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SECTION 1

1 INTRODUCTION

British Columbia Lottery Corporation (“BCLC™) is the Crown Corporation which conducts and
manages commercial gaming in British Columbia in accordance with the Gaming Control Act
(BC) and the Criminal Code. BC lottotech International Inc. ("BCLI™) is a wholly owned
subsidiary of BCLC. If this Request for Pre-Qualification ("RFPQ") is lssued by BCLII, references
to BCLC throughout are deemed to be references to BCLII.

The purpose of this Request for Pre-Qualification (*RFPQ") is to pre-qualify a list of professional
and experienced marketing agencies and freelancers ("Agencies” and / or “Freelancers”) to
provide marketing services for BCLC’s various lines of business ("Business Unit").

To mest BCLC's various business needs, this RIFPQ has four categories:

1. Marketing Communications Services
2. Freelance Services

3. Media Buying & Planning Services
4. Digital Services

BCLC intends to select multiple vendors for each of the above categories and Proponents may

respond o any categories or any number of sub-categories throughout this RFPQ process.

This RFPQ document is the first step of a multi-phase RFPQ process. Only successful
Proponents who meet the minimum threshold set out for the pre-qualification will be invited fo
respond to the subsequent phases of the RFPQ.

1.1

1.2

OPPORTUNITY

BCLC has a wide variety of business needs and seeks a diverse portfolio of strategic
partners to augment both depth and breadth of marketing expertise.

Vendors with a variety of backgrounds and experiences are encouraged to apply, BCLC
desires o create a roster of partners across a variety of specializations.

BCLC has a diverse business and a broad player base. BCLC is currently ranked #22/65
in BC's Business’ list of Most Influential Brands.

BCLC BUSINESS UNITS

Corporate and Social Responsibility

BCLC offers socially responsibie gaming entertainment for BC and centributed more than
$1 billion in provincial revenue in 2014/2015 that went back to the Province that is used
to fund important programs including health care, education and community groups
across BC BCLC and its corporate brand is committed to building public trust through
good corporate citizenship and taking our social responsibility seriously throughout every
part of our business.

Corporate Social Responsibility is a priority for BCLC and will continue to be, with focus
in the areas of responsible gambling, economic benefit, environmental practices,
business integrity and supporting BC Communities.

GameSense is BCLC's wvoice for delivering responsible gambling programs and
messages to staff, lottery retailers, gaming workers, players, and the public. GameSense
helps to engage and inform players while removing the stigma often associated with



accessing responsible and problem gambling resources. Through GameSense,
responsible gambling messages are presented in a gambling-neutral approach; they can
take the form of stand-alone GameSense marketing, or integrated messaging in all BCLC
product, service and promotional advertising.

Lottery

BCLC offers its lottery products through its retail and hospitality networks as well as
online at PlayNow.com. The retail network accounts for the majority of bricks and mortar
distribution points with over 3,000 locations province-wide. These locations include
kiosks, predominantly located in malls and other high traffic locations, convenience
stores, gas stations, etc. The hospitality network is comprised of approximately 750
locations (i.e. pubs and bars).

BCLC’s portfolio of lottery products includes the national lottery games, Lotto 6/49 and
Lotto Max, which are offered in partnership with the other lottery jurisdictions in Canada;
and regional games which include Keno, Scratch & Win, BC/49, Extra, Pacific Hold'Em
Poker, Poker Lotto, BC 50/50, Sports Action, and Pull Tabs.

Casinos and Community Gaming Cenfres

BCLC has 17 uniguely branded full service casinos located throughout BC. BCLC works
in parinership with an experienced group of casino Service Providers to offer a wide
variety of slot and table gambling options. Casinos also feature lounges, restaurants and
other entertainment amenities. Every facility offers its own entertainment atmosphere and
experience.

BCLC has 19 community gaming centre locations throughout the province, 18 of which
operate under the Chances brand. This style of gaming facility offers our players the
opportunity to play slot machines, paper bingo, electronic bingo and electronic table
games and are usually located in a smaller market setting. Many of these facilities
feature enhanced food and beverage services such as lounges or restaurants. BCLC
works with community gaming centre operators who provide the day-to-day operations
for these facilities.

Encore Rewards is the provincial loyalty program offered in both land-based casinos and
coemmunity gaming cenfres. The program recoghizes and rewards Encore members with
relevant, exciting and exclusive entertainment experiences for choosing gaming facilities.
BCLC’s focus is on Encore player development and member retention.

Sports

BCLC offers sports betting through its retail network (Sports Action) as well as online at
PlayNow.com {PlayNow Sports). While the retail network accounts for a slight majority of
topline sales, online betting is an area of continued focused with key initiatives focused
on product enhancements, mobile accessibility and new channel growth.

PiayNow

PlayNow.com is BC’s own online gambling website that offers a variety of entertainment
options in a safe, secure online gambling enviranment. Products include: Lottery (national
and regional games), sports betting, casino {(over 150 slots and table games) bingo and
poker. In 2013 mobile.playnow.com was launched to cater to a growing mobile player
base. In 2012, BCLC began a partnership with Manitoba Liguor & Lotteries to launch
PlayNow Manitoba.



1.3

1.4

1.5

INSTRUCTIONS, QUESTIONS AND SUBMISSIONS

This Pre-qualification is being issued to establish Proponents qualified to respond to an
ensuing RFPQ. BCLC will release the RFPQ to only those proponents who mest the
threshold of the Case Studies. The RFPQ will be made available to all pre-qualified
proponents no later than April 8, 2016.

Proponents may submit questions via e-mail until 14:00 hours PT, March 8, 2016.

Proponents should submit their response to Phase 1 of the Pre-Qual via email by the
ciosing date and time (*Closing Time") of 14:00 hours PT, March 14, 2016.

All questions and submissions are to be e-mailed to ebid@bclc.com and reference "Pre-
Qual 1516-160120TH Marketing Communication Agencies - CONFIDENTIAL" in the
subject line.

There is a maximum of ten megabyte file size acceptance of any e-mail. Proponents
should divide their responses into appropriate sized (smaller than 106 MB) numbered files.
in the e-mail the proponent should provide the detail for each section and how many e-
mails they will send.

INFORMATION SESSION

BCLC offers to help proponents who have not gone through a typical public bid process
or who would like to better understand the outlined requirements with an information
session.

Date & Time: March 7, 2016, 9:00am — 10:30am PT

Should you wish to join this optional info session, please submit an e-mail request with
the information below to ebid@bclc.com by March 3, 2016 and BCLC will send you a
meeting invite with a teleconference number and access code. Proponents may submit
questions prior to the information session. To maintain anonymity at the info session, a
participant number will be assigned upon receiving the registration, based on the order of
registration (ie. caller 1, caller 2, caller 3, eic).

Request to paricipate in the information session by sending the following information:

Company name

Contact name and title (include afl who will participate)
Location

Telephone number

el .

EVALUATION CRITERIA OVERVIEW
BCI.C's evaluation process will follow a phased approach, as detailed below.

1.5.1 Evatuation Criteria — Phase 1

Proponents will be evaluated based on meeting the minimum score for
responses to Case Studies. Proponents who meet the minimum score (the
“Threshold™) will be invited to respond to the main RFPQ.



Response

{Pre-Qualification) Pass Y/N

WEIGHTED MINIMUM
EVALUATION CRITERIA SCORE SCORE
Phase 1 Experience and Case Study 100% 60%

1.6 THE VENDOR SELECTION PROCESS

The vendor selection process is by each category:

Bid Type

Phase

Bescription

Regulremeants to Proceed

Maximum Number of Vendor
Shortlisted to next Phase

Pre-Qualification
to Request for
Proposal

Phase 1:
Pre-Qualification

Experience & Case Study

» Must meet threshold to
tontinue te next phase

Request for Pre-
Qualification
{RF2Q)

Phase 2: Corporate Strength/ Reputation | * Must meet 60% threshold to + Marketing Commuaications: 10
15 Threshold and Business Reqairements continue to next phase * Freelance: 24

« Media: 6

+ Digital: 12
Phase 3: Pricing + Must meet 70% threshold to + Marketing Communications: 8
2™ Threshold continue to next phase - + Freelance: 18

« Media: 4

« Digital: 8
Phase 4: Presentation [ Interview * Proponents are shortlisted & Marketing Communications: 8
Shortlist for from Phase 3 * Freelance: 18
presentalion + Mediat 4

* Digital; 8
Phase 5: Negotiations » Proponents ate shortlisted + Marketing Communications: 8
Shortlist for from Phase 4 for business + Freelance: 18
Negotiations negotiations and contract * Media: 4

negotiations e Digitak: 8
Phase &: Final Roster is identified s Up to a maximum number of | ¢ Marketing Communications: 8
Vendor Roster vendors shown In the next » Freelance: 18
column * Media: 2
¢ Digitai: 4




SECTION 2

2

ADMINISTRATIVE REQUIREMENTS

2.1

2.2

2.3

24

25

PROPONENT ACKNOWLEDGEMENT

214

Submit completed Acknowledgement {see Appendix 1).

DISCLOSURE OF ALL MATERIAL CIRCUMSTANCES

2.2.1

Disclose all material circumstances (Appendix 2). A material circumstance
means any circumstance or relationship which may lead to an unfair
advantage, or a material circumstance means having a client other than
BCLC that is in the gambling business. A material circumstance includes:

a) heing associated fo or related to a BCLC employee or Board member of
BCLC;

b} having access to information not available o other proponents;

¢) communicating with any unauthorized person with respect to the RFP
process; engaging in any action which constrains or limits the ability of
another proponent to submit a proposal for the goods or services herein;

d) providing a gift or benefit to a BCLC employee or Board member; or
engaging in conduct that compromises or could be seen to compromise
the integrity of the RFP process; or

e) having a client other than BCLC that is in the gambling business.

BCLC may consider any Material Circumstance (as defined above) as
disclosed in a proposal or otherwise, and BCLC may eliminate a proposal
from consideration on the ground that a Material Circumstance gives rise {o a
conflict of interest that BCLC considers in its opinion would give rise to unfair
advantage in the RFP process, or would otherwise prejudice the integrity of
the RFP process.

CONFIDENTIALITY AND NON-DISCLOSURE

2.3.1

Regardless of any current or previous relationship or agreement(s) with
BCLC, the proponent has read and agrees to comply with Section 8
Confidentiality and Non-Disclosure.

DECLARATION OF SUB-CONTRACTORS

241

Submit completed Declaration of Sub-Contractors Form (see Appendix 3 and
4), if applicable.

COMPANY INFORMATION

2.5.1

For identification and information purposes only, provide the following
information about your company:

»

Complete legal company name and address
Primary business and length of time business established

L]

»

Nature of the company (i.e. scle proprietorship, corporation, parinership,
joint venture)

Primary contact for this RFP (name, title, phone number and emall)



252

REFERENCES

253

For each category that you are submitting a proposal for, list three clients with
similar requirements as described in Section 3 and/or Section 4, who we may
contact as references. (Note: Duplication is permitted if references pertain to

both categories)
For each reference, provide the following:
s Company Name
« Contact Information (Name, Title, Phone, E-mail)

s Brief description of the services provided/performed



SECTION 3

3 AREA OF EXPERTISE

Proponents are invited to submit a proposal for any categories or any number of sub-categories
by checking the appropriate box helow:

1) Marketing Communications

a) O Marketing Strategy

b) [ Creative Development (traditional
and digital creative)

¢) [ Branding

d) (0 Ethnic Marketing

¢) [ Experiential Marketing

f) [ Retail Marketing

g} O Direct Marketing

2) Freelance
a) ] Branding
b) (] User Experience
¢) 1 Multi-media Design [}
d) [ Content Strategy
e) O Copywriting
f) [I Direct Marketing

3} Media Buying and Planning

a) [ Traditional O
b} [} Digital
4) Digital
a) [.] User Experience
by [ Mobile 0

¢) [ Search Engine Optimization
d} [J Social Media




SECTION 4

4 CASE STUDIES

This section describes BCLC's case studies for the four main categories. Proponents are
expected to have expertise, knowledge and experience related to this form of marketing agency
services based on the category to which they apply.

Please limit your response to no more than 2,500 words or approximately 6 pages double spaced
11 point font, regardless of the number of marketing services you apply for within each category.
4.1 MARKETING COMMUNICATIONS SERVICES

4.1.1 Describe your experience in marketing communications services.

4.1.2 Provide a recent example (past year) of a successful multi-media marketing
campaign that your Agency planned and executed

4.1.2.a Outline the goals and objectives, the marketing strategy, an
overview of the key elements included in the plan, and the
approximate budget.

4.12b What challenges did your Agency face and how did you
overcome the challenges?

412.c¢ What were the results and how did these results support
business goals?

412d What was your process i{o deliver an excellent marketing
pragram and effective execution against the campaign?

4.2 FREELANCE SERVICES

421 Describe your experience in any of the following areas: Branding, User
Experience (Information Architecture, Interaction Design), Multi-media design,
Content Strategy, Copywriting and/or Direct Marketing

422 Provide five examples of work from your portfolic in any of the following
areas:

422a Branding

422.b User Experience
422¢ Multi-media Design
422d Content Strategy
422e Copywriting

422f Direct Marketing

423 For budgeling purposes, please provide your fees structure by providing your
hourly rates.

4.3 MEDIA BUYING AND PLANNING SERVICES
4.3.1 Describe your experience in media buying and planning services.

43.2 Provide a recent example (past year) of a successful multi-media and / or
digital media campaign that your Agency planned and executed



4.4 DIGITAL SERVICES

4.4.1

442

4.3.2.a

4.3.2b

4.3.2.¢

4.3.2.d

Outline the goals and objectives, the media strategy, an
overview of the media plan, and the approximate budget.

What challenges did your Agency face and how did you
avercome the challenges?

What were the results and how did these results support
business goals?

What was your process to deliver an excellent media plan and
effective execution against the campaign?

Describe your digital expertise in any of the following areas: User Experience,
Mobile, Search Engine Optimization, and/or Social Media.

Provide a recent example {past year} of a successful program that your
Agency planned and executed

442.a

4.4.2b

442c¢

44.2d

Outline the goals and objectives, the marketing strategy, an
overview of the key elements of the plan, and the approximate
budget.

What challenges did your Agency face and how did you
overcome the challenges?

What were the results and how did these results support
business goals?

What was your process to deliver an excellent program and
effective execution?



APPENDIX 1: ACKNOWLEDGEMENT

ACKNOWLEDGEMENT

The Proponent agrees to the terms stated herein. The person sighing this RFPQ declares that hefshe is
a duly authorized signing authority with the capacily to commit his/her firm/fcompany to the provisions
contained herein. Without limiting the generality of the foregecing, by signing below the Proponent
specifically acknowledges that it has read, understood and agrees to the terms of 8.5 of this RFPQ (Intent
of RFPQ):

Executed this day of , 2016

Name of Authorized Representative:

Title:

Company Name:

City:

Address:

Phone Number: Fax Number:

Email Address:

Authorized Signature:




APPENDIX 2: MATERIAL CIRCUMSTANCE

MATERIAL CIRCUMSTANCE:

BCLC requires Proponents to disclose all Material Circumstances (as defined in 2.2) as an attachment.
Check ONE:

] No, there are no Material Circumstances to disclose; OR

[L] Yes, there isfare one or more Material Circumstance(s) to disclose and a disciosure statement is
attached.

| certify that this is a true and correct statement by my signature below:

Name of Authorized Representative Date (MM-DD-YYYY)

Signature



APPENDIX 3: DECLARATION OF SUB-CONTRACTORS

DECLARATION OF SUB-CONTRACTORS:

[ The goods and or services in this proposal will be provided solely by the company named in
Appendix 1 - Acknowledgement.

[} Sub-contractors will be used to provide the goods and or services described in this proposal.

Companies called on as Sub-Contractors to collaborate in the execution of the proposed services.

Name:
Contact Persen: Title:
Phone Number: Fax Number:

E-mail Address:

Address:

City: Province: Postal Code:

Description of services provided:

% of services the Sub-Contractor will be providing: %
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SECTION 1

INTRODUCTION

British Columbia Lottery Corporation ("BCLC") is the Crown Corporation which conducts and
imanages commercial gaming in British Columbia in accordance with the Gaming Control Act
{BC) and the Criminal Code. BC Loftotech International Inc. ("BCLII"} is a wholly owned
subsidiary of BCLC. If this Request for Pre-Qualification ("RFPQ") is issued by BCLH, references
to BCLC throughout are deemed to be references to BCLIL

The purpose of this RFPQ is to receive proposals from proponents to establish a pre-qualified
vendor roster for professional and experienced marketing agencies and freelancers ("Agencies”
and / or *Freelancers”) to provide marketing services for BCLC's various lines of business
("Business Unit"). The RFPQ also seeks proposals from proponents for individual awards in the
areas of media buying and digital services.

