
1 
 

 

STATE OF OKLAHOMA STATEWIDE CONTRACT WITH M LASHELL 
PHOTOGRAPHY LLC 

 
This State of Oklahoma Statewide Contract #0135 - Advertising and Marketing Serv ices (“Contract”) is 
entered into between the State of Oklahoma by and through the Office of Management and Enterprise 
Services ("State") and M Lashell Photography LLC (“Supplier”) and is effective as of the date of last 
signature to this Contract. The initial term of the Contract shall be for 1 year with  four (4) one-year options 
to renew. 
 

Purpose 
 
The State is awarding this Contract to Supplier for the provision Marketing and Advertising 
Services in one or multiple of the eight categories defined below, for State Agencies and Affiliates to 
utilize on an as-need basis., as more particularly described in certain Contract Documents. Supplier 
requested confidential matters to be considered. This Contract memorializes the agreement of the 
parties with respect to the negotiated terms of the Contract that is being awarded to Supplier.  
 
Now, therefore, in consideration of the foregoing and the mutual promises set forth herein, the receipt and 
sufficiency of which are hereby acknowledged the parties agree as follows: 
 
1. The parties agree that Supplier has not yet begun performance of work under this Contract.     

Issuance of a purchase order is required prior to payment to a Supplier. 

2. Pursuant to Executive Order 2024-12 as amended and for as long as it is effective: 

2.1. The Supplier certifies by their signature below that they have no active contract related to any 
campaign-related matter (i.e., candidates or issues/questions that will appear on a ballot), 
state question initiative, or policy-based 501(c)(4) at the time of their bid submission to an 
RFP for PR/marketing/communications nor shall they enter into one during the term of this 
contract; and 

2.2. In addition to the termination rights outlined in the attachments hereto, the State or any 
Customer may immediately vacate contracts, with no more than ten (10) days’ notice if the 
reason is for a PR Vendor or PR Vendor employee, in an unofficial capacity, being caught in 
violation of section 2.1 of this document. 

 

State of Oklahoma 
Office of Management and Enterprise Services 
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2.3. Supplier warrants and represents that it will comply with all parts of Executive Order 2024-
12 as amended. 

3. The following Contract Documents are attached hereto and incorporated herein: 
 

3.1. Solicitation, Attachment A; 
3.2. General Terms, Attachment B; 
3.3. Statewide Contract Terms, Attachment C; 
3.4. Information Technology Terms, Attachment D 
3.5. Portions of the Bid 

i. Attachment E-1, Pricing 
ii. Attachment E-2, Technical Response  
 

4. The parties additionally agree: 
4.1. except for information deemed confidential by the State pursuant to applicable law, rule, 

regulation or policy, the parties agree Contract terms and information are not confidential 
and are disclosable without further approval of or notice to Supplier. 

5. Any reference to a Contract Document refers to such Contract Document as it may have been 
amended.  If and to the extent any provision is in multiple documents and addresses the same or 
substantially the same subject matter but does not create an actual conflict, the more recent 
provision is deemed to supersede earlier versions.  

6.  This Contract is expressly contingent upon Supplier obtaining the specified insurance coverage as 
outlined in Attachment B Section 8.1(D) of this Contract for any IT services performed. 
Additionally, Supplier must be awarded an Authority to Operate (ATO) order 
to perform IT services under this Contract. IT services are located in categories I, IV, and V of 
Attachment A. 

Signatures 
The undersigned represent and warrant that they are authorized, as representatives of the party on whose behalf they 

are signing, to sign this Contract and to bind their respective party thereto.  

STATE OF OKLAHOMA 
by and through the  
OFFICE OF MANAGEMENT AND  
ENTERPRISE SERVICES: 

M LASHELL PHOTOGRAPHY LLC 

 
By: [stateOfOklahomaSignerSignature_w0j0
aH6] 

 
By:[counterpartySignerSignature_QBOuTp
W]      

 
Name:[stateOfOklahomaSignerName_pCgii
rC] 

 
Name:[counterpartySignerTextField_h4hjE
ty||1] 

 
Title:  
[stateOfOklahomaSignerTitle_H0aFC7j] 

 
Title:  
[counterpartySignerTextField_pmUiBSd] 

 
Date:  [stateOfOklahomV] 

Date:  terpartySignerDateField_hQojuiD] 

Maryh Harris (Nov 14, 2024 13:07 CST)
Maryh Harris

Maryh Harris

Owner, Operator

11/14/2024

Amanda Otis (Nov 14, 2024 13:37 CST)

State Purchasing Director

11/14/2024

Amanda Otis

https://omesofm.na1.documents.adobe.com/verifier?tx=CBJCHBCAABAAIJ98miJcrXVGYduFPX_qAq1wYapSPh4K
https://omesofm.na1.documents.adobe.com/verifier?tx=CBJCHBCAABAAIJ98miJcrXVGYduFPX_qAq1wYapSPh4K
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ATTACHMENT A 

SOLICITATION NO. EV00000444 

 

This Solicitation is a Contract Document and is a request for proposal in connection with the 
Contract awarded by the Office of Management and Enterprise Services as more particularly 
described below. Any defined term used herein but not defined herein shall have the meaning 
ascribed in the General Terms or other Contract Document.   
 

PURPOSE  
 
The Office of Management and Enterprise Services (OMES), Central Purchasing Division, is 
seeking responses from potential Suppliers to provide Marketing and Advertising Services in one 
or multiple of the eight categories defined below, for State Agencies and Affiliates to utilize on an 
as-need basis.  
 
The Contract is awarded as a Mandatory Statewide contract on behalf of the State of Oklahoma’s 
Office of Management and Enterprise Services - Central Purchasing (OMES-CP) for a full range 
of as-needed Marketing and Advertising services. All state agencies and state affiliates may avail 
themselves of this contract.  
 
 
1. Contract Term and Renewal Options: 

A. The initial Contract term, which begins on the effective date of the Contract, is one 
year and there are (4) one-year options to renew the Contract.  

 
B. Statewide Contracts are moving to an annual auto-renewal format, instead of the 

previous manual renewals. No annual renewal notices will be supplied by the State. 
This does not change any substantive terms and conditions of the executed Contract 
or any previously executed Amendments. Should either party not want to renew the 
Contract, a written termination notice shall be sent at least 30 days prior to the end of 
the Contract term. 

 
 

2.        Solicitation Criterion: 

A.   The Bid will be evaluated using a best value criterion, based on the following: 
I. Experience 

II. Technical Response 
III. Cost 
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B. Scope and Description 

1. The State of Oklahoma is soliciting Suppliers to be included on a prequalification 
contract for Advertising and Marketing services. This is a full-service contract that 
is grouped in eight categories that represent the service needs of Oklahoma for 
Advertising and Marketing. Suppliers may choose to respond to one or multiple 
categories. The categories for which a Supplier is submitting a response should be 
clearly identified in their proposal. The categories covered under this solicitation 
include: 

I. Category I – Web Based, Social & Emerging Media Services 
II. Category II – Client Services 

III. Category III - Creative Services 
IV. Category IV – Advertising and Marketing Services 
V. Category V – Integrated Marketing Services 

VI. Category VI – Value Proposals 
VII. Category VII – Direct Media Buys 

VIII. Category VIII – Outdoor Advertising 
 

2. Category Definitions:  
i. Category I -Web-based, Social and Emerging Media: includes evolving 

methods of media production, delivery, and consumption.  The creation, 
development, and implementation of marketing/communications tools, 
devices, and campaigns that reflect the evolving nature in which messaging 
is produced, delivered, and consumed.  To include online marketing, e-mail 
marketing, social media, website development, mobile phone application 
development, and other emerging methods, platforms, and technologies, 
such as: The internet or similar electronic media (social networks e.g., 
Facebook, LinkedIn, blogs, podcasts, wikis, content communities:  X, 
YouTube, etc.  Microblogging:  Mobile and location-based platforms, such 
as foursquare, for the development, preparation, promotion, and 
distribution/ placement of information or advertisement.   
 

ii. Category II – Client Services: 
1.  Event Planning: - To create, organize, and supervise all aspects of 

an event such as, but not limited to, trade shows, workshops, 
seminars, award ceremonies, and conventions.  Event planning 
includes budgeting, establishing dates and alternate dates, selecting 
and reserving the event site, acquiring permits, and coordinating 
transportation and parking.  Event planning also includes some or 
all the following depending on the event:  developing a theme or 
motif for the event, arranging for speakers and alternate speakers, 
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coordinating location support (such as electricity and other utilities), 
arranging decor, tables, chairs, tents, event support and security, 
catering, police, fire, portable toilets, parking, signage, emergency 
plans, and cleanup. 
 

2. Event Support - Relates to service assistance (support) once all 
functional elements of a scheduled event have been established 
and/or a site has been secured.  Included in part or in total would be: 
graphic design, back-drop graphic imprinted signs or panels, onsite 
support personnel for registration, surveys, workshop facilitators but 
not presenters, greeters, and other services that are ancillary to the 
successful event outcome. 
 

3. Business Development – Services aimed at developing and 
implementing opportunities to expand within and between 
organizations and aiding in furthering a user’s mission. 
 

4. Project Management – Services assisting a User in the initiation, 
planning, executing, controlling, and finalization of projects in order 
to achieve a user’s goals while meeting specific criteria for success. 
 

5. Quality Assurance – Services that assist Users in ensuring a desired 
level of quality of service, through attention to process stages and 
efficiencies. 
 

6. Public Relations - Includes:  Research, planning, communication, 
dialogue and evaluation, public attitudes, definition of the policies, 
procedures, and interests of an organization.  More specifically 
publicity events, photo ops or publicity stunts, speeches to 
constituent groups and professional organizations, receptions, 
seminars, and other events, personal appearances, collateral 
literature (both offline and online), direct communication (carrying 
messages directly to audiences, rather than via the mass media) with, 
for example, printed or email newsletters, blogs as well as social 
media, and social networks. 
 

iii. Category III -Creative Services: 
1. Art & Graphic Design – Includes:  Images, patterns, layouts, and 

other graphic devices composed into a coherent distinctive design 
intended for printing and/or for advertisements and printed 
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materials.  Awarded Suppliers will provide copywriting and 
technical writing services, create sketches, drawings, publication 
designs and typographic layouts, and furnish custom or stock 
artwork (including electronic artwork.) 
 

2. Commercial Photography - Includes:  Taking pictures, photo 
development, enlargements, hardcopy and/ or digital pictures (black 
and white or color) for advertisement, merchandising, product 
placement, brochures, leaflets, and other communication services. 
 

3. Video Production - Includes:  The development, creation and 
production of television programs, television commercials, training 
videos, and videos to raise public awareness about services, educate 
learners, train staff, and deliver brand messages.  Essential functions 
include services to produce quality videos, content, production 
quality, and clarity.  Awarded Suppliers will be responsible for 
project management, content development, creative script, finding 
talent, scouting filming locations, filming, and editing. 
 

iv. Category IV - Advertising and Marketing Services 
1. Marketing - Includes:  Brand development, strategic planning, 

focus groups, video, PSA/commercials/radio spots development & 
production, event materials development, graphics, packaging, 
analytics & monitoring, email & social media marketing, mobile 
application development, search engine optimization & outreach, 
web development, media placement, qualitative use of mainstream 
and ethnic-based TV and radio advertising reach through targeted 
programming, and pre-/post-campaign evaluations. 
 

2. Advertising - Includes:  The development, production (drafts, 
proof, edits, and finals) & positioning of specific messaging content 
in any identified or to be identified approved mainstream and ethnic 
communication mediums (newspapers, magazines, broadcast 
media, advertising media, social media, direct mail, billboards and 
posters, transit advertising, and promotional items) to reach a 
predetermined audience/demographic market.  Includes services to 
promote awareness, disseminate information, enable public 
understanding of complex technical and social issues, etc. 
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v. Category V - Integrated Marketing Services 
1. Must include all functions of a full-service marketing & advertising 

agency and cover services offered under the categories above.  The 
Integrated Marketing Services Category is broad in scope so that 
departments can develop scopes of work that may require a variety 
of services offered under this contract. 
 

vi. Category VI – Value Added Proposals 
1. Suppliers may propose additional services not otherwise included in 

the solicitation.  Suppliers must describe how these services would 
add value to the State and meet all other evaluation requirements 
listed in Section D.  These additional services must be within the 
scope of the contract and not otherwise detailed in the other award 
categories.  The State reserves the right to utilize options that are 
deemed to provide value to the State. 
 

vii. Category VII Definition – Direct Media Buys 
1. May include updated graphics regarding existing campaign 

materials (refresh and revise) including posters, promotional 
materials, displays, web site graphics, and television/digital video 
Public Service Announcements (PSAs). 

2. May include updating and expanding creative messaging regarding 
an existing campaign including posters, promotional materials, 
displays, web site graphics, and television/digital video PSAs). 

3. May include expansion of an existing web site and necessary 
edits/design to include new message and links. 

4. May include targeted media buys and direction related to a statewide 
messaging campaign targeting certain established populations. 

5. May include the purchase of broadcast and digital media messaging. 
Digital media as in web based direct ads (Pop-ups). Public Service 
Announcement (PSA) will pop-up when you go to a website. These 
can be on phone or other devices. 

6. May include grass-roots campaign/training including development 
of an awareness tool kit with outlined activities, support materials, 
public messages (including social media), and other items as part of 
an existing campaign. Local coalition training regarding promotion 
and education as part of an existing campaign. Community events 
including assistance and promotional/awareness support. 
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viii. Category VIII Definition – Outdoor Advertising 

1. Highway/Road Billboards – Paint, Panel, or Digital, Location – the 
physical location of the board(s). 

2. DEC/Traffic Counts/Impressions – the number of people on a daily 
or weekly basis that see the board. 

3. Readability – how easily read is the message on the board as you are 
driving by – how long is it? 

4. Availability – does the desired route of the bus have a board that is 
available to put under contract? 

5. Price – Advertising Cost, per increment of time?  
6. Production fees – the cost to produce. 

 
  

C. As referenced in subsection 7.2, Executive Summary and Company Information are on 
Exhibit 01: Offeror response Worksheet, Executive Summary and Company 
Information. 

 
D. As referenced in subsection 7.7, All Technical responses are on Exhibit 02: Offeror 

Response Worksheet, Technical Response.  
 
E. As referenced in subsection 7.8, The response to pricing shall be proposed using 

Exhibit 03: Rate Card Template.  
 
F. As referenced in subsection 7.9, Value-added products and/or services within scope of 

the Acquisition are to be included in Exhibit 02: Offeror Response Worksheet, 
Technical Response.  

 
G. As referenced in subsection 7.10, Business References are to be on Exhibit 04: Bidder 

Reference Worksheet 
 

H. As referenced in subsection 7.11, third-party vendor information is included in on 
Exhibit 05: Third Party Supplier Information. 
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ATTACHMENT B 

STATE OF OKLAHOMA GENERAL TERMS 
 

This State of Oklahoma General Terms (“General Terms”) is a Contract Document in 
connection with the Contract awarded by the State of Oklahoma by and through the Office of 
Management and Enterprise Services. 

 
In addition to other terms contained in an applicable Contract Document, Supplier and State 
agree to the following General Terms: 

 
1 Scope and Contract Renewal 

 
1.1 Supplier may not add products or services to its offerings under the Contract 

without the State’s prior written approval. Such request may require a 
competitive bid of the additional products or services. If the need arises for 
goods or services outside the scope of the Contract, Supplier shall contact the 
State. 

