The position for the overall Kentucky Lottery Corporation Brand is “Most Entertaining” with the organization’s vision being: 

“Become known as an organization that makes Kentucky a better place.” Its mission: “Help make dreams come true for 

Kentuckians...both big and small.”  

But beyond this, we also work to enrich the lives of all Kentuckians through:

• Principles – Maintaining the highest levels of integrity and social responsibility. 

• Products – Offering unique and entertaining products whenever and wherever people want to play.

• Players – Creating fun experiences with player centric focus.

• Proceeds – Delivering maximum return to the Commonwealth to fund beneficiary programs.

• People – Building a great place for people to work to inspire creativity, innovation and collaboration. 

• Partners – Cultivating a winning network of partners to help us develop, deliver and maintain the best products.

The Kentucky Lottery Brand
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Archetypes – Archetypes embody the universal stories, truths and 
journeys that all human beings share. They are the signs, symbols 
and themes of our lives that help us understand people, societies and 
cultures and how they make choices. Archetypes help us expand how 
we see, understand and affect our relationships—the very foundation 
on which branding is built.

Archetypes were developed by the psychologists Carl Jung and 
Sigmund Freud to characterize human personality types and 
behaviors.
 
Archetypes are often used as a measurement of Brand Personality.

You can use archtypes to answer the questions, “How would this 
brand behave in this situation?” and “Would the brand do or say 
this?” Archetypes are also used to establish a brand’s values, 
personality and to illuminate the motivations and emotional needs/
wants of the brand’s target audience.

Kentucky Lottery Archetypes
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Kentucky Lottery Archetypes

Citizen
The Citizen is driven by a deeply instilled sense of personal integrity, fairness, equality 
and responsibility to the community. The Citizen finds freedom within responsibility. 
Accountability is a strength of the Citizen. Seeing the value of the collective, this 
archetype is a systems thinker who trusts in the inherent good of human beings to 
contribute positively to society.

Other Archetype Family Members: Advocate, Everyman, Networker, Servant

Angel
The Angel is a kind servant offering inspiration, light and hope in an otherwise dark world.
The Angel is known to laugh a lot, radiate joy and possess a core of sweetness and purity. 
Involved in manifesting miracles, this archetype has a deep respect for all beings, believes 
in destiny and that everyone has the ability to achieve their highest potential. The Angel 
provides aid and comfort, guidance and instruction, love and humility.

Other Archetype Family Members: Caregiver, Guardian, Healer, Samaritan

Entertainer
The Entertainer is a fun-loving performer who loves people and lives in the moment, 
seeking constant stimulation. Highly observant and intuitive, the Entertainer is a student 
of humanity, provoking emotional engagement that can awaken sleeping consciousness. 
The Entertainer is motivated to elicit reactions and attract attention. People count on this 
archetype to provide relief from the grind and burdens of everyday life. Living out loud, the 
Entertainer offers a sense of distance and escape from reality. The Entertainer’s strengths 
include a sense of playfulness and the ability to provide enjoyment and aversion to a 
passive audience.

Other Archetype Family Members: Clown, Jester, Provocateur, Shapeshifter

Dreamer
The Dreamer is a master at drifting into the highest altitudes of our potential. The 
Dreamer is clever, unorthodox, inventive, expressive and intoxicating to be around. 
Experiencing life through symbols and signs, the Dreamer communicates ideas abstractly 
and with absolute passion and fervor. The Dreamer has the faith of a child, believing that 
the mere act of jumping will present the requisite net. The Dreamer’s strengths include 
a vivid imagination, as well as creativity in the form of ideas, plans, inventions and 
concepts.

Other Archetype Family Members: Child, Idealist, Innocent, Muse

Here are the archetypes identified as being most relevant to the Lottery Brand as well as for the Kentucky Lottery games, 
including all draw games, instant games and the new iLottery channel and games:
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Kentucky Lottery Archetypes

Visionary
The Visionary is a brilliant strategist with great insight, imagination and boldness, and the 
ability to create structures that shift society. The Visionary thinks in systems and has the 
wisdom to imagine the promise and potential on behalf of the greater good. Remarkably 
humble, the Visionary listens in silence, sees with eyes wide shut and feels energies 
that offer a kind of inner map. The Visionary sees what is possible if certain decisions 
are made, and it can spot what is inevitable given the choices that have been made in 
the past. Strengths of the Visionary include illumination, perception and enlightened 
perspective.

Other Archetype Family Members: Artist, Creator, Entrepreneur, Storyteller

Clown
The Clown represents amusement, freedom and whimsical engagement. This archetype 
has the ability to create fun and make others laugh, creating a sense of harmony and 
catharsis. The Clown is wise, simpleminded, prescient and daring, allowing for the 
emotional distance needed to break taboos and explore social absurdity.

Other Archetype Family Members: Entertainer, Jester, Provocateur, Shapeshifter

Gambler
The Gambler is astute, charming and socially adept, relying on gut instinct in spite of 
unsure outcomes. Often walking under a lucky star, the Gambler tends to be supersti-
tious and prefers shortcuts to hard work. The Gambler thinks in terms of risk and return, 
calculates upsides and downsides, then goes with instinct. The Gambler’s behavior can 
be viewed as an attempt to attain more than what ordinary actions would yield. Strengths 
include nerves of steel, risk taking and the ability to read people’s faces. 

Other Archetype Family Members: Activist, Maverick, Rebel, Reformer

Hedonist
The Hedonists seeks to find the good things in life. Motivated by a massive appetite for 
all that is pleasurable, this archetype indulges in the sensual and finds meaning in the 
physical joy of being human. The Hedonist is generally uncomplicated, independent, witty 
and generous, and celebrates living in the moment.

Other Archetype Family Members: Companion, Lover, Matchmaker, Romantic
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Obviously, the two archetypes for the Lottery Brand, The Entertainer and 
The Citizen are mirrored in the position, the vision and mission, and also 
the corporate tagline which was developed when the Lottery was allowed to 
advertise where the proceeds go: “Fueling imagination. Funding education.”

Kentucky Lottery Archetypes
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The Kentucky Lottery began offering the Lotto America game—which eventually became Powerball—in 1991.  

How Powerball is played - Every Monday, Wednesday, and Saturday night at 10:59 p.m. Eastern Time, five 
white balls are drawn out of a drum with 69 white balls and one red ball out of a drum with 26 red balls.

The jackpot - won by matching all five white balls in any order and the red Powerball—is either an annuitized 
prize paid out over 29 years (30 payments counting the first immediate payment) or a cash lump sum payment.

The second prize - won by matching five white balls in any order—is $1,000,000 paid in cash (no annuity 
option). You win by matching at least three white ball numbers. 
Any time you match the red Powerball, you win a prize. The overall odds of winning a prize in the game 
are approximately 1 in 25. Players win a prize by matching one of 9 Ways to Win.

Where to play & ticket cost - Each ticket costs $2. Tickets can be purchased at retailers or played online. 
Be on the look out for an exciting add-on feature coming soon to Powerball.

Power up with Power Play - When jackpots are $150 million or less, players can use the 10X multiplier 
for lower level prizes. This gives them the chance to win $2 million with Match 5 of 5 Power Play prize!

How it works - For an additional $1 per play, add Power Play to your Powerball purchase to multiply your 
Powerball winnings. With every Powerball drawing, a Power Play number will be drawn. The Power Play 
number is from 2-5 or the 10X multiplier. If you have purchased Power Play with your Powerball purchase 
and you win with your Powerball numbers, your prize amount (excluding the jackpot and the Match 5 
prize) will be multiplied by the Power Play number drawn.

Primary Player Segment - Seasoned Spenders
Secondary Player Segment - Excitement Enthusiasts 
Archetype - Angel, Dreamer

Jackpot Games – Kentucky’s Powerball®

Powerball
Primary Player 

Segment

The oldest segment, 
affluent players who are 
passing the time. These 
are competitive risk 
takers who also enjoy 
sports betting. 
Playing lottery is a habit, 
their weekly ritual. This 
segment is also most 
familiar with the KEES 
program and aware that 
proceeds go to funding 
Kentucky education.
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The Kentucky Lottery started selling Mega Millions in January 2010. In October 2017, the cost was raised 
from $1 to $2, and a matrix change raised the odds for winning the jackpot prize. 

How Mega Millions is played 
Mega Millions drawings are held Tuesday and Friday at 11:00 p.m. Eastern Time. Five balls are drawn from 
a set of balls numbered 1 through 70. One ball is drawn from a set of balls numbered 1 through 25. There 
are nine ways to win a prize, from $2 to the jackpot. If no one wins the jackpot, the money is added to the 
jackpot for the next drawing. 

The jackpots start at $40 million and grow by a minimum of $5 million per draw each time the jackpot rolls. 

Kentucky Lottery offers a Megaplier feature to increase non-jackpot prizes by 2, 3, 4 or 5 times. It costs an 
additional $1 per play. 

Where to play & ticket cost - Mega Millions tickets cost $2 per play. Tickets can be purchased at retailers 
or played online. Overall odds of winning any prize are 1:24.

The Kentucky Lottery offers a special version of Mega Millions called Just the Jackpot that allows players 
to play specifically for the jackpot. For $3, the player will receive two plays for the jackpot only. 

Primary Player Segment - Seasoned Spenders
Secondary Player Segment - Excitement Enthusiasts
Archetype: Angel, Dreamer

Jackpot Games – Kentucky’s Mega Millions®

Mega Millions
Primary Player 

Segment

The oldest segment, 
affluent players who are 
passing the time. These 
are competitive risk 
takers who also enjoy 
sports betting. 
Playing lottery is a habit, 
their weekly ritual. This 
segment is also most 
familiar with the KEES 
program and aware that 
proceeds go to funding 
Kentucky education.
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First offered by the Kentucky Lottery in 2015, Lucky for Life is different than other Lottery games. If you 
win one of the two top prizes, you get your winnings over the rest of your life.  

How Lucky for Life is played
You choose any five numbers you want between 1 and 48 on your play slip. Then pick one “Lucky Ball” 
number between 1 and 18. Or, you can select Quick Pick and let the computer pick the numbers for you. 

The top prize is $1,000 a day for life. The second prize is $25,000 a year for life. 

Where to play & ticket cost - It only costs $2 to play the game, and you can play multiple times on a 
single ticket. Lucky for Life is drawn daily.

Lucky for Life tickets can be purchased at retailers or played online. Overall odds of winning a prize are 
1:7.8.

Primary Player Segment - Seasoned Spenders
Secondary Player Segment - Lottery Lovers
Archetype: Dreamer, Visionary

Draw Games – Lucky for Life®

Lucky for Life
Primary Player 

Segment

The oldest segment, 
affluent players who are 
passing the time. These 
are competitive risk 
takers who also enjoy 
sports betting. 
Playing lottery is a habit, 
their weekly ritual. This 
segment is also most 
familiar with the KEES 
program and aware that 
proceeds go to funding 
Kentucky education.
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How to Play Kentucky 5
Kentucky 5 is a $1 daily draw game available both at retail and online that allows players to pick
5 different numbers out of 39 numbers. A player wins by matching at least 3 numbers out of the 5 
numbers drawn. If all 5 numbers are matched, the player wins the rolling jackpot. The rolling jackpot 
starts at $40,000 and grows by a minimum of $5,000 every day until the jackpot is hit.

Another feature of this game is the Xtra add-on. For an additional $1 players get a chance to multiply 
non-jackpot prizes by 2X, 3X, 4X, or 5X depending on the multiplier number drawn. The Xtra add-on also 
gives players a chance to win by matching just 2 of their numbers to the numbers drawn.

Primary Player Segment: Excitement Enthusiasts
Secondary Player Segment: Seasoned Spenders
Archetype: Dreamer, Entertainer

Draw Games – Kentucky 5

Rolling Jackpot 
starting at $40,000

Add the Xtra to 
multiply non-jackpot 

winnings up to 5 times

Available November 20.

Only Available
in Kentucky

Only Available
in Kentucky
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WE’VE GOT YOUR NUMBER.
DAILY.

Only Available in KentuckyOnly Available in Kentucky

AVA I L A B L E  D E C E M B E R  1

Kentucky 5
Primary Player 

Segment

Young, spontaneous, 
risk-takers who also 
enjoy casino gambling. 
To these players, 
gambling is 
entertainment, and 
they prefer the higher 
Scratch-off Game price 
points. Spend the most 
per play on Online 
Instant Play, Scratch-
offs, and (historicallv) 5 
Card Cash.
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Daily Numbers Games – Pick 3, Pick 4

How PICK 3 and PICK 4 are played
How PICK 3 and PICK 4 are played Pick 3 and Pick 4 are daily draw games that allow players to select their 
“favorite lucky numbers” or select “Quick Pick” and allow the computer to pick their numbers. The same 
numbers can be played numerous times. Players also get to choose the type of wager they want to play, as 
well as the amount of wager they want to play. 

Wager Types:
Here are just a few of the most popular Pick 3 and Pick 4 wager types:
• Straight – Match winning three numbers in exact order. 
• Box – Match winning three numbers in any order.
• Straight/Box – Match winning numbers in exact or any order.
• Pairs – Match your winning pair numbers in exact order.
 o Example: Front Pair – Match first two winning numbers in exact order.
 o Example: Back Pair – Match last two winning numbers in exact order.
 o Example: Split Pair – Match first and last winning numbers in exact order.
• Super Straight – Match winning three numbers in any order and win the straight payout.

Where to play & ticket cost - Wagers start at $0.50. Tickets can be purchased at retailers or played online.

Primary Player Segment - Excitement Enthusiasts
Secondary Player Segment - Casual Customers
Archetype: Dreamer, Visionary

Pick 3, Pick 4
Primary Player 

Segment

Young, spontaneous, 
risk-takers who also 
enjoy casino gambling. 
To these players, 
gambling is 
entertainment, and 
they prefer the higher 
Scratch-off Game price 
points. Spend the most 
per play on Online 
Instant Play, Scratch-
offs, and (historicallv) 5 
Card Cash.
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The original Kentucky Cash Ball game began in 2001, in 2017 it became Cash Ball 225 to signify 
Kentucky’s 225 anniversary and the top prize amount.

How to Play Kentucky Cash Ball 225
Each play costs $1. The top prize has been increased to $225,000. Choose four numbers (1-35) and one 
Cash Ball 225 number (1-25) using a paper play slip or by creating a virtual play slip using our mobile 
app. The Kentucky Cash Ball 225 number can be the same as one of your four numbers. The drawings 
are held every day. 

Chance to win Instantly: For an additional $1 per Cash Ball play, EZmatch gives players a chance to 
win up to $500 instantly. Five EZmatch numbers and prize amounts will print below the Cash Ball 225 
numbers on the ticket. Match the first four EZmatch numbers on your ticket with your first four Cash Ball 
225 numbers and/or the EZmatch Cash Ball number (designated with a CB) to your Kentucky Cash Ball 
Number and instantly win the prize amount shown. EZmatch is not available for purchase online.

Cash Ball 225 tickets can be purchased at retailers or played online. Overall odds of winning a prize 
1:10.7.

Primary Player Segment - Lottery Lovers
Secondary Player Segment - Seasoned Spenders
Archetype: Dreamer, Visionary

Daily Numbers Games – Kentucky Cash Ball 225

Kentucky Cash Ball 
225 Primary 

Player Segment

Lottery cheerleaders. 
This segment enjoys 
playing lottery 
because the money 
is going towards 
something good.
 Weekly players, 
these are risk-takers 
who like to try new 
products, and report 
a high likelihood of 
joining the Fun Club 
program.They also 
enjoy sports betting.



1 3

Monitor Games – Keno®

Keno is a lottery type game played in bars, convenience stores, social establishments and other retailers across 
Kentucky. Players can even watch drawings on monitors at select retailers or online. This social aspect of the game 
is what makes Keno different from any other lottery game. Starting at $1, players attempt to match the numbers 
randomly selected by the lottery. It is a game that is played every 4 minutes. 

How Keno is played
First you choose how many numbers you want to play per draw. You can select up to 10 numbers from 1 through 80 
or select Quick Pick and let the computer randomly select numbers for you.  

Then select how much you want to wager for each draw and how many consecutive draws you want to play. Your total 
ticket cost will equal the cost of your wager times the number of consecutive draws.

Decide if you want to add a Multiplier. For every drawing, a Multiplier number is selected by the computer. Prizes 
could be multiplied 1, 2, 3, 4, 5 or 10 times. Adding a Multiplier will double the cost of your wager.

Players can add the Bulls-Eye to their base Keno wager for a chance to win additional prizes. Adding Bulls-Eye will 
double the cost of the base Keno wager (i.e. a player wagers $5 on Keno so adding Bulls-Eye will cost an additional $5). 
For every drawing, a Bulls-Eye number is selected by the computer from one of the 20 winning Keno numbers drawn. If 
any of your numbers match the Bulls-Eye number, win a Bulls-Eye prize in addition to any base Keno winnings. Bulls-
Eye prizes cannot be multiplied.

The smallest prize that can be won is $1—there is a one in four chance of doing that. The highest payout is $100,000. 
Players can also add the Multiplier for a chance to win up to $1 million. 

Keno can be played at retailers or online.

Primary Player Segment - Lottery Lovers
Secondary Player Segment - Seasoned Spenders
Archetype: Gambler, Entertainer

Keno
 Primary Player 

Segment

Lottery cheerleaders. 
This segment enjoys 
playing lottery because 
the money is going 
towards something 
good. Weekly players, 
these are risk-takers 
who like to try new 
products, and report a 
high likelihood of joining 
the Fun Club program.
They also enjoy sports 
betting.

Keno Primary 
Player Segment

Lottery cheerleaders. 
This segment enjoys 
playing lottery 
because the money 
is going towards 
something good.
 Weekly players, 
these are risk-takers 
who like to try new 
products, and report 
a high likelihood of 
joining the Fun Club 
program.They also 
enjoy sports betting.
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Monitor Games – Cash Pop

First offered by the Kentucky Lottery in 2020, Cash Pop is a fun new monitor game that is easy to play. With a winner 
every four minutes, this game gives you plenty of opportunities to cash out. 

How Cash Pop is played
You first select how many numbers you want to play between 1 and 15 or choose the “Cover All” option. The more 
numbers you choose the better chance you have at winning. Then select a wager amount of either $1, $2, $5, or $10 
per number and select how many consecutive games you want to play. You may choose your own number or choose 
“Quick Pick” to have the monitor select for you.