To meet BCLC's various business needs, this RFPQ has four categories:
1. Marketing Communications Services
2. Freelance Services
3. Media Buying & Planning Services
4. Digital Services

BCLC intends to select multipte vendars for each of the above categories and Proponents may
respond to any categories or any number of sub-categories throughout this RFPQ process.
Proponents are encouraged to share their insights, vision, and any other information which they
feel may be relevant to improving BCLC’s understanding of the industry and its future.

1.1 BCLC BUSINESS UNITS

Corporate and Social Responsibility

BCLC coffers socially responsible gaming entertainment for B.C. and contributed more
than $1 billion in provincial revenue in 2014/2015 that went back to the Province that is
used to fund important programs including health care, education and community groups
across B.C. BCLC and its corporate brand is committed to building public trust through
good corporate citizenship and taking our social responsibility seriously throughout every
part of our business.

Corporate Social Responsibility is a priority for BCLC and will continue to be, with focus
in the areas of responsible gambling, economic benefit, environmental practices,
business integrity and supporting B.C. Communities.

GameSense is BCLC's voice for delivering responsible gambling programs and
messages to staff, loltery retailers, gaming workers, players, and the public. GameSense
helps to engage and inform players while removing the stigma often associated with
accessing responsible and problem gambling resources. Through GameSense,
responsible gambling messages are presented in a gambling-neutral approach; they can
take the form of stand-alone GameSense marketing, or integrated messaging in all BCLC
product, service and promotional advertising.

bele
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Lottery

BCLC offers its lottery products through its retail and hospitality networks as well as on
PlayNow.com. The retail network accounts for the majority of bricks and mortar
distribution points with over 3,000 locations province-wide. These [ocations include retail
stores group ("RSG")} kiosks {predominantly located in malls and other high traffic
locations), convenience stores, gas stations, etc. The hospitality network is comprised of
approximately 1,000 age-controlled locations (i.e. pubs and bars).

BCLC's porifolio of lottery products includes the national lottery games, Lotto 6/49 and
Lotto Max, which are offered in partnership with the other lottery jurisdictions in Canada;
and regional games which include Keno, Scratch & Win, BC/49, Extra, Pacific Hold'Em
Poker, Poker Lotto, BC 50/50, Sports Action and Pull Tabs.

Casinos and Community Gaming Centres

BCLC has 17 uniguely branded full service casinos located throughout B.C. BCLC works
in partnership with an experienced group of casino operators to offer a wide variety of slot
and table gambling options. Casinos alsc feature lounges, restaurants and other
entertainment amenities. Every facifity offers its own entertainment atmosphere and
experience.

BCLC has 18 community gaming centre locations throughout the province, 18 of which
operate under the Chances brand. These styles of gaming facility offer our players the
opportunity to play slot machines, paper bingo, electronic bingo and electronic table
games and are usually located in a smaller market setting. Many of these facilities feature
enhanced food and beverage services such as lounges or restaurants. BCLC works with
coemmunity gaming centre operators who provide the day-to-day operations for these
facilities.

Encore Rewards is the provincial loyalty program offered in both land-based casinos and
community gaming centres. The program recognizes and rewards Encore members with
relevant, exciting and exclusive entertainment experiences for choosing gaming facilities.
BCLC’s focus is on Encore player development and member retention.

Sports

BCLC offers sports betting through its retail network {Sports Action) as well as online at
PlayNow.com {PlayNow Sports). While the retail network accounts for a slight majority of
topline sales, online betting is an area of continued focused with key initiatives focused
on product enhancements, mobile accessibility and new channel growth.

PlayNow

PiayNow.com is B.C.’s own online gambling website that offers a variety of entertainment
opticns in a safe, secure online gambling environment. Products include: Lottery (national
and regional games), sports betting, casino (over 150 slots and table games) bingo and
poker. In 2013 mobile.pfaynow.com was launched to cater fo a growing mobile player
base. In 2012, BCL.C began a partnership with Manitoba Liquor & Lotteries to launch
PlayNow Manitoba.
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1.2

1.3

PRE-QUALIFICATION ROSTER PROCESS

The Pre-Qualification Roster ("Roster”) will be utilized as required, at BCLC's sole
discretion, to meet BCLC's needs. BCLC does not guarantee business or make any
guarantee of the value or volume of work that may be assigned to any proponent
that has qualified for the Roster. BCLC also reserves the right to utilize vendors that
are not on the Roster.

Vendors that provide viable goods and services as specified in the RFPQ and
stccessfully complete a pre-qualification and negotiation process may be added to the
Roster. However, a final agreement may only be executed with vendors on the Roster
upon BCLC's selection of a vendor for a specific good or service. BCLC reserves the right
to add a proponent to the Roster at any time during the term of the Roster.

At BCLC's sole discretion, BCLC may choose a proponent(s}, for any future good{s) or
service(s), by:

a) directly engaging a praponent from the Roster based on their area of expertise;
b} generating a competitive bid process within the Roster;
c) generating a competitive bid process which may or may not include proponents

on the Roster;
d} issuing a PO, or

e) executing a Statement of Work.

FUTURE PRE-QUALIFICATION ROSTER PROCESS

BCLC intends, from time to time, to conduct pre-qualification evaluations with aiternative
proponents that did not participate in this competition, and/or with proponents that were
not selected in previous pre-qualifications. As a result, BCL.C may, solely in its discretion,
add alternative proponents to the existing Roster and increase the number of proponents,
at any time during the Roster term.

Proponents who are already included on the Roster may retain their pre-qualification
standing and may not be required to re-submit proposals for future pre-qualification
processes related to this competition.

However, BCLC may request a proponent who is on the Roster to re-submit for pre-
qualification under the following conditions:

a) where a proponent has not been selected by BCLC to provide goods or services
to BCLC over the course of the Roster term; or

b) where BCLC deems a proponent is no longer able to meet the minimum
requirements defined in the pre-qualification process; or

c) any other circumstance that BCLC deems may affect the proponent's ability to
provide the good(s) and service(s) related to the requirements defined in the pre-
qualification process.

BCLC reserves the right to remove a proponent from the Roster for any reason that
BCLC deems to have a material influence on the ability of ihe proponent to satisfactorily
provide BCLC with the goods or services under the Roster.
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1.4

BCLC expects requirements and future evaluations will stay materially the same as the
initial pre-qualification process. However, there may be variations depending on BCLC's
requirements at that time. The basis for future pre-qualification requirements and
evaluations will be at BCLC's sole discretion.

ROSTER TERM

Qualified proponents that demonstrate the ability to meet the requirements identified in
this RFPQ may be included on BCLC's Roster. The initial term for proponent inclusion on
BCL.C's Roster may be for a period up to five (5) years, with an option to extend on an
annual basis by BCLC. The total period of the Roster (initial plus any extensions) is not to
exceed ten (10} years.

bele
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1.5

1.6

VENDOR SELECTION OVERVIEW PROCESS

Pre-Qualification Roster

"2

Marketing Communications Freelance

= Traditional & Digital
Marketing Communications

¢ Digital-only Marketing
Communications

Branding

User Experience
Multi-media Design
Content Strategy

* % & & & »

Ethnic Marketing Co itin
Experiential Marketing Dirﬁ%argeting
Up to 8 vendors Up to 18 vendors

r- Individual Awards —1

Digital Media

L V

: IL\JA?)?;]IE xpefience : "ga‘c:it:onal
» Search Engine Optimization igita
»  Social Media \L
\1, Up to 2 vendors

Up to 4 vendors

MASTER SERVICES AGREEMENT

Any proponent selected for the Pre-Qualification List will be required to enter into
mutually agreeable non-exclusive Master Agreements with BCLC. Each individual future
project or service would then be executed by way of a Statement of Work {"SOW") and/or
a BCLC Purchase Order ("PO"), which will set out the specifics of the project or service
and will be governed by the terms and conditions of the Master Agreement.
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1.7

1.8

1.8

VENDOR PERFORMANCE MANAGEMENT PROGRAM

BCLC is committed to fostering and supporting strong positive relationships with key
vendors to ensure critical services are maintained and the highest value and corporate
wide economic benefits are realized. As such, BCLC may conduct an annual review with
the successful proponent into a Vendor Performance Management ("VPM") program that
facilitates a balanced and systematic approach to vendor contract monitoring and
performance analysis.

The VPM program may include developing key performance indicators (KPIs) against set
criteria related to relationship quality, operational performance, strategic value, and
financial value. KPls may be measured throughout the contract term, and may include
data gathering, a summary scorecard, scheduled reviews, and setting continuous
improvement and strategic value targets.

RFPQ METHODOLOGY

BCLC is committed to the principles of fairness, equal access, transparency and best
value in its procurement processes. We constanily review business processes for
opportunifies to achieve efficiencies and meet these principles.

This information is provided with the intent to clarify what we believe are significant
differences in RFP methaodologies that may be unfamiliar to proponents that are closely
aligned with more restrictive methodology (binding RFP's, Contract "A" / Contract "B",
tender calls, etc.).

BCLC has adopted a less constrictive methodology of RFP (non-binding) that allows a
greater flexibility in decision making and efficiency with the bid process. For example;
mandatory criteria are at a bare minimum. This eliminates the prospect of proponent
disqualification due to immaterial non-compliance. Also, preponents may be requested to
provide additional information at any stage of the process. Proponents may also withdraw
prior to contract execution without penalty.

BCLC applies a progressive evaluation methodology (see section 1.9 Evaluation Criteria
Overview) to ensure that only proponents who are evaluated as meeting a minimum
standard are considered for further evaluation at the later stages of the process.
Proponents who do not meet this required minimum standard will not be considered for
further evaluation, including consideration of pricing. This approach is intended to
increase the likelihood that any geods or service BCLC receives as a result of this
process meet a minimum standard.

EVALUATION CRITERIA OVERVIEW

Marketing Communications
1.9.1 Corporate Strength (Section 3) 20%
1.9.2 Business or Technical Requirements {Seclion 4)  35%

Proponents will be evaluated based on meeting the above desirable criteria. Up to ten
(10} highest ranked proponents who achieve a score of 33/55 (60%) or higher on the
abave criteria {the "Threshold") will be evaluated further. Those proponents who meet the
Threshold will then be further evaluated based upon, but not limited to the following
criteria.

1.8.3 Proposed Pricing {Section 11) 20%
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Following evaluation of Proposed Pricing, up to eight (8) highest ranked proponents who
achlieve a score of 42/75 (60%) or higher on the above criteria (the " Shortlist ") will be
evaluated further. Only those proponents on the Shortlist will be further evaluated based
upon a Pro Forma Terms and Presentation.

1.9.4 Presentation (Section 12) 20%
1.8.5 Pro Forma Terms (Section 14) 5%
TOTAL 100%

Following evaluation, BCLC may select up to a maximum of eight {8) highest scored
praponents to be included on the Marketing Communications Pre-Qualification Roster.

BCLC intends to conduct negotiations with the top ranked proponent(s) as defined in
Section 15.8 Negotiations.

Freelance
1.9.6 Reputation (Section 5) 20%
197 Business or Technical Requirements (Section 6}  35%

Proponents will be evaluated based on meeting the above desirable criteria.  Up to
twenty-four (24) highest ranked proponents who achieve a score of 33/55 (60%) or higher
on the above criteria (the "Threshold") will be evaluated further. Those proponents who
meet the Threshold will then be further evaluated based upan, but not limited to the
following criteria

1.9.8 Proposed Pricing (Section 11) 20%

FFoliowing evaluation of Proposed Pricing, up fo twenty (20) highest ranked proponents
who achieve a scare of 42/75 {60%) or higher on the above criteria (the " Shortlist") will
be evaluated further. Only those proponents on the Shortlist will be further evaluated
based upon Interview and Pro Forma.

1.9.9 Interview {Section 13) 20%
1.9.10 Pro Forma Terms (Section 14) 5%
TOTAL 100%

Following evaluation, BCLC may select up to a maximum of eighteen {18} highest scored
proponents (the " Shortlist ") to be included on the Freelance Pre-Qualification Roster.

BCLC intends to conduct negotiations with the top ranked proponent(s) as defined in
Section 15.8 Negotiations.

Digital
1.9.11 Corporate Strength (Section 7} 20%

1.9.12 Business or Technical Requirements (Section 8) 35%
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The top Proponents will be evaluated based on meeting the above desirable criteria. Up
to twelve (12) highest ranked proponents who achieve a score of 33/55 (60%) or higher
on the above criteria (the "Threshold") will be evaluated further. Those proporents who
meet the Threshold will then be further evaluated based upon, but not limited to the
following criteria.

1.8.13 Proposed Pricing (Section 11) 20%

Following evaluation of Proposed Pricing, up to eight (8} highest ranked proponents who
achieve a score of 42/75 (60%) or higher on the above criteria {the " Shortlist ) will be
evaluated further. Only those proponents on the Shortlist will be further evaluated based
upon a Pro Forma Terms and Presentation.

1.9.14 Presentation (Section 12) 20%
1.9.15 Pro Forma Terms (Section 14) 5%
TOTAL 100%

Following evaluation, BCLC may select up to a maximum of eight {8) highest scored
proponents to be included on the Marketing Communications Pre-Qualification Roster,

Negotiations:

BCLC intends fo conduct negotiations with the top ranked proponent(s) as defined in
Section 15.8 Negotiations.

Media
1.9.16 Corporate Strength (Section 9) 20%
1.8.17 Business or Technical Requirements (Section 10) 35%

The top Proponents will be evaluated based on meeting the above desirable criteria. Up
to twelve (12) highest ranked proponents who achieve a score of 33/55 (60%) or kigher
on the above criteria (the "Threshold") will be evaluated further. Those proponents who
meet the Threshold will then be further evaluated based upon, but not limited to the
following criteria.

1.9.18 Proposed Pricing (Section 11) 20%

rollowing evaluation of Proposed Pricing, up to eight (8) highest ranked proponents who
achieve a score of 42/75 (60%) or higher on the above criteria (the " Shortlist "} will be
evaluated further. Only those proponents on the Shortlist will be further evaluated based
upon a Pro Forma Terms and Presentation.

1.9.19 Presentation (Section 12) 20%
1.9.20 Pro Forma Terms (Section 14) 5%
TOTAL 100%

Following evaluation, BCLC may select up to a maximum of two (2} highest scored
proponents to be included on the Marketing Communications Pre-Qualification Roster,

Negotiations:.

BCLC intends to conduct negotiations with the top ranked proponent(s) as defined in
Section 15.8 Negotiations.
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1.10

PROPOSAL QUESTIONS, INTENTIONS AND SUBMISSIONS
1.10.1 Intent to Submit

Proponents should indicate their intent to submit a proposal via e-mail by
14:00 hours PT, April 18, 2016

1.10.2 Questions

Proponents may submit questions via e-mail until 14:00 hours PT, April 27,
2016,

1.10.3 Proposal Submissions

Proponents should submit proposals via e-mail by the closing date and time
("Closing Time"} of 14:00 hours PT, May 4, 2016,

All questions, intentions, and submissions are {o be e-mailed to ebid@bclc.com and
reference "RFPQ 1516-160120TH Marketing Services - CONFIDENTIAL" in the subject
line.

Include the following with questions/intentions/submissions:

Company name

Name and title of contact person

Phone, mobile phone, and e-mail of contact person
Reference to the corresponding RFPQ section(s) if applicable

If this RFPQ was posted on BC Bid, it is the proponent's responsibility to regularly review
BC Bid for amendments to the RFPQ that may include replies to significant propcnent
questions that BCLC in its discretion may post prior to Closing Time.

Proposed pricing should be submitted in a separate document file from the RFPQ
response file.

References to hyperlinks or links to social media sites (e.g. Linkedln} may not be
considered by BCLC in the evaluation process and should not be used. Therefore, any
information provided for evaluation shouid be inciuded in your written proposal.

There is a maximum of ien megabyte ("MB") file size acceptance of any e-mail.
Proponents should divide their responses into appropriate sized (smaller than 10 MB)
numbered files. In the e-mail the proponent should provide the detail for each section
and how many e-mails they wilf send.

Proposals are stored in an electronically secure and restricted environment.
Proposals will not be opened until after the Closing Time has passed.