 
1.2 At no time during the performance of the Contract shall the Supplier have the 

authority to obligate any Customer for payment for any products or services 
(a) when a corresponding encumbering document is not signed or (b) over and 
above an awarded Contract amount. Likewise, Supplier is not entitled to 
compensation for a product or service provided by or on behalf of Supplier that 
is neither requested nor accepted as satisfactory. 

1.3 If applicable, prior to any Contract renewal, the State shall subjectively 
consider the value of the Contract to the State, the Supplier’s performance 
under the Contract, and shall review certain other factors, including but not 
limited to the: a) terms and conditions of Contract Documents to determine 
validity with current State and other applicable statutes and rules; b) current 
pricing and discounts offered by Supplier; and c) current products, services and 
support offered by Supplier. If the State determines changes to the Contract 
are required as a condition precedent to renewal, the State and Supplier will 
cooperate in good faith to evidence such required changes in an  
Amendment. Further, any request for a price increase in connection with a 
renewal or otherwise will be conditioned on the Supplier providing appropriate 
documentation supporting the request. 

1.4 The State may extend the Contract for ninety (90) days beyond a final renewal 
term at the Contract compensation rate for the extended period. If the State 
exercises such option to extend ninety (90) days, the State shall notify the 
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Supplier in writing prior to Contract end date. The State, at its sole option and 
to the extent allowable by law, may choose to exercise subsequent ninety (90) 
day extensions at the Contract pricing rate, to facilitate the finalization of 
related terms and conditions of a new award or as needed for transition to a 
new Supplier. 

1.5 Supplier understands that supplier registration expires annually and, pursuant 
to OAC 260:115-3-3, Supplier shall maintain its supplier registration with the 
State as a precondition to a renewal of the Contract. 

 
2 Contract Effectiveness and Order of Priority 

 
2.1 Unless specifically agreed in writing otherwise, the Contract is effective upon 

the date last signed by the parties. Supplier shall not commence work, commit 
funds, incur costs, or in any way act to obligate the State until the Contract is 
effective. 

2.2 Contract Documents shall be read to be consistent and complementary. Any 
conflict among the Contract Documents shall be resolved by giving priority to 
Contract Documents in the following order of precedence: 

A. any Amendment; 
 

B. any applicable Solicitation; 
 

C. any Contract-specific terms contained in a Contract Document 
including, without limitation, information technology terms and terms 
specific to a statewide Contract or a State agency Contract; 

D. the terms contained in this Contract Document; 
 

E. any successful Bid as may be amended through negotiation and to the 
extent the Bid does not otherwise conflict with the Solicitation or 
applicable law; 

F. any statement of work, work order, or other similar ordering document 
as applicable; and 

G. other mutually agreed Contract Documents. 
 

2.3 If there is a conflict between the terms contained in this Contract Document or 
in Contract-specific terms and an agreement provided by or on behalf of 
Supplier including but not limited to linked or supplemental documents which 
alter or diminish the rights of Customer or the State, the conflicting terms 
provided by Supplier shall not take priority over this Contract Document or 
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Acquisition-specific terms. In no event will any linked document alter or 
override such referenced terms except as specifically agreed in an 
Amendment. 

2.4 Any Contract Document shall be legibly written in ink or typed. All Contract 
transactions, and any Contract Document related thereto, may be conducted by 
electronic means pursuant to the Oklahoma Uniform Electronic Transactions 
Act. 

3 Modification of Contract Terms and Contract Documents 
 

3.1 The Contract may only be modified, amended, or expanded by an Amendment. 
Any change to the Contract, including the addition of work or materials, the 
revision of payment terms, or the substitution of work or materials made 
unilaterally by the Supplier, is a material breach of the Contract. Unless 
otherwise specified by applicable law or rules, such changes, including without 
limitation, any unauthorized written Contract modification, shall be void and 
without effect and the Supplier shall not be entitled to any claim under the 
Contract based on those changes. No oral statement of any person shall modify 
or otherwise affect the terms, conditions, or specifications stated in the 
Contract. 

3.2 Any additional terms on an ordering document provided by Supplier are of no 
effect and are void unless mutually executed. OMES bears no liability for 
performance, payment or failure thereof by the Supplier or by a Customer other 
than OMES in connection with an Acquisition. 

3.3 Except for information deemed confidential by the State pursuant to applicable 
law, rule, regulation, or policy, the parties agree Contract terms and 
information are not confidential and are disclosable without further approval 
of or notice to Supplier. 

3.4 Unless mutually agreed to in writing by the State of Oklahoma by and through 
the Office of Management and Enterprise Services, no Contract Document or 
other terms and conditions or clauses, including via a hyperlink or uniform 
resource locator, shall supersede or conflict with the terms of this Contract or 
expand the State’s or Customer’s liability or reduce the rights of Customer or 
the State. If Supplier is acting as a reseller, any third-party terms provided are 
also subject to the foregoing. 
 

3.5 To the extent any term or condition in any Contract Document, including via a 
hyperlink or uniform resource locator, conflicts with an applicable Oklahoma 
and/or United States law or regulation, such term or condition is void and 
unenforceable. By executing any Contract Document which contains a 
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conflicting term or condition, the State or Customer makes no representation or 
warranty regarding the enforceability of such term or condition and the State or 
Customer does not waive the applicable Oklahoma and/or United States law or 
regulation which conflicts with the term or condition.    

4 Definitions 
 

In addition to any defined terms set forth elsewhere in the Contract, the Oklahoma 
Central Purchasing Act and the Oklahoma Administrative Code, Title 260, the parties 
agree that, when used in the Contract, the following terms are defined as set forth 
below and may be used in the singular or plural form: 

4.1 Acquisition means items, products, materials, supplies, services and 
equipment acquired by purchase, lease purchase, lease with option to purchase, 
value provided or rental under the Contract. 

4.2 Amendment means a mutually executed, written modification to a Contract 
Document.  

4.3 Bid means an offer a Bidder submits in response to the Solicitation. 

4.4 Bidder means an individual or business entity that submits a Bid in response 
to the Solicitation. 

4.5 Contract means the written, mutually agreed and binding legal relationship 
resulting from the Contract Documents and an appropriate encumbering 
document as may be amended from time to time, which evidences the final 
agreement between the parties with respect to the subject matter of the 
Contract. 

4.6 Contract Document means this document; any master or enterprise agreement 
terms entered into between the parties that are mutually agreed to be applicable 
to the Contract; any Solicitation; any Contract-specific terms; any Supplier’s 
Bid as may be negotiated; any statement of work, work order, or other similar 
mutually executed ordering document; other mutually executed documents and 
any Amendment. 

4.7 Customer means the governmental entity receiving goods or services 
contemplated by the Contract. 

4.8 Debarment means action taken by a debarring official under federal or state 
law or regulations to exclude any business entity from inclusion on the Supplier 
list; bidding; offering to bid; providing a quote; receiving an award of contract 
with the State and may also result in cancellation of existing contracts with the 
State. 
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4.9 Destination means delivered to the receiving dock or other point specified in 
the applicable Contract Document. 
 

4.10 Governmental Entity means any governmental entity specified as a political 
subdivision of the State pursuant to the Governmental Tort Claim Act including 
any associated institution, instrumentality, board, commission, committee, 
department, or other entity designated to act on behalf of the state. 

4.11 Indemnified Parties means the State and Customer and/or its officers, 
directors, agents, employees, representatives, contractors, assignees, and 
designees thereof. 

4.12 Inspection means examining and testing an Acquisition (including, when 
appropriate, raw materials, components, and intermediate assemblies) to 
determine whether the Acquisition meets Contract requirements. 

4.13 Moral Rights means any and all rights of paternity or integrity of the Work 
Product and the right to object to any modification, translation or use of the 
Work Product and any similar rights existing under the judicial or statutory law 
of any country in the world or under any treaty, regardless of whether or not 
such right is denominated or referred to as a moral right. 

4.14 OAC means the Oklahoma Administrative Code. 

4.15 OMES means the Office of Management and Enterprise Services. 
 

4.16 Solicitation means the document inviting Bids for the Acquisition referenced 
in the Contract and any amendments thereto. 

4.17 State means the government of the state of Oklahoma, its employees and 
authorized representatives, including without limitation any department, 
agency, or other unit of the government of the state of Oklahoma. 

4.18 Supplier means the Bidder with whom the State enters into the Contract 
awarded pursuant to the Solicitation or the business entity or individual that is 
a party to the Contract with the State. 

4.19 Suspension means action taken by a suspending official under federal or state 
law or regulations to suspend a Supplier from inclusion on the Supplier list; be 
eligible to submit Bids to State agencies and be awarded a contract by a State 
agency subject to the Central Purchasing Act. 

4.20 Supplier Confidential Information means certain confidential and 
proprietary information of Supplier that is clearly marked as confidential and 
agreed by the State Purchasing Director or Customer, as applicable, but does 
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not include information excluded from confidentiality in provisions of the 
Contract or the Oklahoma Open Records Act. 

4.21 Work Product means any and all deliverables produced by Supplier under a 
statement of work or similar Contract Document issued pursuant to this 
Contract, including any and all tangible or intangible items or things that have 
been or will be prepared, created, developed, invented or conceived at any time 
following the Contract effective date including but not limited to any (i) works 
of authorship (such as manuals, instructions, printed material, graphics, 
artwork, images, illustrations, photographs, computer programs, computer 
software, scripts, object code, source code or other programming code, HTML 
code, flow charts, notes, outlines, lists, compilations, manuscripts, writings, 
pictorial materials, schematics, formulae, processes, algorithms, data, 
information, multimedia files, text web pages or web sites, other written or 
machine readable expression of such works fixed in any tangible media, and 
all other copyrightable works), (ii) trademarks, service marks, trade dress, trade 
names, logos, or other indicia of source or origin, (iii) ideas, designs, concepts, 
personality rights, methods, processes, techniques, apparatuses, inventions, 
formulas, discoveries, or improvements, including any patents, trade secrets 
and know-how, (iv) domain names, (v) any copies, and similar or derivative 
works to any of the foregoing, (vi) all documentation and materials related to 
any of the foregoing, (vii) all other goods, services or deliverables to be 
provided by or on behalf of Supplier under the Contract and (vii) all Intellectual 
Property Rights in any of the foregoing, and which are or were created, 
prepared, developed, invented or conceived for the use of benefit of Customer in 
connection with this Contract or with funds appropriated by or for Customer or 
Customer’s benefit (a) by any Supplier personnel or Customer personnel or (b) any 
Customer personnel who then became personnel to Supplier or any of its affiliates or 
subcontractors, where, although creation or reduction-to- practice is completed while 
the person is affiliated with Supplier or its personnel, any portion of same was created, 
invented or conceived by such person while affiliated with Customer. 

5 Pricing 
 

5.1 Pursuant to 68 O.S. §§ 1352, 1356, and 1404, State agencies are exempt from 
the assessment of State sales, use, and excise taxes. Further, State agencies and 
political subdivisions of the State are exempt from Federal Excise Taxes 
pursuant to Title 26 of the United States Code. Any taxes of any nature 
whatsoever payable by the Supplier shall not be reimbursed. 

5.2 Pursuant to 74 O.S. §85.40, all travel expenses of Supplier must be included in 
the total Acquisition price. 

5.3 The price of a product offered under the Contract shall include and Supplier 
shall prepay all shipping, packaging, delivery and handling fees. All product 
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deliveries will be free on board Customer’s Destination. No additional fees 
shall be charged by Supplier for standard shipping and handling. If Customer 
requests expedited or special delivery, Customer may be responsible for any 
charges for expedited or special delivery. 

6 Ordering, Inspection, and Acceptance 
 

6.1 Any product or service furnished under the Contract shall be ordered by 
issuance of a valid purchase order or other appropriate payment mechanism, 
including a pre-encumbrance, or by use of a valid Purchase Card. All orders 
and transactions are governed by the terms and conditions of the Contract. Any 
purchase order or other applicable payment mechanism dated prior to 
termination or expiration of the Contract shall be performed unless mutually 
agreed in writing otherwise. 

6.2 Services will be performed in accordance with industry best practices and are 
subject to acceptance by the Customer. Notwithstanding any other provision in 
the Contract, deemed acceptance of a service or associated deliverable shall not 
apply automatically upon receipt of a deliverable or upon provision of a 
service. 
Supplier warrants and represents that a product or deliverable furnished by or through 
the Supplier shall individually, and where specified by Supplier to perform as a 
system, be substantially uninterrupted and error-free in operation and guaranteed 
against faulty material and workmanship for a warranty period of the greater of ninety 
(90) days from the date of acceptance or the maximum allowed by the manufacturer. 
A defect in a product or deliverable furnished by or through the Supplier shall be 
repaired or replaced by Supplier at no additional cost or expense to the Customer if 
such defect occurs during the warranty period. 

 
Any product to be delivered pursuant to the Contract shall be subject to final 
inspection and acceptance by the Customer at Destination. The Customer 
assumes no responsibility for a product until accepted by the Customer. Title 
and risk of loss or damage to a product shall be the responsibility of the 
Supplier until accepted. The Supplier shall be responsible for filing, 
processing, and collecting any and all damage claims accruing prior to 
acceptance. 

 
Pursuant to OAC 260:115-9-1, payment for an Acquisition does not constitute 
final acceptance of the Acquisition. If subsequent inspection affirms that the 
Acquisition does not meet or exceed the specifications of the order or that the 
Acquisition has a latent defect, the Supplier shall be notified as soon as is 
reasonably practicable. The Supplier shall retrieve and replace the Acquisition 
at Supplier’s expense or, if unable to replace, shall issue a refund to Customer. 
Refund under this section shall not be an exclusive remedy. 
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6.3 Supplier shall deliver products and services on or before the required date 

specified in a Contract Document. Failure to deliver timely may result in 
liquidated damages as set forth in the applicable Contract Document. 
Deviations, substitutions, or changes in a product or service, including changes 
of personnel directly providing services, shall not be made unless expressly 
authorized in writing by the Customer. Any substitution of personnel directly 
providing services shall be a person of comparable or greater skills, education 
and experience for performing the services as the person being replaced. 
Additionally, Supplier shall provide staff sufficiently experienced and able to 
perform with respect to any transitional services provided by Supplier in 
connection with termination or expiration of the Contract. 

6.4 Product warranty and return policies and terms provided under any Contract 
Document will not be more restrictive or more costly than warranty and return 
policies and terms for other similarly situated customers for a like product. 

7 Invoices and Payment 
 

7.1 Supplier shall be paid upon submission of a proper invoice(s) at the prices 
stipulated in the Contract in accordance with 74 O.S. §85.44B which requires 
that payment be made only after products have been provided and accepted or 
services rendered and accepted. 

The following terms additionally apply: 
 

A. An invoice shall contain the purchase order number, description of 
products or services provided and the dates of such provision. 

B. Failure to provide a timely and proper invoice may result in delay of 
processing the invoice for payment. Proper invoice is defined at OAC 
260:10-1-2. 

C. Payment of all fees under the Contract shall be due NET 45 days. 
Payment and interest on late payments are governed by 62 O.S. §34.72. 
Such interest is the sole and exclusive remedy for late payments by a 
State agency and no other late fees are authorized to be assessed 
pursuant to Oklahoma law. 

D. The date from which an applicable early payment discount time is 
calculated shall be from the receipt date of a proper invoice. There is 
no obligation, however, to utilize an early payment discount. 

E. If an overpayment or underpayment has been made to Supplier any 
subsequent payments to Supplier under the Contract may be adjusted 
to correct the account. A written explanation of the adjustment will be 
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issued to Supplier. 