It cost a minimum of one dollar to play the game and a maximum of $250.

Tickets can be purchased at retailers or played online. The overall odds of winning are 1:30.80.

Primary Player Segment - Excitement Enthusiasts
Secondary Player Segment - Seasoned Spenders
Archetype: Gambler

Cash Pop
Primary Player 

Segment

Young, spontaneous, 
risk-takers who also 
enjoy casino gambling. 
To these players, 
gambling is 
entertainment, and 
they prefer the higher 
Scratch-off Game price 
points. Spend the most 
per play on Online 
Instant Play, Scratch-
offs, and (historicallv) 5 
Card Cash.



1 5

Monitor Games – Fast Play

First offered by the Kentucky Lottery in 2019, Fast Play is a series of instant lottery games that print on demand right 
from the lottery terminal. Fast Play games offer players the chance to win instant cash prizes – including the rolling 
jackpot 
top prize. Simply follow the how to play instructions printed on the ticket.
 

How Fast Play is played
Ask the retailer for a Fast Play ticket for the game you wish to play and a ticket will be printed on demand right 
from the lottery terminal. A variety of games and play styles are available.

The overall odds of winning vary by game.

Primary Player Segment - Excitement Enthusiasts
Secondary Player Segment - Lottery Lovers
Archetype: Entertainer

Fast Play
Primary Player 

Segment

Young, spontaneous, 
risk-takers who also 
enjoy casino gambling. 
To these players, 
gambling is 
entertainment, and 
they prefer the higher 
Scratch-off Game price 
points. Spend the most 
per play on Online 
Instant Play, Scratch-
offs, and (historicallv) 5 
Card Cash.
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These are $1, $2, $3 & $5 Scratch-off games sold at retail. Players view these games as a little 
“treat” in their day. It’s a way to give themselves a little break and a little reward, and put a little more 
play in their day.

Primary Player Segment - Lottery Lovers
Secondary Player Segment - Excitement Enthusiasts
Archetype: Entertainer

Scratch-offs – Low Price Point Scratch-off Games

Low Price Point 
Scratch-off Primary 

Player Segment

Lottery cheerleaders. 
This segment enjoys 
playing lottery 
because the money 
is going towards 
something good.
 Weekly players, 
these are risk-takers 
who like to try new 
products, and report 
a high likelihood of 
joining the Fun Club 
program.They also 
enjoy sports betting.
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These are $10, $20, $30 and $50 Scratch-off games sold at retail. Players view these games similarly to 
the Low Price Point Instant Games, with the exception that they are now a way to “indulge” themselves in 
some fun, and put even more play in their day.

These games typically offer more ways to win and bigger prizes than the Low Price Point Instant Games.

Primary Player Segment - Lottery Lovers
Secondary Player Segment - Excitement Enthusiasts
Archetype: Entertainer

Scratch-offs – High Price Point Scratch-off Games

�������������������������������������������������������������������
�	����������
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OVER 
$207 MILLION

IN CASH PRIZES

Lottery proceeds fund KEES and
other college scholarship programs

in Kentucky

Available February 25

High Price Point 
Scratch-off Primary 

Player Segment

Lottery cheerleaders. 
This segment enjoys 
playing lottery 
because the money 
is going towards 
something good.
 Weekly players, 
these are risk-takers 
who like to try new 
products, and report 
a high likelihood of 
joining the Fun Club 
program.They also 
enjoy sports betting.
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In 2016, the Lottery introduced online play, where players can play draw games or Instant Play games. 
Instant Play games are exclusive to the online channel. 

With multiple price points, players can choose their game and price they want to pay and prizes adjusts 
accordingly.

Primary Player Segment - Excitement Enthusiasts
Secondary Player Segment - Lottery Lovers
Archetype: Clown, Hedonist

Online Games - Instant Play & Draw Games

Instant Play & Draw 
Games Primary 
Player Segment

Young, spontaneous, 
risk-takers who also 
enjoy casino gambling. 
To these players, 
gambling is 
entertainment, and 
they prefer the higher 
Scratch-off Game price 
points. Spend the most 
per play on Online 
Instant Play, Scratch-
offs, and (historicallv) 5 
Card Cash.
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Since 1989, the Lottery has generated more than $6 Billion for the state, with over $4.4 Billion going to 
grant and scholarship programs benefiting the students of Kentucky. 

In 2013, The Lottery was given permission by the state to advertise where the proceeds from Lottery sales 
go. Focusing on the amount of money provided to Kentucky students, a new tagline was created to be 
used in conjunction with the Lottery logo:

Where the Money Goes | Beneficiaries
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Overall Kentucky Lottery Brand

Examples of Unapproved Logo Alterations

Digital and Social Considerations

Approved Logo Usage

PMS 7549 PMS 638 PMS 200

The Kentucky Lottery logo and tagline should be used on simple backgrounds that provide 
enough contrast for the logo to read properly. The tagline should be used whenever possible. 
However, in instances when there are multiple logos, limited space or legibility issues, it’s 
acceptable to use the logo without the tagline. One example of this is out-of-home advertising.

In the case of Display ads where space is extremely limited (300 x 250,160 x 600, 728 x 90, 320 x 50), it is permissible to exclude the 
tagline. For larger sizes it is preferred that the tagline be displayed, as long as it is large enough to be read. In social, the KY lottery 
logo can be excluded from the communication since there is sufficient branding on the brands page.

Never change the colors of the logo—except to 
make the type white.

Never alter the transparency of 
the logo.

Never apply effects to the logo. Never rotate the logo. Never place the logo on a busy background.
Never stretch the logo.

Logo Format for Responsive Logos
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KKEENNTTUUCCKKYY’’SSKENTUCKY’S

KKEENNTTUUCCKKYY’’SSKENTUCKY’S KKEENNTTUUCCKKYY’’SSKENTUCKY’S

Jackpot Games Branding – Kentucky’s Powerball®

KKEENNTTUUCCKKYY’’SSKENTUCKY’S
KKEENNTTUUCCKKYY’’SSKENTUCKY’S

KKEENNTTUUCCKKYY’’SSKENTUCKY’S

KKEENNTTUUCCKKYY’’SS
KENTUCKY’S

KKEENNTTUUCCKKYY’’SSKENTUCKY’S

BLACK PMS 485

Never change or add colors to the logo. Never alter the transparency of the logo. Never apply effects to the logo.
Never rotate the logo.

Never place the logo on a busy background.

Never remove elements of the logo.

Never stretch the logo.

KKEENNTTUUCCKKYY’’SSKENTUCKY’S

Examples of Unapproved Logo Alterations

Approved Logo Usage

KENTUCKY’SKENTUCKY’S

KKEENNTTUUCCKKYY’’SSKENTUCKY’S

Digital Considerations

In the case of Display ads where space is extremely limited (300 x 250, 160 x 600, 728 x 90, 320 x 50), it is permissible to exclude 
the actual play responsible logo and include the words “Play Responsibly” in the Font Myriad Pro condensed. In Social the Play 
Responsively logo is only used in cases where the message is Play Responsibly specific.
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Jackpot Games Branding – Kentucky’s Mega Millions®

PMS 2738 PMS 485 RED 032

Never change or add colors to the logo. Never alter the transparency of the logo. Never apply effects to the logo.

Never rotate the logo. Never place the logo on a busy background.

Never remove elements of the logo.

Never stretch the logo.

Never alter the transparency of the logo. Never apply effects to the logo.

Never rotate the logo. Never place the logo on a busy background.

Never remove elements of the logo.

Never stretch the logo.

Examples of Unapproved Logo Alterations

Approved Logo Usage
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Draw Games Branding – Lucky for Life®

PMS 429 PMS 430 PMS 350 PMS 357

Never change the colors of the logo. Never alter the transparency of the logo. Never apply effects to the logo.

Never rotate the logo. Never place the logo on a busy background.

Never remove elements of the logo.

Never stretch the logo.

Never change the colors of the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo.

Never stretch the logo.

Examples of Unapproved Logo Alterations

Approved Logo Usage

GRADATION MADE OF 
PMS 7499 AND PMS 7549
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PMS 7679 Cool Gray 1 PMS 7549

Never change the colors of the logo. Never alter the transparency of the logo. Never apply effects to the logo.

Never rotate the logo. Never place the logo on a busy background.

Never remove elements of the logo.

Never stretch the logo.

Never change the colors of the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo.

Never stretch the logo.

Examples of Unapproved Logo Alterations

Approved Logo Usage

Draw Games Branding – Kentucky 5
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Daily Numbers Games Branding – Pick 3, Pick 4

PMS 360 RHOD RED

Never alter the transparency of the logo. Never apply effects to the logo. Except for a drop 
shadow to make logo appear grounded.

Never alter the transparency of the logo.

Never place the logo on a busy background.

Never stretch the logo.

Examples of Unapproved Logo Alterations

Approved Logo Usage

Never rotate the logo.

Never change or add colors to the logo.
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Daily Numbers Games Branding – Kentucky Cash Ball 225

PMS 300 PMS 375

Never change or add colors to the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo.

Never place the logo on a busy background. Never stretch the logo.Never rotate the logo.

Examples of Unapproved Logo Alterations

Approved Logo Usage
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Kentucky Lottery Online Branding

Never change or add colors to the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo.

Never rotate the logo. Never place the logo on a busy background. Never stretch the logo.

In situations where the consumer is being led to the Kentucky Lottery Online 
experience, it is preferred that the Kentucky Lottery Online Logo be used 
instead of the standard Kentucky Lottery logo. The Kentucky Lottery Online 
logo should be used on simple backgrounds that provide enough contrast for 
the logo to read properly. There is no need to include the KY Lottery logo if this 
logo is used.

Examples of Unapproved Logo Alterations

Approved Logo Usage

ONLINE

PMS 1225 PMS 638 PMS 200

ONLINE

ONLINE ONLINE
ONLI

NE

ONLINE ONLINEONLINE
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Monitor Games Branding – Keno®

BLACK PMS 375 PMS 1225

Never change or add colors to the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo.

Never rotate the logo. Never place the logo on a busy background. Never stretch the logo.Never outline the logo.

The Keno logo should be used on simple backgrounds that provide enough contrast for the 
logo to read properly. The Keno logo should be used without the Keno tagline at all times. It 
is proper to use the Keno logo without the multiplier icons when appropriate. It is also proper 
to use the Keno logo with single icons when appropriate, for example, including the Multiplier 
icon with the Keno logo when promoting the Multiplier add-on. Or including the Bulls-Eye 
icon when promoting the Bulls-Eye add-on. It is also proper to include both icons with the 
Keno logo when promoting both add-ons.

Examples of Unapproved Logo Alterations

Approved Logo Usage

MULTIPLIER

MULTIPLIER

Pantone
Process 

Blue
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Monitor Games – Cash Pop

Never change or add colors to the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo.

Never rotate the logo. Never place the logo on a busy background. Never stretch the logo.

Examples of Unapproved Logo Alterations

Approved Logo Usage

PMS 1225 Process 
Blue

PMS 200
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Monitor Games – Fast Play

Never change or add colors to the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo.

Never rotate the logo. Never place the logo on a busy background. Never stretch the logo.

Examples of Unapproved Logo Alterations

Approved Logo Usage

PMS 1225 PMS 200

play
The Fa$t Lane To Ca$h

The Fa$t Lane To Ca$h The Fa$t Lane To Ca$h

PMS 638



3 1

Scratch-offs Branding – Low and High Price Point Instant Games

PMS 300

Never change or add colors to the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo. Never rotate the logo.

Never place the logo on a busy background. Never stretch the logo.

Examples of Unapproved Logo Alterations

Social and Digital considerations

Approved Logo Usage

The Kentucky Lottery offers a wide variety of Scratch-offs. A game’s logo should 
appear with the Scratch-off logo and the Play Responsibly logo—in that order of 
prominence. There is no need to use the Kentucky Lottery logo when following this 
hierarchy.

In the case of Display ads where space is extremely limited (300 x 250, 160 x 600, 728 x 90, 320 x 50), it is permissible to exclude 
the actual play responsible logo and include the words “Play Responsibly” in the Font Myriad Pro condensed. In Social the Play 
Responsively logo is only used in cases where the message is Play Responsibly specific.

PMS 1225
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Where the Money Goes | Beneficiary

Never change or add colors to the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo.

KKEENNTTUUCCKKYY’’SSKENTUCKY’S

Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo.

Never rotate the logo. Never place the logo on a busy background. Never stretch the logo.

Examples of Unapproved Logo Alterations

Approved Logo Usage

PMS 638



3 3

Play Responsibly

CMYK 
BLACK

CMYK 
Yellow

Never change or add colors to the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo. Never alter the transparency of the logo. Never apply effects to the logo.Never remove elements of the logo.

Never rotate the logo. Never place the logo on a busy background. Never stretch the logo.

The Kentucky Lottery wants our games to be fun and entertaining—but if the fun 
stops, we want our players to have access to help and information concerning 
problem gambling issues. By calling or texting 1- 800 - GAMBLER, players are put 
in contact with hotline staff who will send them information or refer them to the 
closest certified problem gambling counselor or Gamblers Anonymous meeting. 
Therefore, the Play Responsibly Logo should appear on all materials. 

Examples of Unapproved Logo Alterations

Approved Logo Usage
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Holiday Logos

These are approved for seasonal usage in print, broadcast and digital at the 
discretion of the VP of Marketing.

Approved Logo Usage
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PRIMARY FONT-DIN PRO BOLD FOR HEADLINES AND LIGHT FOR  BODY COPY.

SECONDARY FONT-BREE

ACCENT FONT-LOBSTER

SECONDARY ACCENT FONT-FILSON SOFT

Fonts & Typography

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Din Pro Bold is the primary font for all Kentucky Lottery games. It should be used most frequently particularly for smaller sizes like 
digital or small space ads for maximum legibility. The secondary font, Bree is used in the tagline of the logo and may also be used 
to create a slightly different look for the Kentucky Lottery. Lobster is a fun, yet legible font and works great for most applications but 
should be used for smaller headlines, only. 

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890
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Email Typography

While DIN PRO, BREE and LOBSTER are the primary typefaces of the KY Lottery, they are not to be used for the “live type” headlines 
and body copy of emails. In most cases users will not have these fonts loaded into their systems resulting in that copy defaulting to 
fonts that are less desirable. In this instance VERDANA (headlines) and ARIAL (body Copy) are to be used for all live type. DIN BREE 
and LOBSTER may be used over images but the designer must keep in mind that if the user has images blocked, they will not see 
that type. Therefore, if headlines are placed into images in emails, it’s imperative that they don’t contain the main offer, or informa-
tion essential to the success of the communication. If they do, it is recommended that the offer is repeated in the body copy or else-
where to insure delivery.

HEADLINES-VERDANA

BODY COPY-ARIAL

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890
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Backgrounds

Because of the complexity of many of the Kentucky Lottery’s family of logos using a simple, gradation or flat colored background is 
optimal for most applications. You should avoid backgrounds that result in lost legibility of logos or copy. 
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Calls-To-Action

In order to generate consistency across all digital assets it is recommended that all calls-to-
action are square and use the primary KY lottery logo colors and use DIN PRO as the primary font. 

CTA should be all caps and include no punctuation at the end. The primary call-to-action 
verbiage for iLottery Draw Games is “LET’S PLAY”. The CTAs for other games are as follows:

Instant Play  Scratch-Offs  Fast Play
TRY FOR FREE  GET GAME DETAILS GET GAME DETAILS

Other non-game specific digital CTAs are as follows:

Promotions  Deposit Promotion Sign Up for Fun Club
I WANT IN  DEPOSIT NOW  JOIN NOW

Beneficiary  Winner Story
LEARN MORE  PLAY (name of game), or GET GAME DETAILS

Coupons  Play Responsibly
GET COUPON   LEARN MORE
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Logo Hierarchy

Correct usuage of individual games logos, the 
Kentucky Lottery logo and the Play Responsibly logo is 
imperative. Ideally, these logos should work together 
and not compete with one another. Here are a few 
helpful guidelines for using them correctly. Again, no 
alterations should be made to approved logos.

When space permits, materials should contain the individual game, Kentucky Lottery and the Play Responsibly logos.

When space is limited or there could be a potential for a legibility issue, such as out-of-home advertising, the 
Kentucky Lottery logo can be removed. 

When logos are featured together in a single instance, the individual game logo should be the dominate of the three. 
Followed by Kentucky Lottery logo and finally the Play Responsibly logo.

When used in promoting Scratch-Offs during the Holidays, the Kentucky Lottery Scratch-Offs logo may be altered to 
substitute the word, “Holidays” for the word “Day.”
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Logo Wear

Ordering Logo Wear:
Lands’ End Business may only be used to order Kentucky Lottery 
logo wear.  This is the site for employees to place orders and pay for 
their own personal items themselves.  Here is the link to our Lands’ 
End storefront: https://business.landsend.com/store/kylottery/

Lands’ End has our logos on file.

Logo Usage:
The KLC-embroidered logo may only be the full three-color logo or 
a full-single color of white, black, or gray.

The full color logo is best on:
- Black, Gray, White, or Navy garments

The white logo may be used on any acceptable color garment 
(colors listed below).

Acceptable Garment colors:
Black
White
Gray
Navy or KLC-logo blue
KLC-logo red
KLC-logo yellow

Approved Logo Wear

NOT Approved Logo Wear
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Contact us

For questions or additional options, please contact:

Edie Frakes | Vice President of Marketing 
e: Edie.Frakes@kylottery.com
p: +1 502 560-1618 

Susan Simmons | Marketing Manager, Promotions & Production 
e: Susan.Simmons@kylottery.com 
p: +1 502 560-1624

Jessie Teague | Digital Marketing Manager
e: Jessie.Teague@kylottery.com 
p: +1 502 560-1613



Kentucky Lottery 2020 
Segmentation

Simon Jaworski
President, Leger USA

sjaworski@leger360.com
609-558-1019

Colette Faust
Account Manager

cfaust@leger360.com
267-457-4544

Exhibit C



Research Objectives
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Gain an understanding of whether current products meet the needs or desires of each segment, including the 
creation of lottery player profiles by each price point. 

Identifying activities that compete with Lottery game playership, including Casino play, online gambling, sports 
betting and other key entertainment based activities.