RFPQ RESPONSE FORMAT AND DEPTH

This RFPQ sets out BCLC's requirements, desired options and additional considerations.
Proponents should only respond to the categories and subcategories for which they have
qualified. Proponents should prepare their proposals providing a straightforward and
detailed description of their ability to satisfy the requirements set out in this RFPQ.
Emphasis in each proposal should be on completeness and clarity of content, and should
correspond to the section numbering set out. Proposals that do not clearly address the
requested requirements, do not reference the applicable section numbers, and/for exceed
word or page count thresholds may be refused for evaluation purposes. Please do not
include appendices or video content. All proposals should be submitted in English.
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SECTION 2

2

ADMINISTRATIVE REQUIREMENTS

2.1

2.2

2.3

2.4

2.5

PROPONENT ACKNOWLEDGEMENT
Submit completed Acknowledgement (see Appendix 1).

DISCLOSURE OF ALL MATERIAL CIRCUMSTANCES

Disclose all material circumstances (Appendix 2). A material circumstance means any
circumstance or relationship which may lead to an unfair advantage including but not
limited to: being associated to or related to a BCLC employee or Board member of BCLC;
having access to information not available to other proponents; communicating with any
unauthorized perscn with respect to the RFPQ process; engaging in any action which
constrains or limits the ability of another proponent to submit a proposal for the goods or
services herein; providing a gift or benefit to a BCLC employee or Board member; or
engaging in conduct that compromises or could be seen to compromise the integrity of
the RFPQ process (each a "Material Circumstance”).

BCLC may consider any Material Circumstance (as defined above) as disclosed in a
proposal or otherwise, and BCLC may eliminate a proposal from consideration on the
ground that a Material Circumstance gives rise to a conflict of interest that BCLC
considers in its opinion would give rise to unfair advantage in the RFPQ process, or
would otherwise prejudice the integrity of the RFPQ process.

CONFIDENTIALITY AND NON-DISCLOSURE

Regardiess of any current or previous relationship or agreement(s) with British Columbia
Lottery Corporation or B.C. Lottotech International Inc., the proponent has read and
agrees to comply with Section 16 Confidentiality and Non-Disclosure.

DECLARATION OF SUB-CONTRACTORS
Submit completed Declaration of Sub-Contractors Form (see Appendix 3}, if applicable.

GAMING POLICY ENFORCEMENT BRANCH (GPEB)

The Gaming Policy and Enforcement Branch (*GPEB") regulates all gaming in British
Columbia, including regulatory oversight of BCLC. GPERB's responsibilities include
registration of gaming services providers (GSP’s) and gaming workers (GW's) as well as
ceriification of gaming equipment and supplies ("Product Certification™). The purpose of
GPEB registration and certification is to help ensure the gaming industry in BC meets
high standards of honesty, integrity and financial responsibilly. GPEB registration and
certification requirements depend on the nature of the products and services provided,

GSP registration is often referred to as "corporate registration” but includes registration of
a variety of legal entities including corporations, sole proprietors, partnerships and
agencies that provide products and services to BCLC for which GPEB registration is
required. GPEB registration for GSP’s requires the disclosure of information necessary to
conduct a background check of the GSP and the GSP's senior officials and employees
such as a criminal background check, a credit check and verification of information
regarding the GSP’s structure and ownership. The costs associated with GSP GPEB
registration vary greatly and are determined by GPEB.
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26

2.7

GW's include individuals engaged by a GSP o provide products or services to BCLC on
behalf of a GSP. GPEB registration for GW's requires the disclosure of information
necessary to conduct a background check of the GW such as a criminal background
check, a credit check and verification of employment and place of residence history. As of
March 7, 2011, the cost to register an individual GW is $45 and is valid for 3 years (the
cost and term of GW registration is subject to change at any time at the discretion of
GPEB and without notice to the reader).

Vendors selected to provide the products and services within the scope of this
competition do not require GPEB GSP or GW registration, or Product Cettification. GPEB
registration and certification requirements are subject to change if the requirements
mandated by GPEB change during the course of the competition or resulting contract.
GPEB registration may apply to sub-contractors engaged by the vendor in providing the
products or services. BCLC may require confirmation and evidence of registration.

All costs associated with GPEB registration and certification will be the responsibility of
the vendor.

For further information regarding GPEB vendor registration and cettification contact:
Gaming Policy and Enforcement Branch, Registration and Certification Division
Location/Courier: 3rd Floor, 810 Government St, Victoria, B.C., VBW 1X3

Mailing Address: PO Box 9202 Stn. Prov. Govt., Victoria, B.C., V8BW 8J1

E-mail: Gaming.Redgistration@gov.bc.ca

Website; http://www.gaming.gov.bc.calregistration/index.htm

COMPANY INFORMATION

For identification and information purposes only, provide the following information about
your company:

« Complete legal company name and address (provide copy of certificate of
incorporation)

s Primary business and length of time business established
« Number of direct employees

» Nature of the company (i.e. sole proprietorship, corporation, partnership, joint
venture)

+« Corporate head office and branch locations
s Primary contact for this RFPQ {name, title, phone number and e-mail}

FINANCIAL VIABILITY

State whether your company has, under the laws of province or country, in the last three
(3) years been declared bankrupt or made a voluntary assignment in bankruptcy or made
a proposal under any legistation relating to bankruptcy or insolvency.

Upon request by BCL.C, proponent(s) will be required to provide evidence of
financial viability by providing audited financial statements of the past three
{3) years. If you are a subsidiary of another corporation, the financial
statements of the proponent proposing to provide the services described in
this RFP are to be submitted as well as the financial statements of the parent
company. BCLC will endeavour to keep confidential the financial information
provided to BCLC pursuant to applicable Canadian [aws.
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MARKETING COMMUNICATIONS

BACKGROUND

This section describes BCLC's requiremenis for Marketing Communications Services.
Proponents qualifying to respond to this section will have significant expertise, knowledge and
experience related to the following services:

« Marketing Strategy. Demonstrated expertise in using data and insights (business knowledge,
industry and competitor information, and customer insights) to drive marketing strategy for
variety of brands, products, channels, and services.

s« Creative Development: Ability to develop creative across a variely of mediums (both
traditional and digital mediums).

« Production: Ability to manage and execute creative assets and source suppliers as required
for a variety of mediums (both traditional and digital).

+ Branding and Design: Expertise in developing new brands, revitalizing existing brands and
developing and designing identities for programs or initiatives.

BCLC has also identified some key services that require specialized capabilities:

o Ethnic Marketing: Expertise in developing effective strategy and creative for marketing
campaigns targeting ethnic communities.

« Experiential Marketing: Expertise in developing marketing strategies and programs that
actively invite and encourage consumers to participate in brand engagement.
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SECTION 3 - MARKETING COMMUNICATIONS

All proponents gualified to respond to the Marketing Communications Services category should respond
to section 3, in its entirety ("ALL"). For this section, please keep your response t¢ no more 6 pages, single
spaced, 11 point font. Proponents are asked to carefully read the question and frame their response
accordingly.

3 CORPORATE STRENGTH REQUIREMENTS

3.1 ACCOUNT MANAGEMENT (ALL)

BCLC will require the successful proponent to provide a team (“Account Team”) who will
manage BCLC's account, and be responsible for co-ordinating all activities described in
this RFP.

The Account Team should be available for meetings at BCLC's Lower Mainland office, or
with other BCLC Marketing Communication Agencies when required to colfaborate, and
meetings could take place weekly, The Account Team should be available during BCLC
business hours (8:00 am to 5:00 pm PT)}, as well as provide some support outside
business hours to support BCLC's business operations {(e.g. Big Loito Jackpot support).

3.1.1  Provide details on the Account Team who would be working with BCLC during
the term of the agreement and include:

3.1.1.a Details of their relevant experience, education and expertise and the
percentage of their time you foresee can he allocated to BCLC’s
account;

3.1.1.b An organization chart of the Account Team assigned and the roles and
responsibilities of each member; and

3.1.1.¢ Any experience with accounts related to gambling.

3.1.2 Describe your ideal working relationship with BCLC as it relates to the actions or
steps that you will have in place to ensure deliverables are met and
communications are maintained in the event of an award.

3.1.3 Describe your ability to provide all invoicing, bill payment, full verification and
proof-of-performance functions as required by BCLC and general audit
principles.

3.2 COMPETITIVE ADVANTAGE (ALL)

Describe the strategic and tactical advantages that differentiate your Agency from your
competitors in Marketing Cemmunication as it relates to BCLC’s business. Describe this
competitive advantage and how it would benefit BCLC, including but not limited to, areas
of expertise, relationships, and any tools, methods and techniques used to provide the
services.

3.3 COLLABORATION (ALL)

At times, BCLC may have other Marketing Communication Agencies working on a
strategy that will require collaboration with the successful proponent. Describe how you
would coliaborate with other Marketing Communication Agencies including how you
would facilitate and what process you would follow. Provide recent examples of how you
have done this in the past.

13
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34

3.5

36

STRATEGIC ALLIANCES (ALL)

BCLC recognizes the value of working in parinership with the private sector, including
with marketing partners. There is an important strategic advantage in taking the values,
principles and assets of the public system and aligning them with the innovation,
resourcefulness and expertise of the private sector, where both organizations can benefit.
BCLC is interested in strategic relationships with marketing partners that can fulfill this
objective. State any experience or innovative approaches your Agency currently offers
that may be of value to BCLC in the area of Strategic Alliances.

VALUE ADD (ALL)

BCLC may be interested in other value-added services or functions relevant to the scope
of services described in this RFPQ. These value added services would be in addition to
what is required, but would complement the services the proponents provide. State any
value-added services, functions, related fee for service offerings, unique capabilities,
strategic parinerships, experience or innovative ideas your company offers that may be of
value to BCLC.

CLIENT BASE (ALL)

3.6.1 In the chart below, provide a list of your top, current clients along with a
description of the relevant services you provide. Please indicate if the client is a
national or regional client. Only include those clienis who receive similar services
to those described in BCLC's Marketing Communications requirements. Do not
include clients who are serviced by an affiliate agency or another regional office.

1)

2)

3)

4)

5)

10)

3.6.2 List the accounts you have gained in the past two years and the reason(s) you
were selected.

3.6.3 List the accounis you have lost or resigned in the past two years and the
reason(s) for the loss or resignation.

14
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SECTION 4 — MARKETING COMMUNICATIONS

All proponents qualified to respond to the Marketing Communications Services category should respond
to sections 4.1 through 4.4, in its entirety (“ALL"). Proponents qualifying to respond to the Marketing
Communications Services category should only respond to sections 4.5 through 4.8 as requested. For
this section, please keep your response to no more 10 pages, single spaced, 11 point font. Proponents
are asked to carefully read the question and frame their response accordingly.

4 BUSINESS AND/OR TEGHNICAL REQUIREMENTS

4.1

4.2

4.3

4.4

BUSINESS & CUSTOMER UNDERSTANDING (ALL)

4.1.1

4.1.2

4.1.3

Describe how you will maintain a good understanding of BCLG's business and
our customers,

Describe how your Agency leverages business and customer understanding to
inform marketing strategy, creative development, and ensure campaign
effectiveness?

Provide an example of a time when your Agency effectively used business or
customer understanding to optimize or enhance a marketing program.

STRATEGIC PLANNING (ALL)

421 Describe your experience translating business strategy into marketing strategy
and into creative,

4.2.2  Describe how you approach strategic marketing planning with your clients.

423 Provide an example of a strategic planning exercise that your Agency led that
successfully supported the development of an annual marketing plan.

INNOVATION (ALL)

431 How does your Agency stay on top of key frends affecting the marketing
landscape?

432  Describe the key trends affecting the marketing landscape, including what
emerging trends are relevant o BCLC and why.

433  Describe how you see creative and design evolving over the next three years
and how you would prepare for these changes.

4.3.4 Explain how your Agency has evolved ta meet the changing needs of your clients

including how you would see your Agency evolving in the future.

PERFORMANCE MANAGEMENT (ALL)

441

4.4.2

443

Describe how your Agency ensures optimum cost-effectiveness for its Marketing
Communications Services?

Describe the process your Agency follows to evaluate the effectiveness of your
work regarding:

4.4.2.a Creative
4.4.2.b Campaign Execution

Explain how you use data and insights to drive improvements or changes to your
marketing campaigns.

15
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4.6

4.5

4.4.4 Provide an example of a time when you were effective at optimizing a campaign
thal was not meeting business goals / objectives.

DIGITAL & TRADITIONAL CREATIVE DEVELOPMENT & PRODUCTION (AS
REQUESTED)

4.5.1 Describe your capabilities in each of the areas listed below:
4.5.1.a Developing integrated multi-media campaigns.
4.5.1.h Developing creative concepts for both traditional and digital mediums.

4.5.1.c Adapting and optimizing creative concepts for the best use of the
medium,

4.5.1.d File preparation and production for a variety of mediums, including both
traditional and digital mediums.

4.5.1.e Developing smart and effective digital marketing strategies to support
both upper and lower funnel objectives.

4.5.1f Developing smart and effective branding sirategies for new brands
and/or repositioning of existing brands.

4.5.1.g Developing smart and effective in-store / in-facility marketing strategies
to support BCLC's bricks and mortar business,

4.5.1.h Ability to support BCLC's Lotto Jackpot alert requirements with the ability
to turn around creative and production under short timelines.

4.5.1.i Understanding the complexities of a highly regulated indusfry and
adhering to strict advertising standards.

452 Provide a recent example (past year) of a successful muiti-media campaign that
combined both traditional and digital components. How did you ensure that the
creative was optimized for each medium, while maintaining overall campaign
integration? Provide resuits,

453 Provide one example of a campaign you have executed in the past year that
demansirates how you provide unwavering brand stewardship. Describe how
your example demonstrates your capabilities and include campaign results.

454 Provide an example of a recent campaign that leveraged a convergent approach
and was successful at driving performance in both bricks and mortar and digital
channels.

455  Define “great creative”, and provide one recent example {past year) of your best
creative work including a description of the strategy and objectives.
DIGITAL-ONLY CREATIVE DEVELGPMENT & PRODUCTION (AS REQUESTED)
4.61 Describe your capabilities in each of the areas listed below:
4.6.1.a Developing integrated multi-media digital campaigns.
4.6.1.b Developing creative concepts for a variety of digital mediums.

4.6.1.c Adapting and optimizing creative concepts developed originally for
traditional mediums into digital mediums.

4.6.1.d File preparation and production for a variely of digital mediums.

16
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4.7

46.2

4.6.3

4.6.4

46.5

4.6.1.e Developing smart and effective digital marketing strategies to support
both upper and lower funnel objectives.

4.6.1.f Ability to develop ad hoc creative for traditional mediums.

4.6.1.g Ability to support BCLC's Lotto Jackpot alert requirements with the ability
to turn around creative and production under short timelines.

4.6.1.h Understanding the complexities of a highly regulated industry and
adhering to strict advertising standards.

Provide a recent example (past year) of a successful muiti-media digital
marketing campaign that combined both upper and lower funnel tactics. How did
you ensure that the creative was optimized for each medium, while maintaining
overall campaign integration? Provide results.

Provide one example of a campaign you have executed in the past year that
demonstrates how you provide unwavering brand stewardship. Describe how
your example demonstrates your capabilities and include campaign resuits.

Provide an example of a recent digital campaign that was effective at driving
performance to bricks and mortar channels.

Define “great creative”, and provide one recent example (past year) of your best
creative work including a description of the strategy and objectives.

ETHNIC MARKETING (AS REQUESTED)

4.7.1

4.7.2

4.7.3

Describe your capabilities in each of the areas listed below:

4.7.1.a Developing crealive and media strategies for multicultural campaigns
targeted to Ethnic/multi-cultural communities.

4.7.1.b Planning ethnic media campaigns across a variety of mediums. Please
note: Ethnic Media buying may be executed through the Media Buying &
Planning Services category.

4.7.1.¢c Developing ethnic creative concepts for a variety of mediums (both
traditional and digital).

4.7.1.d Fite preparation and production for a variety of mediums.

4.7.1.¢ Ensuring brand consistency and integration to other marketing
campaigns.

4.7.1.F Understanding the complexities of a highly regulated industry and
adhering to strict advertising standards.

Provide an example of successful ethnic marketing program that you led that was
effective at reaching a targeted customer segment. Provide results including the
specific metrics used to measure success.

Define “great creative”, and provide one recent example {past year) of your best
creative work as it pertains to Ethnic marketing. Include a description of the
strategy and objectives.

bele

playing it right



4.8

EXPERIENTIAL MARKETING {AS REQUESTED)
4.8.1

482

4.8.3

Describe your capabilities in each of the areas listed below:

4.8.1.a Developing smart and effective experiential marketing programs that
invite and encourage consumer engagement.