F. Supplier shall have no right of setoff. 
 

G. Because funds are typically dedicated to a particular fiscal year, an 
invoice will be paid only when timely submitted, which shall in no 
instance be later than six (6) months after the end of the fiscal year in 
which the goods are provided or services performed. 

H. The Supplier shall accept payment by Purchase Card as allowed by 
Oklahoma law. 

8 Maintenance of Insurance, Payment of Taxes, and Workers’ Compensation 
 

8.1 As a condition of this Contract, Supplier shall procure at its own expense, and 
provide proof of, insurance coverage with the applicable liability limits set 

forth below and any approved subcontractor of Supplier shall procure and provide 
proof of the same coverage. The required insurance shall be underwritten by an 
insurance carrier with an A.M. Best rating of A- or better. 

Such proof of coverage shall additionally be provided to the Customer if 
services will be provided by any of Supplier’s employees, agents or 
subcontractors at any Customer premises and/or employer vehicles will be 
used in connection with performance of Supplier’s obligations under the 
Contract. Supplier may not commence performance hereunder until such proof 
has been provided. Additionally, Supplier shall ensure each insurance policy 
includes a notice of cancellation and includes the State and its agencies as 
certificate holder and shall promptly provide proof to the State of any renewals, 
additions, or changes to such insurance coverage. Supplier’s obligation to 
maintain insurance coverage under the Contract is a continuing obligation until 
Supplier has no further obligation under the Contract. Any combination of 
primary and excess or umbrella insurance may be used to satisfy the limits of 
coverage for Commercial General Liability, Auto Liability and Employers’ 
Liability. Unless agreed between the parties and approved by the State 
Purchasing Director, the minimum acceptable insurance limits of liability are 
as follows: 

A. Workers’ Compensation and Employer’s Liability Insurance in 
accordance with and to the extent required by applicable law; 

B. Commercial General Liability Insurance covering the risks of personal 
injury, bodily injury (including death) and property damage, including 
coverage for contractual liability, with a limit of liability of not less 
than $2,000,000 per occurrence; 
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C. Automobile Liability Insurance with limits of liability of not less than 
$2,000,000 combined single limit each accident; 

 

D. If the Supplier will access, process, or store state data, then Security 
and Privacy Liability insurance, including coverage for failure to protect 
confidential information and failure of the security of Supplier’s 
computer systems that results in unauthorized access to Customer data 
with limits $5,000,000 per occurrence; and 

E. Additional coverage required in writing in connection with a particular 
Acquisition. 

 
8.2 Supplier shall be entirely responsible during the existence of the Contract for 

the liability and payment of taxes payable by or assessed to Supplier or 
Supplier’s employees, agents and subcontractors of whatever kind, in 
connection with the Contract. Supplier further agrees to comply with all state 
and federal laws applicable to any such persons, including laws regarding 
wages, taxes, insurance, and Workers’ Compensation. Neither Customer nor 
the State shall be liable to the Supplier, Supplier’s  employees, agents, or others 
for the payment of taxes or the provision of unemployment insurance and/or 
Workers’ Compensation or any benefit available to a State or Customer 
employee. 

8.3 Supplier agrees to indemnify Customer, the State, and its employees, agents, 
representatives, contractors, and assignees for any and all liability, actions, 
claims, demands, or suits, and all related costs and expenses (including without 
limitation reasonable attorneys’ fees and costs required to establish the right to 
indemnification) relating to tax liability, unemployment insurance and/or 
Workers’ Compensation in connection with its performance under the 
Contract. 

9 Compliance with Applicable Laws 
 

9.1 As long as Supplier has an obligation under the terms of the Contract and in 
connection with performance of its obligations, the Supplier represents its 
present compliance, and shall have an ongoing obligation to comply, with all 
applicable federal, State, and local laws, rules, regulations, ordinances, and 
orders, as amended, including but not limited to the following: 

A. Drug-Free Workplace Act of 1988 set forth at 41 U.S.C. §81. 
 

B. Section 306 of the Clean Air Act, Section 508 of the Clean Water Act, 
Executive Order 11738, and Environmental Protection Agency 
Regulations which prohibit the use of facilities included on the EPA 
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List of Violating Facilities under nonexempt federal contracts, grants 
or loans; 

C. Prospective participant requirements set at 2 C.F.R. part 376 in 
connection with Debarment, Suspension and other responsibility 
matters; 

D. 1964 Civil Rights Act, Title IX of the Education Amendment of 1972, 
Section 504 of the Rehabilitation Act of 1973, Americans with 
Disabilities Act of 1990, and Executive Orders 11246 and 11375; 

E. Anti-Lobbying Law set forth at 31 U.S.C. §1325 and as implemented 
at 45 C.F.R. part 93; 

F. Requirements of Internal Revenue Service Publication 1075 regarding 
use, access and disclosure of Federal Tax Information (as defined 
therein); 

G. Obtaining certified independent audits conducted in accordance with 
Government Auditing Standards and Office of Management and 
Budget Uniform Guidance, 2 CFR 200 Subpart F §200.500 et seq. with 
approval and work paper examination rights of the applicable procuring 
entity; 

H. Requirements of the Oklahoma Taxpayer and Citizen Protection Act of 
2007, 25 O.S. §1312 and applicable federal immigration laws and 
regulations and be registered and participate in the Status Verification 
System. The Status Verification System is defined at 25 O.S. §1312, 
includes but is not limited to the free Employment Verification 
Program (E-Verify) through the Department of Homeland Security, 
and is available at www.dhs.gov/E-Verify; 

I. Requirements of the Health Insurance Portability and Accountability 
Act of 1996; Health Information Technology for Economic and 
Clinical Health Act; Payment Card Industry Security Standards; 
Criminal Justice Information System Security Policy and Security 
Addendum; and Family Educational Rights and Privacy Act; and 

J. Be registered as a business entity licensed to do business in the State, 
have obtained a sales tax permit, and be current on franchise tax 
payments to the State, as applicable. 

9.2 The Supplier’s employees, agents and subcontractors shall adhere to applicable 
Customer policies including, but not limited to acceptable use of Internet and 
electronic mail, facility and data security, press releases, and public relations. 

As applicable, the Supplier shall adhere to the State Information 

http://www.dhs.gov/E-Verify
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Security Policy, Procedures, Guidelines
 set forth at 
https://oklahoma.gov/content/dam/ok/en/omes/documents/InfoSecPPG_0.pdf 
. Supplier is responsible for reviewing and relaying such policies covering the 
above to the Supplier’s employees, agents and subcontractors. 

 
9.3 At no additional cost to Customer, the Supplier shall maintain all applicable 

licenses and permits required in association with its obligations under the 
Contract. 

9.4 In addition to compliance under subsection 9.1 above, Supplier shall have a 
continuing obligation to comply with applicable Customer-specific mandatory 
contract provisions required in connection with the receipt of federal funds or 
other funding source. 

9.5 The Supplier is responsible to review and inform its employees, agents, and 
subcontractors who provide a product or perform a service under the Contract 
of the Supplier’s obligations under the Contract and Supplier certifies that its 
employees and each such subcontractor shall comply with minimum 
requirements and applicable provisions of the Contract. At the request of the 
State, Supplier shall promptly provide adequate evidence that such persons are 
its employees, agents or approved subcontractors and have been informed of 
their obligations under the Contract. 

9.6 As applicable, Supplier agrees to comply with the Governor’s Executive 
Orders related to the use of any tobacco product, electronic cigarette or vaping 
device on any and all properties owned, leased, or contracted for use by the 
State, including but not limited to all buildings, land and vehicles owned, 
leased, or contracted for use by agencies or instrumentalities of the State. 

9.7 The execution, delivery and performance of the Contract and any ancillary 
documents by Supplier will not, to the best of Supplier’s knowledge, violate, 
conflict with, or result in a breach of any provision of, or constitute a default 
(or an event which, with notice or lapse of time or both, would constitute a 
default) under, or result in the termination of, any written contract or other 
instrument between Supplier and any third party. 

9.8 Supplier represents that it has the ability to pay its debts when due and it does 
not anticipate the filing of a voluntary or involuntary bankruptcy petition or 
appointment of a receiver, liquidator or trustee. 

9.9 Supplier represents that, to the best of its knowledge, any litigation or claim or 
any threat thereof involving Supplier has been disclosed in writing to the State 
and Supplier is not aware of any other litigation, claim or threat thereof. 

https://oklahoma.gov/content/dam/ok/en/omes/documents/InfoSecPPG_0.pdf
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9.10 If services provided by Supplier include delivery of an electronic 
communication, Supplier shall ensure such communication and any associated 
support documents are compliant with Section 508 of the Federal 
Rehabilitation Act and with State standards regarding accessibility. Should 
any communication or associated support documents be non-compliant, 
Supplier shall correct and re-deliver such communication immediately upon 
discovery or notice, at no additional cost to the State. Additionally, as part of 
compliance with accessibility requirements where documents are only 
provided in non-electronic format, Supplier shall promptly provide such 
communication and any associated support documents in an alternate format 
usable by individuals with disabilities upon request and at no additional cost, which 
may originate from an intended recipient or from the State. 

10 Audits and Records Clause 
 

10.1 As used in this clause and pursuant to 67 O.S. §203, “record” includes a 
document, book, paper, photograph, microfilm, computer tape, disk, record, 
sound recording, film recording, video record, accounting procedures and 
practices, and other data, regardless of type and regardless of whether such 
items are in written form, in the form of computer data, or in any other form. 
Supplier agrees any pertinent federal or State agency or governing entity of a 
Customer shall have the right to examine and audit, at no additional cost to a 
Customer, all records relevant to the execution and performance of the 
Contract except, unless otherwise agreed, costs of Supplier that comprise 
pricing under the Contract. 

10.2 The Supplier is required to retain records relative to the Contract for the 
duration of the Contract and for a period of seven (7) years following 
completion or termination of an Acquisition unless otherwise indicated in the 
Contract terms. If a claim, audit, litigation or other action involving such 
records is started before the end of the seven-year period, the records are 
required to be maintained for two (2) years from the date that all issues arising 
out of the action are resolved, or until the end of the seven (7) year retention 
period, whichever is later. 

10.3 Pursuant to 74 O.S. §85.41, if professional services are provided hereunder, all 
items of the Supplier that relate to the professional services are subject to 
examination by the State agency, State Auditor and Inspector and the State 
Purchasing Director. 

11 Confidentiality 
 

11.1 The Supplier shall maintain strict security of all State and citizen data and 
records entrusted to it or to which the Supplier gains access, in accordance with 
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and subject to applicable federal and State laws, rules, regulations, and policies 
and shall use any such data and records only as necessary for Supplier to 
perform its obligations under the Contract. The Supplier further agrees to 
evidence such confidentiality obligation in a separate writing if required under 
such applicable federal or State laws, rules and regulations. The Supplier 
warrants and represents that such information shall not be sold, assigned, 
conveyed, provided, released, disseminated or otherwise disclosed by 
Supplier, its employees, officers, directors, subsidiaries, affiliates, agents, 
representatives, assigns, subcontractors, independent contractors, successor or 
any other persons or entities without Customer’s prior express written 
permission. Supplier shall instruct all such persons and entities that the confidential 
information shall not be disclosed or used without the Customer’s prior express written 
approval except as necessary for Supplier to render services under the Contract. The 
Supplier further warrants that it has a tested and proven system in effect designed to 
protect all confidential information. 

11.2 Supplier shall establish, maintain and enforce agreements with all such persons 
and entities that have access to State and citizen data and records to fulfill 
Supplier’s duties and obligations under the Contract and to specifically prohibit 
any sale, assignment, conveyance, provision, release, dissemination or other 
disclosure of any State or citizen data or records except as required by law or 
allowed by written prior approval of the Customer. 

11.3 Supplier shall immediately report to the Customer any and all unauthorized 
use, appropriation, sale, assignment, conveyance, provision, release, access, 
acquisition, disclosure or other dissemination of any State or citizen data or 
records of which it or its parent company, subsidiaries, affiliates, employees, 
officers, directors, assignees, agents, representatives, independent contractors, 
and subcontractors is aware or have knowledge or reasonable should have 
knowledge. The Supplier shall also promptly furnish to Customer full details 
of the unauthorized use, appropriation, sale, assignment, conveyance, 
provision, release, access, acquisition, disclosure or other dissemination, or 
attempt thereof, and use its best efforts to assist the Customer in investigating 
or preventing the reoccurrence of such event in the future. The Supplier shall 
cooperate with the Customer in connection with any litigation and 
investigation deemed necessary by the Customer to protect any State or citizen 
data and records and shall bear all costs associated with the investigation, 
response and recovery in connection with any breach of State or citizen data or 
records including but not limited to credit monitoring services with a term of 
at least three (3) years, all notice-related costs and toll free telephone call center 
services. 

11.4 Supplier further agrees to promptly prevent a reoccurrence of any unauthorized 
use, appropriation, sale, assignment, conveyance, provision, release, access, 
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acquisition, disclosure or other dissemination of State or citizen data and 
records. 

11.5 Supplier acknowledges that any improper use, appropriation, sale, assignment, 
conveyance, provision, release, access, acquisition, disclosure or other 
dissemination of any State data or records to others may cause immediate and 
irreparable harm to the Customer and certain beneficiaries and may violate 
state or federal laws and regulations. If the Supplier or its affiliates, parent 
company, subsidiaries, employees, officers, directors, assignees, agents, 
representatives, independent contractors, and subcontractors improperly use, 
appropriate, sell, assign, convey, provide, release, access, acquire, disclose or 
otherwise disseminate such confidential information to any person or entity in 
violation of the Contract, the Customer will immediately be entitled to injunctive relief 
and/or any other rights or remedies available under this Contract, at equity or pursuant 
to applicable statutory, regulatory, and common law without a cure period. 

11.6 The Supplier shall immediately forward to the State Purchasing Director, and 
any other applicable person listed in the Notices section(s) of the Contract, any 
request by a third party for data or records in the possession of the Supplier or 
any subcontractor or to which the Supplier or subcontractor has access and 
Supplier shall fully cooperate with all efforts to protect the security and 
confidentiality of such data or records in response to a third party request. 

11.7 Customer may be provided access to Supplier’s  Confidential Information. 
State agencies are subject to the Oklahoma Open Records Act and Supplier 
acknowledges information marked confidential information will be disclosed 
to the extent permitted under the Open Records Act and in accordance with 
this section. Nothing herein is intended to waive the State Purchasing 
Director’s authority under OAC 260:115-3-9 in connection with Bid 
information requested to be held confidential by a Bidder. Notwithstanding the 
foregoing, Supplier Confidential Information shall not include information that: 
(i) is or becomes generally known or available by public disclosure, 
commercial use or otherwise and is not in contravention of this Contract; (ii) 
is known and has been reduced to tangible form by the receiving party before 
the time of disclosure for the first time under this Contract and without other 
obligations of confidentiality; (iii) is independently developed without the use 
of any of Supplier Confidential Information; (iv) is lawfully obtained from a 
third party (without any confidentiality obligation) who has the right to make 
such disclosure or (v) résumé, pricing or marketing materials provided to the 
State. In addition, the obligations in this section shall not apply to the extent 
that the applicable law or regulation requires disclosure of Supplier 
Confidential Information, provided that the Customer provides reasonable 
written notice, pursuant to Contract notice provisions, to the Supplier so that 
the Supplier may promptly seek a protective order or other appropriate remedy. 
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11.8 Except for information deemed confidential by the State pursuant to applicable 
law, rule, regulation, or policy, the parties agree Contract terms and information 
are not confidential and are disclosable without further approval of or notice to 
the Supplier. 