Identify which market segments demonstrate the  greatest potential for increased play and trial/adoption of 
new games. 

Investigate which media channels may be most effective for delivering the Lottery’s message to specific market 
segments. 

Find strategies to widen the base of players in Kentucky. This includes examining attitudes of lapsed and  non-
players who are open to lottery

A

B

C

D

E
Examine how technology affects the day to day lives of Kentuckians, and how the Lottery can find ways to 
ensure its products and services meet the needs of their constituents, especially the next generation of 
players.

F

Discover the consumer segments that align best with the iLottery product, to expand sales in this key arena.G
Utilize the Scientific Games Scratch Segments, to enable Kentucky to benefit from a national comparison with 
other states.H



After Reviewing Multiple Segment Solutions…
6 Segment Solution
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The 6 segment solution finds additional distinctions between groups that were not seen in the 4 or 5 segment 
solutions.
The largest segment covers 26% of respondents, with the smallest (although a key segment) being 7%.

6 Segment 6 Segment

26%

7%

18%16%

20%

14%

Segment Distribution

Segment 1

Segment 2

Segment 3

Segment 4

Segment 5

Segment 6



Breakdown and Description of Segments

4

Segment 1 | 26%
Excitement Enthusiasts

Segment 2 | 7%
Conditional Consumers

Segment 3 | 18%
Seasoned Spenders

Segment 5 | 20%
Casual Customers

Segment 4 | 16%
Lottery Lovers

Segment 6 | 14%
Non-Players

Young, spontaneous, risk-takers who also 
enjoy casino gambling, even though they 
may not have the spare income.
To these players, gambling is 
entertainment and they prefer the slightly 
higher Scratch-off Game price points.
Spend the most per play on Online Instant 
Play, Scratch-offs, and 5 Card Cash.

Mostly lottery adverse, this 
segment is majority non-players or 
spontaneous purchasers who play when 
they need a break from their routine.
Slightly older Kentuckians from the 
Central region, they prefer activities such 
as listening to music, playing a musical 
instrument, or attending a concert.

Lottery cheerleaders. This segment 
enjoys playing lottery because the money 
is going towards something good.
Weekly players, these are risk-takers who 
like to try new products, and report a high 
likelihood of joining the Fun Club 
program.
They also enjoy sports betting.

The oldest segment, affluent players who 
are passing the time. These are competitive 
risk takers who also enjoy sports betting. 
Playing lottery is a habit, their weekly 
ritual. This segment is also most familiar 
with the KEES program and aware that 
25% of proceeds go to funding Kentucky 
education.

Young Eastern and Western Kentuckians, 
these are mostly non-players who may 
not have money to spend on the lottery.
These spontaneous purchasers are 
motivated to buy when they’re having a 
bad day or because the jackpot is over 
$100 million.

Occasional players. These slightly 
older players have some spare income, 
but are not risk-takers. When they do 
decide to play the lottery, it is a planned 
purchase. If they choose to play a Scratch-
Game, they prefer a higher-price point 
and an easy to play game.



How to Read These Results
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Significantly 
higher 

difference

No 
significant 
difference

Significantly 
lower 

difference

Meaning of colours:

While testing for significance across segments tells us which segments are significantly higher or lower than each other at a certain 
confidence interval, creating an index gives a sense of each individual segment compared to the total, regardless of the base size.

The total is given an index score of 100. If a segment has an index score of 120, the segment is 20% higher than the total, a
proportion which has been shown to indicate a significant difference when it comes to product launches or other measures of 
success. Similarly, a segment with an index score lower than 80 scores at least 20% lower than the total.

General Lottery
I like the excitement of betting on games and sports
I regularly play a jackpot game, even when the jackpot is low

I am generally a lucky person

KY Lottery advertising is memorable

Recommend 
the 

Kentucky 
Lottery

Overall 
Opinion of 

the 
Kentucky 
Lottery

Region Total
n=1,344

Segment 1
n=302

Segment 2
n=84

Segment 3
n=212

Segment 4
n=181

Segment 5
n=231

Segment 6
n=159

Jefferson 29% 27% 29% 34% 25% 35% 21%
Bluegrass 25% 23% 24% 28% 27% 27% 24%
Eastern 17% 20% 21% 10% 18% 15% 18%
Central 17% 20% 5% 17% 16% 12% 23%
Western 13% 11% 21% 12% 14% 12% 13%



Eastern
Western

Bluegrass
Jefferson

Central

Excitement Enthusiasts | 26% 
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Factors contributing to Playing Jackpot or Draw:
I play my lucky numbers
I play the newest games
It’s a weekly ritual
Signs inside the store/POS materials

This segment is overrepresented among:
18-34
Under $35K
Less than high school, Technical/trade school
Never married
Unemployed, Disabled, Student

IN THE PAST YEAR, 
SPENT THE MOST ON:

$10 $20 $25

Played Scratch-offs 
within the Past 

Month

$3

Characteristics

Risk Taker

Spontaneous

Superstitious 

Worry about bills

Life is controlled by fate

Can tell when something big is going to happen

Spend more money with my friends

Competitive

Never 
played

Occasion
-ally

Monthly Weekly

Never 
played

More than 
a year ago

Within past 
year

Online Instant 
Play

ONLINE PLAY:

General Lottery
Playing Lottery can lead to compulsive gambling
Like the excitement of betting on games and 
sports
Like to know chances of winning are in my control, 
not just luck
KY Lottery advertising is memorable
I am superstitious about what brings me luck

SOCIAL MEDIA USED: SOURCE OF LOTTERY INFORMATION:

FOLLOW KENTUCKY LOTTERY:

Ads News



Eastern
Western

Bluegrass
Jefferson

Central

Conditional Consumers | 7% 
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Factors contributing to Playing Jackpot or Draw:
When the jackpot is over $100m
I dream of winning big
I play my lucky numbers
When the jackpot is high
If I can buy the game from a Vending Machine

This segment is overrepresented among:
18-34
Under $35K
High school or less
Never married
Student

IN THE PAST YEAR, 
SPENT THE MOST ON:

$20 $25 $30

Played Scratch-
offs Over a Year 

Ago

$5
$1
$3

Characteristics

Doing exciting things

Old-fashioned values are best way to 
live

I like to try new products

Competitive

Shopping is fun and entertaining

I worry about global issues such as 
climate change

Never 
played

More than 
a year ago

Within past 
year

Online Instant 
Play

ONLINE PLAY:

General Lottery
Playing the Lottery can lead to compulsive gambling
It is important to me that Lottery proceeds go to a good cause
The Lottery takes advantage of the poor or uneducated people
Everyone who purchases a ticket to play the Kentucky Lottery 
has an equal chance of winning
The Kentucky Lottery is being run honestly

FOLLOW KENTUCKY LOTTERY:

Never 
played

More than 
a year ago

Within past 
year

SOCIAL MEDIA USED: SOURCE OF LOTTERY INFORMATION:

Ads

News

Billboard



Eastern
Western

Bluegrass
Jefferson

Central

Seasoned Spenders | 18% 
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Factors contributing to Playing Jackpot or Draw:
It’s a weekly ritual
I play the same numbers every time I play
Hearing the advertising
Learning about local winners

This segment is overrepresented among:
Male
65+
$75K or more
Bachelor’s degree, Post graduate degree
Married
Retired

IN THE PAST YEAR, 
SPENT THE MOST ON:

$10 $25 $30

Played Scratch-
offs within the 

Past Week

$1
$2

Characteristics

Like to do exciting things

Competitive

Optimistic about the future

Others consider me a leader

Risk taker

Worry about how to pay the bills

Never 
played

More than 
a year ago

Within past 
year

Online Instant 
Play

ONLINE PLAY:

General Lottery
I like the excitement of betting on games and sports
I regularly play a jackpot game, even when the jackpot is low
I am generally a lucky person
Playing the Lottery is one thing I can do to help my family

FOLLOW KENTUCKY LOTTERY:

SOCIAL MEDIA USED: SOURCE OF LOTTERY INFORMATION:

Ads

News Billboard

Never 
played

Occasion
-ally

Monthly Weekly



Eastern
Western

Bluegrass
Jefferson

Central

Lottery Lovers | 16% 
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Factors contributing to Playing Jackpot or Draw:
Learning about local winners

Hearing the advertising

This segment is overrepresented among:
Some College
Widowed

IN THE PAST YEAR, 
SPENT THE MOST ON:

$3 $20 $30

Played Scratch-
offs within the 

Past Week

Characteristics

Risk taker

Like to try new products

Need an offer or discount to try 
something new

Never 
played

More than 
a year ago

Within past 
year

Online Instant 
Play

ONLINE PLAY:

General Lottery
The Lottery is fun
Kentucky Lottery proceeds go to a good cause

The Kentucky Lottery has done a good job raising money 
for Kentucky programs

The Kentucky Lottery is being run honestly
The Lottery is harmless entertainment

SOCIAL MEDIA USED: SOURCE OF LOTTERY INFORMATION:

FOLLOW KENTUCKY LOTTERY:

Ads

News Billboard

*Low base (<30)

Never 
played

Occasion-
ally

Monthly Weekly

* *



Eastern
Western

Bluegrass
Jefferson

Central

Casual Customers | 20% 
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Factors contributing to Playing Jackpot or Draw:
Ease of play
The name of the game
Newest game
Learning about local winners
Hearing the advertising

This segment is overrepresented among:
55+
$75K or more
Post graduate degree
Widowed
Retired, Full-time homemaker

IN THE PAST YEAR, 
SPENT THE MOST ON:

$10 $25 $30

Played Scratch-
offs over a year 

ago

$3

Characteristics

I like to try new products

I like to do things that are exciting

I am a competitive person

Others consider me a leader

Risk taker

Spontaneous

Never 
played

More than 
a year ago

Within past 
year

Online Instant 
Play

ONLINE PLAY:

General Lottery
I like the excitement of betting on games and sports
I regularly play a jackpot game, even when the jackpot is low
I am generally a lucky person
Playing the Lottery is one thing I can do to help my family

FOLLOW KENTUCKY LOTTERY:

SOCIAL MEDIA USED: SOURCE OF LOTTERY INFORMATION:

Never 
played

Occasion
-ally

Monthly Weekly

Ads

News



Eastern
Western

Bluegrass
Jefferson

Central
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Factors contributing to Playing Jackpot or Draw:
Cost of ticket
I play my lucky numbers
I play the same numbers every time I play
Newest game

This segment is overrepresented among:
55+
Widowed
Retired, Disabled, Student

IN THE PAST YEAR, 
SPENT THE MOST ON:

$3 $30

Played Scratch-
offs over a year 

ago

$2

Characteristics

My faith is very important to me

I worry about how I will pay my bills

I love learning and using new 
technology

I like to try new products

I like to do exciting things

When I do things for fun, I like the 
opportunity to win something

Never 
played

More than 
a year ago

Within past 
year

Online Instant 
Play

ONLINE PLAY:

General Lottery
Kentucky Lottery proceeds go to a good cause
Everyone who purchases a ticket to play the Kentucky 
Lottery has an equal chance of winning
The Kentucky Lottery is being run honestly
The Lottery is fun
The Lottery takes advantage of the poor or 
uneducated people

FOLLOW KENTUCKY LOTTERY:

SOCIAL MEDIA USED: SOURCE OF LOTTERY INFORMATION:

Non-Players | 14% 

*Low base (<30)

Never 
played

Occasion-
ally

Monthly Weekly

* *

Ads News

No specific 
place



Excitement Enthusiasts



Excitement Enthusiasts| 26%

13

I like the excitement of betting on 
games and sports

Never 
played

Occasion-
ally

Monthly Weekly

General Lottery

Playing Lottery can lead to compulsive gambling

Like the excitement of betting on games and sports

Like to know chances of winning are in my control, 
not just luck

KY Lottery advertising is memorable

I am superstitious about what brings me luck

Playing the Lottery is one thing I can do to help my 
family

I am generally a lucky person

Willing to spend more if the odds of winning are 
better
When I buy a lottery ticket I often think I should buy 
one more because the next one may be a winner
I don’t like playing games that other state 
participate in, because I think the money should 
stay in Kentucky
I often buy lottery tickets as gifts for friends or 
relatives

Recommend 
the 

Kentucky 
Lottery

Overall 
Opinion of 

the 
Kentucky 
Lottery

Plan to buy 
tickets

Probably 
Purchase 
Kentucky 
Lottery in 
the future

Member of 
the 

Kentucky 
Lottery Fun 

Club

Play 
Kentucky 
Lottery 

every other 
week or so

Spend the 
same 

amount on 
the same 

games

Spend the 
same 

amount on 
different 

games



Excitement Enthusiasts| 26%

14

I expect to win more often than lose 
when playing Scratch-off Games

SCRATCH PLAY:

Played 
within the 

Past Month

Scratch-off Attitudes

Like to buy Scratch-off tickets from the Vending Machines

Would like to be able to buy Scratch-off tickets on a phone/tablet/online

I expect to win more often than lose when playing Scratch-off Games

Vary where and how I purchase Scratch-off tickets to increase odds of 
winning

I check the odds of winning when deciding which Scratch-off Games to play

The more a Scratch-off Ticket costs, the better my chances are of winning

$25

Playing 
Scratch-off 

Games More 
Often than a 

Year Ago

IN THE PAST YEAR, SPENT THE MOST ON:

$1 $2 $3 $5 $10 $20 $25 $30

Buy a 
Scratch-off 

Game 
because of 
its theme

Play new 
Scratch-off 
Games as 

soon as they 
come out

9%

12%

37%

6%
7%

28%

Scratch Segments
Acquaintance

Covert

Fan

Friend

Visitor

Visitor 
EXT

Likelihood of 
buying Scratch-

off Games in 
the next 12 

months

Might or 
Might Not 
Purchase a 

$50 scratch-
off game

Knowledge-
able about 
Scratch-off 

Games

On 
average, 

play every 
4-6 months

More likely 
to use 

vending if 
accepted 

larger bills
Typically 
buy:



Excitement Enthusiasts| 26%

15

Recommendations from the retailer / 
store clerk influence my purchases

SOURCE OF LOTTERY INFORMATION:

FOLLOW KENTUCKY LOTTERY:

Factors contributing to Playing Jackpot or Draw:

I play my lucky numbers

I play the newest games

It’s a weekly ritual

Signs inside the store/POS materials

The name of the game

Reasons for 
Playing:

Need a 
break 

from daily 
routine

Buying 
something 

else at 
counter

Knowing 
the 

proceeds 
help fund 
education

Saw 
someone 
buying a 

ticket

Scratch-off Purchase Influencers:

‘Game of the Month’ ticket or spotlighted game

Recommendation from the clerk

In-store advertising

Price of the ticket

PREFERRED METHOD OF INTERACTING 
WITH KENTUCKY LOTTERY:

Ads News

Non-Money 
Prizes

Factors Important 
in Purchasing

Big Prizes

Good Odds

Low Cost

Available from 
Local store

Familiar Game

Quick and Easy

Newer Game



Excitement Enthusiasts| 26%

16

When I do things for fun, I like the 
opportunity to win something

ONLINE PLAY: CASINO PLAY/GAMBLING:

Weekly

Monthly

Every other 
month

Once a year

Have never 
gambled at a casino

Games typically 
played:

Favorite 
Games:

Slots Blackjack Poker Roulette Craps

SPORTS BETTING:

Past Month

2-3 months 
ago

4-12 months 
ago

Have never bet 
on sports

Bet on in 2019/2020:

NFL

Horse Racing

NCAA Basketball

NCAA Football

NBA/WNBA

MLB

Never 
played

More 
than a 

year ago

Within 
past year

Online 
Instant Play

Online Ratings:

Positive change in perception if 
larger variety of price points

Spending more at retail since 
playing online

Rate iLottery as Very Good / 
Excellent



Excitement Enthusiasts| 26%

17

I spend more money when I’m out with 
my friends than when I’m alone Eastern

Western

Bluegrass
Jefferson

Central

Characteristics

Risk Taker

Spontaneous

Superstitious 

Worry about bills

Life is controlled by fate
Can tell when something 
big is going to happen
Spend more money with 
my friends
Competitive

SOCIAL MEDIA USED:

INTERESTS:

TEAMS:

University of 
Kentucky

Minor league 
baseball

Indianapolis 
Colts

Carolina 
Panthers

Atlanta 
Falcons

VENUES AND EVENTS:
Kentucky 
Downs

Kentucky 
Renaissance Fair

Garvin Gate Blues 
Festival

Employed Unemployed Disabled Retired
Student

CASINOS VISITED:

Glasgow 
Highland Games

Caesars Southern 
Indiana

Derby City Gaming

JACK Cincinnati 
Casino

Kentucky Downs

Harrah’s Hoosiers 
Park Racing & Casino

TELEVISION:
LOCAL

Movies Local 
News

Action 
series

PBS, KET Dramatic 
series

Hispanic
channels

This segment is overrepresented among:
18-34
Under $35K
Less than high school, Technical/trade school
Never married

Camping

Visit theme 
parksDancing

Boating

Martial artsSkateboarding



Excitement Enthusiasts| 26%
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Funding education is not a key reason 
that I play the Kentucky Lottery

Education

LOTTERY PROCEEDS:

Familiarity 
with the 

KEES 
program

Aware that funding for program comes from Kentucky 
Lottery:

Kentucky Educational Excellence Scholarship (KEES)

Kentucky Higher Education Assistance Authority (KHEAA)

College Access Program (CAP)

Kentucky Tuition Grant

Work Ready Kentucky Scholarship

Dual Credit Scholarship Program

Aware that 
25% of 

proceeds go to 
Education

Knowing that proceeds help fund 
education for Kentucky College Students

#1 Most Influential Reason that I buy 
lottery tickets

#2

#3

Not picked

Key Reason for 
Playing: Money 
goes towards 
education in 

Kentucky



Excitement Enthusiasts| 26%

19

Fulfilling my dreams is not a key reason 
that I play the Kentucky Lottery

I dream 
about 

winning a 
really big 

lottery prize

DREAMING / WINNING: If you won a large sum of money, what would 
you do…

Live debt free

Own my own house

Help my friends and family financially

Help those in need, volunteer more

Travel more often and to more exciting places

Retire early

Buy a bigger house, additional homes

Not work as much, if at all

Buy a lot of land

Start your own business

Go back to school

I dream of winning big

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

Key Reason 
for Playing: 
As a chance 
to fulfill my 

dreams



Excitement Enthusiasts| 26%
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I am influenced by advertising, in-store 
advertising, and POS materials