4.8.1.b Ensuring brand consislency and integration to other marketing programs.
4.8.1.¢c Handling all program logistics and managing effective execution.

4.8.1.d Understanding the complexities of a highly regulated industry and
adhering to strict advertising standards.

Provide an example of successful experiential marketing program that you led
that was effective at generating engagement with a product, channel, or service.
Provide results including the specific metrics used fo measure success.

Define “great creative”, and provide one recent example (past year) of your best
creative work as it pertains to experiential marketing. Include a description of the
strategy and objectives.
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FREELANCE

BACKGROUND

For the Freelance category, BCLC requires access to Freelancers who are highly skilled in
specialized areas through a direct primary contract business relationship. This category is an
opportunity for individuals or small agencies tc work on BCLC’s business. Work assignments
awarded to Freelancers will most often be tactical in nature, requiring quick turnaround times and
cost-effective rates.

This section describes BCLC's requirements for Freelance Services. Proponents responding fo
this section will have significant expertise, knowledge and experience related to any of the
following services:

Branding: Expertise in developing new brands, revitalizing existing brands and developing
and designing identities for programs or initiatives. Experience developing graphics standards
manuals and brand identity style guides.

User Experience (UX): Expertise in user-centered design methodologies. Experience in user
research, information architecture, interaction design, user interface design, and usability
testing,

Multi-media design: Expertise in art direction, creative development, and production.
Experience creating designs for a variety of mediums / file types including but not limited tfo:
print, point-of-sale (digital and print), brochures, web and mobile assets, social media assets,
and motion graphics.

Content Strategy: Expertise developing content stralegies for brands, products, channels,
and services. Experience understanding user needs, auditing existing content, establishing
goals and objectives, and formulating recommendations around priority and hierarchy of
content.

Copywriting: Demonstrated expertise in copywriting across a variety of mediums including
but not limited to: brochures and other print materials, point-of-sale, websites, landing pages,
blogs, social media, and direct marketing.

Direct Marketing: Expertise in direct marketing for email, mobile, and mail deployments.
Experience developing both creative assets and results-driven copy.

19
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SECTION 56 — FREELANCE

All proponents qualified to respond to the Freelance category should respond to section 5, in its entirety
("ALL"). For this section, please keep your response to no more 4 pages, single spaced, 11 point font,
Proponents are asked to carefully read the question and frame their response accordingly.

5

REPUTATION REQUIREMENTS

5.1

52

5.3

5.4

5.5

EXPERIENCE (ALL)
5.1.1 Describe your core competencies and recognized expertise in the market.
5.1.2  Provide the following information:
5.1.2.a Number of direct employees
5.1.2.b Partnerships and certifications
5.1.2.c Any experience in the gambling or gaming industry
ACCOUNT MANAGEMENT (ALL)

BCLC will require the successful proponent to manage BCLC's account, related projects,
and be responsible for co-ordinating all activities described in this RFP. Successful
proponents should be available during BCLC business hours {(8:00 am to 5:00 pm PT) and
may be required to altend meetings at BCLC's Lower Mainland office.

521 Please provide contact information for the main point of contact on this Account.

52.2  Describe your ideal working relationship with BCL.C as it relates to the actions or
steps that you will have in place to ensure deiiverables are met and
communications are maintained in the event of an award.

52.3  Describe your ability o provide all invoicing, bill payment, full verification and
proof-of-performance functions as required by BCLC and general audit
principles.

COLLABORATION (ALL)

At times, BCLC may require involvement or collaboration between a number of marketing
stakeholders and the successful proponent. Describe how you would collaborate with
other stakeholders, including any processes you would follow. Provide a recent example
of how you have done this in the past.

VALUE ADD (ALL)

BCLC may he interested in other value-added services or functions relevant to the scope
of services described in this RFPQ. These value added services would be in addition to
what is required, but would complement the services the proponents provide. State any
value-added services, functions, related fee for service offerings, unique capabilities,
strategic partnerships, experience or innovative ideas your company offers that may be of
value to BCLC.

CLIENT BASE (ALL)

In the chart below, provide a list of your top, current clients along with a description of the
relevant services you provide. Please indicate if the client is a national or regional client.
Only include those clients who receive similar services to those described in BCLC's
Freelance Services requirements. Do not include past clients who you previously
serviced in former agency roles.
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SECTION 6 — FREELANCE

6 BUSINESS AND/OR TECHNICAL REQUIREMENTS

All proponents qualified to respond to the Freelance Services category should respond to sections 6.1
through 6.4, in its entirety (“ALL"). Proponents qualifying to respond to the Freelance Services category
should only respond to the relevant sections within sections 6.5 through 6.10 as requested. For this
section, please keep your response to no more 10 pages, single spaced, 11 point font. Proponents are
asked to carefully read the question and frame their response accordingly.

6.1 BUSINESS & CUSTOMER UNDERSTANDING (ALL)

6.1.1 Describe how you will maintain a good understanding of BCLC’s business and
our customers.

. 812 Describe how you leverage husiness and customer understanding in the services
you provide.
6.2 SPEED TO MARKET (ALL)
Critical to this category is the ability for Freelance proponents to turn around work in a
timely manner.
6.2.1 Describe the desired tead time you will require in order to effectively provide your
services.
6.2.2 Describe the process you follow in order to meet timelines and key deliverables,
6.3 INNOVATION (ALL)
6.3.1 Describe how you stay on top of industry trends and best practices.

6.3.2  Explain how you have evolved to meet the changing needs of vour clients.

6.4 PERFORMANCE MANAGEMENT (ALL)
6.4.1 Describe how you ensure cost-effective delivery of your services.

6.4.2  Describe the process you follow to evaluate the effectiveness of your work.

6.5 BRANDING (AS REQUESTED)
6.5.1 Describe your capabilities as it relates to each of the following:

6.5.1.a Developing new brands, revitalizing existing brands, and developing and
designing identities for programs or initiatives.

6.5.1.b Developing graphics standards manuals and brand identity style quides.

6.5.2 Define a “great brand”, and provide one recent example (past year) of your best
branding work. Inciude a description of the strategy and objectives.

6.5.3  Understanding the complexities of a highly regulated industry and adhering to
strict advertising standards.

6.6 USER EXPERIENCE {UX) (AS REQUESTED)
6.6.1 Describe your capabiiities as it relates to any / or as many of the following areas:

6.6.1.a User Research & Usability Testing

22



6.7

8.8

6.6.2
6.6.3

6.6.4

6.6.5

6.6.1.b Information Architecture

6.6.1.¢ Interaction Design
6.6.1.d User Interface Design
Describe how you approach user-centered design.

Describe how you approach UX for desktop versus mobile experiences. Does
your approach differ?

Define a “great user experience”, and provide one recent example (past year) of
your best UX work. Include a description of the strategy and objectives.

Understanding the complexities of a highly regulated industry and adhering to
strict advertising standards.

MULTIMEDIA DESIGN (AS REQUESTED)

6.7.1

6.7.2

6.7.3

Describe your capabilities as it relates to the following areas:
6.7.1.a Developing creative assets for a variety of print mediums.
6.7.1.b Developing creative assets for a variety of digital mediums.
6.7.1.c Ensuring designs are on brand.

6.7.1.d Experience developing motion graphics.

6.7.1.e Adapting and optimizing creative concepts for the best use of the
medium.

6.7.1.f File preparation and production for a variety of mediums.

Define “great design”, and provide one recent example (past year) of your best
design work. Include a description of the strategy and objectives.

Understanding the complexities of a highly regulated industry and adhering to
strict advertising standards.

CONTENT STRATEGY (AS REQUESTED)

6.8.1

6.8.2

6.8.3

Describe your capabilities as i relates to

6.8.1.a Developing content strategies for brands, products, channels, and
services.

6.8.1.b Understanding user needs and user behaviours.
6.8.1.c Performing content audits.
6.8.1.d Defining content strategy and making recommendations.

6.8.1.e integrating content strategy into other facets of the business for
raximum impact.

Define "great content strategy”, and provide one recent example (past year) of
your hest content strategy work. Include a description of the strategy and
objectives.

Understanding the complexities of a highly reguiated industry and adhering to
sirict advertising standards.

bele
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6.9

6.10

COPYWRITING (AS REQUESTED)
6.9.1 Describe your capabilities as it relates to:
6.9.1.a Copywriting for a variety of print and digital mediums.

6.9.1.b Copywriting in both long and short form (brochures and web copy to
point-of-sale and headline copy).

6.9.1.c Ensuring copy is on brand and in the right tone of voice.
6.9.1.d Editing and proofreading.
6.9.1.e Incorporating keywords into digital copy to optimize SEO.

6.9.1.f Understanding the complexities of a highly regulated industry and
adhering to strict advertising standards.

5.9.2  Define "great copy", and provide one recent example (past year) of your best
copywriting work. Include a description of the strategy and objectives.

DIRECT MAIL (AS REQUESTED)
6.10.1 Describe your capabilities as it relates to:
6.10.1.a  Direct Marketing for email, mobile, and mail deployments.

6.10.1.b Developing conversion and resulis-focused copy, designs, and
layouts for Direct Marketing activities.

6.10.1.¢c  Testing and optimizing variables (copy, design, and flayout) to
maximize performance.

6.10.2 Define "great Direct Marketing”, and provide one recent example {past vear) of
your best Direct Marketing work. Include a description of the strategy and
objectives.

bele
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MEDIA BUYING & PLANNING

BACKGROUND

This section describes BCLC's requirements for Media Buying & Planning Services. Proponents
qualified to respond to this section will have significant expertise, knowledge and experience
related to these services:

+« Media Strategy: Demonstrated expertise in using data and insights (business knowiedge,
industry and competitor information, media consumption, and customer insights) to drive
media strategy for variety of brands, products, channels, and services.

« Media Planning: Ability fo plan and recommend the appropriate investment in various
mediums fo reach business goals and objectives.

« Media Buying: Ability to negotiate and secure all media buys across a variety of mediums,
securing a variety of premium and niche media inventory.

+ Relationship Management & Buying Power: Proven relationships with BC and Canadian
media outlels to secure the most cost-effective rates and value add for BCLC.

s Performance Management & Campaign Optimization: Demonstrated experience optimizing
media campaigns to ensure BCLC’s media plans are generating the greatest possible results.

CURRENT MEDIA USAGE

BCLC currently has a 52-week TV base buy strategy for 30 second spols. The benefit of this buy
includes consistent National Lotto Game presence, better quality buys and cost efficiencies. This
buy is currently used exclusively for “jackpot alerts” and branding for our Lotto games.

In addition 1o the 52 week media buys, BCLC layers on additional heavy-ups and spot buys in a
variety of media, to support various brands and lines of business.

On average, BCLC's annual media spend is estimated between $10 and $15 million; however,
this amount includes BCLC’s national media buy that supports Big Lotto brands. National media
buys are excluded from the scope of this RFPQ. Below is a typical Media Budget Aftocation
{based on 2015 breakdown).

Media Type % Spend
™v 40%
Radio 18%
Print 7%
Digital 24%
Out-of-home 11%
Total 100%
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SECTION 7 —~ MEDIA BUYING & PLANNING

All proponents qualified to respond to the Media Buying & Planning Services category should respond to
section 7, in its entirety ("ALL"). For this section, please keep your response to no more 8 pages, single
spaced, 11 point font. Proponents are asked to carefully read the question and frame their response
accordingly.

7 CORPORATE STRENGTH REQUIREMENTS

7.1 ACCOUNT MANAGEMENT (ALL)

BCLC will require the successful proponent to provide a team (“Account Team} who will
manage BCLC's account, and be responsible for ca-ordinating all activities described in
this RFP.

The Account Team should be available for meetings at BCLC’s Lower Mainland office, or
with other BCLC Marketing Communication Agencies when required to collaborate, and
meetings could take place weekly. The Account Team should be available during BCLC
business hours (8,00 am to 5:00 pm PT), as well as provide some support outside
business hours to support BCLC's business operations (e.g. Big Lotto Jackpot support),

7.11 Provide details on the Account Team who would be working with BCLC during
the term of the agreement and include;

7.1.1.a Details of their relevant experience, education and expertise and the
percentage of their time you foresee can he allocated to BCLC's
account;

7.1.1.b An organization chart of the Account Team assigned and the roles and
responsibilities of each member; and

7.1.1.¢ Any experience with accounts related to gambling.

7.1.2 Describe your ideal working relationship with BCLC as it relates to the actions or
steps that you will have in place to ensure deliverables are met and
communications are maintained in the event of an award.

7.1.3  Describe your Account Team's ability to provide all buying management,
invoicing, bill payment, full verification and proof-of-performance functions as
required by BCLC and general audit principles.

72 COMPETITIVE ADVANTAGE (ALL)

Describe the strategic and tactical advantages that differentiate your Agency from your
competitors in Media Buying and Planning Services category as it relates to BCLC's
business. Describe this competitive advantage and how it would benefit BCLC, including
but not limited to, areas of expertise, refationships, and any tools, methods and
techniques used to provide the services.

7.3 COLLABORATION {(ALL)

At times, BCLC may have cther Marketing Communication Agencies working on a
strategy that will require collaboration with the successful proponent. Describe how you
would collaborate with other Marketing Communication Agencies including how you
would facilitate and what process you would follow. Provide recent examples of how you
have done this in the past.

bele
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7.4

7.5

7.6

STRATEGIC ALLIANCES (ALL)

BCLC recognizes the value of working in partnership with the private seclor, including
with marketing partners. There is an imporiant strategic advaniage in taking the values,
principles and asseis of the public system and aligning them with the innovation,
resourcefulness and expertise of the private sector, where both organizations’ can
benefit. BCLC is interested in strategic relationships with marketing partners that can
fulfill this objective. State any experience or innovalive approaches your Agency
currently offers that may be of value to BCLC in the area of Strategic Alliances.

VALUE ADD (ALL)

BCLC may be interested in other value-added services or functions relevant to the scope
of services described in this RFPQ. These value added services would be in addition to
what is required, buf would complement the services the proponents provide,

7.5.1 State any value-added services, functions, related fee for service offerings,
unique capabilities, strategic parinerships, experience or innovative ideas your
company offers that may be of value to BCLC.

7.5.2  Describe the type of added value that you feel it would be possible o negotiate
as part of BCLC's media campaigns and how that would be of value to BCLC.
State your goals and approach to negotiating added value for BCLC.

CLIENT BASE (ALL})

7.61 In the chart below, provide a list of your top, current clients along with a
description of the relevant services you provide. Please indicate if the client is a
national or regional client. Only include those clients who receive similar services
to those described in BCLC's Media Buying and Planning requirements. Do not
include clients who are serviced by an affiliate agency or another regional office.

1)

2)

3)

4)

9)

10)

7.6.2  List the accounts you have gained in the past two years and the reason(s) you
were selected.

7.6.3 List the accounts you have lost or resigned in the past two years and the
reason(s) for the loss or resignation.
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7.7

MEDIJA BILLINGS & BUYING POWER (ALL)
771

In the chart below, indicate the number of clients in each billing range. Figures
are on a per annum spend. Only include those clients who receive similar
services to those described in BCLC's Media Buying & Planning requirements.
Do not include clients who are serviced by an affiliate agency or another regional
office.

# of Clients

7.7.2

In the chart below, classify your Agency’'s media billings (%) by the various media
types (i.e. TV, print, radio, out-of-home, digital, etc.) and the value of the billing in
each category.

% of Bill

ings

Value of

Billings

7.7.3

7.74

List your Agency’s total media billings for the past 3 years including a projection
for your current fiscal year.

Media buying clout, negotiating power, volume discounts and commissions from
media companies are some of the avenues to maximize refumn on adverisers’
investment.

7.7.4.a Describe the benefits that your Agency's relationships with media
suppliers will provide to BCLC and provide a recent example of where a
client has henefitted from your media relationships.

7.7.4.b Describe your ability to negotiate corporate media rates and plan and
manage annual base buys, in a variety of mediums.

7.7.4.c Describe your ability to secure and maintain BCLC volume discounts and
pricing.
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SECTION 8 — MEDIA BUYING & PLANNING

All proponents qualified to respond to the Media Buying & Planning Services category should respond to
sections 8.1 through 8.4, in its entirety. Proponents qualifying to respond fo the Media Buying & Planning
Services category should only respond to the relevant sections within sections 8.5 and 8.6 as requested.
For this section, please keep your response to no more 12 pages, single spaced, 11 point font
Proponents are asked to carefully read the question and frame their response accordingly

8 BUSINESS AND/OR TECHNICAL REQUIREMENTS

8.1 BUSINESS & CUSTOMER UNDERSTANDING (ALL)

8.1.1 Describe how you will maintain a good understanding of BCLC's business and
our customers.

8.1.2  Describe how your Agency leverages business and customer understanding io
inform media strategy and ensure campaign effectiveness?