12 Conflict of Interest 
 

In addition to any requirement of law or of a professional code of ethics or conduct, 
the Supplier, its employees, agents and subcontractors are required to disclose any 
outside activity or interest that conflicts or may conflict with the best interest of the 
State.  Prompt disclosure is required under this section if the activity or interest is 
related, directly or indirectly, to any person or entity currently under contract with or 
seeking to do business with the State, its employees or any other third-party individual 
or entity awarded a contract with the State. Further, as long as the Supplier has an 
obligation under the Contract, any plan, preparation or engagement in any such activity 
or interest shall not occur without prior written approval of the State. Any conflict of 
interest shall, at the sole discretion of the State, be grounds for partial or whole 
termination of the Contract. 

13 Assignment and Permitted Subcontractors 
 

13.1 Supplier’s obligations under the Contract may not be assigned or transferred to 
any other person or entity without the prior written consent of the State which 
may be withheld at the State’s sole discretion. Should Supplier assign its rights 
to payment, in whole or in part, under the Contract, Supplier shall provide the 
State and all affected Customers with written notice of the assignment. Such 
written notice shall be delivered timely and contain details sufficient for 
affected Customers to perform payment obligations without any delay caused 
by the assignment. 

13.2 Notwithstanding the foregoing, the Contract may be assigned by Supplier to 
any corporation or other entity in connection with a merger, consolidation, sale 
of all equity interests of the Supplier, or a sale of all or substantially all of the 
assets of the Supplier to which the Contract relates. In any such case, said 
corporation or other entity shall by operation of law or expressly in writing 
assume all obligations of the Supplier as fully as if it had been originally made 
a party to the Contract. Supplier shall give the State and all affected Customers 
prior written notice of said assignment. Any assignment or delegation in 
violation of this subsection shall be void. 

13.3 If the Supplier is permitted to utilize subcontractors in support of the Contract, 
the Supplier shall remain solely responsible for its obligations under the terms 
of the Contract, for its actions and omissions and those of its agents, employees 
and subcontractors and for payments to such persons or entities. Prior to a 
subcontractor being utilized by the Supplier, the Supplier shall obtain written 
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approval of the State of such subcontractor and each employee, as applicable 
to a particular Acquisition, of such subcontractor proposed for use by the 
Supplier. Such approval is within the sole discretion of the State. Any 
proposed subcontractor shall be identified by entity name, and by employee 
name, if required by the particular Acquisition, in the applicable proposal and 
shall include the nature of the services to be performed. As part of the approval 
request, the Supplier shall provide a copy of a written agreement executed by 
the Supplier and subcontractor setting forth that such subcontractor is bound 
by and agrees, as applicable, to perform the same covenants and be subject to 
the same conditions and make identical certifications to the same facts and criteria, as 
the Supplier under the terms of all applicable Contract Documents. Supplier agrees 
that maintaining such agreement with any subcontractor and obtaining prior written 
approval by the State of any subcontractor and associated employees shall be a 
continuing obligation. The State further reserves the right to revoke approval of a 
subcontractor or an employee thereof in instances of poor performance, misconduct or 
for other similar reasons. 

13.4 All payments under the Contract shall be made directly to the Supplier, except 
as provided in 13.1  above regarding the Supplier’s assignment of payment. 
No payment shall be made to the Supplier for performance by unapproved or 
disapproved employees of the Supplier or a subcontractor. 

13.5 Rights and obligations of the State or a Customer under the terms of this 
Contract may be assigned or transferred, at no additional cost, to other 
Customer entities. 

14 Background Checks and Criminal History Investigations 
 

Prior to the commencement of any services, background checks and criminal history 
investigations of the Supplier’s employees and subcontractors who will be providing 
services may be required and, if so, the required information shall be provided to the 
State in a timely manner. Supplier’s access to facilities, data and information may be 
withheld prior to completion of background verification acceptable to the State. The 
costs of additional background checks beyond Supplier’s normal hiring practices shall 
be the responsibility of the Customer unless such additional background checks are 
required solely because Supplier will not provide results of its otherwise acceptable 
normal background checks; in such an instance, Supplier shall pay for the additional 
background checks. Supplier will coordinate with the State and its employees to 
complete the necessary background checks and criminal history investigations. Should 
any employee or subcontractor of the Supplier who will be providing services under 
the Contract not be acceptable as a result of the background check or criminal history 
investigation, the Customer may require replacement of the employee or subcontractor 
in question and, if no suitable replacement is made within a reasonable time, terminate 
the purchase order or other payment mechanism associated with the project or services. 
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15 Patents and Copyrights 
 

Without exception, a product or deliverable price shall include all royalties or costs 
owed by the Supplier to any third party arising from the use of a patent, intellectual 
property, copyright or other property right held by such third party. Should any third 
party threaten or make a claim that any portion of a product or service provided by 
Supplier under the Contract infringes that party’s patent, intellectual property, 
copyright or other property right, Supplier shall enable each affected Customer to 
legally continue to use, or modify for use, the portion of the product or service at issue 
or replace such potentially infringing product, or re-perform or redeliver in the case of 
a service, with at least a functional non-infringing equivalent. Supplier’s duty under 
this section shall extend to include any other product or service rendered materially 
unusable as intended due to replacement or modification of the product or service at 
issue. If the Supplier determines that none of these alternatives are reasonably 
available, the State shall return such portion of the product or deliverable at issue to 
the Supplier, upon written request, in exchange for a refund of the price paid for such 
returned goods as well as a refund or reimbursement, if applicable, of the cost of any 
other product or deliverable rendered materially unusable as intended due to removal 
of the portion of product or deliverable at issue. Any remedy provided under this 
section is not an exclusive remedy and is not intended to operate as a waiver of legal 
or equitable remedies because of acceptance of relief provided by Supplier. 

16 Indemnification 
 

16.1 Acts or Omissions 
 

A. Supplier shall defend and indemnify the Indemnified Parties, as 
applicable, for any and all liability, claims, damages, losses, costs, 
expenses, demands, suits and actions of third parties (including without 
limitation reasonable attorneys’ fees and costs required to establish the 
right to indemnification) arising out of, or resulting from any action or 
claim for bodily injury, death, or property damage brought against any 
of the Indemnified parties to the extent arising from any negligent act 
or omission or willful misconduct of the Supplier or its agents, 
employees, or subcontractors in the execution or performance of the 
Contract. 

B. To the extent Supplier is found liable for loss, damage, or destruction 
of any property of Customer due to negligence, misconduct, wrongful 
act, or omission on the part of the Supplier, its employees, agents, 
representatives, or subcontractors, the Supplier and Customer shall use 
best efforts to mutually negotiate an equitable settlement amount to 
repair or replace the property unless such loss, damage or destruction 
is of such a magnitude that repair or replacement is not a reasonable 
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option. Such amount shall be invoiced to, and is payable by, Supplier 
sixty (60) calendar days after the date of Supplier’s receipt of an invoice 
for the negotiated settlement amount. 

16.2 Infringement 

 
Supplier shall indemnify the Indemnified Parties, as applicable, for all liability, 
claims, damages, losses, costs, expenses, demands, suits and actions of third 
parties (including without limitation reasonable attorneys’ fees and costs 
required to establish the right to indemnification) arising from or in connection 
with Supplier’s breach of its representations and warranties in the Contract or 
alleged infringement of any patent, intellectual property, copyright or other 
property right in connection with a product or service provided under the 
Contract. Supplier’s duty under this section is reduced to the extent a claimed 
infringement results from: (a) a Customer’s or user’s content; (b) modifications 
by Customer or third party to a product delivered under the Contract or 
combinations of the product with any non-Supplier-provided services or 
products unless Supplier recommended or participated in such modification or 
combination; (c) use of a product or service by Customer in violation of the 
Contract unless done so at the direction of Supplier, or (d) a non-Supplier 
product that has not been provided to the State by, through or on behalf of 
Supplier as opposed to its combination with products Supplier provides to or 
develops for the State or a Customer as a system. 

16.3 Notice and Cooperation 
 

In connection with indemnification obligations under the Contract, the parties 
agree to furnish prompt written notice to each other of any third-party claim. 
Any Customer affected by the claim will reasonably cooperate with Supplier 
and defense of the claim to the extent its interests are aligned with Supplier. 
Supplier shall use counsel reasonably experienced in the subject matter at issue 
and will not settle a claim without the written consent of the party being 
defended, which consent will not be unreasonably withheld or delayed, except 
that no consent will be required to settle a claim against Indemnified Parties 
that are not a State agency, where relief against the Indemnified Parties is 
limited to monetary damages that are paid by the defending party under 
indemnification provisions of the Contract. 

16.4 Coordination of Defense 
 

In connection with indemnification obligations under the Contract, when a 
State agency is a named defendant in any filed or threatened lawsuit, the 
defense of the State agency shall be coordinated by the Attorney General of 
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Oklahoma, or the Attorney General may authorize the Supplier to control the 
defense and any related settlement negotiations; provided, however, Supplier 
shall not agree to any settlement of claims against the State without obtaining 
advance written concurrence from the Attorney General. If the Attorney 
General does not authorize sole control of the defense and settlement 
negotiations  to  Supplier,  Supplier shall  have authorization to equally 
participate in any proceeding related to the indemnity obligation under the 
Contract and shall remain responsible to indemnify the applicable Indemnified 
Parties. 

16.5 Limitation of Liability 
 

A. With respect to any claim or cause of action arising under or related to 
the Contract, neither the State nor any Customer shall be liable to 
Supplier for lost profits, lost sales or business expenditures, 
investments, or commitments in connection with any business, loss of 
any goodwill, or for any other indirect, incidental, punitive, special or 
consequential damages, even if advised of the possibility of such 
damages. 

B. Notwithstanding anything to the contrary in the Contract, no provision 
shall limit damages, expenses, costs, actions, claims, and liabilities 
arising from or related to property damage, bodily injury or death 
caused by Supplier or its employees, agents or subcontractors; 
indemnity, security or confidentiality obligations under the Contract; 
the bad faith, negligence, intentional misconduct or other acts for which 
applicable law does not allow exemption from liability of Supplier or 
its employees, agents or subcontractors. 

C. The limitation of liability and disclaimers set forth in the Contract will 
apply regardless of whether Customer has accepted a product or 
service. The parties agree that Supplier has set its fees and entered into 
the Contract in reliance on the disclaimers and limitations set forth 
herein, that the same reflect an allocation of risk between the parties 
and form an essential basis of the bargain between the parties. These 
limitations shall apply notwithstanding any failure of essential purpose 
of any limited remedy. 

17 Termination for Funding Insufficiency 
 

17.1 Notwithstanding anything to the contrary in any Contract Document, the State 
may terminate the Contract in whole or in part if funds sufficient to pay 
obligations under the Contract are not appropriated or received from an 
intended third-party funding source. In the event of such insufficiency, 
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Supplier will be provided at least fifteen (15) calendar days’ written notice of 
termination. Any partial termination of the Contract under this section shall not 
be construed as a waiver of, and shall not affect, the rights and obligations of 
any party regarding portions of the Contract that are not terminated. The 
determination by the State of insufficient funding shall be accepted by, and 
shall be final and binding on, the Supplier. 
 

17.2 Upon receipt of notice of a termination, Supplier shall immediately comply 
with the notice terms and take all necessary steps to minimize the incurrence 
of costs allocable to the work affected by the notice. If a purchase order or 
other payment mechanism has been issued and a product or service has been 
accepted as satisfactory prior to the effective date of termination, the 
termination does not relieve an obligation to pay for the product or service but 
there shall not be any liability for further payments ordinarily due under the 
Contract or for any damages or other amounts caused by or associated with 
such termination. Any amount paid to Supplier in the form of prepaid fees that 
are unused when the Contract or certain obligations are terminated shall be 
refunded. 

 
17.3 The State's exercise of its right to terminate the Contract under this section 

shall not be considered a default or breach under the Contract or relieve the 
Supplier of any liability for claims arising under the Contract. 

18 Termination for Cause 
 

18.1 Supplier may terminate the Contract if (i) it has provided the State with written 
notice of material breach and (ii) the State fails to cure such material breach 
within thirty (30) days of receipt of written notice. If there is more than one 
Customer, material breach by a Customer does not give rise to a claim of 
material breach as grounds for termination by Supplier of the Contract as a 
whole. The State may terminate the Contract in whole or in part if (i) it has 
provided Supplier with written notice of material breach, and (ii) Supplier fails 
to cure such material breach within thirty (30) days of receipt of written notice. 
Any partial termination of the Contract under this section shall not be construed 
as a waiver of, and shall not affect, the rights and obligations of any party 
regarding portions of the Contract that are not terminated. 

18.2 The State may terminate the Contract in whole or in part immediately without 
a thirty (30) day written notice to Supplier if (i) Supplier fails to comply with 
confidentiality, privacy, security, environmental or safety requirements 
applicable to Supplier’s performance or obligations under the Contract; (ii) 
Supplier’s material breach is reasonably determined to be an impediment to the 
function of the State and detrimental to the State or to cause a condition 

precluding the thirty (30) day notice or (iii) when the State determines 
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that an administrative error in connection with award of the Contract occurred 
prior to Contract performance. 

18.3 Upon receipt of notice of a termination, Supplier shall immediately comply 
with the notice terms and take all necessary steps to minimize the incurrence 
of costs allocable to the work affected by the notice. If a purchase order or other 
payment mechanism has been issued and a product or service has been accepted as 
satisfactory prior to the effective date of termination, the termination does not relieve 
an obligation to pay for the product or service but there shall not be any liability for 
further payments ordinarily due under the Contract or for any damages or other 
amounts caused by or associated with such termination. Such termination is not an 
exclusive remedy but is in addition to any other rights and remedies provided for by 
law. Any amount paid to Supplier in the form of prepaid fees that are unused when the 
Contract or certain obligations are terminated shall be refunded. Termination of the 
Contract under this section, in whole or in part, shall not relieve the Supplier of 
liability for claims arising under the Contract. 

18.4 The Supplier’s repeated failure to provide an acceptable product or service; 
Supplier’s unilateral revision of linked or supplemental terms that have a 
materially adverse impact on a Customer’s rights or obligations under the 
Contract (except as required by a governmental authority); actual or anticipated 
failure of Supplier to perform its obligations under the Contract; Supplier’s 
inability to pay its debts when due; assignment for the benefit of Supplier’s 
creditors; or voluntary or involuntary appointment of a receiver or filing of 
bankruptcy of Supplier shall constitute a material breach of the Supplier’s 
obligations, which may result in partial or whole termination of the Contract. 
This subsection is not intended as an exhaustive list of material breach 
conditions. Termination may also result from other instances of failure to 
adhere to the Contract provisions and for other reasons provided for by 
applicable law, rules or regulations; without limitation, OAC 260:115-9-1 is 
an example. 

19 Termination for Convenience 
 

19.1 The State may terminate the Contract, in whole or in part, for convenience if it 
is determined that termination is in the State’s best interest. In the event of a 
termination for convenience, Supplier will be provided at least thirty (30) days’ 
written notice of termination. Any partial termination of the Contract shall not 
be construed as a waiver of, and shall not affect, the rights and obligations of 
any party regarding portions of the Contract that remain in effect. 