Recall Past 
Month 

Advertising

ADVERTISING:

Power-
ball

Mega 
Millions

Gold 
Rush

Pick 3

Unaided:

Advertising for 
Kentucky 
Lottery is 

memorable

Humorous 
advertisements 

for a lottery 
game, I am 

more likely to 
buy a ticket

Hearing the advertising

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

In-store 
advertising 

influences the 
Instant Scratch-

off games 
purchased

Signs inside the store/POS materials

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

In-store 
signage 

influences the 
Instant Scratch-

off games 
purchased



Conditional Consumers



Conditional Consumers | 7%
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I don’t really believe that I 
will win a jackpot prize

Never 
played

More than 
a year ago

Within 
past year

General Lottery

Playing the Lottery can lead to compulsive gambling

It is important to me that proceeds from the Lottery 
go to a good cause

The Lottery takes advantage of the poor or 
uneducated people

Everyone who purchases a ticket to play the 
Kentucky Lottery has an equal chance of winning

The Kentucky Lottery is being run honestly

I like the excitement of betting on games and sports

Even if it is a small prize, I really enjoy winning 
something from the lottery

I buy two or more different lottery games at one 
time

I’m willing to spend more for a lottery ticket if the 
odds of winning are better

Recommend 
the 

Kentucky 
Lottery

Overall 
Opinion of 

the 
Kentucky 
Lottery

Spontaneous 
Purchase

Purchase 
Kentucky 
Lottery in 
the future

Member of 
the 

Kentucky 
Lottery Fun 

Club

Played 
Kentucky 

Lottery once 
or twice in 
past year

Spend 
different 

amounts on 
different 

games

Spend the 
same 

amount on 
the same 

games
***Due to low base, playership reported in total



Conditional Consumers | 7%
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I have a set budget for 
Scratch-off games

SCRATCH PLAY:

Played Over 
a Year Ago

Scratch-off Attitudes
I see Instant scratch-off games as a form of entertainment in addition to a 
chance to win a prize

Scratch-off Games are entertaining in addition to a chance to win a prize

I get an adrenalin rush when I win a prize playing Scratch-off Games

I expect to win more often than lose when playing Scratch-off Games

I like Scratch-off tickets that take a while to play

$1*
$2*

Playing 
Scratch-off 
Games Less 
Often than a 

Year Ago

IN THE PAST YEAR, SPENT THE MOST ON*:

$1 $2 $3 $5 $10 $20 $25 $30

Like 
knowing 

immediately 
if you have 

won

Prefer 
Scratch-off 
Games with 

a big top 
prize

4%
9%

26%

9%4%

48%

Scratch Segments
Acquaintance

Covert

Fan

Friend
Visitor

Visitor 
EXT

Likelihood of 
buying Scratch-

off Games in 
the next 12 

months

Might or 
Might Not 
Purchase a 

$50 scratch-
off game

Knowledge-
able about 
Scratch-off 

Games

On 
average, 

play every 
4-12 

months

More likely 
to use 

vending if 
accepted 

larger bills

*Low base (<30)

Typically 
buy:



Conditional Consumers | 7%

24

I buy Lottery when I’m 
having a bad day

SOURCE OF LOTTERY INFORMATION:

FOLLOW KENTUCKY LOTTERY:

Factors contributing to Playing Jackpot or Draw:
When the jackpot is over $100m
I dream of winning big
I play my lucky numbers
When the jackpot is high
If I can buy the game from a Vending Machine
I play the same numbers every time I play

Reasons for 
Playing:

Feeling 
lucky

Habit

Saw 
someone 
buying a 

ticket

Scratch-off Purchase Influencers:
Seeing a new ticket / haven’t played
Seeing a ticket I like
Seeing a ticket I have won on before
In-store signage
Seeing a ticket I have played before
A recommendation from a friend / family member

PREFERRED METHOD OF INTERACTING 
WITH KENTUCKY LOTTERY:

Ads

News

Slow and 
Complex

Factors Important 
in Purchasing

Big Prizes

Good Odds

Low Cost

Available from 
Local store

Familiar Game

Quick and Easy

Newer Game

Having 
a bad 
day

Billboard

None

None

Hearing 
about 

someone 
winning



Conditional Consumers | 7%
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I’m not a big gambler or 
sports bettor

ONLINE PLAY:

Increase 
likelihood of 
playing iLottery:

 Pick 3
 Pick 4
 Cash Pop

CASINO PLAY/GAMBLING:

Weekly

Monthly

Every other 
month

Once a year

Have never 
gambled at a casino

Games typically 
played*:

Favorite 
Games*:

Slots Blackjack Poker Roulette Craps

SPORTS BETTING:

Past Month

2-3 months 
ago

4-12 months 
ago

Have never bet 
on sports

Bet on in 2019/2020*:

NFL

Horse Racing

MMA/Boxing

NBA/WNBA

Never 
played

More 
than a 

year ago

Within 
past year

Online 
Instant Play

*Low base (<30)

Online 
Promotions 
make you 

more likely 
to purchase*



Conditional Consumers | 7%
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I believe in working hard for 
what you earn Eastern

Western

Bluegrass
Jefferson

Central
Characteristics

Doing exciting things

Old-fashioned values are 
best way to live

I like to try new products

Competitive

Shopping is fun and 
entertaining
I worry about global issues 
such as climate change

SOCIAL MEDIA USED:

INTERESTS:

TEAMS:

University of 
Kentucky

University of 
Louisville

Cincinnati 
Bengals

Murray State 
University

None

VENUES AND EVENTS:

Rupp Arena

Kentucky Bourbon 
Festival

KFC Yum! 
Center

Employed Retired Unemployed
Disabled

Student

CASINOS VISITED:

None

None

Derby City Gaming

Caesar’s Southern 
Indiana

Belterra Casino 
Resort

Rising Star Casino 
Resort

TELEVISION:

Local 
News

Sit-Coms/
Comedy

Game 
shows

Reality
shows

Sporting
events None

LOCAL

This segment is overrepresented among:
18-34
Under $35K
High school or less
Never married

Cooking Dining out

DIY Travel

Hiking Dancing



Conditional Consumers | 7%

27

Although not a key reason, knowing 
that Lottery proceeds help fund 

education is influential to me

Education

LOTTERY PROCEEDS:

Familiarity 
with the 

KEES 
program

Aware that funding for program comes from Kentucky 
Lottery:

Kentucky Educational Excellence Scholarship (KEES)

Kentucky Higher Education Assistance Authority (KHEAA)

Dual Credit Scholarship Program

Kentucky Tuition Grant

College Access Program (CAP)

Work Ready Kentucky Scholarship

Aware that 
25% of 

proceeds go to 
Education

Knowing that proceeds help fund 
education for Kentucky College Students

#1 Most Influential Reason that I buy 
lottery tickets

#2

#3

Not picked

Key Reason for 
Playing: Money 
goes towards 
education in 

Kentucky



Conditional Consumers | 7%
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I dream of winning big

I dream 
about 

winning a 
really big 

lottery prize

DREAMING / WINNING: If you won a large sum of money, what would 
you do…

Live debt free

Help my friends and family financially

Own my own house

Help those in need, volunteer more

Travel more often and to more exciting places

Retire early

Not work as much, if at all

Buy a bigger house, additional homes

Buy a lot of land

Start your own business

Go back to school

I dream of winning big

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

Key Reason 
for Playing: 
As a chance 
to fulfill my 

dreams



Conditional Consumers | 7%

29

In-store signage influences me to 
purchase more than advertising

Recall Past 
Month 

Advertising

ADVERTISING:

Power-
ball

Keno

Mega 
Millions

Pick 3

Unaided:

Advertising for 
Kentucky 
Lottery is 

memorable

Humorous 
advertisements 

for a lottery 
game, I am 

more likely to 
buy a ticket

Hearing the advertising

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

In-store 
advertising 

influences the 
Instant Scratch-

off games 
purchased

Signs inside the store/POS materials

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

In-store 
signage 

influences the 
Instant Scratch-

off games 
purchased



Seasoned Spenders



Seasoned Spenders | 18%
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I regularly play a jackpot game, 
even when the jackpot is low

Never 
played

Occasion-
ally

Monthly Weekly

General Lottery

I like the excitement of betting on games 
and sports

I regularly play a jackpot game, even when 
the jackpot is low

I am generally a lucky person

Playing the Lottery is one thing I can do to 
help my family

Recommend 
the 

Kentucky 
Lottery

Overall 
Opinion of 

the 
Kentucky 
Lottery

Plan to buy 
tickets

Probably 
Purchase 
Kentucky 
Lottery in 
the future

Member of 
the 

Kentucky 
Lottery Fun 

Club

Play 
Kentucky 
Lottery 
weekly

Spend the 
same 

amount on 
the same 

games

Spend the 
same 

amount on 
different 

games



Seasoned Spenders | 18%
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I like playing higher price 
points and newer tickets

SCRATCH PLAY:

Played 
within the 
Past Week

Scratch-off Attitudes
I generally play new Scratch-off Games as soon as they come 
out

$20

Playing 
Scratch-off 

Games About 
the Same 

Amount as a 
Year Ago

IN THE PAST YEAR, SPENT THE MOST ON:

$1 $2 $3 $5 $10 $20 $25 $30

Like 
knowing 

immediately 
if you have 

won

Prefer 
Scratch-offs 
with a big 
top prize

7%
9%

50%10%

8%

18%

Scratch Segments
Acquaintance

Covert

Fan
Friend

Visitor

Visitor 
EXT

Likelihood of 
buying Scratch-

off Games in 
the next 12 

months

Likely to 
Purchase a 

$50 scratch-
off game

Knowledge-
able about 
Scratch-off 

Games

On 
average, 

play every 
2-3 months

Unlikely to 
use vending 
if accepted 
larger bills

Typically 
buy:



Seasoned Spenders | 18%

33

Playing is my weekly ritual
SOURCE OF LOTTERY INFORMATION:

FOLLOW KENTUCKY LOTTERY:

Factors contributing to Playing Jackpot or Draw:

It’s a weekly ritual

I play the same numbers every time I play

Hearing the advertising

Learning about local winners

Reasons for 
Playing:

Having 
a bad 
day

Saw 
someone 
buying a 

ticket

Habit

To 
reinvest 

my 
winnings

Scratch-off Purchase Influencers:
A recommendation from a friend/family member

A recommendation from the retailer / store clerk
A ‘Game of the Month’ ticket or spotlighted 
game
Price of the ticket

PREFERRED METHOD OF INTERACTING 
WITH KENTUCKY LOTTERY:

Ads

News

Available from 
Vending 
Machine

Factors Important 
in Purchasing

Big Prizes

Good Odds

Low Cost

Available from 
Local store

Familiar Game

Quick and Easy

Newer Game

Buying 
something 
else at the 

counter

Billboard



Seasoned Spenders | 18%
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My gambling includes casino 
playing and sports betting

ONLINE PLAY:
CASINO PLAY/GAMBLING:

Weekly

Monthly

Every other 
month

Once a year

Have never 
gambled at a casino

Games typically 
played:

Favorite 
Games:

Slots Blackjack PokerRoulette Craps

SPORTS BETTING:

Past Month

2-3 months 
ago

4-12 months 
ago

Have never bet 
on sports

Bet on in 2019/2020:

NFL

Horse Racing

NCAA Basketball

NCAA Football

NBA/WNBA

MLB

Just once

Monthly

Never 
played

More 
than a 

year ago

Within 
past year

Online 
Instant Play

Online Ratings:

Positive change in perception if 
larger variety of price points

Spending more at retail since 
playing online

Rate iLottery as Very Good / 
Excellent



Seasoned Spenders | 18%
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I have the spare money for 
my gambling activities Eastern

Western

Bluegrass
Jefferson

Central

Characteristics

Like to do exciting things

Competitive

Optimistic about the 
future

Others consider me a 
leader

Risk taker

Worry about how to pay 
the bills

SOCIAL MEDIA USED:

INTERESTS:

TEAMS:

University of 
Kentucky

University of 
Louisville

Cincinnati 
Bengals

Cincinnati 
Reds

Minor league 
baseball

VENUES AND EVENTS:
KFC Yum! 
Center

Freedom Hall

Churchill Downs

Employed Retired Unemployed

CASINOS VISITED:

Kentucky Bourbon 
Festival

Caesars Southern 
Indiana

Belterra Casino 
Resort

Derby City Gaming

Hollywood Casino & 
Hotel Lawrencerburg

Kentucky Downs

TELEVISION:

Movies Local
News

Sporting
events

PBS, KET Dramatic
series

Financial
programs

LOCAL

This segment is overrepresented among:
Male
65+
$75K or more
Bachelor’s degree, Post graduate degree
Married

Football Dining out

Basketball Travel

Visit National 
Parks Music



Seasoned Spenders | 18%
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Funding education is nice, but not a key 
reason that I play the Kentucky Lottery

Education

LOTTERY PROCEEDS:

Familiarity 
with the 

KEES 
program

Aware that funding for program comes from Kentucky 
Lottery:

Kentucky Educational Excellence Scholarship (KEES)

Kentucky Higher Education Assistance Authority (KHEAA)

College Access Program (CAP)

Kentucky Tuition Grant

Dual Credit Scholarship Program

Work Ready Kentucky Scholarship

Aware that 
25% of 

proceeds go to 
Education

Knowing that proceeds help fund 
education for Kentucky College Students

#1 Most Influential Reason that I buy 
lottery tickets

#2

#3

Not picked

Key Reason for 
Playing: Money 
goes towards 
education in 

Kentucky



Seasoned Spenders | 18%
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I dream of winning big, but it’s not 
the main reason I play the Lottery

I dream 
about 

winning a 
really big 

lottery prize

DREAMING / WINNING: If you won a large sum of money, what would 
you do…

Live debt free

Own my own house

Help my friends and family financially

Help those in need, volunteer more

Travel more often and to more exciting places

Retire early

Not work as much, if at all

Buy a bigger house, additional homes

Buy a lot of land

Start your own business

Go back to school

I dream of winning big

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

Key Reason 
for Playing: 
As a chance 
to fulfill my 

dreams



Seasoned Spenders | 18%
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I don’t think in-store advertising or 
signage impact my lottery purchases

Recall Past 
Month 

Advertising

ADVERTISING:

Power-
ball

Keno

Mega 
Millions

Gold 
Rush

Unaided:

Advertising for 
Kentucky 
Lottery is 

memorable

Humorous 
advertisements 

for a lottery 
game, I am 

more likely to 
buy a ticket

Hearing the advertising

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

In-store 
advertising 

influences the 
Instant Scratch-

off games 
purchased

Signs inside the store/POS materials

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

In-store 
signage 

influences the 
Instant Scratch-

off games 
purchased



Lottery Lovers



Lottery Lovers | 16%
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I’m willing to spend more for a 
lottery ticket if the prize is higher

Never 
played

Occasion-
ally

Monthly Weekly

* *

General Lottery

The Lottery is fun

Kentucky Lottery proceeds go to a good cause

The Kentucky Lottery has done a good job raising 
money for Kentucky programs

The Kentucky Lottery is being run honestly

The Lottery is harmless entertainment

Gambling is a good way to boost the economy

The Lottery is a form of gambling

Playing the Lottery can lead to compulsive gambling

I am superstitious about what brings me luck

I buy two or more different lottery games at one 
time
I’m willing to spend more for a lottery ticket if the 
prize is higher
I regularly play a jackpot game, even when the 
jackpot is low

Recommend 
the 

Kentucky 
Lottery

Overall 
Opinion of 

the 
Kentucky 
Lottery

Spontaneous 
Purchase

Purchase 
Kentucky 
Lottery in 
the future

Member of 
the 

Kentucky 
Lottery Fun 

Club

Play 
Kentucky 
Lottery 
weekly

Spend the 
same 

amount on 
the same 

games

Spend 
different 

amounts on 
the same 

games
*Low base (<30)



Lottery Lovers | 16%
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I would like to be able to buy Instant 
Scratch-off games on a mobile device

SCRATCH PLAY:

Played 
within the 
Past Week

Scratch-off Attitudes
I would like to be able to buy Instant scratch-off games on a 
mobile device, such as a smartphone or tablet

I like purchasing tickets with a top prize other than money

I usually let the clerk pick out my Scratch-off Game tickets

$3

Playing 
Scratch-off 
Games Less 
often than a 

Year Ago

IN THE PAST YEAR, SPENT THE MOST ON:

$1 $2 $3 $5 $10 $20 $25 $30

I prefer 
Scratch-off 
Games with 

a big top 
prize

The top 
prize 

influences 
the Scratch-

off I buy

19%

8%

45%

8%

5%
14%

Scratch Segments

Acquaintance

Covert

Fan

Friend

Visitor

Visitor 
EXT

Likelihood of 
buying Scratch-

off Games in 
the next 12 

months

Likely to 
Purchase a 

$50 scratch-
off game

Knowledge-
able about 
Scratch-off 

Games

On 
average, 

play every 
4-12 

months

Unlikely to 
use vending 
if accepted 
larger bills

Typically 
buy:



Lottery Lovers | 16%
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I play out of habit
SOURCE OF LOTTERY INFORMATION:

FOLLOW KENTUCKY LOTTERY:

Factors contributing to Playing Jackpot or Draw:

Learning about local winners

Hearing the advertising

Reasons for 
Playing:

Having 
spare 
cash

Feeling 
lucky

Habit

Wanting 
to boost 

my mood

Scratch-off Purchase Influencers:

Information on the Lottery website

The price of the ticket

PREFERRED METHOD OF INTERACTING 
WITH KENTUCKY LOTTERY:

Ads

News

Available from 
Vending 
Machine

Factors Important 
in Purchasing

Big Prizes

Good Odds

Low Cost

Available from 
Local store

Good Design

Quick and Easy

Newer Game

Billboard

Knowing 
the 

proceeds 
help fund 
education



Lottery Lovers | 16%
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At the monthly level, I enjoy 
casino play and sports betting

ONLINE PLAY: CASINO PLAY/GAMBLING:

Weekly

Monthly

Every other 
month

Once a year

Have never 
gambled at a casino

Games typically 
played:

Favorite 
Games:

Slots Blackjack Poker Roulette Craps

SPORTS BETTING:

Past Month

2-3 months 
ago

4-12 months 
ago

Have never bet 
on sports

Bet on in 2019/2020:

NFL

Horse Racing

NCAA Basketball

NCAA Football

A few times a month

Never 
played

More 
than a 

year ago

Within 
past year

Online 
Instant Play

Online Ratings:

Positive change in perception if 
larger variety of price points

Spending more at retail since 
playing online

Rate iLottery as Very Good / 
Excellent

MMA/Boxing



Lottery Lovers | 16%
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I like to try new things
Eastern

Western

Bluegrass
Jefferson

Central

Characteristics

Risk taker

Like to try new products

Need an offer or discount 
to try something new

SOCIAL MEDIA USED:

INTERESTS:

TEAMS:

University of 
Kentucky

Cincinnati 
Reds

Cincinnati 
Bengals

Indianapolis 
Colts

St. Louis 
Cardinals

VENUES AND EVENTS:

Freedom Hall

The Kentucky 
Center for the 
Performing Arts

Kentucky 
Renaissance Fair

Employed Retired Unemployed
Disabled

Home-
maker

CASINOS VISITED:

Kentucky 
Speedway

JACK Cincinnati 
Casino

Belterra Casino 
Resort

Kentucky Downs

Hollywood Casino & 
Hotel Lawrenceburg

Derby City Gaming

TELEVISION:

Talent
shows PBS, KET Financial

programs

Daytime
Talk show

Home 
shopping

Hispanic
channels

This segment is overrepresented among:

Some College
Widowed

DIY Camping

Hunting Fishing

Swimming Politics



Lottery Lovers | 16%
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Knowing that proceeds help fund 
education is the most influential 
reason that I buy lottery tickets

Education

LOTTERY PROCEEDS:

Familiarity 
with the 

KEES 
program

Aware that funding for program comes from Kentucky 
Lottery:

Kentucky Educational Excellence Scholarship (KEES)

Kentucky Higher Education Assistance Authority (KHEAA)

College Access Program (CAP)

Kentucky Tuition Grant

Dual Credit Scholarship Program

Work Ready Kentucky Scholarship

Aware that 
25% of 

proceeds go to 
Education

Knowing that proceeds help fund 
education for Kentucky College Students

#1 Most Influential Reason that I buy 
lottery tickets

#2

#3

Not picked

Key Reason for 
Playing: Money 
goes towards 
education in 

Kentucky



Lottery Lovers | 16%
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The Lottery could be a 
chance to fulfill my dreams

I dream 
about 

winning a 
really big 

lottery prize

DREAMING / WINNING: If you won a large sum of money, what would 
you do…

Live debt free

Own my own house

Help my friends and family financially

Help those in need, volunteer more

Travel more often and to more exciting places

Retire early

Not work as much, if at all

Buy a bigger house, additional homes

Buy a lot of land

Start your own business

Go back to school

I dream of winning big

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

Key Reason 
for Playing: 
As a chance 
to fulfill my 

dreams



Lottery Lovers | 16%
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Advertising for Kentucky 
Lottery is memorable

Recall Past 
Month 

Advertising

ADVERTISING:

Power-
ball

Keno

Mega 
Millions

Gold 
Rush

Unaided:

Advertising for 
Kentucky 
Lottery is 

memorable

Humorous 
advertisements 

for a lottery 
game, I am 

more likely to 
buy a ticket

Hearing the advertising

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

In-store 
advertising 

influences the 
Instant Scratch-

off games 
purchased

Signs inside the store/POS materials

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

In-store 
signage 

influences the 
Instant Scratch-

off games 
purchased



Casual Customers



Casual Customers| 20%
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I plan my occasional 
lottery purchases

Never 
played

Occasion-
ally

Monthly Weekly

General Lottery

I like the excitement of betting on games and 
sports

I am superstitious about what brings me luck

The Lottery takes advantage of the poor or 
uneducated people

Playing the Lottery is one thing I can do to help my 
family

I don’t really believe that I will win a jackpot prize

I like to tell my friends or co-workers when I win a 
prize in any lottery game

I often buy lottery tickets as gifts for friends or 
relatives

When I buy a lottery ticket I often think I should 
buy one more because the next ticket could be a 
winner

Recommend 
the 

Kentucky 
Lottery

Overall 
Opinion of 

the 
Kentucky 
Lottery

Plan to buy 
tickets

Purchase 
Kentucky 
Lottery in 
the future

Member of 
the 

Kentucky 
Lottery Fun 

Club

Played 
Kentucky 

Lottery 3-6x 
in past year

Spend the 
same 

amount on 
the same 

games

Spend 
different 

amounts on 
different 

games



Casual Customers| 20%
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For my occasional purchase, 
I like a higher price point

SCRATCH PLAY:

Played over 
a year ago

Scratch-off Attitudes
I vary where and how I purchase my Scratch-off tickets to increase my odds 
of winning

I generally play new Scratch-off Games as soon as they come out

I like purchasing tickets with a geographic theme

The more a Scratch-off ticket costs, the better my chances are of winning

I like purchasing tickets featuring a licensed brand or character that I like

I decide which Scratch-off Games I will play before I go into the store

$25

Playing 
Scratch-off 

Games More 
Often than a 

Year Ago

IN THE PAST YEAR, SPENT THE MOST ON:

$1 $2 $3 $5 $10 $20 $25 $30

Like Scratch-
off tickets 
that take a 

while to play

Expect to 
win more 
often than 

lose

19%

10%

36%7%

9%

20%

Scratch Segments

Acquaintance

Covert

Fan
Friend

Visitor

Visitor 
EXT

Likelihood of 
buying Scratch-

off Games in 
the next 12 

months

Likely to 
Purchase a 

$50 scratch-
off game

Knowledge-
able about 
Scratch-off 

Games

On 
average, 

play every 
2-3 months

Unlikely to 
use vending 
if accepted 
larger bills

Typically 
buy:



Casual Customers| 20%
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I like playing 
easy games

SOURCE OF LOTTERY INFORMATION:

FOLLOW KENTUCKY LOTTERY:

Factors contributing to Playing Jackpot or Draw:

Ease of play

The name of the game

Newest game

Learning about local winners

Hearing the advertising

Reasons for 
Playing:

Having 
spare 
cash

Feeling 
lucky

Habit

Saw 
someone 
buying a 

ticket

Scratch-off Purchase Influencers:

Information on the Lottery website

A recommendation from a friend/family member

A recommendation from the retailer/store clerk

A ‘Game of the Month’ ticket

The price of the ticket

PREFERRED METHOD OF INTERACTING 
WITH KENTUCKY LOTTERY:

Ads

News

Knowing 
that the 

proceeds 
help fund 
education

Factors Important 
in Purchasing

Big Prizes

Good Odds

Low Cost

Available from 
Local store

Quick and Easy

Slow and 
Complex

Recommended

Non-Money 
Prizes



Casual Customers| 20%
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I’m not a sports bettor

ONLINE PLAY: CASINO PLAY/GAMBLING:

Weekly

Monthly

Every other 
month

Once a year

Have never 
gambled at a casino

Games typically 
played:

Favorite 
Games:

Slots Blackjack Poker Roulette Craps

SPORTS BETTING:

Past Month

2-3 months 
ago

4-12 months 
ago

Have never bet 
on sports

Bet on in 2019/2020:

NFL

Horse Racing

NCAA Basketball

NCAA Football

NBA/WNBA

A few times a year*
A few times a month*

Never 
played

More 
than a 

year ago

Within 
past year

Online 
Instant Play

Online Ratings:
Positive change in perception if 
larger variety of price points
Spending more at retail since 
playing online
Rate iLottery as Very Good / 
Excellent

*Low base (<30)
None



Casual Customers| 20%
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I don’t like to try 
new things Eastern

Western

Bluegrass
Jefferson

Central

Characteristics

I like to try new products

I like to do things that are 
exciting

I am a competitive person

Others consider me a 
leader

Risk taker

Spontaneous

SOCIAL MEDIA USED:

INTERESTS:

TEAMS:

University of 
Kentucky

University of 
Louisville

Western 
Kentucky 
University

Tennessee 
Titans

Murray State 
University

VENUES AND EVENTS:

KFC Yum! 
Center

Rupp Arena

Employed Retired Unemployed
Disabled

Homemaker

CASINOS VISITED:

Caesars Southern 
Indiana

Hollywood Casino & 
Hotel Lawrenceburg

Rising Star Casino 
Resort

Hard Rock Casino 
Cincinnati

Kentucky Downs

TELEVISION:

Movies Local
News

National
News

PBS, KET Crime 
shows

Hispanic
channels

LOCAL NATIONAL

Kentucky 
Renaissance Fair

Kentucky Bluegrass & 
Bourbon Experience

This segment is overrepresented among:
55+
$75K or more
Post graduate degree
Widowed

YogaHunting

Dancing
Other College

sports

Education
courses Boxing



Casual Customers| 20%
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Knowing that proceeds help fund 
education is a very influential 

reason that I buy lottery tickets

Education

LOTTERY PROCEEDS:

Familiarity 
with the 

KEES 
program

Aware that funding for program comes from Kentucky 
Lottery:

Kentucky Educational Excellence Scholarship (KEES)

Kentucky Higher Education Assistance Authority (KHEAA)

College Access Program (CAP)

Kentucky Tuition Grant

Work Ready Kentucky Scholarship

Dual Credit Scholarship Program

Aware that 
25% of 

proceeds go to 
Education

Knowing that proceeds help fund 
education for Kentucky College Students

#1 Most Influential Reason that I buy 
lottery tickets

#2

#3

Not picked

Key Reason for 
Playing: Money 
goes towards 
education in 

Kentucky



Casual Customers| 20%
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I don’t specifically dream 
of winning big

I dream 
about 

winning a 
really big 

lottery prize

DREAMING / WINNING: If you won a large sum of money, what would 
you do…

Live debt free

Own my own house

Help my friends and family financially

Help those in need, volunteer more

Travel more often and to more exciting places

Retire early

Not work as much, if at all

Buy a bigger house, additional homes

Buy a lot of land

Start your own business

Go back to school

I dream of winning big

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

Key Reason 
for Playing: 
As a chance 
to fulfill my 

dreams



Casual Customers| 20%
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I don’t think in-store advertising or 
signage impact my lottery purchases

Recall Past 
Month 

Advertising

ADVERTISING:

Power-
ball

Gold 
Rush

Mega 
Millions

Keno

Unaided:

Advertising for 
Kentucky 
Lottery is 

memorable

Humorous 
advertisements 

for a lottery 
game, I am 

more likely to 
buy a ticket

Hearing the advertising

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

In-store 
advertising 

influences the 
Instant Scratch-

off games 
purchased

Signs inside the store/POS materials

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

In-store 
signage 

influences the 
Instant Scratch-

off games 
purchased



Non-Players



Non-Players | 14%
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I am unlikely to purchase Lottery tickets, 
but if I do, it’s a spontaneous purchase.

Never 
played

Occasion-
ally

Monthly Weekly

* *

General Lottery

Kentucky Lottery proceeds go to a good cause

Everyone who purchases a ticket to play the 
Kentucky Lottery has an equal chance of winning

The Kentucky Lottery is being run honestly

The Lottery is fun

The Lottery takes advantage of the poor or 
uneducated people

The Lottery is harmless entertainment

I like the excitement of betting on games and sports 

Gambling is a good way to boost the economy

Even if it is a small prize, I really enjoy winning 
something from the lottery
I’m willing to spend more for a lottery ticket if the 
odds of winning are better

Recommend 
the 

Kentucky 
Lottery

Overall 
Opinion of 

the 
Kentucky 
Lottery

Purchase 
Kentucky 
Lottery in 
the future

Member of 
the 

Kentucky 
Lottery Fun 

Club

Play 
Kentucky 

Lottery 1 or 
2 times per 

year

Spend the 
same 

amount on 
the same 

games

Spend 
different 

amounts on 
the same 

games
*Low base (<30)

Spontaneous 
Purchase



Non-Players | 14%
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I am unlikely to buy a Scratch-
off Game in the next 12 months

SCRATCH PLAY:

Scratch-off Attitudes

Scratch-off Games are entertaining in addition to a chance to win a prize

I get an adrenalin rush when I win a prize playing Scratch-off Games

The top prize dollar amount influences which Scratch-off Games I buy 

Number of top prize winners influences which Scratch-off Game I buy

I like to buy my Scratch-off tickets from the Vending Machines

I would like to be able to buy a Scratch-off ticket on a mobile device

$20

Playing 
Scratch-off 
Games Less 
Often than a 

Year Ago

IN THE PAST YEAR, SPENT THE MOST ON:

$1 $2 $3 $5 $10 $20 $25 $30

Would buy 
Scratch-off 

as a gift

Have a set 
budget for 
Scratch-off 

Games

Likelihood of 
buying Scratch-

off Games in 
the next 12 

months

Likely to 
Purchase a 

$50 scratch-
off game

Knowledge-
able about 
Scratch-off 

Games

Likely to use 
vending if 
accepted 

larger bills

Played over 
a year ago

On 
average, 

play every 
4-12 

months 13%

10%

18%

13%17%

30%

Scratch Segments

Acquaintance

Covert

Fan

FriendVisitor

Visitor 
EXT

Typically 
buy:



Non-Players | 14%
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I play when I need a break 
from my daily routine

SOURCE OF LOTTERY INFORMATION:

FOLLOW KENTUCKY LOTTERY:

Factors contributing to Playing Jackpot or Draw:

Cost of ticket

I play my lucky numbers

I play the same numbers every time I play

Newest game

Recently won on the same game

The name of the game

Reasons for 
Playing:

Wanting 
to boost 

my moodScratch-off Purchase Influencers:

A recommendation from a friend/family member

Information on the Lottery website

In-store reports (e.g. number of prizes remaining)

PREFERRED METHOD OF INTERACTING 
WITH KENTUCKY LOTTERY:

Ads News

Good Design

Factors Important 
in Purchasing

Big Prizes

Good Odds

Low Cost

Available from 
Local store

Familiar Game

Quick and Easy

Newer Game

No specific 
place

None

None

Need a 
break 

from daily 
routine

To 
Reinvest 

my 
winnings

Knowing 
the 

proceeds 
help fund 
education



Non-Players | 14%
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I’m not much of a casino 
player or sports bettor

ONLINE PLAY: CASINO PLAY/GAMBLING:

Weekly

Monthly

Every other 
month

Once a year

Have never 
gambled at a casino

Games typically 
played:

Favorite 
Games:

Slots Blackjack Poker Roulette Craps

SPORTS BETTING:

Past Month

2-3 months 
ago

4-12 months 
ago

Have never bet 
on sports

Bet on in 2019/2020:

NFL

Horse Racing

NCAA Football

Never 
played

More 
than a 

year ago

Within 
past year

Online 
Instant Play

Online Ratings:
Positive change in perception if 
larger variety of price points
In-person retail play has not 
changed since playing Kentucky 
Lottery online*
Rate iLottery as Very Good / 
Excellent*

*Low base (<30)
None

Golf

NASCAR



Non-Players | 14%
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I have the spare money for 
my gambling activities Eastern

Western

Bluegrass
Jefferson

Central
Characteristics

My faith is very important 
to me
I worry about how I will 
pay my bills
I love learning and using 
new technology

I like to try new products

I like to do exciting things

When I do things for fun, I 
like the opportunity to 
win something

SOCIAL MEDIA USED:

INTERESTS:

TEAMS:

University of 
Kentucky

University of 
Louisville

Cincinnati 
Bengals

Cincinnati 
Reds

None

VENUES AND EVENTS:

Rupp Arena Churchill Downs

Employed Retired Disabled
Unemployed

Student

CASINOS VISITED:

Caesars Southern 
Indiana
Belterra Casino 
Resort
Hollywood Casino & 
Hotel Lawrenceburg
JACK Cincinnati 
Casino
Rising Star Casino 
Resort

Kentucky Downs

TELEVISION:

Movies Dramatic 
series

Reality
shows

Daytime
Talk show

Financial
programs Crime shows

Appalachian 
Wireless Arena

Glasgow 
Highland Games

This segment is overrepresented among:
55+
Central
Widowed

Music Cooking

Dining out Football

Basketball Travel



Non-Players | 14%
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I didn’t know that 25% of 
proceeds go to education and 

it’s not a key reason that I play

Education

LOTTERY PROCEEDS:

Familiarity 
with the 

KEES 
program

Aware that funding for program comes from Kentucky 
Lottery:

Kentucky Educational Excellence Scholarship (KEES)

Kentucky Higher Education Assistance Authority (KHEAA)

College Access Program (CAP)

Kentucky Tuition Grant

Dual Credit Scholarship Program

Work Ready Kentucky Scholarship

Aware that 
25% of 

proceeds go to 
Education

Knowing that proceeds help fund 
education for Kentucky College Students

#1 Most Influential Reason that I buy 
lottery tickets

#2

#3

Not picked

Key Reason for 
Playing: Money 
goes towards 
education in 

Kentucky



Non-Players | 14%
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I don’t dream of winning big 
or fulfilling my dreams

I dream 
about 

winning a 
really big 

lottery prize

DREAMING / WINNING: If you won a large sum of money, what would 
you do…

Live debt free

Own my own house

Help my friends and family financially

Help those in need, volunteer more

Retire early

Not work as much, if at all

Travel more often and to more exciting places

Buy a lot of land

Buy a bigger house, additional homes

Start your own business

Go back to school

I dream of winning big

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

Key Reason 
for Playing: 
As a chance 
to fulfill my 

dreams



Non-Players | 14%
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As a spontaneous purchaser, signs 
inside the store are a contributing 

factor to when I purchase

Recall Past 
Month 

Advertising

ADVERTISING:

Power-
ball

Pick 3

Mega 
Millions

Gold 
Rush

Unaided:

Advertising for 
Kentucky 
Lottery is 

memorable

Humorous 
advertisements 

for a lottery 
game, I am 

more likely to 
buy a ticket

Hearing the advertising

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

In-store 
advertising 

influences the 
Instant Scratch-

off games 
purchased

Signs inside the store/POS materials

#1 Contributing factor when playing a 
Kentucky Lottery jackpot or draw game

#2

#3

#4

#5

Not ranked

In-store 
signage 

influences the 
Instant Scratch-

off games 
purchased



1,260

1,105

884

786

724

705

696

585

495

448

346

283

281

218

112

217

248

387

332

348

401

381

748

679

877

602

778

607

969

1354

# Times “Won” 
(MOST Important 

Factor)