8.1.3  Provide an example of a time when your Agency effectively used business or
customer understanding to optimize or enhance a media campaign.

8.1.4 How has the consumption of media changed over the past three years? How has
this affected your media planning and buying strategies?

8.2 STRATEGIC PLANNING (ALL)
8.2.1 Describe your experience franslating business strategy into media strategy.
8.2.2 Describe how you approach strategic media planning with your clients.

8.2.3 Provide an example of a strategic planning exercise that your Agency led that
successfully supported the development of an annual media plan.

8.3 INNOVATION (ALL)

8.3.1 How does your Agency stay on top of key frends affecting the marketing
landscape?

8.3.2  Describe the key trends affecting the media landscape, including what emerging
trends are relevant to BCLC and why.

8.3.3 Describe what you envision as emerging media in the next two years and how it
could be used to BCLC's advantage.

8.34 Describe how you see media buying and planning evolving over the next three
years and how you would prepare for these changes.

8.3.5 Explain how your Agency has evolved to meet the changing needs of your clients
including how you would see your Agency evolving in the future.

8.4 PERFORMANCE MANAGEMENT (ALL)

8.41 Describe how your Agency ensures optimum cost-effectiveness for its Media
Buying & Planning Services?

8.4.2 Describe the process your Agency follows to evaluate the effectiveness of your
waork and your ability to deliver excellent returns to BCLC regarding:

8.4.2.a Media Strategy
8.4.2.b Campaign Execution
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8.4.3

8.4.4

Explain how you use data and insighis to drive improvements or changes to your
media campaigns. What fools and/or process do you use to achieve these
insights?

Provide an example of a time when you were effective at optimizing a campaign
that was not meeting business goals / objectives.

8.5  TRADITIONAL MEDIA BUYING & PLANNING (AS REQUESTED)

8.5.1

852

Describe your Agency's Media Buying & Planning methodology and how your
Agency's appreach can benefit BCLC. Does your methodology differ when
buying or planning for traditional versus digital mediums.

Describe your capabilities in each of the areas listed below:

8.5.2.a Developing integrated media  strategies and  executional
recommendations based on brand objectives, strategies, target groups,
and consideration of other marketing or media activity.

8.5.2.b Planning and buying media in a variety of traditional mediums (TV, radio,
print, out-of-home, etc.).

8.5.2.¢c Buying media for ethnic marketing campaigns targeted to multi-cultural
communities.

8.5.2.d Accessing both premium and niche media inventory.
8.5.2.e Accessing national and regional media inventory.
8.52f Optimizing media plans based on results and performance.

8.5.2.g Supporting BCLC’s Lolto Jackpot alert requirements with the ability to
source premium inventory with short lead times.

8.5.2.h Supporting BCLC's Lotto Jackpot trafficking requirements efficiently and
effectively to ensure accurate jackpot amounts are conveyed in all
advertising.

8.5.21 Understanding the complexities of a highly regulated industry and
adhering to strict advertising standards.

8.6 DIGITAL MEDIA BUYING & PLANNING (ALL)

8.6.1

8.6.2

Describe your Agency's Digital Media Buying & Planning methodology and how
your Agency’s approach can benefit BCLC.

Describe your capabilities in the following areas:

8.6.2.a Developing integrated digital media strategies and executional
recommendations based on brand objectives, sirategies, target groups,
and consideration of other marketing / media activity.

8.6.2.b Ensuring digital media plans are both integrated and complementary to
traditional media plans.

8.6.2.c Delivering both awareness and performance based digital media
solutions.

8.6.2.d Accessing both premium and niche digital inventory.

8.6.2.e Accessing and optimizing programmatic media buys.
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8.6.3

8.6.4

8.6.2f Developing and managing paid search campaigns across muitiple
search engines and devices.

8.6.2.g Planning and managing mobile advertising campaigns.

8.6.2.h Planning and managing social media advertising campaigns across
multiple platforms.

8.6.2.i Ability to integrate third-party ad-buy data with Google Analytics

8.6.2.j How you accurately measure and attribute performance to muttiple digital
touchpoints across digital campaigns

8.6.2.k Regularly optimizing digital media plans based on resulis and
performance (describe frequency and cadence of campaign
optimization).

8.6.2.| Buying digital media for multiculfural campaigns targeted to ethnic
communities.

8.6.2.m Supporting BCLC's Lotto Jackpot alert requirements with the ability {o
source premium inventory with short lead times.

8.6.2.n Supporting BCLC's Lotto Jackpot trafficking requirements efficiently and
effectively to ensure accurate jackpot amounts are conveyed in all
advertising.

8.6.2.0 Understanding the complexities of a highly regulated industry and
adhering to strict advertising standards.

Provide us with your point-of-view for maintaining a digital-only Media Buying and
Planning Services agency or whether BCLC should altempt a centralized
appreach to Media Buying & Planning Services under one Media Buying &
Planning Agency. What value can BCLC expect to realize with either approach?

Share your point-of-view on the use of a Data Management Platform for
enhanced campaign performance. How would you go about implementing this for
BCLC?
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DIGITAL SERVICES

BACKGROUND

This section describes BCLC's requirements for Digital Services. BCLC is looking for highly
specialized, leading digital agency partners that can help advance BCLC’s digital footprint,
develop digital transformation strategies and road maps, and help build internal digital experience
and capabilities. Proponents responding to this section will have significant expertise, knowledge
and experience related to these services.

User Experience (UX): Demonslrated expertise, knowledge and experience in delivering UX
services to ensure our digital properties and related services have the appropriate usability,
visual presentation, and provide a positive overall experience for our players. Specific
expertise is required in the following areas:

o Design Research: Ethnographic studies and contextual inguiries, diary studies,
persona creation, user inlerviews, and usability testing.

o User Experience Design: Interaction design, interface design, mobile/tablet
experience design, wire-framing, proto-typing, complex application design, and front-
end web and application development,

o Customer Experience Strategy: Experience maps, user journeys, user flows and
storyboards, and experience architecture,

Mobile: Demonstrated expertise, knowledge, and experience in the area of mobile usage and
mobile delivery to ensure that BCLC is fully leveraging the mobile opportunity across our
products, channels, and services. Provides thought leadership to develop mobile strategies
and roadmaps including but not limited to: mobile applications, mobile website development,
mobile optimization, and associated player messaging strategies.

Search Engine Optimization (SEO). Demonstrated expertise, knowledge and experience in
the area of SEO to ensure that BCLC's web properties are highly ranked amongst the top
search engines. Supports the developmant of a dynamic SEOQ strategy and roadmap which
includes technical support to BCLC teams for implementation and ongoing reporting and
performance check-ins. It is expected that the selected pariner work alongside Media
Agency of Record {o ensure alignment between SEO and Paid Search marketing efforts for
maximum efficiencies.

Social Media: Demonstrated expertise, knowledge and experience in the area of Social
Media to inform BCLC's enterprise social media strategy. BCLC is not looking for agency
partners to develop social media campaigns aimed at community growth or engagement. We
are looking for a strategic pariner who will help us critically evaluate our social media
investments; determine the right social media platforms based on business objectives, target
markets, and consumer behaviour; develop a relevant content sirategy; and beild out a
robust performance framewaork.

Note: Not in scope for the Digital Services category is digital game development or delivery or
Digital Media Buying & Planning, which will be assigned through the Media Buying & Planning
category.

32

playing it right



SECTION 8 — DIGITAL SERVICES

All proponents gualified to respond to the Digital Services category should respond to section 9, in its
entirety. For this section, please keep your response to no more 6 pages, single spaced, 11 point font,
Proponents are asked to carefully read the guestion and frame their response accordingly.

9 CORPORATE STRENGTH REQUIREMENTS

9.1 ACCOUNT MANAGEMENT (ALL)

BCLC will require the successful proponent to provide a team ("Account Team") who will
manage BCLC's account, and be responsibie for co-ordinating all aclivities described in
this RFP.

The Account Team should be available for mestings at BCLC's Lower Mainland office, or
with other BCLC Marketing Communication Agencies when required to collaborate, and
meetings could take place weekly. The Account Team should be available during BCLC
business hours {8:00 am to 5:00 pm PT), as well as provide some support outside
business hours to support BCLC’s business operations {e.g. Big Lotto Jackpot support).

9.1.1 Provide details on the Account Team who would be working with BCLC during
the term of the agreement and include:

9.1.1.a Details of their relevant experience, education and expertise and the
percentage of their time you foresee can be allocated to BCLC’s
account;

9.1.1.b An organization chart of the Account Team assigned and the roles and
responsibilities of each member; and

9.1.1.¢ Any experience with accounts related to gambling.

9.1.2  Describe your ideal working relationship with BCLC as it relates to the actions or
steps that you will have in place to ensure deliverables are met and
communications are mainfained in the event of an award.

9.1.3 Describe your ability to provide all invoicing, bill payment, full verification and
proof-of-performance functions as required by BCLC and general audit
principles.

9.2 COMPETITIVE ADVANTAGE (ALL)

Describe the strategic and tactical advantages that differentiate your Agency from your
competitors in the Digital Services category as il relates to BCLC's business. Describe
this competitive advantage and how it would benefit BCLC, including but not limited to,
areas of expertise, relationships, and any toocis, methods and techniques used to provide
the services.

9.3 COLLABORATION (ALL)

At times, BCLC may have other Marketing Agencies working on a strategy that will
require collaboration with the successful proponent. Describe how you would collaborate
with other Marketing Agencies including how you would facilitate and what process you
would follow. Provide recent examples of how you have done this in the past.

33

playing it right



9.4 STRATEGIC ALLIANCES (ALL)

BCL.C recognizes the value of working in partnership with the private sector, including
with marketing partners. There is an important strategic advaniage in taking the values,
principles and assets of the public system and aligning them with the innovation,
resourcefulness and expertise of the private sector, where both organizations' can
benefit. BCLC is interested in strategic relationships with marketing partners that can
fulfill this cobjective. State any experience or innovative approaches your Agency
currently offers that may be of value to BCLC in the area of Strategic Alliances.

9.5 VALUE ADD (ALL)

BCLC may be interested in other value-added services or functions relevant to the scope
of services described in this RFPQ. These value added services would be in addition to
what is required, but would complement the services the proponents provide. State any
value-added services, functions, related fee for service offerings, unique capabilities,
strategic partnerships, experience or innovative ideas your company offers that may be of
value to BCLC,

9.6 CLIENT BASE (ALL)

9.6.1

In the chart below, provide a list of your top current clients along with a
description of the relevant services you provide. Please indicate if the client is a
national or regional client. Only include those clients who receive similar services
to those described in BCLC's Digital Services requirements. Do not include
clients who are serviced by an affiliate agency or another regional office.

Description of Digital

10)

9.6.2 List the accounts you have gained in the past two years and the reason(s) you
were selected.

9.6.3 List the accounis you have lost or resigned in the past two years and the

reason(s) for the loss or resignation.
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SECTION 10 — DIGITAL SERVICES

All proponents qualified to respond fo the Digital Services category should respond to sections 10.1
through 10.5, in its entirety. Proponents qualifying to respond to the Digital Services category should only
respond to the relevant sections within sections 10.6 through 10.9 as requested. For this section, please
keep your response to no more 10 pages, single spaced, 11 point font. Proponents are asked to carefully
read the guestion and frame their response accordingly.

10 BUSINESS AND/OR TECHNICAL REQUIREMENTS (ALL)

10.1 BUSINESS & CUSTOMER UNDERSTANDING (ALL)

10.1.1

10.1.2

10.1.3

Describe how you will maintain a good understanding of BCL.C's business and
our cuslomers.

Describe how your Agency leverages business and customer understanding to
inform digital strategy and ensure digital effectiveness.

Provide an example of a time when your Agency effectively used business or
customer understanding to optimize or enhance a digital program.

10.2  STRATEGIC PLANNING (ALL)

10.2.1

10.2.2
10.2.3

Describe your experience translating business strategy into digital strategy and
execution.

Describe how you approach strategic planning with your clients.

Provide an example of a strategic planning exercise that your Agency led that
successfully supporied the development of a digital strategy or road map.

10.3 PROJECT MANAGEMENT (ALL)

10.3.1

BCLC expects successful proponents to manage a variety of projects, which may
include implementation, training, prohlem solving, issue resolution, reporting,
timelines, milestones, etc. The successful proponents should also have a
pracess in place that will enable a quick ‘ramp up' of productive resources in
reaction fo new projects with tight timelines or a sudden timeline change to an
existing project.

10.3.1.a Describe your project management methodology.

10.3.1.b Describe your organization's ‘ramp up’ process that enables you to
respond quickly in providing productive resources for a new project, or
for a change in a current project, to meet specified timelines.

10.3.1.c How do you ensure deliverables are “high quality”, on time and within
budget?

104 INNOVATION {ALL)

10.4.1
10.4.2

10.4.3

How does your Agency stay on top of key trends affecting the digital landscape?

Describe the key trends affecting the digital iandscape. What emerging trends
are relevant to BCLC and why?

Describe how you do see digital evolving over the next three years including how
you ptan to prepare for these changes?
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10.4.4

10.5.2

10.5.3

10.5.4

Explain how your Agency has evolved to meet the changing needs of your clients
including how you would see your Agency evolving in the future.

10.5 PERFORMANCE MANAGEMENT {ALL)
10.5.1

Describe how your Agency ensures optimum cost-effectiveness for digital
delivery.

Describe the process / procedures your Agency follows to evaiuate the
effectiveness of your clients’ digital investments,

Tell us about how you use data and insights to drive improvements or changes to
digital programs.

Provide an example of a time when you were effective at optimizing a digital
program that was not meeting business goals / ohjectives?

10.6  USER EXPERIENCE (UX} (AS REQUESTED)

10.6.1
10.6.2

10.6.3
10.6.4
10.6.5

10.6.6
10.6.7

Describe your experience and understanding of UX.
Describe your capabilities in the following areas:

10.6.2.a Design Research: Ethnographic studies and contextual inquiries, diary
studies, persona creation, user interviews, and usability testing,

10.6.2.b User Experience Design: Interaction design, interface design,
mobile/tablet experience design, wire-framing, proto-typing, complex
application design, and front-end web and application development.

10.6.2.¢ Customer Experience Strategy: Experience maps, user journeys, user
fiows and storyboards, and experience architecture.

Describe your company's range of methodologies in regards to UX research and
design.

How is UX changing and how can BCLC best position itself for success in this
area?

Describe your approach to delivering great user experiences across a variety of
devices. Provide an example of a time when you have done this.

How do you leverage data and customer insights to inform user experiences?

Evaluate one of BCLC's digital properties, providing three strategic
recommendations or priorittes as it pertains to delivering a better user
experience.

10.7  MOBILE (AS REQUESTED)

10.7.1

10.7.2

10.7.3

10.7.4

Describe your experience and understanding of the mobile landscape and how to
effectively deliver mobile experiences.

How is the mobile landscape changing and how can BCLC best position itself for
success in this space?

Describe your approach to developing an enterprise mobile strategy. Provide an
example of a time when you have done this.

Describe your Agency's experience designing mobile solutions that enhance the
overall customer experience? Share results.
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10.8

10.9

10.7.5

10.7.6

Evaluate one of BCLCs web properties, providing three strategic
recommendations or priorities as it pertains to delivering a better mobile
experience.

What is your approach to mobile optimization? How do you leverage data and
customer insights o inform designs, improvements, or new features or
functionality?

SEARCH ENGINE OPTIMIZATION (AS REQUESTED)

10.8.1
10.8.2

10.8.3

10.8.4

10.8.5
10.8.6
10.8.7

Describe your experience and understanding of SEO.

How is the search landscape changing and how can BCLC best! position itself for
success in this space?

Describe your appreach to developing an enterprise SEO strategy. Provide an
example of a time when you have done this.

Evaluate one of BCLC's web propeities from a SEO perspective, providing three
strategic recommendations as areas of opportunity or improvement.

What is your approach to working with technical teams on SEO implementation?
Describe your experience running results-focused SEO campaigns.

What does a good performance framework for SEOQ lgok like? What is your
approach to provide ongoing reporting and performance check-ins?