 
19.2 Upon receipt of notice of such termination, Supplier shall immediately comply 

with the notice terms and take all necessary steps to minimize the incurrence 
of costs allocable to the work affected by the notice. If a purchase order or 
other payment mechanism has been issued and a product or service has been 
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accepted as satisfactory prior to the effective date of termination, the 
termination does not relieve an obligation to pay for the product or service but 
there shall not be any liability for further payments ordinarily due under the Contract 
or for any damages or other amounts caused by or associated with such termination. 
Such termination shall not be an exclusive remedy but shall be in addition to any other 
rights and remedies provided for by law. Any amount paid to Supplier in the form of 
prepaid fees that are unused when the Contract or certain obligations are terminated 
shall be refunded. Termination of the Contract under this section, in whole or in part, 
shall not relieve the Supplier of liability for claims arising under the Contract. 

 
20 Suspension of Supplier 

 
20.1 Supplier may be subject to Suspension without advance notice and may 

additionally be suspended from activities under the Contract if Supplier fails 
to comply with confidentiality, privacy, security, environmental or safety 
requirements applicable to Supplier’s performance or obligations under the 
Contract. 

20.2 Upon receipt of a notice pursuant to this section, Supplier shall immediately 
comply with the notice terms and take all necessary steps to minimize the 
incurrence of costs allocable to the work affected by the notice. If a purchase 
order or other payment mechanism has been issued and a product or service 
has been accepted as satisfactory prior to receipt of notice by Supplier, the 
Suspension does not relieve an obligation to pay for the product or service but 
there shall not be any liability for further payments ordinarily due under the 
Contract during a period of Suspension or suspended activity or for any 
damages or other amounts caused by or associated with such Suspension or 
suspended activity. A right exercised under this section shall not be an 
exclusive remedy but shall be in addition to any other rights and remedies 
provided for by law. Any amount paid to Supplier in the form of prepaid fees 
attributable to a period of Suspension or suspended activity shall be refunded. 

20.3 Such Suspension may be removed, or suspended activity may resume, at the 
earlier of such time as a formal notice is issued that authorizes the resumption 
of performance under the Contract or at such time as a purchase order or other 
appropriate encumbrance document is issued. This subsection is not intended 
to operate as an affirmative statement that such resumption will occur. 

21 Certification Regarding Debarment, Suspension, and Other Responsibility 
Matters 

The certification made by Supplier with respect to Debarment, Suspension, certain 
indictments, convictions, civil judgments and terminated public contracts is a material 
representation of fact upon which reliance was placed when entering into the Contract. 
A determination that Supplier knowingly rendered an erroneous certification, in 
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addition to other available remedies, may result in whole or partial termination of the 
Contract for Supplier’s default. Additionally, Supplier shall promptly provide written 
notice to the State Purchasing Director if the certification becomes erroneous due to 
changed circumstances. 

22 Certification Regarding State Employees Prohibition From Fulfilling Services 
 

Pursuant to 74 O.S. § 85.42, the Supplier certifies that no person involved in any 
manner in development of the Contract employed by the State shall be employed to 
fulfill any services provided under the Contract. 

23 Force Majeure 
 

23.1 Either party shall be temporarily excused from performance to the extent 
delayed as a result of unforeseen causes beyond its reasonable control 
including fire or other similar casualty, act of God, strike or labor dispute, war 
or other violence, or any law, order or requirement of any governmental agency 
or authority provided the party experiencing the force majeure event has 
prudently and promptly acted to take any and all steps within the party’s control 
to ensure continued performance and to shorten duration of the event. If a 
party’s performance of its obligations is materially hindered as a result of a 
force majeure event, such party shall promptly notify the other party of its best 
reasonable assessment of the nature and duration of the force majeure event 
and steps it is taking, and plans to take, to mitigate the effects of the force 
majeure event. The party shall use commercially reasonable best efforts to 
continue performance to the extent possible during such event and resume full 
performance as soon as reasonably practicable. 

23.2 Subject to the conditions set forth above, non-performance as a result of a force 
majeure event shall not be deemed a default. However, a purchase order or 
other payment mechanism may be terminated if Supplier cannot cause delivery 
of a product or service in a timely manner to meet the business needs of 
Customer. Supplier is not entitled to payment for products or services not 
received and, therefore, amounts payable to Supplier during the force majeure 
event shall be equitably adjusted downward. 

23.3 Notwithstanding the foregoing or any other provision in the Contract, (i) the 
following are not a force majeure event under the Contract: (a) shutdowns, 
disruptions or malfunctions in Supplier’s system or any of Supplier’s 
telecommunication or internet services other than as a result of general and 
widespread internet or telecommunications failures that are not limited to 
Supplier’s systems or (b) the delay or failure of Supplier or subcontractor 
personnel to perform any obligation of Supplier hereunder unless such delay 
or failure to perform is itself by reason of a force majeure event and (ii) no force 
majeure event modifies or excuses Supplier’s obligations related to confidentiality, 
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indemnification, data security or breach notification obligations set forth herein. 

24 Security of Property and Personnel 
 

In connection with Supplier’s performance under the Contract, Supplier may have 
access to Customer personnel, premises, data, records, equipment and other property. 
Supplier shall use commercially reasonable best efforts to preserve the safety and 
security of such personnel, premises, data, records, equipment, and other property of 
Customer. Supplier shall be responsible for damage to such property to the extent such 
damage is caused by its employees or subcontractors and shall be responsible for loss 
of Customer property in its possession, regardless of cause. If Supplier fails to comply 
with Customer’s security requirements, Supplier is subject to immediate suspension 
of work as well as termination of the associated purchase order or other payment 
mechanism. 

25 Notices 
 

All notices, approvals or requests allowed or required by the terms of any Contract 
Document shall be in writing, reference the Contract with specificity and deemed 
delivered upon receipt or upon refusal of the intended party to accept receipt of the 
notice. In addition to other notice requirements in the Contract and the designated 
Supplier contact provided in a successful Bid, notices shall be sent to the State at the 
physical address set forth below. Notice information may be updated in writing to the 
other party as necessary. Notwithstanding any other provision of the Contract, 
confidentiality, breach and termination-related notices shall not be delivered solely via 
e-mail. 

 
If sent to the State: 
State Purchasing Director 
2401 N. Lincoln Blvd., Second Floor 
Oklahoma City, Oklahoma 73105 

 
With a copy, which shall not constitute notice, to: 
Purchasing Division Deputy General Counsel 
2401 N. Lincoln Blvd., Second Floor  
Oklahoma City, Oklahoma 73105 

 
26 Miscellaneous 

 
26.1 Choice of Law and Venue 

 
Any claim, dispute, or litigation relating to the Contract Documents, in the 
singular or in the aggregate, shall be governed by the laws of the State without 
regard to application of choice of law principles. Pursuant to 74 O.S. §85.7(F), 
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where federal granted funds are involved, applicable federal laws, rules and 
regulations shall govern to the extent necessary to insure benefit of such federal 
funds to the State. Venue for any action, claim, dispute, or litigation relating 
in any way to the Contract Documents, shall be in Oklahoma County, 
Oklahoma. The State expressly declines any terms that minimize its rights under 
Oklahoma law, including but not limited to, Statutes of Limitations. 

26.2 No Guarantee of Products or Services Required 
 

The State shall not guarantee any minimum or maximum amount of Supplier 
products or services required under the Contract. 

26.3 Employment Relationship 
 

The Contract does not create an employment relationship. Individuals 
providing products or performing services pursuant to the Contract are not 
employees of the State or Customer and, accordingly are not eligible for any 
rights or benefits whatsoever accruing to such employees. 

26.4 Transition Services 
 

If transition services are needed at the time of Contract expiration or 
termination, Supplier shall provide such services on a month-to-month basis, 
at the contract rate or other mutually agreed rate. Supplier shall provide a 
proposed transition plan, upon request, and cooperate with any successor 
supplier and with establishing a mutually agreeable transition plan. Failure to 
cooperate may be documented as poor performance of Supplier. 

26.5 Publicity 
 

The existence of the Contract or any Acquisition is in no way an endorsement 
of Supplier, the products or services and shall not be so construed by Supplier 
in any advertising or publicity materials. Supplier agrees to submit to the State 
all advertising, sales, promotion, and other publicity matters relating to the 
Contract wherein the name of the State or any Customer is mentioned or 
language used from which, in the State’s judgment, an endorsement may be 
inferred or implied. Supplier further agrees not to publish or use such 
advertising, sales promotion, or publicity matter or release any informational 
pamphlets, notices, press releases, research reports, or similar public notices 
concerning the Contract or any Acquisition hereunder without obtaining the 
prior written approval of the State. 

26.6 Open Records Act 
 

Supplier acknowledges that all State agencies and certain other Customers are 
subject to the Oklahoma Open Records Act set forth at 51 O.S. §24A-1 et seq. 
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Supplier also acknowledges that compliance with the Oklahoma Open Records 
Act and all opinions of the Oklahoma Attorney General concerning the Act is 
required. 

26.7 Failure to Enforce 
 

Failure by the State or a Customer at any time to enforce a provision of, or 
exercise a right under, the Contract shall not be construed as a waiver of any 
such provision. Such failure to enforce or exercise shall not affect the validity 
of any Contract Document, or any part thereof, or the right of the State or a 
Customer to enforce any provision of, or exercise any right under, the Contract 
at any time in accordance with its terms. Likewise, a waiver of a breach of any 
provision of a Contract Document shall not affect or waive a subsequent breach 
of the same provision or a breach of any other provision in the Contract. 

26.8 Mutual Responsibilities 
 

A. No party to the Contract grants the other the right to use any 
trademarks, trade names, other designations in any promotion or 
publication without the express written consent by the other party. 

B. The Contract is a non-exclusive contract and each party is free to enter 
into similar agreements with others. 

C. The Customer and Supplier each grant the other only the licenses and 
rights specified in the Contract and all other rights and interests are 
expressly reserved. 

D. The Customer and Supplier shall reasonably cooperate with each other 
and any Supplier to which the provision of a product and/or service 
under the Contract may be transitioned after termination or expiration 
of the Contract. 

E. Except as otherwise set forth herein, where approval, acceptance, 
consent, or similar action by a party is required under the Contract, such 
action shall not be unreasonably delayed or withheld. 

26.9 Invalid Term or Condition 
 

To the extent any term or condition in the Contract conflicts with a compulsory 
applicable State or United States law or regulation, such Contract term or 
condition is void and unenforceable. By executing any Contract Document 
which contains a conflicting term or condition, no representation or warranty 
is made regarding the enforceability of such term or condition. Likewise, any 
applicable State or federal law or regulation which conflicts with the Contract 
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or any non-conflicting applicable State or federal law or regulation is not 
waived. 

26.10 Severability 
 

If any provision of a Contract Document, or the application of any term or 
condition to any party or circumstances, is held invalid or unenforceable for 
any reason, the remaining provisions shall continue to be valid and enforceable 
and the application of such provision to other parties or circumstances shall 
remain valid and in full force and effect. If a court finds that any provision of 
this contract is invalid or unenforceable, but that by limiting such provision it 
would become valid and enforceable, then such provision shall be deemed to 
be written, construed, and enforced as so limited. 

26.11 Section Headings 
 

The headings used in any Contract Document are for convenience only and do 
not constitute terms of the Contract. 

26.12 Sovereign Immunity 
 

Notwithstanding any provision in the Contract, the Contract is entered into 
subject to the State's Constitution, statutes, common law, regulations, and the 
doctrine of sovereign immunity, none of which are waived by the State nor any 
other right or defense available to the State. 

26.13 Survival 
 

As applicable, performance under all license, subscription, service agreements, 
statements of work, transition plans and other similar Contract Documents 
entered into between the parties under the terms of the Contract shall survive 
Contract expiration. Additionally, rights and obligations under the Contract 
which by their nature should survive including, without limitation, certain 
payment obligations invoiced prior to expiration or termination; confidentiality 
obligations; security incident and data breach obligations and indemnification 
obligations, remain in effect after expiration or termination of the Contract. 

26.14 Entire Agreement 
 

The Contract Documents taken together as a whole constitute the entire 
agreement  between  the  parties.   No  statement,  promise,  condition, 
understanding, inducement or representation, oral or written, expressed or 
implied, which is not contained in a Contract Document shall be binding or 
valid. The Supplier’s representations and certifications, including any 
completed electronically, are incorporated by reference into the Contract. 
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26.15 Gratuities 
 

The Contract may be immediately terminated, in whole or in part, by written 
notice if it is determined that the Supplier, its employee, agent, or another 
representative violated any federal, State or local law, rule or ordinance by 
offering or giving a gratuity to any State employee directly involved in the 
Contract. In addition, Suspension or Debarment of the Supplier may result 
from such a violation. 

26.16 Import/Export Controls 
 

Neither party will use, distribute, transfer or transmit any equipment, services, 
software or technical information provided under the Contract (even if 
incorporated into other products) except in compliance with all applicable 
import and export laws, conventions and regulations. 
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ATTACHMENT C 
 

OKLAHOMA STATEWIDE CONTRACT TERMS 
 

1. Statewide Contract Type 
 

1.1 The Contract is a non-mandatory statewide contract for use by State 
agencies.  Additionally, the Contract may be used by any governmental 
entity specified as a political subdivision of the State pursuant to the 
Governmental Tort Claims Act including any associated institution, 
instrumentality, board, commission, committee, department or other entity 
designated to act on behalf of the political subdivision; a state, county or 
local governmental entity in its state of origin; and entities authorized to 
utilize contracts by the State via a multistate or multigovernmental 
contract. 
 

1.2 The Contract is a firm, fixed price contract for indefinite delivery and 
quantity for the Acquisitions available under the Contract. 

 
2. Orders and Addendums 

 
2.1 Unless mutually agreed in writing otherwise, orders shall be placed 

directly with the Supplier by issuance of written purchase orders or by 
Purchase Card by state agencies and other authorized entities.  All orders 
are subject to the Contract terms and any order dated prior to Contract 
expiration shall be performed.  Delivery to multiple destinations may be 
required.   
 

2.2 Any ordering document shall be effective between Supplier and the 
Customer only and shall not be an Addendum to the Contract in its 
entirety or apply to any Acquisition by another Customer. 

 
2.3 Additional terms added to a Contract Document by a Customer shall be 

effective if the additional terms do not conflict with the General Terms 
and are acceptable to Supplier.  However, an Addendum to the Contract 
shall be signed by the State Purchasing Director or designee.  Regarding 
information technology and telecommunications contracts, pursuant to 62 
O.S., §34.11.1, the Chief Information Officer acts as the Information 
Technology and Telecommunications Purchasing Director.  
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3. Termination for Funding Insufficiency  
 
In addition to Contract terms relating to termination due to insufficient funding, a 
Customer may terminate any purchase order or other payment mechanism if funds 
sufficient to pay obligations under the Contract are not appropriated or received 
from an intended third-party funding source.  The determination by the Customer 
of insufficient funding shall be accepted by, and shall be final and binding on, the 
Supplier.    

 
4. Termination for Cause 

 
In addition to Contract terms relating to termination for cause, a customer may 
terminate its obligations, in whole or in part, to Supplier if it has provided 
Supplier with written notice of material breach and Supplier fails to cure such 
material breach within thirty (30) days of receipt of written notice. The Customer 
may also terminate a purchase order or other payment mechanism or Supplier’s 
activities under the Contract immediately without a thirty (30) day written notice 
to Supplier, if Supplier fails to comply with confidentiality, privacy, security, 
environmental or safety requirements if such non-compliance relates or may relate 
to Supplier provision of products or services to the Customer or if Supplier’s 
material breach is reasonably determined (i) to be an impediment to the function 
of the Customer and detrimental to the Customer, or (ii) when conditions preclude 
the thirty (30) day notice.   
 

5. Termination for Convenience 
 
In addition to any termination for convenience provisions in the Contract, a 
Customer may terminate a purchase order or other payment mechanism for 
convenience if it is determined that termination is in the Customer’s best interest. 
Supplier will be provided at least thirty (30) days’ written notice of termination. 
 