# Times “Lost” 
(LEAST Important 

Factor)

Big Prizes

Good odds

Low Cost

Available from Local Store

Familiar Game

Newer Game

Quick and Easy

Available from Vending Machine

Good Design

Slow and Complex

High Number of Tickets

Good Gift

Low Number of Tickets

Recommended

Non-Money Prizes

Win-Loss
(Net)
1043

857

497

454

376

304

315

-163

-184

-429

-256

-495

-326

-751

-1242

Max Diff Exercise - Total



Demographics
Region Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery Lovers
n=181

Casual 
Customers

n=231

Non-Players
n=159

Jefferson 29% 27% 29% 34% 25% 35% 21%
Bluegrass 25% 23% 24% 28% 27% 27% 24%
Eastern 17% 20% 21% 10% 18% 15% 18%
Central 17% 20% 5% 17% 16% 12% 23%
Western 13% 11% 21% 12% 14% 12% 13%

Gender
Male 46% 47% 42% 60% 44% 46% 46%
Female 53% 53% 58% 39% 56% 53% 54%

Age 25% 36% 45% 20% 24% 19% 24%
18-34 38% 40% 27% 37% 44% 32% 30%
35-54 21% 14% 13% 19% 17% 28% 24%
55-64 15% 10% 14% 25% 15% 21% 23%
65+

Income
Under $35K 42% 54% 55% 26% 39% 34% 46%
$35K - <$75K 33% 29% 30% 33% 38% 35% 36%
$75K+ 25% 17% 15% 40% 23% 31% 18%



Demographics
Ethnicity Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-Players
n=159

White / Caucasian 82% 82% 79% 79% 86% 84% 84%
African American / Black 10% 10% 14% 10% 7% 8% 7%
Hispanic / Latinx 3% 3% 2% 4% 4% 3% 3%
Multi-race 2% 1% 2% 3% 1% 3% 4%
Asian 1% 2% 1% 2% 1% 0% 1%
Native American / American Indian or Native Alaskan 1% 1% 0% 1% 0% 1% 1%
Other 0% 0% 0% 0% 1% 0% 0%

Education
High school or less 27% 32% 42% 20% 28% 23% 23%
Some college 25% 25% 18% 23% 33% 23% 28%
Technical/trade school 5% 7% 5% 6% 3% 5% 6%
Associate’s degree 12% 14% 6% 12% 10% 13% 13%
Bachelor’s degree 18% 14% 21% 25% 17% 20% 19%
Post graduate degree 11% 8% 8% 15% 9% 16% 10%

Marital Status
Married / living as married 54% 49% 52% 65% 50% 57% 49%
Never married 23% 28% 26% 16% 24% 21% 27%
Divorced 15% 15% 15% 12% 13% 13% 14%
Widowed 5% 3% 2% 4% 9% 7% 7%
Separated 3% 4% 4% 3% 4% 2% 3%



Demographics

Employment Status Total
n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery Lovers
n=181

Casual 
Customers

n=231

Non-Players
n=159

Employed 49% 47% 48% 55% 51% 50% 38%
Unemployed 14% 22% 14% 9% 13% 9% 13%
Retired 19% 11% 17% 30% 19% 26% 27%
Disabled 10% 13% 10% 2% 9% 9% 14%
Full-time homemaker 5% 5% 5% 4% 5% 7% 4%
Student 2% 4% 7% 0% 3% 0% 4%

Living Situation
Own 57% 47% 45% 72% 58% 67% 55%
Rent 35% 45% 36% 22% 33% 29% 37%
Other 8% 8% 19% 6% 9% 5% 8%

Registered Voter
Yes 87% 84% 77% 93% 88% 92% 86%
No 13% 16% 23% 7% 12% 8% 14%



Advertising

Past month advertising recall Total
n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery Lovers
n=181

Casual 
Customers

n=231

Non-Players
n=159

Yes 68% 65% 55% 81% 75% 64% 57%
No 29% 32% 40% 18% 23% 32% 40%

Unaided game recall (Top 5) n=918 n=197 n=46 n=172 n=136 n=148 n=91
Powerball 39% 32% 22% 35% 45% 44% 51%
Mega Millions 25% 21% 15% 26% 32% 29% 23%
Gold Rush 18% 22% 4% 20% 21% 23% 15%
Keno 18% 15% 9% 21% 24% 19% 13%
Pick 3 14% 0% 9% 14% 16% 10% 16%

Aided game recall (Top 6) n=918 n=197 n=46 n=172 n=136 n=148 n=91
Powerball 82% 82% 87% 80% 82% 83% 85%
Mega Millions 72% 70% 65% 73% 71% 74% 73%
Keno 53% 53% 37% 53% 57% 54% 54%
Pick 3 38% 40% 39% 40% 43% 24% 43%
Pick 4 34% 37% 35% 35% 35% 22% 37%
Specific scratch-offs 34% 38% 13% 36% 39% 34% 25%



Lottery Attitudes
Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-Players
n=159

It is important to me that proceeds from the Lottery go to a good cause 76% 76% 52% 78% 77% 80% 77%
The Lottery is a form of gambling 73% 75% 74% 81% 51% 74% 82%
The Lottery is fun 60% 67% 14% 60% 76% 62% 32%
Kentucky Lottery proceeds go to a good cause 58% 58% 8% 65% 72% 67% 40%
The Kentucky Lottery has done a good job raising money for Kentucky 
programs 57% 61% 14% 62% 72% 60% 33%

When I bet money I want to be entertained, as well as have a chance to 
win a prize 57% 67% 13% 58% 64% 55% 48%

Everyone who purchases a ticket to play the Kentucky Lottery has an 
equal chance of winning 56% 53% 26% 59% 62% 63% 40%

The Kentucky Lottery is being run honestly 52% 50% 17% 56% 68% 60% 33%
Playing the Lottery can lead to compulsive gambling 43% 60% 57% 45% 0% 37% 51%
I like to know that my chances of winning something are in my control, 
and not just luck 41% 50% 42% 38% 34% 35% 43%

I like the excitement of betting on games and sports 38% 53% 15% 46% 45% 26% 14%
The Lottery is harmless entertainment 37% 35% 8% 34% 65% 39% 17%
Gambling is a good way to boost the economy 34% 38% 7% 32% 53% 32% 14%
Advertising for Kentucky Lottery games is memorable 29% 40% 8% 29% 37% 25% 11%
I am superstitious about what brings me luck 20% 32% 12% 17% 13% 15% 10%
I am generally a lucky person 19% 25% 12% 24% 19% 16% 6%
The Lottery takes advantage of the poor or uneducated people 18% 22% 33% 18% 5% 12% 25%
Playing the Lottery is one thing I can do to help my family 16% 28% 6% 11% 23% 9% 4%



Top 10 Lottery Attitudes by Segment
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Lottery Attitudes - Winning
Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-
Players
n=159

I would rather win cash versus a trip or other non-cash prize 75% 73% 76% 73% 71% 82% 76%
Even if it is a small prize, I really enjoy winning something from the lottery 71% 72% 55% 70% 80% 72% 50%
I dream about winning a really big lottery prize 67% 76% 55% 62% 74% 62% 55%
Knowing that I have won a prize instantly is important to me 57% 64% 48% 55% 56% 51% 46%
I purchase tickets for games I have won before 55% 63% 31% 55% 61% 51% 35%
I’m willing to spend more for a lottery ticket if the odds of winning are 
better 53% 63% 31% 53% 58% 47% 32%

I buy lottery tickets on the spur of the moment 53% 61% 38% 49% 56% 43% 38%
I look for lottery games that are entertaining 52% 62% 28% 53% 60% 45% 26%
I don’t really believe that I will win a jackpot prize 52% 62% 52% 47% 42% 41% 61%
I look for lottery games that are easy to play 50% 57% 45% 46% 48% 51% 43%
I buy two or more different lottery games at one time 47% 55% 34% 50% 59% 39% 30%
I’m willing to spend more for a lottery ticket if the prize is higher 40% 45% 17% 43% 49% 34% 14%
I regularly play a jackpot game, even when the jackpot is low 36% 36% 17% 43% 44% 34% 26%
I don’t like playing games that other states participate in, because I think 
the money should stay in Kentucky 36% 44% 34% 30% 33% 29% 29%

When I buy a lottery ticket I often think I should buy one more because the 
next ticket may be a winner 36% 50% 31% 32% 39% 22% 19%



Lottery Attitudes – Winning (2)
Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-
Players
n=159

I decide which lottery games I will play before I go into the store 34% 35% 24% 40% 39% 30% 32%
I like to tell my friends or co-workers when I win any prize in a 
lottery game 34% 39% 28% 38% 41% 26% 16%

If I win a prize, I want my friends to know 33% 39% 28% 30% 39% 27% 19%

I will make a special trip to the store just to buy lottery tickets 32% 36% 10% 34% 43% 26% 18%

I often buy lottery tickets as gifts for friends or relatives 31% 38% 14% 34% 30% 22% 15%

A jackpot has to be high before I purchase a ticket 26% 31% 28% 24% 21% 20% 28%

When I see a humorous advertisement for a lottery game, I am 
more likely to buy a ticket for that game 25% 37% 7% 18% 34% 13% 7%

I like the idea of winning a non-cash prize such as merchandise or a 
gift card 24% 33% 28% 21% 28% 19% 7%

I am a good source of information on lottery games 22% 30% 10% 23% 27% 15% 10%

I look for lottery games that are more challenging 19% 26% 3% 21% 25% 9% 6%
I am more likely to purchase a lottery ticket if a store clerk suggests 
it 18% 29% 17% 17% 14% 12% 10%



Scratch-off Attitudes
Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-
Players
n=159

I like knowing immediately if you have won 69% 73% 45% 65% 70% 71% 68%
I prefer Scratch-off Games with a big top prize 56% 63% 37% 56% 62% 48% 44%
Scratch-off Games are entertaining in addition to a chance to win a prize 56% 60% 33% 58% 62% 58% 28%
I would buy a Scratch-off Game as a gift for another person 50% 55% 20% 51% 53% 46% 32%
I get an adrenalin rush when I win a prize playing Scratch-off Games 49% 58% 29% 46% 57% 41% 27%
If I don’t win a prize within the first few games I buy, I usually stop buying 46% 55% 39% 45% 39% 40% 52%
The top prize dollar amount influences which Scratch-off Games I buy 43% 51% 22% 42% 42% 40% 26%
I have a set budget for Scratch-off Games 38% 40% 37% 38% 34% 38% 30%
I like to buy my Scratch-off tickets from the Vending Machines 36% 48% 16% 40% 31% 30% 18%
Number of top prize winners influences which Scratch-off Games I buy 35% 40% 18% 36% 40% 30% 19%
I would like to be able to buy a Scratch-off ticket on an iPhone/iPad/Tablet / Online 34% 43% 16% 30% 40% 28% 18%
I vary where and how I purchase my Scratch-off tickets to increase my odds of 
winning 33% 40% 16% 35% 35% 23% 17%

I like Scratch-off tickets that take a while to play 32% 38% 20% 33% 38% 24% 14%
I expect to win more often than lose when playing Scratch-off Games 31% 41% 24% 29% 30% 23% 17%
I generally play new Scratch-off Games as soon as they come out 31% 37% 12% 40% 34% 20% 16%
I am motivated to buy a Scratch-off Game because of its theme 30% 42% 22% 28% 29% 25% 12%
I check the odds of winning when deciding which Scratch-off Games to play 29% 39% 25% 31% 25% 24% 15%
The more a Scratch-off ticket costs, the better my chances are of winning 26% 36% 10% 26% 24% 18% 16%
I like purchasing tickets with a geographic theme 24% 33% 14% 20% 23% 19% 12%
I like purchasing tickets featuring a licensed brand or character that I like 23% 33% 16% 21% 21% 14% 10%
I decide which Scratch-ff Games I will play before I go into the store 21% 26% 14% 23% 20% 12% 13%
I like purchasing tickets with a top prize other than money 17% 26% 14% 18% 13% 9% 7%
I usually let the clerk pick out my Scratch-off Game tickets 15% 22% 14% 13% 10% 11% 11%



Top 10 Scratch-off Attitudes by Segment
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Playership

Played any game in past 5 years Total
n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-Players
n=159

Yes 80% 83% 35% 83% 88% 81% 66%
No 20% 17% 65% 17% 12% 19% 34%

Play frequency over past year n=1,288 n=277 n=50 n=195 n=177 n=216 n=140
1 or 2 times 13% 14% 28% 11% 10% 14% 17%
3 to 6 times 14% 12% 12% 12% 10% 18% 15%
7 to 9 times 7% 8% 2% 6% 8% 3% 7%
10 or more times, but not monthly 12% 15% 4% 11% 11% 12% 8%
Monthly 6% 8% 8% 6% 6% 3% 6%
Every other week or so 10% 12% 4% 9% 11% 9% 6%
Weekly 29% 26% 16% 40% 40% 29% 19%

When you purchase
Weekdays 74% 69% 70% 74% 77% 76% 84%
Weekends 26% 31% 30% 26% 23% 24% 16%

*Low base (<30)



Playership

Powerball Total
n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-Players
n=159

Never played 19% 19% 62% 15% 10% 13% 25%
n=791 n=171 n=13* n=140 n=126 n=150 n=75

Occasionally 35% 36% 54% 27% 35% 32% 47%
Monthly 30% 31% 23% 32% 27% 34% 24%
Weekly 34% 33% 23% 41% 38% 34% 29%
Average Spend per play $13 $19 $5 $15 $11 $7 $6

Mega Millions n=1,344 n=302 n=84 n=212 n=181 n=231 n=159
Never played 28% 30% 71% 24% 18% 22% 37%

n=693 n=144 n=9* n=127 n=112 n=134 n=68
Occasionally 37% 37% 44% 30% 38% 37% 47%
Monthly 32% 30% 33% 35% 28% 32% 24%
Weekly 32% 33% 22% 35% 34% 31% 29%
Average Spend per play $10 $13 $5 $12 $13 $5 $6

*Low base (<30)



Playership
Lucky for Life Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-Players
n=159

Never played 58% 53% 90% 57% 49% 56% 70%
n=372 n=87 n=4* n=60 n=68 n=70 n=29*

Occasionally 44% 43% 25% 38% 44% 47% 38%
Monthly 25% 23% 50% 25% 22% 20% 34%
Weekly 31% 34% 25% 37% 34% 33% 28%
Average Spend per play $18 $18 $105* $22 $15 $5 $6

Keno/Bullseye and Multiplier n=1,344 n=302 n=84 n=212 n=181 n=231 n=159
Never played 63% 57% 87% 59% 59% 67% 75%

n=299 n=82 n=6* n=62 n=44 n=45 n=19*
Occasionally 42% 39% 67% 37% 50% 42% 47%
Monthly 31% 33% 17% 32% 25% 33% 32%
Weekly 26% 28% 17% 31% 25% 24% 21%
Average Spend per play $16 $21 $11 $19 $19 $8 $10

Online Instant Play/iLottery/Lottery online n=1,344 n=302 n=84 n=212 n=181 n=231 n=159
Never played 62% 55% 90% 56% 53% 65% 79%
Played more than one year ago 9% 10% 4% 8% 15% 6% 6%
Played within past year 29% 36% 6% 35% 32% 28% 15%

n=387 n=108 n=5* n=75 n=58 n=65 n=24*
Average Spend per play $33 $48 $6 $30 $32 $25 $17
*Low base (<30)



Playership
Cash Ball 225 Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-Players
n=159

Never played 72% 62% 92% 73% 72% 72% 79%
n=252 n=73 n=5* n=42 n=34 n=49 n=20*

Occasionally 35% 45% 20% 33% 29% 31% 40%
Monthly 25% 25% 0% 17% 21% 27% 30%
Weekly 40% 30% 80% 50% 50% 43% 30%
Average Spend per play $16 $23 $9 $24 $5 $7 $4

CASH POP n=1,344 n=302 n=84 n=212 n=181 n=231 n=159
Never played 82% 74% 96% 82% 80% 87% 89%

n=168 n=48 n=1* n=32 n=26* n=22* n=13*
Occasionally 45% 52% 100% 38% 50% 45% 38%
Monthly 36% 25% 0% 50% 31% 36% 46%
Weekly 19% 23% 0% 13% 19% 18% 15%
Average Spend per play $10 $6 $2 $9 $11 $6 $4

Fast Play n=1,344 n=302 n=84 n=212 n=181 n=231 n=159
Never played 77% 68% 93% 75% 75% 80% 86%
Played more than one year ago 8% 12% 5% 6% 7% 6% 6%
Played within past year 16% 20% 2% 19% 18% 14% 8%

n=212 n=61 n=2* n=40 n=33 n=33 n=13*
Average Spend per play $14 $18 $1 $7 $5 $7 $10

*Low base (<30)



Playership
Pick 3 Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-Players
n=159

Never played 46% 38% 75% 46% 35% 50% 55%
n=378 n=100 n=9* n=58 n=73 n=57 n=28*

Occasionally 31% 30% 33% 21% 27% 35% 39%
Monthly 28% 28% 11% 31% 33% 21% 29%
Weekly 40% 42% 56% 48% 40% 44% 32%
Average Spend per play $17 $18 $6 $10 $16 $17 $7

Pick 4 n=1,344 n=302 n=84 n=212 n=181 n=231 n=159
Never played 51% 43% 79% 54% 40% 53% 59%

n=324 n=89 n=8* n=45 n=61 n=54 n=21*
Occasionally 34% 29% 38% 22% 33% 37% 43%
Monthly 27% 31% 38% 27% 31% 28% 19%
Weekly 38% 39% 25% 51% 36% 35% 38%
Average Spend per play $13 $15 $4 $11 $12 $16 $5

Win Place Show n=1,344 n=302 n=84 n=212 n=181 n=231 n=159
Never played 90% 88% 96% 89% 84% 92% 93%

n=133 n=32 n=3* n=22* n=27* n=17* n=11*
Occasionally 43% 47% 100% 27% 41% 41% 64%
Monthly 32% 28% 0% 45% 22% 35% 27%
Weekly 32% 28% 0% 45% 22% 35% 27%
Average Spend per play $10 $10 $1 $10 $6 $23 $4
*Low base (<30)