SOCIAL MEDIA (AS REQUESTED)

10.9.1
10.9.2

10.9.3

10.9.4

10.9.5
10.9.6

Describe your experience and understanding of the Social Media landscape.

How is Social Media changing and how can BCLC best position itself for success
in this space?

Describe your approach to developing an enterprise Social Media strategy.
Provide an example of a time when you have done this.

Evaluate one of BCLC's social media communities and critically evaluate its
performance, providing three strategic recommendations as areas of apportunity
or improvement.

What is your approach to developing a content strategy for social media®?

What does a good performance framework for social media look like? Provide an
example where you have been effective and deriving business value from social
media performance.
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SECTION 11 — PRICING

All proponents are expected to respond to section 11, regardless of the category they have been
pre-qualified for.

"

PROPOSED PRICING

Proposed pricing should be submitted in a separate file from the RFPQ response. In your pricing
submission, reference the RFPQ # and name along with your company information.

Proponents are encouraged to present a best value for cost when submitting all pricing requests,
while taking into consideration all of the requirements in this RFP.

When evaluating proposed pricing, BCLC may consider the total cost of cwnership {TCO)
associated with the product or service over its lifetime including, but not limited to, acquisition
cost, staffing resources, fraining, instafiafion, support, maintenance, transportation and logistics,
operating costs, and disposal costs.

BCLC does not make a commitment or guarantee of any dollar value or volume of business for
any proponent. In addition to the above, the proponent should include in their Pricing proposal
their Goods and Services Tax, and Provincial Sales Tax registration numbers, if applicable.

11.1 HOURLY RATES

Identify below the position title and the corresponding hourly rate fees that will be
charged to BCLC for each position that will be assigned {o BCLC's account. Please fist in
descending order of seniority and include their function/responsibility. Indicate rates
applicable for the five (5) year term of the confract.

Posmon Tltle (or equwalent m your F_t':jn'c_ti_dn'._'Ré#p'(_m_Si_bi_[ift'ie's_"
Agency) e S s i e I

Tourt RateFes
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11.2 PROPOSED PRICING
Identify below some standard services that your Agency would provide and estimated
cost, based on the requirements set forth in this document. Include a brief description of
the services and any assumptions that were used to calculate the estimated cost of the
service.

S_fai_n_c_l_aird Services S E'J_t._a_s'é_'l"ipfio_n &Assumptlons :- "_f: e 'Est'in_'i:ét'_g_i_i (:ost i

11.3 PAYMENT DISCOUNTS
BCLC prefers a Net 30 payment term and may consider accelerating payment based on
early payment discounts. Indicate your payment terms, and explain any early payment
discounts available to BCLC.

114 PRICING STRATEGIES

BCLC may be open to other pricing strategies, incentives, discounts, or other offerings
that would benefit BCLC. State any proposed pricing strategies that could be of benefit
to BCLC. BCLC, at its sole discretion, may or may not review or consider any such
offerings that are proposed.
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SECTION 12 & 13

12 PRESENTATION REQUIREMENTS — ALL BUT FREELANCE
For Marketing Communications Services, Media Buying & Planning Services, and Digital

Services, BCLC will require proponents who have made the Shortlist, to defiver a 60-minute
presentation.

121 PROPONENTS MAY BE EXPECTED TO HIGHLIGHT THE FOLLOWING:

s Iniroduce the Account Team and key representative(s) (working day-to-day on
BCLC'’s account)

« Highlight agency experience and key capabilities
¢ Demonstrate ability to meet BCLC’s business requirements
 Respond to a BCLC business challenge in the form of a case sludy exercise

All costs associated with the presentation will be the responsibility of the proponent.

13 INTERVIEW REQUIREMENTS — FREELANCE ONLY

For Freelance Services, BCLC will require a 30-minute interview for all proponents who have
made the Shortlist.

13.1 PROPONENTS MAY BE EXPECTED TO HIGHLIGHT THE FOLLOWING:

s Introduction of key representative(s) (werking day-to-day on BCLC's business)
« Highlight freelance experience and key capabilities
o« Demonstrate ability to meet BCLC's business requiremants

« Discussion of BCLC business challenges

All costs associated with the interview will be the responsibility of the proponent.

Presentation Location

British Columbia Lottery Corporation
2940 Virtuat Way

Vancouver, BC

V5M 0AB
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SECTION 14

14

PRO FORMA TERMS

141

PRO FORMA TERMS EXCEPTIONS AND DEVIATIONS

BCLC's engagement of the preferred proponent may be governed by an agreement
substantially similar to the Pro Forma Terms attached hereto as Appendix 3.

Reference by the proponent to any existing contract between the proponent and BCLC
as a proposed alternate to 14.1.1 may result in a score of zero in the evaluation criteria
for this Section as recorded in Section 1.9.5, 1.9.10, 1.9.15, 1.9.20 of this RFP. Thus,
BCLC strongly encourages such proponents to complete this Section.

14.1.1 To complete the Table, review the Pro Forma Terms in Appendix 3 and create a
line item in the Table for each exception, deletion, addition, or other proposed
deviation to the Pro Forma Terms.

Proponents denote their acceptance of a clause if there is no entry for that clause
in the Table.

bele
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SECTION 15

15 RFPQ PROCESS OVERVIEW

151

16.2

PROPOSED SCHEDULE AND KEY MILESTONES

The schedule for proponent selection process is:

Issue of RFPQ April 12, 2016

Intent to submit April, 18, 2016
14:00 hours PT

Questions closed Aprit 27, 2016
14:00 hours PT

Closing date and time for proposal May 4, 2016
14:00 hours PT

Proponent presentation/site visits (if applicable) Commence Jjune 21-27,
2016

Natification: BCLC will nofify alt successful and Week of August 29, 2016

unsuccessfut proponents of its selection by

approximately:

Timeframe for Negotiations 60 days following

notification by BCLC.

Schedule and key milestone dates are subject to change at BCLC's sole discretion.

INTERPRETATION OF THE RFPQ

If a proponent is in doubt as to the intended meaning of any part of this RFPQ or finds
errors, omissions, discrepancies or ambiguities, guestions may be submitted and, if
deemed necessary by BCLC, an Amendment to the RFPQ may be issued.

It is the proponent's responsibility to understand all aspects of the RFPQ requirements.
Should any details necessary for a clear and comprehensive understanding be required,
it is the praponent’s responsibility to abtain clarification before submitting a Proposal.

No individual other than the designated BCLC Purchasing Contact identified on the
RFPQ cover is authorized by BCLC to comment on any portion of this RFPQ or the
requirements described in this RFPQ. BCLC will not be bound by, and the proponent
agrees not to rely upon, any information given or statements made by persons other than
the designated BCLC Purchasing Contact. Making inquiries to an unauthorized person
may be deemed, to be a Material Circumstance and at BCL.C's sole discretion, no further
consideration may be given to that proponent's proposal. Information obtained from past
communication or any source outside of this RFPQ should not be relied upon or
considered relevant to this RFPQ.
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15.3

15.4

15.5

16.6

16.7

15.8

AMENDMENTS

BCLC may alter or amend this RFPQ, and may issue such alterations or amendments.
Information, instructions, and/or questions and answers may be incorporated by BCLC in
an amendment to the RFPQ, which may be posted on BC Bid or provided to all
proponents who received an invitation or submitted an Inlent to Submit or a proposal.

Such amendments may contain important information, including significant changes to
this RFPQ. Proponents are responsible for reviewing all amendments and confirm that ail
amendments issued have been read and included in the Proponents response (see
Appendix 2).

RFPQ TERMINATION

BCLC may terminate the RFP process at any time and withdraw from negotiations with
any or all of the proponents who have responded.

INTENT OF RFPQ

This RFPQ is NOT intended to result in the formation of Contract "A". The intent of this
RFPQ is solely to identify those proponents capable of meeting BCLC's requirements
and with whom a SOW may be negotiated.

Notwithstanding the foregoing, the provisions contained under the foliowing headings: (i)
Law; (i) Indemnification; (iii) Release; and (iv) Confidentiality and Non-Disclosure, shall
be severable from the remainder of this RFPQ and shall, together, form a binding
agreement between BCLC and a proponent upcn a proponent providing BCLC with either
notice of its Intent to Submit or a proposal.

MODIFICATION OR WITHDRAWAL OF PROPOSAL
Any proponent may withdraw or change its proposal by giving notice to BCLC in writing.

COST OF PREPARATION OF PROPOSAL

The costs for the preparation of a proposal, demonstrations, presentations, meetings and
all other costs incurred by the proponent in relation to this RFPQ shall be borne by the
proponent. BCLC shall not be liable for such costs and will not reimburse the proponents
under any circumstances including, without lmitation, in the event of rejection of any or
all of the proposals, changes or termination of the RFPQ process.

NEGOTIATIONS

Proponents are cautioned nof to assume that the lowest priced proposal will result in a
contract award.

Negetiations will not constitute a legally binding offer to enter into a contract on the part of
BCLC or the proponent. Negotiations may include requests by BCLC for supplementary
information from the proponent to verify, clarify or supplement the information provided in
its proposal or confirm the conclusions reached in the evaluation and may include
requests by BCLC for improved pricing from the proponent.

The top ranked proponents, as established under the evaluation, will be invited fo enter
into contract negotiations with BCLC. BCLC intends to conduct negotiations within the
Timeframe for Negotiations. Final proponent inclusion in the Pre-Qualification Roster may
be determined following BCLC's receipt of Best and Final Offers and/or executing an
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16.9

1510

16.11

1512

Agreement acceptable to BCLC. There will be no legally binding relationship created with
any proponent prior to the execution of a written Agreement.

Unsatisfactory resuits of financial stability and/or references assessments for any
Proponent may be deemed cause for discontinuing further vendor evaluation, at
BCLC's sole discretion.

At any point in the Timeframe for Negotiations, BCLC may elect to unilaterally terminate
one or more negotiation(s). In the event that BCLC ferminates a negotiation it may
initiate negotiations with the next best ranked proponent. Once the Timeframe for
Negotiations lapses with a proponent, BCLC may continue or disconiinue further
negotiations with that particular proponent. This process shall continue until an
Agreement is formalized or until there are no more proponents remaining that are eligible
for negotiations.

LAW

This RFPQ process and any subsequent agreement will be governed by the laws of the
Province of British Columbia and any dispute will be subject to the jurisdiction of the
courts of British Columbia.

INDEMNIFICATION

The proponent shall be responsible for and shall indemnify BCLC from all claims, loss
and damages that relate to or arise out of errors, omissions or negligent acts of the
proponent, its employees or agents associated with this RFPQ process and all costs
associated with those claims, loss and damages.

DISCLOSURE OF AWARD AND INFORMATION LEGISLATION

When BCLC finalizes a contract with the successful proponent(s), BCLC may post a
public announcement on BC Bid including the location of the proponeni(s), the effective
date of the contract(s), and the value of the contracl(s) if determined.

BCLC is subject to Freedom of Information and Protection of Privacy Act (BC) {"FIPPA"),
which is access to information legislation. BCLC may be required to disclose proponent
information in its custody or control. Therefore, information in proposals submitted by
proponents in response to this RFPQ may be disclosed and its confidentiality cannot be
guaranteed. For information on FIPPA see:

hitp://iwww.bclaws. ca/EPLibraries/beclaws _new/document/IDffreeside/96165 00

BCLC is also subject to legislation which requires BCLC to publicly report the total
amount paid to each supplier of goods or services during the last fiscal ysar.

DEBRIEFING

Upon request, and at BCLC's sole discretion, BCLC will only provide a debriefing to
proponents who met or exceeded the minimum Threshold. All requests must be in writing
to the BCLC Procurement Contact and must be made within thity (30) days of
notification of award. The intent of the debriefing information session is to aid the
proponent in presenting a stronger proposal in subsequent procurement opportunities.
Any debriefing provided is not for the purpose of providing an oppoertunity to challenge the
procurement process.
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15.13

15.14

PUBLICITY

The proponent shall not make public anything in any manner or medium pertaining to this
RFPQ without obtaining prior written permission of BCLC, which may be withheld for any
reason.

RELEASE

No proponent shall have any claim against BCLC for any compensation of any kind
whatsoever as a result of participating in this RFPQ. By submitting a notice of Intent to
Submit or a proposal, each proponent agrees to release and waive all claims that it may
have against BCLC arising out of this RFPQ.

bele
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SECTION 16

16

CONFIDENTIALITY AND NON-DISCLOSURE

Confidential information includes all non-publically available material, data, information (written,
oral or otherwise), or any item in any form supplied by BCLC or derived from any information
acquired by the proponent from BCLC including BCLC's RFPQ process and the proponent's
proposal after the RFPQ has closed {"Confidential Information”), and,;

a)

b)

f}

is to be used only in compliance with all requirements of BCLC concerning access to
BCLC's Confidential Information, including restrictions on or suspension of access to the
Confidential Information;

is to be protected against any unauthorized use or disclosure by at least substantially the
same secuiity measures as the proponent uses to protect its own confidential
information, but in no event less than reasonable care;

is not to be disclosed to any third party at any time, except as approved in writing by
BCLC;

is not to be reproduced, copied or used for any purpose whatsoever other than replying
to this RFPQ and the fulfilment of any subsequent agreement;

is to be returned or destroyed, together with any copies thereof, when no longer needed
for the purposes herein, or when a subsequent agreement terminates or upon request by
BCLC; and

in the event of a breach will be immediately reported to BCLC and all measures taken to
mitigate the damage from such breach at proponent's expense.

Proponents are to comply with all requirements of BCLC concerning Confidential information and
failure to comply may lead to disqualification of the proponent from this compelition and may
impact any future business relationship.

Confidential Information shall not include information that:

a)

b)

tawfully becomes part of public knowledge through publication or otherwise, but through
no fault of the proponent;

the proponent possesses at the time of the disclosure of such information and which was
not acquired, directly or indirectly, from BCLC, or from any third party who was or could
reasonably have been expected to be under an obligation of confidentiality; or

is obligated to be produced under order of a court of competent jurisdiction or other
governing authority having jurisdiction over such matters provided, however, that the
proponent shall provide sufficient notice to BCLC so that appropriate actions may be
taken to protect the confidentiality of the information to be disclosed.
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SECTION 17

17 LIST OF APPENDICES

Appendix  File Name pages
1 Acknowledgement ]
2 Amendments T
3 Pro Forma Terms )
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APPENDIX 1: ACKNOWLEDGEMENT

ACKNOWLEDGEMENT

The Proponent agrees to the terms stated herein. The person signing this RFPQ declares that he/she is
a duly authorized signing authority with the capacity to commit his/her firm/company to the provisions
contained herein. Without limiting the generality of the foregoing, by signing below the Proponent
specifically acknowledges that it has read, understood and agrees to the terms of 15.5 of this RFPQ
{Intent of RFPQ):

Executed this day of , 201

Name of Authorized Representative:

Title:

Company Name:

City:

Address:

Phone Number: Fax Number:

Email Address:

Authorized Signature:

bele

paying it right



APPENDIX 2: AMENDMENTS

AMENDMENTS

Please confirm that any amendments to this RFPQ issued on BC Bid have been read and included in
Proponent response. List the Amendments included in the response (if applicable).

Amendment No.: Dated: # of Pages:
Amendment No.: Dated: # of Pages:
Amendment No.: Dated: # of Pages:
Amendment No.. Dated: # of Pages:
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APPENDIX 3: PRO FORMA TERMS

Please specify acceptance of the terms listed in the Pro Forma table below. For any term that you do not
accept, please provide comments and/or alternative ianguage. These terms may be included in the
resuiting contract with the successful proponent.

Term Description Acceptance
a) Vendor acknowledges that, in connection with the performance of this
1. CONFIDENTIALITY Agreement, it may have access to Confidential Information of BCLC. Yes [
AND PRIVACY "Confidential Information® means any information whether in oral,

written, graphic, electronic or other form, that is marked "Confidential” or No ]
“Proprietary” or which, under the circumstances, ought 1o be freated as
confidential. For the pumposes of this Agreement, Confidential
Information of BCLC is deemed to include, but is not limited to, this
Agreement and all information relaling to BCLC'’s operations, sales,
markeling, products, services, strategies, plans, policies, procedures,
processes, finances, accounting, security, empioyees, customers,
suppliers, and information technotogy and olher assets. "Confidentis!
Information” of BCLC does not include information which Vendor can
demonstrale (i) was public knowledge at the lime of disclosure; (ji)
lawfully becomas public knowledge through no fault of Vendor, as of the
date of it becoming public knowiedge; (i) Vendor possesses at the time
of the disclosure and which was not acquired, directly or indirectly, from
BCLC or from any third party who was or could reasonably have been
expected lo be under an obligation of confidentiality; or (iv) was
independently developed by Vendor without the use of Confidential
Information of BCLC.

b} Except as othenwise provided in this Agreement, Vender will hold BCLC
Confidential Infermation in strict confidence, and will use the BCLC
Confidential Information solely in connection wilh the perfformance of
Vendor's obligations under this Agreement. Vendor will take at leas! the
same measures as it uses to prolect its own Confidential Information and
in no event less than reasonable efforis, to prevent the loss, damage,
unauthorized modification or destruction of BCLC Confidential
Information.