6. Contract Management Fee and Usage Report 
 

6.1 Pursuant to 74 O.S. § 85.33A, the State assesses a contract management 
fee on all transactions under a statewide contract.  The payment of such 
fee will be calculated for all transactions, net of returns and the Supplier 
has no right of setoff against such fee regardless of the payment status of 
any Customer or any aggregate accounts receivable percentage. Supplier 
acknowledges and agrees that all prices quoted under any statewide 
contract shall include the contract management fee and the contract 
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management fee shall not be reflected as a separate line item in Supplier’s 
billing.  The State reserves the right to change this fee upward or 
downward upon sixty (60) calendar days’ written notice to Supplier 
without further requirement for an Addendum.  
 

6.2 While Supplier is the awardee of a statewide contract, transactions that 
occur under the terms of the statewide contract are subject to a one percent 
(1%) contract management fee to be paid by Supplier.  Supplier shall 
submit a Contract Usage Report on a quarterly basis for each contract 
using a form provided by the State and such report shall include applicable 
information for each transaction.  Reports shall include usage of the 
statewide contract by every Customer during the applicable quarter. A 
singular report provided late will not be considered a breach of the 
statewide contract; provided, however, repeated failure to submit accurate 
quarterly usage reports and submit timely payments may result in 
suspension or termination, in whole or in part, of the Contract. 

 
6.3 All Contract Usage Reports shall meet the following criteria: 

 
i. Electronic submission in Microsoft Excel format to 

strategic.sourcing@omes.ok.gov; 
 

ii. Quarterly submission regardless of whether there were    
transactions under the Contract during the applicable quarterly 
reporting period; 
 

iii.       Submission no later than forty-five (45) days following the end of 
each calendar quarter; 
 

iv. Contract quarterly reporting periods shall be as follows: 
 

a. January 01 through March 31; 
 

b. April 01 through June 30; 
 

c. July 01 through September 30; and 
 

d. October 01 through December 31. 
 

v. Reports must include the following information: 
 

mailto:strategic.sourcing@omes.ok.gov


09/28/2020 
 

a. Procuring entity; 
b. Order date; 
c. Purchase Order number or note that the transaction was 

paid by Purchase Card; 
d. City in which products or services were received or specific 

office or subdivision title; 
e. Product manufacturer or type of service; 
f. Manufacturer item number, if applicable; 
g. Product description; 
h. General product category, if applicable; 
i. Quantity; 
j. Unit list price or MSRP, as applicable; 
k. Unit price charged to the purchasing entity; and 
l. Other Contract usage information requested by the State. 

 
6.4 Payment of the contract management fee shall be delivered to the 

following address within forty-five (45) calendar days after the end of 
each quarterly reporting period: 

 
State of Oklahoma  
Office of Management and Enterprise Services, Central Purchasing 
2401 North Lincoln Boulevard, Suite 118 
Oklahoma City, Oklahoma 73105 
 
To ensure payment is properly accounted for, Supplier shall provide the 
following information with payment: (i) reference to the applicable 
Contract Usage Report and quarterly reporting period and (ii) the 
applicable statewide contract number(s) and the amount of the contract 
management fee being paid for each contract number. 

 































































Request for Proposals for
SW0135 Marketing & Advertising
Issued by the State of Oklahoma
Solicitation Number EV00000444
Maryh Harris

Categories

List Services Provided                                
(Items in Red are meant as examples. 
Add more lines as needed or attach a 
.pdf) 

 Cost Per 
Hour/Month

Cost per 
Project % Rate 

Increase 
2nd year

% Rate 
Increase 
3rd year

% Rate 
Increase 
4th year

% Rate 
Increase              
5th year

Social Media Account Set-up
includes Graphic Design
(FaceBook, Instagram, TikTok, etc.) 110$                       880$            3.0% 3.0% 3.0% 3.0%
Social Media Strategy
includes Campaign Concept 110$                       3,520$        3.0% 3.0% 3.0% 3.0%
Social Media Mgmt. & Monitoring 110$                       1,540$        3.0% 3.0% 3.0% 3.0%
Email Strategy & Implementation 110$                       550$            3.0% 3.0% 3.0% 3.0%
Podcast Strategy 110$                       1,540$        3.0% 3.0% 3.0% 3.0%
Podcast Post-Production 110$                       1,980$        3.0% 3.0% 3.0% 3.0%

Attached File? Yes Name of File: 

Attached File? Name of File: 

Graphic Design 110$                    3.0% 3.0% 3.0% 3.0%
Commercial Photography – ½ day – Studio Shoot 150$                    1,500$        3.0% 3.0% 3.0% 3.0%
Commercial Photography – ½ day – Location Shoot 150$                    2,100$        3.0% 3.0% 3.0% 3.0%
Commercial Photography – Full day – Studio Shoot 150$                    3,000$        3.0% 3.0% 3.0% 3.0%
Commercial Photography – Full day – Location Shoot 150$                    3,600$        3.0% 3.0% 3.0% 3.0%
Commercial Photography – Event Shoot 150$                    1,200$        3.0% 3.0% 3.0% 3.0%
Video Production - Creative Concepting 150$                    1,500$        3.0% 3.0% 3.0% 3.0%
Video Production – Scripting 150$                    1,800$        3.0% 3.0% 3.0% 3.0%
Video Production – Story boarding 150$                    3,000$        3.0% 3.0% 3.0% 3.0%
Video Production – Pre-Production 150$                    4,800$        3.0% 3.0% 3.0% 3.0%
Video Production – 0:15 – 0:30 Video
Studio Shoot 150$                    4,800$        3.0% 3.0% 3.0% 3.0%
Video Production – 0:30 – 0:90 Video
High Concept (Concepting through Edit) 150$                    30,000$      3.0% 3.0% 3.0% 3.0%
Video Production – 0:30 - 0:90 Video Testimonial/Interview 
Style 150$                    8,100$        3.0% 3.0% 3.0% 3.0%
Video Production – ½ day - Studio 150$                    1,800$        3.0% 3.0% 3.0% 3.0%
Video Production – ½ day – Location 150$                    3,000$        3.0% 3.0% 3.0% 3.0%
Video Production – Full day – Studio 150$                    3,600$        3.0% 3.0% 3.0% 3.0%
Video Production – Full day – Location 150$                    4,500$        3.0% 3.0% 3.0% 3.0%

Attached File? Yes Name of File: 

Attached File? Name of File: 

Attached File? Name of File: 

Attached File? Name of File: 

Attached File? Name of File: 

Attached File? Name of File: 

    Category VIII                                        
Outdoor Advertising

    Category VI                                             
Value Proposals

    Category VII                                
Direct Media Buys

Category II                                                                                              
Client Services

 Category III                                      
Creative Services

M. Lashell Photography - Rate Card.pdf

Category IV                                                 
Advertising and Marketing Services

    Category V                                          
Integrated Marketing Services                                           

7.8 Section Eight:  Pricing (Will not be held Conϐidential)                                                                                                                                                                                                                                                                                      
EXHIBIT  03: Rate Card Template

Instructions
 -For each category, list the services titles you support. Provide total cost or hourly "not-to-exceed" rates for each level and category as applicable.
- If you are attaching a supplementary PDF with prices, please select YES on the "Attached File" Drop down Menu related to the category, and then provide the file name. It is acceptable to have 
an attached PDF file that covers multiple categories.                                                                                                                                                                                                                                                                 *Pricing 
must include travel and delivery costs

Category I                                                                                                      
Web-Based, Social & Emerging Media 

Services

M. Lashell Photography - Rate Card.pdf



M. Lashell Photography, LLC Rate Card

Web-Based, Social & Emerging Media Services

Facebook InstagramX TikTok

Project 
Cost

Project 
Hours

Hourly 
Rate

Service

$8808$110
Social Media Account Set-up
includes Graphic Design

$3,52032$110
Social Media Strategy
includes Campaign Concept

$1,54014$110Social Media Mgmt. & Monitoring

$5505$110Email Strategy & Implementation

$1,54014$110Podcast Strategy

$1,98018$110Podcast Post-Production

Creative Services

Project 
Cost

Project 
Hours

Hourly 
Rate

Service

$110Graphic Design

$1,50010$150Photography – ½ day – Studio Shoot

$2,10014$150Photography – ½ day - Location Shoot

$3,00020$150Photography – Full Day – Studio Shoot

$3,60024$150Photography – Full Day – Location Shoot

$1,2008$150Photography – Event Shoot

$1,50010$150Video Production - Creative Concepting

$1,80012$150Video Production – Scripting

$3,00020$150Video Production – Story boarding

$4,80032$150Video Production – Pre-Production

$4,80032$150
Video Production – 0:15 – 0:30 Video 
Studio Shoot

$30,000200$150
Video Production – 0:30 – 0:90 Video
High Concept (Concepting through Edit)

$8,10054$150
Video Production – 0:30 - 0:90 Video 
Testimonial/Interview Style

$1,80012$150Video Production – ½ day - Studio

$3,00020$150Video Production – ½ day – Location

$3,60024$150Video Production – Full day – Studio

$4,50030$150Video Production – Full day – Location



 

7.7 Section Seven: Response to Specifications and Requirements 

EXHIBIT  02: Offeror Response Worksheet, Technical Response 

7.7.a (ATTACHMENT A) 

Category I: Web-Based, Social & Emerging Media Services 

i. Bidders are asked to identify all certifications and professional affiliations associated with 
the company, as well as key individuals within the company working on projects associated 
with this contract.  

 Key Individuals: Maryh Harris, Zuri Broom, Michael Harris, Kaelon Walker 
 

ii. Outline project capabilities and success metrics, process auditability, and customer 
satisfaction surveys. ## Outline for Social Media Management Project Capabilities, Process 
Auditability, and Customer Satisfaction Surveys 

 Project Capabilities 
    A. SOCIAL MEDIA MANAGEMENT 

1. Platforms Managed 
       - Instagram, Facebook, Email Strategy and Marketing 
   B. CORE SERVICES 

1. Photography 
- High-quality visual content creation for posts and advertisements 

       - Professional photoshoots tailored to brand identity   
2. Videography 

       - Production of promotional videos and stories 
       - Live streaming capabilities for events and announcements 
    3. Graphic Design 
       - Creation of custom graphics for posts, banners, and ads 
       - Design of branded templates for consistent visual identity 
    4. Content Strategy 
       - Develop content calendars aligned with marketing goals 
       - Crafting of engaging captions and post descriptions 
       - Strategic planning to highlight key campaigns and messages 

5. Scheduled Posting 
       - Use of scheduling tools for timely and consistent posting 
       - Optimization of post timing for maximum engagement 
    6. Email Strategy 
       - Design and execution of email marketing campaigns 
       - Creation of newsletters and promotional emails 

- Segmentation and personalization to target specific viewer 
categories 

 
 Success Metrics and Key Performance Indicators (KPIs) 

    A. Revenue Growth 
-Tracking the correlation between social media campaigns and 
revenue increases 



 

- Measuring the impact of promotions and special offers on sales 
    B. Customer Acquisition 

- Monitoring follower growth and engagement rates on social media 
platforms 
- Analyzing conversion rates from social media and email campaigns 

    C. Customer Retention 
- Assessment of customer loyalty through repeat engagement 
metrics 
- Evaluation of email open rates, click-through rates, and 
subscription renewals 
 

 Process Auditability 
    A. Documentation and Transparency 

- Maintenance of detailed records of content strategies and 
campaign plans 

       - Documentation of posting schedules and approval workflows 
   B. Tracking and Reporting 
       - Use of analytics tools to track campaign performance 
       - Regular reporting on KPIs and other key metrics 

- Auditable records of all posted content and engagement metrics 
   C. Quality Assurance 

- Implementation of review processes for all creative content 
(photography, videography, graphic design) 
- Adherence to brand guidelines and compliance standards 
 

 Customer Satisfaction Surveys 
   A. Survey Design 

- Development of surveys to assess client satisfaction with services 
provided 
- Inclusion of questions related to content quality, responsiveness, 
and overall satisfaction 

    B. Survey Distribution 
- Regular distribution of surveys post-project completion or at set 
intervals 
- Option for anonymous feedback to encourage honest responses 

   C. Feedback Analysis 
- Compilation and analysis of survey results to identify areas for 
improvement 
- Reporting findings to clients and discussing potential 
enhancements 

   D. Continuous Improvement 
 - Integration of feedback into future strategies and service 
offerings 
 - Regularly revisiting customer satisfaction metrics to ensure 
ongoing client contentment 

 
iii. Bidders are encouraged to submit a one-page business profile outlining the Supplier's 

overall operations related to providing the services offered under this bid. Relevant 



 

business history and local affiliations may be included here. The State may use aspects of 
the business profiles of awarded Suppliers to advertise Suppliers on contract. 
Business Profile: M Lashell Photography LLC  
Originally founded in 2015, M Lashell Photography LLC is a premier provider of photography 
and digital marketing services, specializing in enhancing brand visibility and storytelling. 
Led by Maryh, a talented photographer and campaign developer, the company has grown to 
serve over 2000 satisfied clients. Maryh brings over a decade of experience in photography 
and editing, along with five years of expertise in graphic design and four years in campaign 
development. Her unique vision and artistic flair set her apart in the industry, consistently 
delivering exceptional results. 

  
 Core Services  

1. Photography 
-Brand Lifestyle Imagery: Capturing authentic and engaging 
moments that represent the client's brand identity. 
- Headshots: Professional portraits that reflect individual personality 
and brand professionalism. 
- Product Imagery: High-quality images that showcase products in 
the best light, enhancing appeal and desirability. 
- Event Coverage: Comprehensive coverage of events, ensuring 
every significant moment is captured.  

2. Graphic Design 
- Creation of visually appealing designs that align with the client's 
brand vision. 
- Development of custom graphics and templates for consistent 
branding. 

  
3. Video Production 

- Scripting and production of promotional videos that tell compelling 
brand stories. 
- Live streaming services for events and special announcements.  

4. Content Strategy 
- Strategic planning of content calendars, including photography, 
videography, and graphic design elements. 
- Crafting of engaging copy and captions for social media and other 
digital platforms.  

5. Social Media Management 
- Management of Instagram and other social media platforms, 
including scheduled posting and engagement tracking. 
- Copywriting, hashtag trends, and analytics to optimize reach and 
engagement.  

6. Email Marketing 
- Design and execution of targeted email campaigns to engage with 
audiences and drive conversions. 
- Personalization and segmentation strategies to tailor messages to 
specific audience segments. 

  
 Achievements and Recognition  



 

- Commercial Photography Excellence: Ranked among the top three 
commercial photographers of 2021 by Peer space. 
- Magazine Features: Work featured in over 15 magazine 
publications, highlighting clients and the quality and impact of the 
services provided. 
- Collaborations and Partnerships: Over four years, M Lashell 
Photography LLC has collaborated with more than 20 brands, 
delivering significant online and financial growth. 
- Economic Development Contribution: Selected as a technical 
assistance vendor for The Alliance Economic Development Program, 
showcasing expertise in supporting local business growth. 

  
 Equipment and Technology  

M Lashell Photography LLC utilizes state-of-the-art Canon digital cameras and 
advanced editing tools like Lightroom and Photoshop to ensure the highest quality 
output. This commitment to quality technology enhances the creative process and 
ensures that all client projects meet the highest standards. 