Playership
5 Card Cash Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-Players
n=159

Never played 72% 67% 90% 68% 71% 74% 78%
n=204 n=59 n=1* n=35 n=33 n=38 n=13*

Occasionally 35% 34% 0% 31% 36% 32% 38%
Monthly 35% 41% 0% 23% 33% 47% 38%
Weekly 29% 25% 100% 46% 30% 21% 23%
Average Spend per play $18 $25 $4 $21 $20 $5 $6

Quick Bucks n=1,344 n=302 n=84 n=212 n=181 n=231 n=159
Never played 82% 74% 96% 84% 78% 82% 90%
Played more than one year ago 9% 13% 4% 7% 8% 7% 4%
Played within past year 10% 13% 0% 9% 13% 11% 6%

n=131 n=39 n=0* n=19* n=24* n=25* n=10*
Average Spend per play $12 $20 $0 $14 $4 $8 $3

Scratch-offs n=1,344 n=302 n=84 n=212 n=181 n=231 n=159
Never played 11% 7% 39% 13% 4% 11% 18%
Played more than one year ago 21% 18% 33% 22% 16% 27% 37%
Within past year 19% 20% 10% 13% 15% 17% 18%
Within past month 19% 24% 10% 11% 21% 19% 12%
Within past week 31% 31% 8% 40% 43% 26% 14%

n=802 n=199 n=18* n=121 n=134 n=128 n=59
Average Spend per play $22 $26 $17 $27 $26 $18 $16
*Low base (<30)



Kentucky Lottery
Overall Opinion Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-
Players
n=159

Positive (Net) 67% 70% 11% 72% 90% 78% 33%
Very Positive 15% 14% 4% 14% 29% 18% 3%
Positive 30% 32% 1% 33% 38% 37% 10%

Neutral 25% 25% 48% 21% 9% 17% 55%
Negative (Net) 8% 4% 42% 7% 1% 5% 12%

Likelihood to Recommend
Promoters (9, 10) 35% 39% 8% 35% 52% 32% 10%
Passives (7, 8) 24% 24% 4% 24% 27% 29% 21%
Detractors (0-6) 41% 38% 88% 42% 21% 39% 69%
NPS Score (Promoters – Detractors) -7% 1% -80% -7% 31% -7% -59%

Future Purchase Likelihood
Purchase (Net) 72% 75% 24% 74% 90% 74% 52%

Definitely purchase 50% 49% 12% 57% 71% 53% 30%
Probably purchase 22% 26% 12% 17% 19% 21% 22%

Might or might not purchase 16% 17% 25% 15% 8% 16% 28%
Not purchase (Net) 11% 8% 51% 12% 3% 10% 20%

Likelihood of purchasing Scratch-off games in next 12 months
Likely (Net) 69% 61% 39% 71% 82% 74% 51%
Extremely likely 50% 42% 22% 61% 65% 53% 31%
Unlikely (Net) 4% 6% 13% 6% 3% 1% 3%
*Low base (<30)



Kentucky Lottery (2)
Member of Kentucky Lottery Fun Club program Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-
Players
n=159

Yes 36% 40% 11% 45% 38% 37% 24%
No 58% 53% 83% 48% 55% 60% 70%

n=487 n=120 n=9* n=95 n=69 n=86 n=38
Average length of time as Fun Club member (years) 4 3 4 4 3 5 5

Likelihood of joining Fun Club program n=782 n=160 n=70 n=102 n=99 n=139 n=112
Very likely 7% 9% 1% 4% 17% 5% 0%
Somewhat likely 19% 19% 10% 18% 22% 23% 10%
Neither likely nor unlikely 35% 38% 24% 36% 40% 35% 33%
Somewhat unlikely 12% 15% 11% 12% 10% 9% 15%
Very unlikely 27% 19% 53% 30% 10% 28% 42%

Scratch Segments n=919 n=226 n=23* n=137 n=144 n=143 n=71
Fan 37% 37% 26% 50% 45% 36% 18%
Visitor EXT 23% 28% 48% 18% 14% 20% 30%
Acquaintance 14% 9% 4% 7% 19% 19% 13%
Covert 10% 12% 9% 9% 8% 10% 10%
Friend 8% 6% 9% 9% 8% 7% 13%
Visitor 8% 7% 4% 8% 5% 9% 17%

*Low base (<30)



Player Characteristics
Player Type Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-
Players
n=159

I spend the same amount on the same games 35% 28% 48% 41% 28% 40% 46%
I spend the same amount on different games 15% 21% 12% 11% 12% 15% 15%
I spend different amounts on the same games 14% 13% 14% 15% 19% 14% 10%
I spend different amounts on different games 35% 38% 26% 33% 41% 31% 29%

Purchase Behavior
I always plan to buy before I go to a store 19% 11% 16% 24% 19% 25% 24%
I usually plan my purchases, but occasionally buy spontaneously 26% 27% 22% 30% 27% 27% 19%
I usually buy spontaneously, but sometimes plan to buy before I go to a store 31% 35% 18% 30% 36% 26% 24%
I always buy spontaneously if I happen to be in a store 25% 27% 44% 15% 19% 22% 33%

Top 3 Purchase Influences n=1,027 n=243 n=27* n=168 n=160 n=172 n=92
Feeling lucky 61% 64% 48% 66% 59% 59% 49%
Having spare cash 59% 59% 63% 49% 57% 63% 55%
Habit 31% 32% 22% 38% 38% 28% 30%
Buying something else at the counter 22% 26% 22% 15% 21% 22% 23%
I just need a break from my daily routine 21% 20% 22% 19% 18% 22% 26%
Wanting to boost my mood 19% 20% 7% 16% 24% 16% 14%
To reinvest my winnings 18% 19% 15% 26% 15% 19% 14%
Hearing about a new Instant Game 17% 16% 15% 18% 14% 20% 15%
Hearing about someone winning 14% 12% 19% 15% 14% 13% 15%
Knowing the proceeds help to fund education for Kentucky College students 13% 5% 11% 13% 16% 20% 15%
Saw someone/was with someone who was buying a ticket/game 10% 14% 15% 7% 11% 8% 8%
Having a bad day 6% 7% 19% 4% 6% 5% 12%

*Low base (<30)



Additional Purchase Incentives
#1 ‘Add-on’ or Bonus that makes you more likely to buy 
lottery

Total
n=1027

Excitement 
Enthusiasts

n=243

Conditional 
Consumers

n=27*

Seasoned 
Spenders

n=168

Lottery 
Lovers
n=160

Casual 
Customers

n=172

Non-Players
n=92

Extra chances 23% 24% 11% 20% 31% 25% 15%
Second chance promotions 18% 15% 19% 23% 18% 18% 16%
Bonuses 17% 19% 11% 15% 14% 16% 21%
Winning multipliers (Power Play, etc.) 13% 9% 11% 15% 14% 13% 8%
In-store promotions 11% 14% 11% 5% 9% 10% 10%
Online promotions 7% 9% 7% 9% 8% 8% 5%
None of the above 11% 9% 30% 13% 8% 10% 23%

Most appealing second chance promotion prizes Total
n=1027

Excitement 
Enthusiasts

n=243

Conditional 
Consumers

n=27*

Seasoned 
Spenders

n=168

Lottery 
Lovers
n=160

Casual 
Customers

n=172

Non-Players
n=92

Cash 89% 91% 93% 86% 89% 88% 90%
Free lottery tickets 55% 57% 52% 54% 54% 55% 48%
A new car / vehicle 51% 44% 48% 49% 63% 51% 60%
A shopping spree to a sponsoring store 26% 25% 19% 15% 28% 31% 34%
Tropical destinations, cruises 16% 18% 15% 17% 14% 16% 11%
Trips abroad 10% 8% 7% 17% 8% 7% 5%
Experiences as prizes – Wheel of Fortune, CMA Awards, etc. 9% 10% 4% 13% 8% 7% 3%
Concert tickets 7% 7% 11% 5% 5% 8% 5%
Airline miles / credits 5% 3% 4% 9% 4% 5% 3%
Meet and Greets with celebrities 4% 6% 4% 2% 3% 3% 2%

*Low base (<30)



Additional Purchase Incentives
Top 3 Consideration Factors Total

n=1,228

Excitement 
Enthusiasts

n=277

Conditional 
Consumers

n=50

Seasoned 
Spenders

n=195

Lottery 
Lovers
n=177

Casual 
Customers

n=216

Non-Players
n=140

Cost of ticket 56% 49% 64% 50% 51% 63% 69%
I dream of winning big 46% 45% 36% 50% 47% 45% 43%
When the jackpot is high 43% 42% 32% 37% 42% 47% 51%
Ease of play 42% 36% 50% 41% 37% 50% 50%
Odds of winning 38% 37% 32% 35% 38% 35% 41%
When the jackpot is over $100m 35% 32% 50% 31% 33% 33% 39%
Number of ways to win or play 28% 29% 26% 28% 32% 25% 24%
Number of prizes available 25% 25% 18% 24% 30% 26% 23%
I play my lucky numbers 24% 32% 36% 26% 20% 19% 14%
It’s a weekly ritual 21% 17% 12% 28% 24% 24% 17%
Newest game 20% 29% 14% 18% 20% 14% 11%
I play the same numbers every time I play 18% 21% 24% 23% 15% 18% 13%
Recently won on the same game 16% 18% 18% 16% 19% 13% 11%
If I can buy the game from a Lottery Vending Machine 16% 16% 26% 16% 18% 16% 16%
The name of the game 11% 8% 14% 11% 13% 16% 7%
Learning about local winners 8% 7% 8% 6% 11% 12% 9%
Hearing the advertising 7% 7% 8% 9% 8% 5% 6%
Signs inside the store/POS materials 5% 6% 8% 4% 5% 4% 5%



Daily Drawings
Lucky for Life - Appeal of daily drawing Total

n=269

Excitement 
Enthusiasts

n=67

Conditional 
Consumers

n=16*

Seasoned 
Spenders

n=43

Lottery 
Lovers
n=38

Casual 
Customers

n=41

Non-Players
n=26*

Appealing (Net) 48% 58% 31% 30% 68% 39% 35%
Neither appealing nor unappealing 35% 27% 25% 53% 16% 46% 46%
Unappealing (Net) 17% 15% 44% 16% 16% 15% 19%

*Among those who have played within the past year n=79 n=23* n=1* n=10* n=19* n=13* n=3*
Average number of times per week you would play daily drawing 3 3 5 3 3 3 1

Powerball - Appeal of daily drawing n=269 n=67 n=16* n=43 n=38 n=41 n=26*
Appealing (Net) 43% 49% 0% 35% 50% 50% 38%
Neither appealing nor unappealing 30% 28% 67% 27% 37% 21% 38%
Unappealing (Net) 27% 22% 33% 38% 13% 29% 25%

*Among those who have played within the past year n=150 n=40 n=0* n=20* b=23* b=35 b=13*
Average number of times per week you would play daily drawing 2 2 0 3 3 3 2

Mega Millions - Appeal of daily drawing n=269 n=61 n=23* n=47 n=37 n=43 n=24*
Appealing (Net) 45% 52% 30% 34% 65% 30% 38%
Neither appealing nor unappealing 32% 36% 26% 30% 19% 33% 54%
Unappealing (Net) 23% 11% 43% 36% 16% 37% 8%

*Among those who have played within the past year n=134 n=30 n=1* n=31 n=23* n=23* n=11*
Average number of times per week you would play daily drawing 2 3 2 2 2 2 3

*Low base (<30)



New Price Points
Fast Play - Likelihood of purchasing $20 price point Total

n=268

Excitement 
Enthusiasts

n=53

Conditional 
Consumers

n=11*

Seasoned 
Spenders

n=43

Lottery 
Lovers
n=37

Casual 
Customers

n=45

Non-Players
n=43

Purchase (Net) 14% 23% 9% 16% 22% 2% 2%
Might or might not purchase 29% 45% 0% 26% 32% 27% 21%
Probably not purchase 28% 21% 9% 30% 32% 38% 26%
Definitely not purchase 29% 11% 82% 28% 14% 33% 51%

Online Instant Play – Appeal of larger variety of price points n=269 n=54 n=19* n=42 n=39 n=46 n=34

Very appealing 20% 15% 5% 21% 41% 17% 0%
Somewhat appealing 26% 24% 11% 38% 18% 24% 29%
Neither appealing nor unappealing 36% 41% 42% 24% 33% 43% 50%
Unappealing (Net) 17% 20% 42% 17% 8% 15% 21%

Likelihood of purchasing new price points - $0.10 n=269 n=54 n=19* n=42 n=39 n=46 n=34

Definitely purchase 27% 26% 16% 36% 28% 24% 3%
Probably purchase 15% 11% 11% 19% 18% 11% 18%
Might or might not purchase 24% 28% 16% 12% 31% 26% 38%
Probably not purchase 15% 19% 16% 17% 10% 17% 15%
Definitely not purchase 19% 17% 42% 17% 13% 22% 26%

*Low base (<30)



Online Instant Play Price Points
Likelihood of purchasing new price points - $0.25 Total

n=269

Excitement 
Enthusiasts

n=54

Conditional 
Consumers

n=19*

Seasoned 
Spenders

n=42

Lottery 
Lovers
n=39

Casual 
Customers

n=46

Non-Players
n=34

Definitely purchase 28% 26% 16% 40% 33% 22% 6%
Probably purchase 19% 17% 5% 24% 18% 15% 18%
Might or might not purchase 25% 37% 21% 7% 33% 30% 35%
Probably not purchase 12% 9% 16% 14% 8% 13% 15%
Definitely not purchase 16% 11% 42% 14% 8% 20% 26%

Likelihood of purchasing new price points - $25.00
Definitely purchase 6% 6% 0% 12% 5% 4% 0%
Probably purchase 9% 13% 5% 7% 13% 7% 9%
Might or might not purchase 26% 31% 11% 26% 31% 30% 12%
Probably not purchase 26% 28% 5% 33% 26% 30% 18%
Definitely not purchase 33% 22% 79% 21% 26% 28% 62%

Likelihood of purchasing new price points - $30.00
Definitely purchase 6% 6% 0% 10% 5% 2% 0%
Probably purchase 6% 7% 0% 7% 5% 4% 6%
Might or might not purchase 22% 24% 16% 17% 31% 28% 15%
Probably not purchase 25% 24% 5% 40% 26% 26% 9%
Definitely not purchase 42% 39% 79% 26% 33% 39% 71%
*Low base (<30)



Scratch-off ‘Rolling Jackpot’ Game
Interest Level Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-
Players
n=159

Very interested 19% 25% 7% 17% 25% 12% 7%
Somewhat interested 33% 34% 11% 37% 41% 32% 21%
Neither interested nor uninterested 28% 25% 35% 25% 21% 32% 42%
Uninterested (Net) 20% 16% 48% 21% 12% 23% 30%

Appeal of Game

Very appealing 25% 28% 7% 25% 31% 21% 11%
Somewhat appealing 37% 40% 23% 33% 44% 42% 35%

Neither appealing nor unappealing 20% 15% 21% 25% 15% 23% 28%
Unappealing (Net) 17% 17% 49% 16% 9% 14% 26%

Appeal of Set of Prizes

Very appealing 32% 36% 13% 27% 44% 32% 19%
Somewhat appealing 39% 38% 29% 39% 37% 43% 40%

Neither appealing nor unappealing 17% 16% 21% 18% 11% 18% 25%
Unappealing (Net) 12% 10% 37% 15% 8% 8% 16%

*Low base (<30)



Scratch-off ‘Rolling Jackpot’ Game (2)

Purchase Likelihood Total
n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-
Players
n=159

Purchase (Net) 53% 58% 24% 52% 67% 46% 31%
Might or might not purchase 28% 28% 25% 25% 23% 35% 36%
Probably not purchase 9% 8% 14% 10% 6% 10% 16%
Definitely not purchase 10% 6% 37% 12% 4% 9% 18%

Price points you would play most often n=719 n=174 n=20* n=111 n=122 n=107 n=49

$1 11% 7% 35% 5% 11% 15% 12%

$2 23% 21% 30% 16% 25% 22% 29%

$5 38% 39% 35% 39% 37% 36% 41%

$10 18% 23% 0% 23% 20% 15% 12%

$20 10% 10% 0% 17% 7% 12% 6%

*Low base (<30)



Kentucky Lottery Online
Ever purchased jackpot or daily game via Kentucky Lottery 
online

Total
n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-
Players
n=159

Yes 29% 30% 8% 39% 28% 32% 17%
No 69% 65% 88% 61% 70% 65% 82%

Games purchased online n=389 n=92 n=7* n=82 n=51 n=75 n=27*
Powerball 75% 70% 71% 72% 73% 89% 81%
Mega Millions 60% 53% 57% 56% 61% 77% 67%
Online Instant Play 50% 57% 14% 48% 65% 39% 41%
Keno 38% 49% 0% 38% 41% 39% 26%
Lucky for Life 38% 34% 14% 30% 41% 52% 44%
Cash Ball 225 30% 29% 43% 21% 29% 39% 22%

iLottery rating n=389 n=92 n=7* n=82 n=51 n=75 n=27*
Excellent 13% 12% 0% 12% 18% 13% 7%
Very good 33% 21% 29% 33% 45% 45% 19%
Good 32% 37% 43% 33% 24% 29% 30%
Average 18% 21% 29% 20% 14% 8% 33%
Poor 5% 10% 0% 2% 0% 4% 11%

*Low base (<30)



Casinos
Prior to COVID-19 pandemic, frequency of gambling at a casino 
in person

Total
n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-
Players
n=159

Weekly 4% 8% 1% 4% 4% 1% 0%
Monthly 10% 14% 5% 11% 14% 7% 6%
Every other month or so 5% 6% 1% 5% 5% 3% 4%
A few times a year 15% 15% 7% 18% 14% 16% 12%
Yearly 5% 4% 1% 8% 5% 6% 8%
Less than once a year 29% 26% 17% 33% 31% 32% 31%
Never gambled at a casino 31% 26% 68% 21% 26% 35% 38%

Games typically played at a casino in person n=923 n=223 n=27* n=167 n=134 n=149 n=98
Slots 76% 71% 56% 75% 77% 83% 83%
Blackjack 28% 28% 22% 35% 31% 21% 18%
Poker 17% 21% 19% 12% 14% 17% 13%
Roulette 13% 15% 11% 13% 9% 12% 6%
Craps 7% 9% 4% 10% 4% 5% 3%