¢} Vendor will nol disclose any BCLC Conlfidential Information without
BCLC's prior written consent, provided that Vendor may disclose BCLC
Confidentiat Information (i) to its employees, subconiractors and agents
who need fo know such Confidential Information for the purposes of
camying out Vendor's obligations under this Agreement and have signed
a written agreement with Vendor containing confidentiality obligations no
iess restrictive than those contained herein; and (i) which Vendor is
required to disclose under applicable law, regulation, or order of a court
of competent jurisdiction or other governing authorily having jurisdiction,
provided that Vendor will, unless prohibited by the foregoing, provide
sfficient notice to BCLC so that appropriate actions may be taken to
protect the confidentiality of the information to be disclosed.

d) Vendor acknowledges and agrees any unauthofized use or disclosure of
BCLC Confidential information by ils employees, subcontractors, agen!s
of representatives, will constitute a breach of this Agreement by Vendor.
Vendor will prompily notify BCLC if Vendor becomes aware of any
unauthorized use or disclosure of any BCLC Confidentiat Information.

e) As between lhe parties, BCLC Confidential Information wili remain the
property of BCLC. Vendor will not acquire any express or implied rights,
title or interest in the BCLC Confidential Information.

f}  Following the end of the term of the Agreement or at such earlier time as
BCLC may request, Vendor will either retum or, if so directed by BCLC in
writing, permanently destroy BCLC Confidential information. Following
return or destruction, Vendor will, if requested by BCLC, confirm such
return or destruclion in wnting.

g) _Vendor will comply with the tenms of the privacy protection schedule
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altached hereto,

h}  Vendor acknowledges that its breach of this Article would cause
irreparable harm or injury to BCLC for which damages at law may be an
inadequate remedy. Therefore, in the event of an actual or threatened
breach of this Arlicle by Vendor, BCLC may apply to a court of competent
jurisdiction for an order restraining Vendor from breaching, and requiring
it to comply with, its obligations in this Article. Viendor hereby waives all
defenses to the strict enforcement thereof by BCLC.

COMMENTS/DEVIATIONS
2. PUBLICITY Vendor will not refer to or use the name of BCLC or its marks in connection Yas [
with any marketing, promotion, advertising, publicity, or publication, or similar
activily without the prior written consent of BCLC. No ]
COMMENTS/DEVIATIONS
3. REGULATORY Vendor will maintain at all times during the term, at its own expense, all Yes [
MATTERS approvals, permils, licenses, cedifications, registrations and othar regulatory
consents or permissions of Vendor and its personnel, including employees and N ]
subcontractors, that may be necessary for the fulfiiment of this Agreement o
{"Regulatory Consents”}. Without limifing the generality of the foregoing,
Vendor will ensure that Vendor and its personnel are praperly registered with
the Gaming Policy and Enforcement Branch (*GPEB"), if and when required.
COMMENTS/DEVIATIONS
4, GOVERNING LAW This Agreement will be governed by the laws of the Province of British vas [
AND VENUE Columbia and the federal faws of Canada applicable therein, without reference
to any choice of law or conflict of law principles. The parties hereby irrevocably N .
and unconditionally altorn to the exclusive jurisdiction of the courts of the o
Province of British Columbia and all courts competent to hear appeals
therefrom.
COMMENTS/DEVIATIONS
5. ASSIGNMENT Vendor may noi assign alf or any part of this Agreement without the express Yes [
prior written consent of BCLC, which consent may be withheld for any reason.
No [

COMMENTS/DEVIATIONS
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1.

PRIVACY PROTECTION SCHEDULE

Defint ions
(@) Inthis Schedule,

(I} “access" means disclosure by the provision of access;

(i} "Act" means he Freedom of Information and Pratection of Privacy Act
{British Columbia}, as amended from ime to time;

(itiy "contact information” means information to enable an individual at a
place of business to be contacted and includes the name, position name
or title, business telephone number, business address, business email
or business fax number of the individual;

{iv) "personal information” means recorded Information about an
identifiable individual, other than contact information, collected or
created by Consuftant as a result of the Agreement or any previous
agreement between BCLG and Consultant dealing with the same subject
matter as ihe Agreement but excluding any such information that, if this
Schedule did not apply to it, would not be under the “control of a public
body” within the meaning of the Act.

2. Purpose

(a) The purpose of this Schedule is to:
(i} enable BCLC to comply with its stalutory obligations under the Act with
respect to parsonal information; and
(i} ensure hat, as a service provider, Consuliant is aware of and complies
with its statutory obliga ions under the Act with respect to personal
information.

3. Caoliection of persanal information

(8) Uniess the Agreement olherwise specifies or BCLC otherwise directs in
writing, Consultant may only collect or create personal informa ion that is
necessary for the pedfemmance of Consultant’s obligations, or the exercise of
Consuliant's rights, under the Agreement.

{b) Unless the Agreement otherwise specifies or BCLC otherwise directs in
wriling, Consultant musl collect personal infermation directly from the
individual the information is about,

{C} Unless the Agreement olherwise specifies or BCLC otherwise directs in
writing, Consulant must tell an individual from whom Consultant collects
personal formation:

(i} the purpose for collecting it;

(i) 1he iegal autharity for collecting it; and

(ilf) the title, business address and business telephone sumber of the person
designated by BCLC to answer questions about Cansultant’s collection
of personal information,

4, Aceuracy of personal information

(8} Consultant must make every reasonable effort to ensure the accuracy and
completeness of any personal information to be used by Consultant or BCLG
to make a decision that direclly affects the individual the information is about.

5. Reaquests for access to personal information

(8} If Consuitant receives a request for access to personal information from a
perscn othar than BCLC, Consultant must promptly advise the person to make
the request to BCLC uniess the Agreement expressly requires Consultant to
provide such access and, if BCLC has advised Consuliant of the name or title
and contact informa ion of an official of BCLC to whom such requesis are to
be made, Consultant must also promp ly provide that official's name or tile
and contact information to the person making the request.

6. Correclicn of personal information

{8) Within § business days of receiving a written direction from BCLC to correct or
annofate any personal information, Consultant must annolate or correct the
informaticn in accordance with the direction.

{b) When issuing a written direction under section 8, BCLC must advise
Consultant of the date the correction request to which the direction relates was
received by BCLC in order that Consuitant may comply with section 10.

{C) Within 5 business days of correcting or annolating any personal infermation
under section 8, Consuvitant must provide the corrected of annofaled
infermations to any party to whom, within one year prior to the date the
correclion request was made to BCLC, Consultant disclosed the information
being correcied or annotated.

(d) If Consultant receives a request for correction of persenal infermation from a
persor other than BCLC, Consultant must promplly advise the person tc make
the request to BCLC and, if BCLC has advised Consultant of the name or fitle
and contact informa ion of an official of BCLC to whom such reguesls are to
be made, Consultant must also promp ly provide that official’'s name or tile
and contact information to the person making the request.

7. Prolection of personal information

{a) Consultant must protect personal information by making reasonable security
arrangemenis against such risks as unauthorized access, coliection, use,
disclosure or disposal, including any expressly set out in the Agreement.

8. Storage and access to personal information

(2) Unless BCLC otherwise directs in wrifing, Consultant must not store personal
information outside Canada or permit access to personal informalicn from
ouiside Canada.

9. Retention of personat informa ion

{a) Unless the Agreement otherwise specifies, Consultant must retain personal
information until directed by BCLC in writing fo dispose of it or deliver it as
specified in the direction.

10. Use of personal infermation

(a) Unless BCLC otherwise directs in writing, Consultant may only use personal
information if that use is for the perdermance of Consuliant's obligations, or the
exercise of Consultant's rights, under the Agreement,

11. Disclosure of personal information

(a) Unless BOLC otherwise directs in writing, Consullani may only disclose
personal information inside Canada to any person ather than BCLC if the
disclosure is for the pedormance of Consuitant's obligations, or the exercise of
Consultant's rights, under the Agreement,

(b} Uniess the Agreement otherwise specifies or BCLC otherwise directs in
writing, Consultant must not disclose personal information outside Canada,

12. Notice of foreign demands for disclosure

(&) In acdition to any obligation Consultant may have 1o provide the nofification
contemplated by section 30.2 of the Act, if in relation to personat information in
its custody or under ils control Consultant:

{iy receives a foreign demand for disclosure;

(i) receives a request to disclose, produce or provide access that
Consultant knows or has reason to suspect is for the purpese of
responding o 4 forelgn demand for disclosure, or

(i} has reason {o suspect hat an unauthorized disclosure of personal
information has occurred in response to a foreign demand for disclosure

Consullant must immediately notify BCLC and, in so deing, provide the

information described in section 30.2{3} of the Act. in this section, the phrases

"foreign demand for disclosure” and "unau horized disclosure of personal

information™ will bear the same meanings as in section 30.2 of the Act.

13. Notice of unauthorized disclosure

(a) In addition to any obliga ioh Consultant may have to provide the notification
contemplated by section 39.5 of the Act, if Consultant knows that there has
been an unauthorized disclosure of personai information in its custody or
under its contro!, Consultant must immediately notify BCLC. In this section, the
phrase "unauthorized disclosure of personal information” will bear the same
meaning as in section 30.5 of the Act.

14. Inspection of personat information

(a} In addiion to any other rights of inspection BCLC may have under the
Agreement or under statute, BCLC may, at any reasonable time and on
reasonable notice to Cansultant, enter on Consultant’s premises fo inspect
any personal information in the possession of Consullant or any of
Consultant's information management policies or practices relevani to its
management of persenal information er its compliance with this Schedule and
Consultant must permit, and provide reasonable assistance to, any such
inspection,

158. Compliance with the Act and BCLC's Information Security requirements

(@) Consultant must in relation to personal information comply with:
(Y the requirements of the Act applicable to Consullant as a service
provider, including any applicable order of the commissioner under the
Act;
(ify BCLC's information security requirements in respect of the persenal
informaticn as may be provided to Censultant from time-to-lime; and
(iii} any direction given by BCLC under this Schedule.
{b) Consultant acknowledges that it is familiar with the requirements of the Act
govemning perseral information thal are applicable to it as a service provider.

16. Nolice of non-compliance

{a) |If for any reasen Consultant does not comply, or anlicipates that it wil be
unable to comply, with a provision in this Schedule in any respect, Consultant
must promplly notify BCLC of the particulars of the non-compliance or
anticipated non-compliance and what steps it proposes to take to address, or
prevent recurrence of, the nen-compliance or anticipated non-compliance,

17, Termination of Agreement

{a) In addition to any other rights of termina ion which BCLC may have under the
Agreement or otherwise at [aw, BCLC may, subject to any provisions in the
Agreement establishing mandatory cure periods for defaults by Consultant,
terminate the Agreement by giving written notice of such terminaion io
Consultant, upon any failure of Consultant to comply with this Schedule in a
material respect.

18. Interpretation

(a) In this Schedule, references to secions by number are o sections of this
Scheduie unless ctherwise specified in this Schedule.

(b} Any reference to “Consuitant” in this Schedule includes any sub-contraciors or
agent retained by Gonsultant to perform obligations under the Agreement and
Consultant must ensure that any such sub-contractors and agents comply with
this Schedule.

(¢) The obligations of Consultant in this Schedule will survive the termination of
the Agreement.

(d) If a provision of the Agreement (including any direction given by BCLC under
this Scheduie) conflicts with a requirement of the Act or an applicable order of
the commissioner under the Act, the conflicting provision of the Agreement {or
direction) will be inoperative to the extent of the confiict.
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348 Tranquille Road
Kamloaops, BC

V2B 3G5

RT 81336 8867

Statement of Work

Summary

Proposal for BCLC - Sept 19th, 2018
TRU Tralning & Technology Centre Tralning Videos
Valid Until September 23rd, 2018
Estimated Cost: 51250-52500 + GST

THIS AGREEMENT includes the attached additional terms and conditions and is entered into on Sept
19th, 2018

Between;

Joy Factory Films Inc, {"Joy Factory")
And:

BCLC {"Customer"}

Description of Final Product

Joy Factory will create and defiver to Customer afinal completed video cut, after completion of all
edits (as described below), the specifics of which are as follows:

This will be an interview style commercial with a range of demographics, filmed on location in
Kamloops at Riverside Park and along Schubert Drive as stated in the Creative Brief delivered from
123West on September 17th, 2018,

(the “Final Product”)

Services and Production Details

Towards creating the Final Product, Joy Factory will:
*  Provide filming, editing;

*  Coordinate required third party licenses on behalf of Customer necessary to complete the Final
Product (subject to Customer obligations balow}; and

*  Any other services reasonably agreed upon as necessary to create and daliver the Final Product.

Joy Factory will shoot video at 30fps if the Final Product is intended for television and 24{ps if the Final
Product is intended for internet or promotional use only.

Joy Factory will deliver to Customer a rough cut, at which point Customer may request two sets of
edits. Joy Factory will then create a fine cut, to which Customer may request one further set of edits.




If Customer requests any further changes or additional filming after Joy Factory has delivered the Final
Product, such changes may be subject to further fees based on Joy Factory's hourly rates as set out
below.

Customer will Provide:

Dates and times for recording, list of presenters to mic, approval of final videos

Timeline

Filming late September 2018; Editing Fall 2018

Delivery of Final Product

Joy Factory will deliver the Final Product to Customer in an agreed upon electronic format. Custorner
may obtain the Final Product by providing Joy Factory with a suitable hard drive for transfet. Joy
Factory is not responsible for any loss of the Final Product where such loss Is a result of a corrupted
hard drive belonging to the Customer.

Fees

Joy Factory proposes the following options/estimates to the Customer (estimates in brackets):
Filming Rate: $125/hr + GST (2-4hrs)

Hourly Editing Rate: $250/hr + GST (4-8hrs)

‘Total Estimates; Minimum $1250, Maximum $2500 + GST

Terms of Payment
Customer will pay 50% of the above estimated fee to reserve Joy Factory's services.
Customer will pay the remaining balance of the final fee as calculated by Joy Factory upon delivery of

the Final Product. As set out above, any changes requested by Customer post-delivery will incur further
fees based on the hourly rate,

Payrments are due 30 days from date of invoice. Any late payments are subjectto a penalty of 1.5% per
weelk,

Early Termination

If Customer cancels Joy Factory's services prior to delivery of the Final Product, Customer will, within 30
days of such termination, pay Joy Factory in accordance with the above hourly rates for those hours
that Joy Factory worked on the Final Product before such early termination.

If, prior to delivery of the Final Product, any footage necessary for completion of the Final Productis
damaged or lost by Joy Factory's fault, Joy Factory may, at its option, either perform an equivalent
reshoot of the footage at Joy Factory's expense, or provide a refund to Customer of any fees pald by
Customer to that point. Joy Factory will not be liable to Customer for any further expenses.

AGREED TO BY THE PARTIES’ AUTHORIZED REPRESENTATIVES AS FOLLOWS:




522

Customer sighature:

Print name: % /WZS‘O/I; o
Date: 7// 9 / /(f)

The signature above confirms that | have read
and understood this Agreement, including the
attached Additional Terms and Conditions,

522

Joy Factary signaturen
‘Print name: _/\STH: e, Qs
Date: 7/25///8




ADDITIONAL TERMS AND CONDITIONS

1. Right to Final Product

Joy Factory transfers and assigns to Customer all
ownership In all elements and intellectual property of
the Final Product created by Joy Factory exclusively for
Customer. However, such transfer and assignment
DOES NOT constitute a waiver of Joy Factory's moral
rights in the Final Product. For clarity, and without
limiting the preceding sentence: ‘

*  Customer may not modify, change, alter, distort
or mutilate the Final Product without the
written consent of Joy Factory;

*  Joy Factory asserts its right to be identified as
the author of the Final Product; and ,
Customer will use, and will cause any third
party to use, the Final Product only for its
intended use.