  
 Mission and Vision 

M Lashell Photography LLC is dedicated to creating visually stunning and effective 
campaigns that elevate brands. Our mission is to help commercial clients establish 
a robust online presence, increase brand awareness, and drive sales. With a focus 
on storytelling, creativity, and technical excellence, we aim to be a trusted partner 
for businesses looking to make a lasting impression in the digital landscape. 

  
 Customer Commitment 

  
We prioritize customer satisfaction by providing personalized service and 
exceptional quality. Our process includes regular communication, transparent 
workflows, and a commitment to meeting client expectations. Through customer 
satisfaction surveys and continuous feedback loops, we strive to improve and 
adapt our services to better serve our clients' evolving needs. 

  
In summary, M Lashell Photography LLC is a dynamic and versatile company 
offering a full spectrum of photography and digital marketing services. With a 
proven track record of success and a commitment to excellence, we are poised to 
continue helping brands thrive in a competitive market. 

  
iv. Provide Information on company resources dedicated to projects awarded from this 

contract. 
 Photography Resources 

A. Cameras and Equipment 
- Canon digital cameras (Canon 6D) 
- Lenses (variety of focal lengths for several types of photography) 
- Tripods, lighting equipment, and reflectors 
- Backdrops and props 

B. Software 
- Adobe Lightroom (for photo editing and management) 



 

- Adobe Bridge (for organizing and managing digital assets) 
- Adobe Photoshop (for advanced photo editing and graphic design) 
- Campaign Development Resources 

C. Graphic Design and Creative Tools 
- Adobe Photoshop (for creating and editing graphics) 
- Adobe Illustrator (for vector graphics and illustrations) 
- Canva (for easy-to-use design templates and branding materials) 

D. Content Creation and Management 
- Scripting and storyboarding tools for video production 
- Adobe Premiere Pro (for video editing and production) 
- Adobe After Effects (for motion graphics and visual effects) 
- Social Media Management Resources 

E. Content Planning and Scheduling 
- Metricool (for automating social media posts and creating 
campaigns) 
- Project Management and Communication Tools 

F. Customer Relationship Management (CRM) 
- Dubsado (for managing client relationships, invoicing, and project 
workflows) 
- Features include project management, scheduling, and automated 
workflows 

G. Team Communication 
- Slack (for team communication and collaboration) 
- Channels for different projects, clients, and departments 

H. Cloud Storage and File Sharing 
- Google Drive (for document storage and sharing) 
- Dropbox (for secure file sharing and collaboration) 

I. Email Marketing Tools 
- Mailchimp (for creating and managing email campaigns) 
- Features include email automation, list segmentation, and 
analytics 
 

v. Provide Information on the strategic and/ or account planning process. 
 Strategic Planning Process 

A. Define Mission and Vision: 
- Mission Statement: Clarifies the organization's purpose, outlining 
its primary objectives. 
- Vision Statement: Describes what the organization aims to achieve 
in the future. 

B. Conduct SWOT Analysis: 
- Strengths: Internal capabilities that give an advantage. 
- Weaknesses: Internal limitations that may hinder success. 
- Opportunities: External factors that the organization can exploit. 
- Threats: External factors that could cause trouble. 

C. Set Goals and Objectives: 
- Goals: Broad, long-term aims. 
- Objectives: Specific, measurable steps to achieve goals. 

D. Develop Strategies: 



 

- Determine the course of action to reach goals and objectives. 
- Allocate resources effectively. 

E. Formulate Action Plans: 
- Create detailed plans for implementing strategies. 
- Assign responsibilities and deadlines. 

F. Implementation: 
- Execute the action plans. 
- Ensure alignment with strategic goals. 

G. Monitor and Evaluate: 
- Regularly assess performance against objectives. 
- Adjust strategies and plans as necessary. 
 

vi. Provide Explanation on the Supplier's process for planning direct marketing.  
When M Lashell Photography LLC offers direct marketing services to another business, the 
goal is to create a tailored strategy that effectively promotes the client's products or 
services. The process involves understanding the client's needs, developing a marketing 
plan, creating compelling content, executing the campaign, and measuring its success. 
Here is a breakdown of the process: 

 Initial Consultation and Needs Assessment 
A. Client Meeting 

1. Objective: Understand the client's business goals, target audience, and 
marketing needs. 

2. Discussion Points: 
- Client's products/services 
- Current marketing strategies and challenges 
- Desired outcomes and KPIs (e.g., lead generation, brand 
awareness, sales growth) 

B. Market and Competitor Analysis 
1. Research: Analyze the client's market, competitors, and industry trends. 
2. SWOT Analysis: Identify strengths, weaknesses, opportunities, and threats. 

C. Strategic Planning 
1. Defining Campaign Objectives 

- Set Clear Goals: Define specific, measurable objectives, such as 
increasing web traffic, generating leads, or boosting sales. 
- Target Audience: Identify and segment the audience based on 
demographics, interests, and behaviors. 

D. Developing the Marketing Strategy 
1. Messaging and Value Proposition: Craft a compelling value proposition that 

differentiates the client's offerings. 
2. Marketing Channels: Choose appropriate channels (email, social media, 

direct mail, etc.) based on the target audience's preferences and behaviors. 
E. Content Creation and Design 

1. Visual Content 
- Photography: Plan and execute photoshoots to create high-quality 
images of the client's products, services, or brand-related visuals. 
- Videography: Produce promotional videos, tutorials, and 
testimonials that highlight the client's value proposition. 

F. Graphic Design 



 

1. Design Elements: Use Adobe Photoshop, Illustrator, and Canva to create 
marketing materials, including digital ads, brochures, and social media 
graphics. 

C. Copywriting and Content Development 
1. Written Content: Develop compelling copy for emails, social media posts, 

and other marketing materials. Ensure the tone aligns with the client's brand 
voice. 

2. Content Strategy: Create a content calendar detailing the timing and 
distribution of content across channels. 

H. Execution and Campaign Launch 
1. Email Marketing 
2. Email Campaigns: Design and deploy targeted email campaigns using 

platforms like Mailchimp. Include personalized messaging and clear calls to 
action. 

3. Segmentation: Use CRM data to segment email lists for more targeted 
outreach. 

I. Social Media Marketing 
1. Content Posting: Schedule posts on platforms like Instagram, Facebook, 

and LinkedIn using tools like Metricool. 
2. Engagement: Monitor and respond to comments and messages to foster 

engagement. 
J.    Monitoring and Analytics 

1. Tracking Performance 
- Analytics Tools: Use tools like social media insights, and email 
marketing analytics to monitor campaign performance. 
- KPI Measurements: Track metrics such as open rates, click-
through rates, conversion rates, and overall ROI. 

K. Data Analysis 
1. Performance Review: Analyze data to understand the campaign's 

effectiveness. Identify which elements were most successful and where 
improvements can be made. 

L. Optimization and Adjustment 
1. Campaign Optimization 

- A/B Testing: Experiment with different messaging, visuals, and calls 
to action to optimize performance. 
- Adjustments: Make necessary adjustments to the campaign 
strategy based on real-time data and feedback. 

M.   Continuous Improvement 
1. Feedback Loop: Collect feedback from the client and, if possible, from the 

target audience. Use insights to refine future campaigns. 
N.  Reporting and Client Communication 

1. Performance Reporting 
- Report Preparation: Compile detailed reports on campaign 
performance, including key metrics, achievements, and areas for 
improvement. 
- Client Presentation: Present findings to the client, explaining the 
impact of the campaign and discussing next steps. 



 

O.   Ongoing Communication 
1. Regular Updates: Keep the client informed about campaign progress and 

any significant developments. 
2. Strategic Recommendations: Provide strategic recommendations for future 

marketing initiatives based on the results. 
P.   Post-Campaign Activities 

1.   Lead Nurturing 
- Follow-Up: Implement follow-up strategies for leads generated 
during the campaign, such as personalized emails or phone calls. 
- Client Retention: Develop strategies to retain existing customers, 
such as loyalty programs or exclusive offers. 

Q.   Long-Term Strategy Planning 
1. Future Campaigns: Discuss potential future campaigns and long-term 

marketing strategies with the client. 
2. Relationship Building: Continue to build a strong relationship with the client, 

offering value through insights and expert advice. 
 
By following this structured process, M Lashell Photography LLC can deliver comprehensive and 
effective direct marketing services that help businesses achieve their marketing objectives, 
enhance brand visibility, and drive measurable results. 
 

vii. Provide Explanation on the Supplier's process for creative development. 
 
The creative development process at M Lashell Photography LLC involves a comprehensive 
approach, from initial client engagement to the execution of a cohesive campaign. The process 
ensures that each component, including photography, videography, graphic design, social media 
management, and email marketing, aligns with the client's brand and marketing goals. Here's a 
detailed outline: 
 

 Initial Client Call and Information Gathering  
   A. Client Consultation 

1. Objective: Understand the client's needs, goals, and expectations. 
2. Discussion Points: 
3. Client's business overview and target audience 
4. Objectives for the campaign (e.g., brand awareness, product launch, event 

promotion) 
5. Key messages and unique selling propositions (USPs) 
6. Preferred style and tone for visuals and messaging 
7. Budget, timeline, and any specific requirements  

  B. Data Collection and Research 
1. Market and Competitor Analysis: Research the client's industry, market 

trends, and competitors to identify opportunities and benchmarks. 
2. Audience Insights: Gather information about the target audience's 

preferences, behaviors, and demographics. 
 

 Organize Photography and Video Shoot  
A. Pre-Production Planning 



 

1. Creative Concept Development: Develop a creative concept and storyboard 
for the photoshoot and video production, aligning with the campaign’s 
objectives and client’s brand identity. 

2. Location Scouting and Logistics: Identify and secure locations for the shoot. 
Arrange necessary permits, equipment, and props. 

3. Casting and Crew: Select models, actors, and crew members if needed. 
Define roles and responsibilities for the production team.  

B. Scheduling and Coordination 
1. Timeline Development: Create a detailed schedule for the photoshoot and 

video production, including setup, shooting, and wrap-up times. 
2. Client Approvals: Present the concept, schedule, and logistics to the client 

for approval before proceeding.  
C. Production Execution 

1. Photography Session: Capture high-quality images, including product shots, 
lifestyle photography, and any other required visuals. 

2. Videography: Film the necessary footage, including interviews, promotional 
videos, and behind-the-scenes content.  

D. Post-Production 
1. Editing: Edit photos using Adobe Lightroom and Photoshop to enhance 

quality. Edit video footage using Adobe Premiere Pro and After Effects for a 
polished final product. 

2. Client Review: Share the edited visuals with the client for feedback and 
approval.  
 

 Creating the Campaign  
A. Graphic Design 

1. Design Elements: Use Adobe Photoshop, Illustrator, and Canva to create 
visual assets such as logos, banners, social media graphics, and 
infographics. 

2. Consistency: Ensure all design elements align with the client's brand 
guidelines and the overall campaign theme. 

3. Client Approval: Present design drafts to the client for feedback and 
revisions. Finalize designs based on the client's input.  

   B.   Content Strategy and Social Media Management 
1. Content Calendar Development: Create a content calendar outlining the 

schedule for posting across social media platforms. Include a mix of 
promotional content, educational posts, and engagement-focused updates. 

2. Social Media Setup: If necessary, set up or optimize the client’s social 
media profiles on platforms like Instagram, Facebook, LinkedIn, etc. 

3. Content Creation: Develop engaging posts, stories, and ads, incorporating 
photography, video, and graphic design assets. Write a compelling copy that 
aligns with the campaign’s goals. 

4. Scheduling and Posting: Use tools like Metricool to schedule posts 
according to the content calendar. Monitor the performance and 
engagement and adjust as needed.  

   C.  Email Marketing 
1. Email List Management: Segment the client’s email list based on customer 

demographics, preferences, and engagement history. 



 

2. Email Campaign Design: Use platforms like Mailchimp to design and 
develop email templates that incorporate the campaign’s visual and 
messaging elements. 

3. Content Creation: Write engaging email copy, including subject lines, body 
content, and calls to action. Use images and videos as appropriate to 
enhance the message. 

4. Campaign Deployment: Schedule and send emails according to the 
campaign timeline. Implement A/B testing for subject lines, content 
variations, and other elements to optimize performance. 

D. Review, Launch, and Monitor 
1. Final Review 

- Quality Assurance: Conduct a final review of all creative assets, 
ensuring consistency, quality, and alignment with the campaign 
strategy. 
- Client Sign-Off: Obtain final approval from the client before 
launching the campaign.  

E. Campaign Launch 
1. Deployment: Launch the campaign across all chosen channels, including 

social media, email, and other relevant platforms. 
2. Monitoring: Use analytics tools to monitor the campaign’s performance in 

real-time. Track key metrics such as engagement rates, click-through rates, 
conversions, and ROI. 

F. Post-Campaign Analysis and Optimization 
1. Performance Analysis 

- Data Collection: Collect data from social media insights, email 
marketing analytics, and other relevant sources. 
- Evaluation: Assess the campaign’s success based on the 
predefined objectives and KPIs. 

2. Client Reporting and Feedback 
- Reporting: Prepare a comprehensive report detailing the 
campaign’s performance, key learnings, and ROI. 
- Client Meeting: Present the findings to the client, discussing 
successes, challenges, and areas for improvement. 

3. Continuous Improvement 
- Optimization: Use insights gained from the analysis to refine 
strategies for future campaigns. Adjust content, targeting, and 
creative approaches as needed. 
- Ongoing Support: Continue to support the client with additional 
marketing efforts, follow-up campaigns, and long-term strategy 
development. 

  
This structured process ensures that M Lashell Photography LLC delivers cohesive and impactful 
direct marketing campaigns that resonate with the target audience, meet client expectations, and 
achieve desired outcomes. 
 
viii. Explain how the firm develops a media plan for a client, including how it establishes goals, 

spending allocations, buying parameters, and defines target audiences. 
 



 

Creating a media plan involves developing a strategic roadmap that outlines how a client's 
marketing and advertising messages will be distributed across various channels to reach their 
target audience effectively. M Lashell Photography LLC follows a structured approach to ensure 
that the client's goals are met efficiently and within budget. Here is an explanation of the process: 
  

 Establishing Goals and Objectives 
A. Client Consultation and Goal Setting 

- Understanding Business Goals: Begin with a detailed discussion 
with the client to understand their overall business objectives, such 
as increasing brand awareness, launching a new product, driving 
sales, or entering a new market. 
- Specific Media Goals: Define clear, measurable goals for the media 
plan. These could include metrics like increasing website traffic, 
generating a specific number of leads, improving social media 
engagement, or achieving a certain conversion rate.  

B. Key Performance Indicators (KPIs) 
- Establish KPIs that will be used to measure the success of the 
media plan. These may include impressions, click-through rates 
(CTR), cost per acquisition (CPA), return on ad spend (ROAS), and 
overall return on investment (ROI). 
 

 Defining Target Audiences 
A. Audience Segmentation 

-Demographic Analysis: Identify key demographic factors such as 
age, gender, income level, education, and occupation. 
 - Psychographic and Behavioral Insights: Consider psychographic 
attributes like interests, lifestyle, values, and online behaviors. 
Understand the audience's media consumption habits, including 
preferred social media platforms, websites, and content types.  

B. Customer Personas 
- Development of Personas: Create detailed customer personas 
representing different segments of the target audience. Each 
persona should include demographic details, interests, challenges, 
media habits, and purchasing behaviors. 
 

 Spending Allocations and Budget Planning 
A. Budget Determination 

- Total Budget: Establish the total budget available for the media 
plan based on the client's financial resources and expected ROI. 
-Allocation Across Channels: Allocate the budget across various 
media channels, such as social media, search engines, email 
marketing, display ads, and traditional media (if applicable). The 
allocation is guided by the target audience's media preferences and 
the potential reach and impact of each channel. 