Favorite game to play at a casino in person
Slots 63% 56% 52% 60% 64% 70% 73%
Blackjack 14% 18% 11% 18% 15% 9% 11%
Poker 9% 13% 19% 5% 8% 8% 6%
Roulette 5% 5% 4% 6% 4% 7% 1%
Craps 3% 3% 4% 6% 2% 1% 2%
*Low base (<30)



Sports Betting
Last time you bet on sports Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-
Players
n=159

Past month 7% 9% 2% 13% 10% 2% 1%
2-3 months ago 6% 7% 5% 8% 6% 4% 3%
4-12 months ago 7% 10% 1% 8% 7% 4% 5%
More than a year ago 18% 19% 8% 19% 19% 22% 16%
I’ve never bet on sports 49% 40% 71% 38% 46% 56% 67%

Sports bet on in 2019/2020 seasons n=521 n=135 n=14* n=104 n=76 n=74 n=40
Horse racing 39% 34% 21% 46% 36% 46% 40%
NFL 31% 39% 36% 33% 39% 15% 18%
NCAA Basketball 16% 16% 0% 24% 18% 7% 3%
NCAA Football 14% 14% 7% 13% 20% 8% 10%
NBA/WNBA 11% 13% 14% 14% 9% 5% 0%
MLB 9% 13% 0% 10% 9% 4% 3%
MMA/Boxing 7% 7% 14% 8% 11% 1% 5%
NASCAR 7% 7% 7% 7% 9% 0% 8%
None 23% 21% 14% 18% 25% 31% 38%

n=99 n=26* n=2* n=28* n=18* n=5* n=2*
Average weekly spend on sports betting $84 $124 $6 $84 $92 $11 $8

n=275 n=78 n=7 n=63 n=42 n=24 n=14
Sports betting has changed how much you spend on Lottery (% yes) 21% 31% 14% 17% 10% 17% 14%

*Low base (<30)



Kentucky Lottery App/Website
Aware of app Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-
Players
n=159

Yes 61% 69% 33% 65% 67% 58% 51%
No 39% 31% 67% 35% 33% 42% 49%

Downloaded the app n=816 n=207 n=28* n=138 n=122 n=134 n=81
Yes 51% 57% 18% 60% 51% 49% 35%
No 49% 43% 82% 40% 49% 51% 65%

Likelihood to recommend the app n=415 n=117 n=5* n=83 n=62 n=66 n=28*
Promoters (9, 10) 50% 48% 20% 51% 63% 53% 18%
Passives (7, 8) 24% 24% 40% 17% 19% 21% 39%
Detractors (0-6) 27% 28% 40% 33% 18% 26% 43%
NPS (Promoters – Detractors) 23% 20% -20% 18% 45% 27% -25%

Last time visited the Kentucky Lottery website n=1,344 n=302 n=84 n=212 n=181 n=231 n=159
Past week 30% 34% 7% 40% 34% 28% 16%
Past month 15% 18% 4% 13% 18% 16% 11%
Past year 21% 21% 18% 19% 25% 20% 19%
I have never visited the Kentucky Lottery website 34% 27% 71% 28% 23% 35% 53%

*Low base (<30)



Kentucky Lottery Proceeds
Which is supported by Kentucky Lottery proceeds? Total

n=1,344

Excitement 
Enthusiasts

n=302

Conditional 
Consumers

n=84

Seasoned 
Spenders

n=212

Lottery 
Lovers
n=181

Casual 
Customers

n=231

Non-
Players
n=159

Education 81% 75% 56% 83% 88% 90% 84%
General Fund 11% 13% 23% 9% 7% 4% 12%
Veterans 3% 4% 4% 3% 3% 1% 1%
Healthcare 3% 3% 11% 3% 1% 1% 1%
Transportation 2% 3% 5% 0% 1% 2% 2%
Parks 1% 2% 2% 1% 0% 2% 1%

Familiarity with KEES
Very familiar 22% 18% 13% 25% 24% 24% 19%
Somewhat familiar 22% 23% 11% 27% 20% 23% 21%
Heard the name, but don’t know much about it 18% 20% 15% 16% 22% 17% 19%
Have never heard of the KEES program 26% 26% 38% 20% 24% 28% 28%

Aware that funding for these programs comes from the Kentucky Lottery 
(% Yes)
Kentucky Educational Excellence Scholarship (KEES) 64% 68% 39% 72% 65% 67% 52%
Kentucky Higher Education Assistance Authority (KHEAA) 53% 57% 35% 61% 61% 47% 39%
College Access Program (CAP) 39% 44% 19% 46% 50% 31% 32%
Kentucky Tuition Grant 38% 44% 20% 43% 48% 32% 29%
Work Ready Kentucky Scholarship 29% 38% 17% 35% 28% 21% 16%
Dual Credit Scholarship Program 28% 31% 20% 37% 30% 19% 18%

Aware that 25% of proceeds go to the Commonwealth of Kentucky to 
provide funding for college scholarships and grant programs (% Yes) 42% 45% 19% 54% 46% 39% 30%



 

 

EXHIBIT D 
 

NASPL ADVERTISING STANDARDS 
 

The North American Association of State and Provincial Lotteries (NASPL) approved a list of 
advertising standards for its members on March 19, 1999.  These standards address the contents 
and tone of lottery advertising, including the use of minors in ads, the inclusion of game 
information and a clear listing of lottery revenue beneficiaries.  According to NASPL, signatory 
NASPL members “will conduct their advertising and marketing practices in accordance with the 
provisions of these standards.”  These advertising standards are outline below:  
 
CONTENT 
 Advertising should be consistent with principles of dignity, integrity, mission and values 
 of the industry and jurisdictions. 
 
 Advertising should not portray product abuse, excessive play nor a preoccupation with 
 gambling. 
 Advertising should not imply nor portray any illegal activity. 
 
 Advertising should not degrade the image or status of persons of any ethnic, minority, 
 religious group nor protected class. 
  
 Advertising by lotteries should appropriately recognize diversity in both audience and 
 media, consistent with these standards. 
 
 Advertising should not encourage people to play excessively nor beyond their means. 
 
 Advertising and marketing materials should include a responsible play message when 
 appropriate. 
 
 Responsible play public service or purchased media messages are appropriate, especially 
 during large jackpot periods. 
 
 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 exhort play as a means of recovering past gambling nor other 
 financial losses. 
 
 Advertising should not knowingly be placed in or adjacent to other media that dramatize 
 or glamorize inappropriate use of the product. 
 
 



 

 

TONE 
 
 The Lottery should not be promoted in derogation of nor as an alternative to employment, 
 nor as a financial investment nor a way to achieve financial security 
 
 Lottery advertisement should not be designed so as to imply urgency, should not make 
 false promises and should not present winning as the probable outcome. 
 
 Advertising should not denigrate a person who does not buy a lottery ticket nor unduly 
 praise a person who does buy a ticket. 
 
 Advertising should emphasize the fun and entertainment aspect of playing lottery games 
 and not imply a promise of winning. 
 
 Advertising should not exhort the public to wager by directly or indirectly 
 misrepresenting a person’s chance of winning a prize. 
 
 Advertising should not imply that lottery games are games of skill. 
 
MINORS 
 
 Persons depicted as lottery players in lottery advertising should not be, not appear to be, 
 under the legal purchase age. 
 
 Age restrictions should, at a minimum, be posted at the point of sale. 
 
 Advertising should not appear in media directed primarily to those under the legal age. 
 
 Lotteries should not be advertised not marketed at venues where the audience is 
 reasonably and primarily expected to be below the legal purchase age. 
 
 Advertising should not contain symbols nor language that are 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 
 person  under the legal purchase age. 
 
GAME INFORMATION 
 
 Odds of winning must be readily available to the public and be clearly stated.  
 Advertising should state alternative cash and annuity values where reasonable and 
 appropriate. 
 
BENEFICIARIES 
 
 Lotteries should provide information regarding the use of lottery proceeds. 
 Advertising should clearing denote where lottery proceeds go, avoiding statements that 
 could be confusing or misinterpreted.   



 

 

EXHIBIT E 
 

PRICING SCHEDULE 
        

ADVERTISING & RELATED SERVICES   
 
 

Offerors must submit pricing for any or all of the following categories of Advertising & Related 
Services for which the Offeror has submitted a Proposal using the corresponding Pricing Schedules 
attached hereto:  
 

1. Creative Development and Production Services (Exhibit E-1); and 
 

2. Media Planning and Buying Services (Exhibit E-2). 
 

Any Offeror submitting Proposals for both categories of Advertising Services may also submit 
Bundled Pricing for Both Categories of Advertising & Related Services (Exhibit E-3).  However, 
if an Offeror submits Bundled Pricing for all Categories of Advertising Services (Exhibit E-3), the 
Offeror must also submit pricing for both separate categories of services (Exhibits E-1 and E-2). 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

EXHIBIT E-1 
PRICING SCHEDULE 

CREATIVE DEVELOPMENT AND PRODUCTION SERVICES  
 
Offerors submitting a Proposal for Creative and Production Services for Traditional Media must 
propose a Fixed Monthly Retainer Fee for the Initial Three-Year Term of the Contract.  Offerors 
must also submit an alternative fee method based upon a Blended Hourly Rate.  ANY OFFEROR 
NOT SUBMITTING BOTH A FIXED MONTHLY RETAILER FEE AND A BLENDED 
HOURLY RATE MAY BE DISQUALIFIED FROM FURTHER CONSIDERATION. 
 

A. FIXED RETAINER FEE:     $_____________ Per Month 
(For Initial Three-Year Term for the services specified in Sections 6.5.A & 6.5.B of the 
RFP and in the Offeror’s Proposal.  As stated in Section 7.1, cost-plus-a-percentage-
of-costs contracts are prohibited by law.  Therefore, when setting the Fee, Offerors 
must take into account that they will only be reimbursed for net media costs after all 
agency discounts.) 

 
B. BLENDED HOURLY RATE AND ESTIMATED HOURS PER YEAR: 

(For Initial Three-Year Term for the services specified in Sections 6.5.A & 6.5.B of the 
RFP and in the Offeror’s Proposal.  As stated in Section 7.1, the KLC is prohibited 
from utilizing cost-plus-a-percentage-of-costs contracts.  Therefore, when setting the 
Hourly Rate, Offerors must take into account that they will only be reimbursed for net 
media costs after all agency discounts.)  
 
1. BLENDED HOURLY RATE   $______________ Per Hour 

 
2. ESTIMATED HOURS PER YEAR  _______________ Hours per Year 

 
C. OTHER COSTS: 

 
List any other fees/costs not included in the Fixed Monthly Retainer Fee or Blended 
Hourly Rate methods of compensation set forth above. 

 
D. OTHER METHODS OF COMPENSATION: 

 
The KLC will also consider other methods of compensation, BUT ONLY AFTER 
OFFERORS HAVE PROVIDED PRICING FOR BOTH A AND B, ABOVE.  Provide 
details on any other compensation method that your agency would prefer to propose 
for the KLC account.  Indicate how you would structure billing for the account and 
detail services included. 
 

E. OPTIONAL SERVICES (For Information Purposes Only): 
List any Invited Optional Services proposed in Section 6.5.C of the RFP and provide 
the cost for each. 

 
 
 



 

 

EXHIBIT E-2 
PRICING SCHEDULE 

MEDIA PLANNING AND BUYING SERVICES   
 

Offerors submitting a Proposal for Media Planning and Buying Services for Traditional Media 
(including some Digital) must propose a Fixed Monthly Retainer Fee for the Initial Three-Year 
Term of the Contract.  Offerors must also submit an alternative fee method based upon a Blended 
Hourly Rate.  ANY OFFEROR NOT SUBMITTING BOTH A FIXED MONTHLY RETAILER 
FEE AND A BLENDED HOURLY RATE MAY BE DISQUALIFIED FROM FURTHER 
CONSIDERATION. 
 

A. FIXED RETAINER FEE:    $_____________ Per Month 
(For Initial Three-Year Term for the services specified in Sections 6.5.A & 6.5.B of the 
RFP and in the Offeror’s Proposal.  As stated in Section 7.1, cost-plus-a-percentage-
of-costs contracts are prohibited by law.  Therefore, when setting the Fee, Offerors 
must take into account that they will only be reimbursed for net advertising and 
advertising production costs after all agency discounts.) 

 
B. BLENDED HOURLY RATE AND ESTIMATED HOURS PER YEAR: 

(For Initial Three-Year Term for the services specified in Sections 6.5.A & 6.5.B of the 
RFP and in the Offeror’s Proposal.  As stated in Section 7.1, the KLC is prohibited 
from utilizing cost-plus-a-percentage-of-costs contracts.  Therefore, when setting the 
Hourly Rate, Offerors must take into account that they will only be reimbursed for net 
advertising and advertising production costs after all agency discounts.)  
 
1. BLENDED HOURLY RATE   $______________ Per Hour 

 
2. ESTIMATED HOURS PER YEAR  _______________ Hours per Year 

 
C. OTHER COSTS: 

 
List any other fees/costs not included in the Fixed Monthly Retainer Fee or Blended 
Hourly Rate methods of compensation set forth above. 

 
D. OTHER METHODS OF COMPENSATION: 

 
The KLC will also consider other methods of compensation, BUT ONLY AFTER 
OFFERORS HAVE PROVIDED PRICING FOR BOTH A AND B, ABOVE.  Provide 
details on any other compensation method that your agency would prefer to propose 
for the KLC account.  Indicate how you would structure billing for the account and 
detail services included. 
 

E. OPTIONAL SERVICES (For Information Purposes Only): 
List any Invited Optional Services proposed in Section 6.5.D of the RFP and provide 
the cost for each. 



 

 

EXHIBIT E-3 
PRICING SCHEDULE 

BUNDLED PRICING FOR ALL CATEGORIES 
OF ADVERTISING & RELATED SERVICES 

  
Offerors submitting a Proposal for all categories of Advertising & Related Services must propose 
a single Bundled Fixed Monthly Retainer Fee for the Initial Three-Year Term of the Contract for 
all services.  Offerors must also submit an alternative fee method based upon a single Bundled 
Blended Hourly Rate for all of the services.  ANY OFFEROR NOT SUBMITTING BOTH A 
FIXED MONTHLY RETAILER FEE AND A BLENDED HOURLY RATE MAY BE 
DISQUALIFIED FROM FURTHER CONSIDERATION.  Offerors submitting Bundled Pricing 
for all Advertising & Related Services must also complete Exhibits E-1, E-2, and E-3. 
 

A. BUNDLED FIXED RETAINER FEE:  $_____________ Per Month 
(For Initial Three-Year Term for all categories of Advertising & Related Services 
specified in Sections 6.5.A & 6.5.B of the RFP and in the Offeror’s Proposal.  As stated 
in Section 7.1, the KLC is prohibited from utilizing cost-plus-a-percentage-of-costs 
contracts.  Therefore, when setting the Fee, Offerors must take into account that they 
will only be reimbursed for net advertising and advertising production costs after all 
agency discounts.) 

 
B. BUNDLED BLENDED HOURLY RATE AND ESTIMATED HOURS PER YEAR: 

(For Initial Three-Year Term for all the categories of Advertising & Related Services 
specified in Sections 6.5.A & 6.5.B of the RFP and in the Offeror’s Proposal.  As stated 
in Section 7.1, the KLC is prohibited from utilizing cost-plus-a-percentage-of-costs 
contracts.  Therefore, when setting the Hourly Rate, Offerors must take into account 
that they will only be reimbursed for net advertising and advertising production costs 
after all agency discounts.)  
 
1. BUNDLED BLENDED HOURLY RATE $______________ Per Hour 

 
2. ESTIMATED HOURS PER YEAR  _______________ Hours per Year 

 
C. OTHER COSTS: 

List any other fees/costs not included in the Bundled Fixed Monthly Retainer Fee or 
Bundled Blended Hourly Rate methods of compensation set forth above. 

 
D. OTHER METHODS OF COMPENSATION: 

The KLC will also consider other methods of compensation, BUT ONLY AFTER 
OFFERORS HAVE PROVIDED PRICING FOR BOTH A AND B, ABOVE.  Provide 
details on any other compensation method that your agency would prefer to propose 
for the KLC account.  Indicate how you would structure billing for the account and 
detail services included. 

 
E. OPTIONAL SERVICES (For Information Purposes Only): 

List any Invited Optional Services proposed in Sections 6.5.C, 6.5.D of the RFP and 
provide the cost for each. 



 

 

EXHIBIT F 
KLC TRAVEL AND EXPENSE POLICY 

 
The KLC shall reimburse SUPPLIER for reasonable out-of-pocket travel expenses actually 

incurred in the performance of this Agreement.  Air travel reservations should be made as far in 

advance as possible of the projected travel date, and coach class or discounted fares will be used 

for all travel whenever possible.  Automobile expenses shall be reimbursed at the rate business 

mileage rate announced by the IRS, or, with the KLC's prior approval, KLC shall reimburse 

SUPPLIER for the rental of a vehicle at a rate not to exceed a reasonable rate for a standard mid-

size automobile.  Reimbursement for lodging shall be made by the KLC or approved in advance 

by the KLC.  For employees who are required to travel and stay overnight for purposes of this 

Agreement, meals shall be reimbursed at cost with a maximum cost not to exceed forty-one dollars 

($41.00) per day per person in state travel.  The per diem for out of state travel, go to GSA.gov for 

the city that you are in and get the rates.  Maximum allowance per meal shall be nine dollars 

($9.00) for breakfast, eleven dollars ($11.00) for lunch and twenty-one dollars ($21.00) for dinner.  

The KLC will not reimburse SUPPLIER for entertainment, alcoholic beverages, dry cleaning, valet 

services, personal phone calls, internet connection charges, or any other expense of a personal 

nature which is not a legitimate cost of doing business with the KLC.  All costs shall be reimbursed 

with receipts and/or documentation for actual, reasonable, out-of-pocket costs paid or incurred, 

with all such receipts and documentation to be in a form and substance acceptable to the KLC.  All 

expenses submitted to the KLC for payment MUST include detailed receipts and all appropriate 

documentation.  Expenses submitted without proper documentation and receipts will be returned 

to the Successful Offeror for the required information.  Payment will not be made until all 

documentation required has been received and approved by the KLC. 
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