2. Joy Factory Content
Joy Factory holds all right, title and interest in all
footage filmed by Joy Factory for the purpose of
creating the Final Product, other stock footage filmed
outside of the Customer's project, and any other Joy
Factory content (collectively, “Joy Factory Content”) and
nothing in this agreement constitutes a transfer or
assignment to Customer any element of the Joy
Factery Content or any intellectual properly of Joy
Factory Content.

Upon any Joy Factory Content being embedded or
incorporated into the Final Product and to the extent
that it remains so embedded or incorporated, Joy
Factory grants Customer a perpetual, irrevocable,
royalty-free, worldwide license to exercise In respect of
that Joy Factory Content the right to use and distribute
that Joy Factory Content only as necessary to use and
distribute the Final Product as intended.

3. Customer Content

The parties acknowledge that Customer may provide
Joy Factory with Customer's content to be embedded
or incorporated into the Final Product ("Customer
Content"”). Customer grants Joy Factory a worldwide
rigiht to use, host, store, service, reproduce, modify,
create derivative works, communicate, and publish all

Customer Content only as is necessary to enable Joy
Factory to create the Final Product,

Customer retains all title and ownership of any
intellectual Property rights it holds in Customer
Content, Customer is responsible for ensuring that it
has all of the necessary rights in any Customer Content
and that all Customer Content does not infringe on the
rights of any copyright owners, viclate any applicable
laws or violate the terms of any license or agreement.
Customer will be fully responsible for, and will save. .
harmless and indemnify Joy Factory against, all claims,
liabilities and demands with respect to any such
infringement or violation. As provided by any
applicable law, Joy Factory reserves the right to
remove or refuse to incorporate into the Final Product
any Customer Content alleged to infringe on the
Intellectual Property rights of any third party.

4, Storage of Raw Footage

Any footage filmed by Joy Factory for the purpose of
creating the Final Product ("Raw Footage”) will be
stored by Joy Factory for a minimum of one year after
delivery of the Final Product. Within this storage period,
such Raw Footage may be obtained by Customer or a
third parly (the latter only upon Customer’s written
consent); however, Joy Factory has no obligation to
provide further editing setvices during this period.
Notwithstanding, paragraph 2 above, if Customer
oblalns such Raw Footage per this paragraph 4, then
Joy Factory will transfer and assign to Customer all
ownership in all elements and intellectual property of
such Raw Footage, subject to the same terms and
conditions set out in paragraph 1 above,

One year after defivery of the Final Product, Joy Factory
may dispose of any such Raw Footage, unless
otherwise agreed upon by the parties {(any such
alternative arrangements may be subject to further
fees).




5. Third Party Adgreements

The parties acknowledge that services provided by Joy
Factory may include coordination of contracts, licenses
or other agreements between Customer and third
parties ("Third-Party Contracts®). Customer will be
solely responsible for compliance with Third-Party
Contracts; such compliance may include, among other
things, using the Final Product only for its intended use,
Customer will be fully responsible for, and will save
harmless and indemnify Joy Factory against, all claims,
liabilities and demands with respect to any Customer
breach of a Third-Party Contract.

6. Confidential (information,

Joy Factory acknowledges that any proprietary or
confidential materials expressly designated as
confidential that are provided to Joy Factory by
Customer during the term of this Agreement
{"Customer Confidential Information"} are valuable
assets of Customer. Joy Factory will take reasonable
steps to ensure that the Custorner Confidential
Information is not used or disclosed except as
expressly permitted by Customer. Joy Factory will not
permit any unaffiliated third party access to, in any
manner, the Customer Confidential Information, except
as expressly permitted by Customer. Customer
Confidential information does notinclude information
that consists of ideas, concepts, know-how or
techniques relating to the creation, enhancement or
customization of the Final Product.

7. Relationship of the Parties

The relationship of the parties under this agreement is
that of independent contractors only, This agreement
will not be interpreted or construed to create a joint
venture, partnership, or employment relationship
between the parties or to impaose any liability
attributable to such a relationship upon either party.
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MEDIA PURCHASE AUTHORIZATION

This authorizes MedfaCom to gurchise the followlng adventising campaign: PASPO Reference:

DATE; 15-Jun

HREVISION DATE:
ADVERTISER: BC LOYTERIES PLANSCOSTING DATE: 19-Jun
PRODUCT: CORPORTATE TRADITIONAL CAMPAIGN PERIOD:
CAMPAIGN; Fall Awarenpss Campaign Stari Date: Sept 10,2018
CAMPAIGN CODE: 52 End Bate: Nov 25,2018
TARGET:

PLANNED EXPENDITURES (3]
MEDIUM and DETAILS: DETAILS xatos Net Madia Feas ] Total Dollars

v |
Vancouver/ Victoria +30 Conventional News Sept 10, 2018 - Sept 23, 2018 s 21
Kemloops
Kelowna :30 Conventional TV Sepi 24, 2018 - Oct 28, 2018
Tola] Media Expendilure 5 319,592

* please note that the above quoted costs do not include any applicable taxes *

{femuand Condilions
Ehe Advevtiter sprees bo pay MedtaCom directly for tha above medla expenditure,

WedinCon wil render dovaices Lo the Advertier ercarding to letter cf agreement.

s 21

Pifvary of Informatinn

Ezth pasty heseby aprces Lo coinply with all applicable Canedizn peivacy lawes

and pegulallons, InchesTng Lot not limited to the Persand! Folgsmation Frotection

ard Ilscteosle Dacements Act [Canada). The Advertiser ageees that whese eppbeable,

it 3had Infosm and ebtaln the canseat of its customers ta the anonymaus and nggregated
feel'cction 2nd use of ezth such cutomet's personal data aad Inflormaticn by thiid partles

Signed for and Cn behall of:

Namne/Title:

Signature:

Date:

Pleuse forvaand one copy of signed avliarization to MedlaCom and retaln a second copy for your files
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HACORMI

Paopo Hiral, Boller residla

IVAlEE

MEDIA PURCHASE AUTHORIZATION

This authorizes MedlaCom to purchase Lhe following advertising caingraign: PAJPO Neference:
DATE; 19-dun
REVISION DATE: TO-Tun
ADVERTISER: NG LOTTERIES PLAN/COSTING DATE: 23-May
PRGDUCT: CORPORTATE S0CIAL CAMPAIGN PERIOD:
CAMPAIGN: £19 Local Market Ivents Start Date: 6/4/2018
CAMPAIGN CODE: s 21 End Date: 2/24/2019
TARGET:
PLANNED EXPENDITURES (5)
MEDIUM and DETAILS: DETAILS Dates Nat Media Fees Total Dollars
SOCIAL:
PRINCE RUPERT 60% Reach Goal / 36K Imps
VERNON 60% Reach Goal / 165K Imps
KELOWNA 50% Reach / 228K Imps
VICTORIA 50% Reach /660K Imps
KAMILOOPS 50% reach / 228K Imps
TERRACE 50% Reach / 39K Imps
LANGLEY 50% Reach /228K Imps June 4, 2018 - Feb S 21
COURTNEY 50% Reach [ 117K Imps 17, 2019
NANAIMO 50% Reach /237K Imps ’
PORT ALBERNI 509% reach /48K lmps
SURREY 50% reach /580K Imps
ABBOTSFORD 50% reach /220K tmps
MISSION 50% reach [/ 60K Imps
PRINCE GEORGE 50% Reach /186K Imps

Total Media Expenditure

S 44,536.10

* pleasa note that the abova quoted costs do not Include any apphicable taxes *

Termys and Condltiong

521

Patvacy of information

Each pasty hereby agraes to comply with all applicable Canzdian privacy laws

and regulations, including but net limited 1o the Personal Information Protection

and Flectronic Documents Act {Canada). The Advertiser agrees that where applicable,

il skl Tnfonn and abtain the conseat of ils custamess to the anonymous and agpregated
coffection and use of each such customer’s persenal data and Intormation by third parties,

Yhe Adverilser sgrees to pay MediaCem directly for the shove media cxpemilivie.
nicdlaCom will render Bnve'tes ta dhe Adventiser arcording to deiter of agreement.

Signed for and On
behalf of:

Name/Title:

sighatura:

Date:

Please forward one copy of sigaed authorlzatlon to MediaCom and retaln a secomd copy for yaur liles

P add

AL ABESON, SNl e

*

s22 Y e

28-May </




MIEDIAC

Poaplte flest, hottor rosukts

MEDIA PURCHASE AUTHORIZATION

This authorizes MediaCom to purchase the following advertising eampaign: PAfPO Reference:

DATE: 19-hun

REVISION DATE: 19-jun
ADVERTISER: DC LOTTERIES PLANJCOSTING DATE: ZB-MHY
PRODUCT: CORPORTATE TRADEFIOMAL CAMPAIGN PERIOD:
CAMPAIGH: F19 Local Market Events Start Date: 6/4/2018
CAMPAIGN CODE! 3 End Date: 2/24/2019
TARGET:

PTANNED EXPENDITURES {§)
IMEDIUM and DETAILS: DETAILS Dates Net Media Fees Total Dollars
RADIO:
PRINCE RUPERT 30 spots/wk
VERNON 24 spots/wk
KELOWNA 20-30 spots/stnfwk
VICTORIA 19-44 spots/stn/wk 29
KAMLOOPS 13-24 spots/stn/wk s
TERRACE 25-30 spots/wk Junc 4,2018 - Feb
COURTNEY 30 spots fwk 17,2018
NANAIMO 30 spots/stn/wk
PORT ALBERNI 30 spots/wk
ABBOTSFORD 20 spotsfwi/stn
PRINCE GEORGE 14 -30 spotsfwk /sth
Total Media Expenditure 5 54,357.11
* Please note that the above quoted costs do nat indude any applicable taxes *
Turms and Cond(tlpns Signed for and On
e Advestlser agrees to pay MediaCom directly for the above medla expentlituie. hfha!f of: (_’%ﬁxfc
ModlaCam wiit render fnvaices to the Advertiser according 1o letter of agreement.
s 21 Name/Title; AF AL SN AT
822 (R A7
Signature:
&

Pelvaty ol Information

Each party hereby agrees to comply vdth all applivabla Canadlan privacy laws

and repulations, induding bui not limited to the Personal Information Protection

and Electronfc Documents Act {Canadal. The Addvertiser agrees that where applicable,

it shall infarm and ohtaln the consent of {ts customers ta the anonymous and aggregated
collection and ute of pach such custorner's personal data and inforimetion by third paitles.

Bate:

28-May iyl

Please forward one copy of signed authorization to MediaCom and retain a secand copy for your flles




Peaplo Hrat bulter renults

MEDIA PURCHASE AUTHORIZATION

This autharizes MediaCom to purchase the following advertising campaign: PA/PO Reference:

DATE: 19-Jun

REVISION DATE:
ADVERTISER: BCLOTTERIES PLAN/COSTING DATE: 23-May
PRODUCT: CORPORTATE TRADITIONAL CAMPAIGN PERIOD:
CAMPAIGN: F18 Local Market Events Start Date: 6/4/2018
CAMPAIGN CODE: s21 End Date: 272472019
TARGET:

PLANNED EXPENDITURES (5}
MEDIUM and DETAILS: DETAHS Dates Net Media Fees Total Dollars

NEWSPAPER:
PRINCE RUPCRT 1 Insertion per week
VERNON 2 inserions per week
KELOWNA 2 Insertiohs per week
VICTORIA 2 insertions per week
KAMLOOPS 2 insertions per week
TERRACE 1 insertion per week s 91
LANGLEY 2 insertions per week June 4. 2018 - Feh
COURTNEY 2 insertions per week 17. 2019
NANAIMO 2 insertions per week '
PORT ALBERNI 1 inserlion per week
SURREY 2 insertions per week
ABBOTSFORD 2 Insertions per week
MISSION 1 insertion per week
PRINCE GEORGE 1 insertion per week
Total Media Expenditure 5 96,654.01

* please note that the above guoted costs do not Include any appiicable taxas *

Terms end Condilions Signed for and On /

The Advertiser agrees to pay MediaCons directly for the abave madia expenditure. behalf of: KL

MediaCom will render Involces to the Advertiser according Lo lelter of agreemeat.

s 21 Name/Title: /4//«// So |, Sovi? AEL L
o AT
Signature:
T

Date: ZS'MHV /?Cj/d

Prlvacy of Information

Each party hereby agrees to comply with all applicable Canadian privacy kavis

and regulations, including but not limited to the Personal infermatlon Peatection

and Hectronle Documents Aet {Canada). The Adverilser ogrees that where applicable,

iU shali inform and obtaln the consent of its customers to the anonymous and aggregated
collection and use of cach such customer's persenal dala and Information by third partles.

Please forward one copy of signed autharization to MediaCom and retain a second copy for your files




RAEDIACOR

Peoplu {lre), Bodtor iesults

MEDIA PURCHASE AUTHORIZATION

This authorizes MediaCom to purchase the follewlng adverliting campalgn: PAJPD Referance:

DBATE: 1%-Jun

REVISION DATE:
ADVERTISER: BC LOTTERIES PLAR/COSTING DATE: 19-Jun
PROBUCT: CORPORTATE SOCIAL/DIGITAL/SCARCH CAMPAIGN FERIOD:
CAMPAIGN: Fall Awarenpss Campalgn Start Uate: 77242018
CAMPAIGN CODE: S 21 £nd Dale; 12/30/2019
TAHGEY:

PLANNED EXPENDITURES {5)
MEDIUM and DETAILS: DETAILS Dates Nel Medla Fees |  Total Doltars

BC i
PAID SEARCH tedia July 2, 2018 - Dec 30, 2018

A

7,687

Total Medla Expenditure

* Please note that the above quoted costs do not inclede any applicable taxes *

Tesms and Condltlony signed for and On behalf of: - .
" BCLC

The Advartiser 3gree s Lo pay BiediaCom dirsctly fertha shove medis pspenditute.

MedlaCom will iender inveices to the Advestives 3csordng to tetter of agréement.

s 21 Name/Titte: YAl SN, PVE AU
522 Casr? g/

Slgnature:

Date: 19-Jun ZCJ//T

Fach paty beteby agieas ta comply with alt apphcatle Canadian pibracy e

and regulslinm, e budiog Lul not Tinli ed to the Peesonal Infoamation Peotectien

and Elecrenlt Dotuments Ad [Canada). The Advoatiser agreet lat where appicable,

it thalintorrn and obialn 1he costent ef s tustomers ta the ancnymous and pgpregated
colletion zad use of cach such wistemer's paisenal data and information by 1hlrd pantes,

Please lorward ene copy of signed authorization to MediaCom and rataln a second copy for your files




RMEDIACONM

Poopip Tist, hylinr resulin

MEDIA PURCHASE AUTHORIZATION

This authagires MediaCon to purchase the followlng adventlsing campalgn: PASPO Heferonce:

DATE: 9-Ju

REVISIDN DATE:
ADVERTISER: BC LOVIERHS PLANSCOSTING DATE? 19-Jun
PRODUCT: CORPORTATE SOCIAL/DIGITAE CAMPAIGN PERIOD:
CAMPAIGN: Fall Awareness Campalgn Start Date: Sept 10,2018
CAMPAIGN CODE: s 21 Enl Date: Nov 25,2018
TARGET:

PLANNED EXPENDITURES {5)
MEDIUM and DETAILS; DETAHS Dates Net Madla Fees ! Total Dollars
BC 21 T
S0CIAL Media Sept 10, 2018 - Nov 18, 2018 $
s 21
QONLINE VIDED Media Sept 10, 2018 - Nov 18, 2018
s 21

Totsl Media Expendiure 5 163,922

* please nole that the above quoted costs do not include any applicable taxes *

_ 2
Terms and Condition Slgned f ' e
iom gned for and On behall of 6( (L

Fhe Advertisce 2peces ba pay Kied afom direetly for tha above mnediz capend ture,
MedraCom vidl render Invoiies 1o the Advertlser according ta leteer of sgreement.

s 21 Name/Title: ’Y? ALSON LDVQ ////L(;;é
522 Gl AT

Signature:

7=
Date: 19-Jun ZCV K’

£ath party hereby agiees te comply with ol applicable Canadizn prieety lavis

and regulations, Inchiding Lut mot Vmited to Yhe Perionsd Informatich Protettien

and Electronle Dacuments Act {Canada). Tho Advettises agices that vhiere applicable,

it shall Infornn #nd obtaly ihe content of [ts castameds ta bhe enunymuus 3nd 2ggregated
co'lection snd Ure of eadh such customer's persenal data and (vformation by thied parties.

Please forward one copy of signed authorization to MediaCom and retsn o second copy for your filss