B. Cost Analysis 
- Cost Per Channel: Estimate the costs associated with each media 
channel, including content creation (photography, videography, 
graphic design), media buying (ad placements), and distribution. 



 

- ROI Projections: Forecast the expected ROI for each channel to 
determine the most cost-effective allocation of resources. 
 

 Media Buying Parameters 
A. Channel Selection 

- Platform Suitability: Select media channels that align with the 
target audience's preferences and the campaign's goals. For 
example, use Instagram and Facebook for visual-heavy content, 
LinkedIn for B2B campaigns, and YouTube for video content. 
- Content Type: Decide on the type of content to be used in each 
channel, such as static images, videos, carousel ads, or interactive 
content. 

B. Buying Strategies 
- Ad Placement Option: Choose between options like display ads, 
sponsored posts, search engine ads, and video ads. Consider 
programmatic buying for efficient and targeted ad placements. 
- Timing and Frequency: Plan the timing and frequency of ad 
placements to optimize reach and engagement. This may include 
dayparting (scheduling ads at specific times) and ensuring a 
consistent presence throughout the campaign period. 

C. Negotiation and Partnerships 
- Vendor Negotiations: Negotiate with media vendors to secure the 
best rates and placements. Consider leveraging partnerships with 
influencers or media outlets for enhanced reach and credibility. 
 

 Content Creation and Messaging 
A. Creative Development 

- Content Creation: Produce high-quality content, including 
photography, videography, graphics, and copy, that aligns with the 
client's brand and campaign goals. 
- Message Consistency: Ensure that the messaging is consistent 
across all channels and resonates with the target audience. The 
content should reflect the brand's voice, values, and unique selling 
propositions (USPs). 

B. Approval and Finalization 
- Client Review: Present the media plan, including content and ad 
strategies, to the client for approval. Make necessary adjustments 
based on feedback. 

  
 Implementation and Monitoring 

A. Campaign Launch 
- Execution: Launch the media campaign according to the planned 
schedule. Ensure all content and ads are deployed correctly across 
the chosen channels. 

B. Monitoring and Optimization 
 - Performance Tracking: Monitor the campaign's performance in 
real-time using analytics tools. Track metrics such as impressions, 
clicks, conversions, and engagement. 



 

- Optimization: Adjust strategies and allocations based on ongoing 
performance data. This may involve reallocating budget, modifying 
ad placements, or tweaking content to improve effectiveness. 

  
 Evaluation and Reporting 

A. Post-Campaign Analysis 
- Data Analysis: Analyze the campaign's outcomes against the 
defined KPIs. Evaluate the effectiveness of each channel and the 
overall ROI. 
- Insights and Learnings: Identify key insights and learnings from the 
campaign to inform future media planning efforts. 

B. Reporting and Recommendations 
- Comprehensive Report: Prepare a detailed report summarizing the 
campaign's performance, successes, challenges, and key metrics. 
- Client Presentation: Present the findings to the client, discussing 
the results and providing recommendations for future campaigns. 

  
 Continuous Improvement 

A. Feedback Integration 
- Client Feedback: Gather feedback from the client to understand 
their satisfaction with the campaign and areas for improvement. 
- Ongoing Refinement: Use feedback and data insights to refine and 
improve future media planning and execution strategies. 

  
By following this detailed process, M Lashell Photography LLC ensures that each media plan is 
strategically designed to achieve the client's goals, effectively reach the target audience, and 
deliver a strong return on investment. 
 

ix. Explanation of how the Supplier will ensure that the State of Oklahoma receives the 
maximum value for its media dollar, include, any bonus capabilities for media buys. 

 
M Lashell Photography LLC is committed to delivering exceptional value and optimizing the State of 
Oklahoma's media investment. Our approach combines strategic planning, rigorous cost 
management, and continuous optimization to ensure that every dollar spent yields maximum 
impact. Here is how we ensure the State of Oklahoma receives the maximum value for its media 
dollar: 
  

 Strategic Planning and Goal Alignment 
A. Clear Objective Setting 

- Goal Definition: Collaborate closely with state representatives to 
define clear, measurable objectives for the media campaign, such 
as increasing public awareness, promoting state programs, or 
driving engagement with government services. 
- Target Audience Identification: Utilize data-driven insights to 
identify and segment the target audience, ensuring that campaigns 
are tailored to reach the most relevant and receptive individuals. 

B. Prioritization of Key Messages 



 

- Message Crafting: Develop key messages that resonate with the 
target audience and align with the state's objectives, ensuring clarity 
and consistency across all media channels. 
- Channel Strategy: Choose the most effective media channels 
based on audience analysis and campaign goals, prioritizing 
platforms that offer the highest reach and engagement potential at 
the most efficient cost. 

  
 Cost-Effective Media Buying and Allocation 

A. Budget Management 
- Transparent Budgeting: Work within the state's allocated budget, 
providing transparent and detailed breakdowns of costs across 
various media channels and services. 
- Optimal Spending Allocation: Allocate funds strategically across 
different media channels, focusing on those with the highest ROI 
potential. Leverage historical data and industry benchmarks to guide 
spending decisions. 

B. Negotiation and Partnerships 
- Media Buying Expertise: Utilize our expertise in media buying to 
negotiate the best rates and placements, ensuring the state receives 
favorable terms and maximized exposure for its budget. 
- Partnership Development: Develop partnerships with media 
outlets, influencers, and other key stakeholders to secure added 
value, such as bonus placements, extended reach, or discounted 
rates. 

  
 Data-Driven Decision Making 

A. Advanced Analytics and Monitoring 
-Performance Tracking: Implement robust tracking mechanisms to 
monitor campaign performance in real time. Use analytics tools to 
measure key metrics such as impressions, engagement, conversion 
rates, and cost per action (CPA). 
- Data Analysis: Regularly analyze data to identify trends, audience 
behaviors, and campaign effectiveness. Use these insights to make 
informed adjustments and optimize ongoing campaigns. 

B. Continuous Optimization 
- A/B Testing and Experimentation: Conduct A/B testing to refine 
messaging, visuals, and ad placements, ensuring the most effective 
elements are used. Continuously experiment with new strategies to 
enhance performance. 
- Budget Reallocation: Dynamically adjust spending allocations 
based on real-time performance data, shifting resources to the most 
effective channels and tactics to maximize impact. 

  
 High-Quality Creative Development 

A. Professional Content Creation 
- Photography and Videography: Produce high-quality visual content, 
including photography and videography, that is engaging and 



 

professionally executed. This ensures that the media assets used in 
campaigns effectively capture the attention of the target audience. 
- Graphic Design and Copywriting: Create compelling graphics and 
copy that communicate the state's messages clearly and 
persuasively, enhancing the overall impact of the campaign. 

B. Consistent Brand Messaging 
- Brand Alignment: Ensure all creative materials align with the State 
of Oklahoma's branding guidelines and communication standards, 
reinforcing a consistent and professional image. 

  
 Accountability and Reporting 

A. Regular Reporting 
- Detailed Reports: Provide regular, comprehensive reports to state 
representatives, detailing campaign performance, budget 
utilization, and ROI. These reports offer transparency and 
accountability, demonstrating how funds are being used effectively. 
- Performance Reviews: Conduct periodic reviews with state 
stakeholders to discuss campaign progress, challenges, and 
opportunities for improvement. 

B. Feedback and Continuous Improvement 
- Stakeholder Feedback: Actively seek feedback from state 
representatives to understand their satisfaction with the campaign 
and address any concerns promptly. 
- Iterative Improvements: Use feedback and performance data to 
refine strategies and processes, continuously enhancing the 
effectiveness and efficiency of media spending. 

  
 Leveraging Technology and Innovation 

A. Adoption of Emerging Technologies 
- Innovative Solutions: Stay at the forefront of industry trends by 
adopting modern technologies and digital marketing innovations 
that can enhance campaign effectiveness and efficiency. 
-Programmatic Advertising: Utilize programmatic advertising for 
precise targeting and real-time bidding, ensuring the state’s ads are 
served to the most relevant audiences at optimal costs.  

B. Automation and Efficiency Tools 
- Efficiency Tools: Use tools like CRM systems, project management 
software, and automated reporting to streamline operations, reduce 
costs, and improve the accuracy of campaign execution and 
reporting. 

  
By integrating these strategies and practices, M Lashell Photography LLC ensures that the State of 
Oklahoma's media dollar is spent wisely and effectively. Our commitment to strategic planning, 
cost management, data-driven decision-making, and high-quality content creation ensures that 
every campaign delivers the desired outcomes, maximizing the value and impact of the state's 
media investments. 
 



 

x. Provide details about procedures/checkpoints employed to ensure cost efficiency and cost 
effectiveness in areas such as: media buying, creative planning and development, 
advertising production, research etc. [See Section ix].  

 
xi. Suppliers are to provide a sample statement of work (SOW) in each category (I-VIII) for 

which they are submitting a response 
 

A. Purpose  
The purpose of this Statement of Work (SOW) is to outline the core 
competencies, deliverables, and expected results for the media and 
marketing campaigns managed by M Lashell Photography LLC on 
behalf of the State of Oklahoma. The objective is to enhance the 
state’s brand visibility, engage the target audience, and drive 
specific outcomes such as increased public awareness, 
engagement with state programs, and improved public relations. 

B. Scope of Work 
M Lashell Photography LLC will provide comprehensive media and 
marketing services, leveraging our core competencies in 
photography, videography, graphic design, content strategy, social 
media management, and email marketing. The project will be 
executed in phases, encompassing initial planning, creative 
development, campaign execution, and post-campaign analysis. 

C. Core Competencies 
-Photography & Videography: High-quality visual content creation, 
including professional photography and videography to support 
campaign messaging. 
-Graphic Design: Development of visually compelling graphics that 
align with the State of Oklahoma's branding and campaign 
objectives. 
-Content Strategy: Crafting and executing a strategic content plan to 
ensure cohesive messaging across all platforms. 
-Social Media Management: Management of the state’s social media 
presence, including content creation, posting schedules, 
engagement, and performance monitoring. 
-Email Marketing: Development and execution of targeted email 
marketing campaigns to communicate with specific segments of the 
public.  

D. Deliverables 
1. Initial Planning and Goal Setting 

- Comprehensive consultation with state representatives to 
establish campaign objectives and KPIs. 
- Detailed target audience analysis and segmentation. 
- A strategic media plan, including channel selection, budget 
allocation, and timeline.  

2. Creative Development 
- High-quality photography and videography sessions, capturing 
required visuals. 



 

- Creation of graphic design assets, including banners, infographics, 
and promotional materials. 
- Content calendar and copy for social media posts and email 
marketing campaigns.  

3. Campaign Execution 
- Deployment of content across selected media channels, including 
social media, email, and other relevant platforms. 
- Media buying and ad placements, including negotiation with 
vendors for optimal rates and exposure. 

4. Monitoring and Optimization 
- Real-time monitoring of campaign performance using analytics 
tools. 
- Continuous optimization of content and ad placements based on 
performance data. 

5. Post-Campaign Analysis and Reporting 
- Comprehensive campaign performance report, including analysis 
of key metrics, ROI, and overall effectiveness. 
- Recommendations for future campaigns based on insights gained. 

E. Results and Expected Outcomes  
- Increased Public Awareness: Enhanced visibility of the State of 
Oklahoma’s initiatives, services, and programs through widespread 
media coverage and targeted messaging. 
- Engagement and Interaction: Higher engagement rates across 
social media platforms and email campaigns, measured by metrics 
such as likes, shares, comments, and click-through rates. 
- Improved Public Relations: Strengthened public perception and 
relations through consistent, positive messaging and high-quality 
visual content. 
- Cost Efficiency: Effective use of the media budget to maximize 
reach and impact, ensuring the State of Oklahoma receives the best 
possible value for its investment.  

F. Performance Metrics and KPIs  
- Impressions and Reach: Number of people exposed to the 
campaign across all media channels. 
- Engagement Metrics: Social media interactions, including likes, 
shares, comments, and engagement rate. 
- Conversion Metrics: Click-through rates (CTR), cost per acquisition 
(CPA), and other conversion-related KPIs. 
- Return on Investment (ROI): Overall effectiveness of the campaign 
in achieving the desired outcomes relative to the cost incurred.  

G. Quality Assurance and Accountability  
- Implementing stringent quality control measures throughout the 
project. Regular updates and reports will be provided to the State of 
Oklahoma to ensure transparency and accountability. Feedback 
from state representatives will be actively sought and incorporated 
into ongoing and future projects to continuously improve service 
quality.  

H. Terms and Conditions  



 

- Timeline: Detailed project timeline outlining key milestones and 
delivery dates. 
- Budget: Comprehensive budget breakdown and payment 
schedule. 
- Confidentiality: Agreement to protect sensitive information and 
adhere to all applicable privacy regulations. 
- Termination Clause: Conditions under which either party may 
terminate the agreement. 

   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

7.7 Section Seven: Response to Specifications and Requirements 

EXHIBIT  02: Offeror Response Worksheet, Technical Response 



 

7.7.a (ATTACHMENT A) 

Category III: Creative Services 

i. Bidders are asked to identify all certifications and professional affiliations associated with 
the company, as well as key individuals within the company working on projects associated 
with this contract.  

 Key Individuals: Maryh Harris, Kaelon Walker 
 

ii. Outline project capabilities and success metrics, process auditability, and customer 
satisfaction surveys.   

 Project Capabilities  
A. Art & Graphic Design 

1. Design Services 
- Creation of images, patterns, layouts, and graphic elements for 
printing and digital media. 
- Development of coherent, distinctive designs for advertisements 
and printed materials. 
- Custom and stock artwork, including electronic formats.  

2. Copywriting and Technical Writing 
- Provision of compelling copywriting and precise technical writing 
services. 
- Development of sketches, drawings, and publication designs. 
- Creation of typographic layouts and design elements.  

B. Commercial Photography 
1. Photography Services 

- Professional photoshoots for advertisements, merchandising, and 
product placement. 
- Development and enlargement of hardcopy and digital pictures, 
available in black and white. 
- Production of high-quality visuals for brochures, leaflets, and other 
communication materials.  

C. Video Production 
1. Video Development and Production 

- Creation and production of television programs, commercials, 
training videos, and public awareness content. 
- Full-service video production including project management, 
content development, scriptwriting, talent acquisition, location 
scouting, filming, and editing. 
- Ensuring high production quality, clarity, and effective delivery of 
brand messages.  

 Success Metrics  
A. Art & Graphic Design Metrics 

1. Design Quality 
- Client satisfaction with design aesthetics and functionality. 
- Adherence to brand guidelines and project specifications. 

2. Project Timeliness 



 

- On-time delivery of design drafts and final materials.  
B. Commercial Photography Metrics 

1. Image Quality 
- Resolution, clarity, and adherence to project requirements. 
- Client feedback on the visual appeal and utility of the photographs. 

2. Usage Metrics 
- Frequency and context of image usage in client materials.  

C. Video Production Metrics 
1. Production Quality 

- Clarity, creativity, and technical excellence of video content. 
- Client and audience engagement metrics (e.g., views, shares, 
comments). 

2. Project Efficiency 
- Adherence to project timelines and budget constraints. 

  
 Process Auditability  

A. Documentation and Transparency 
1. Project Planning 

- Detailed project proposals, timelines, and scope of work 
documents. 
- Regular updates and progress reports. 

2. Quality Assurance 
- Review and approval processes for each project phase. 
- Documented quality checks and revisions.  

B. Budget and Expense Tracking 
1. Financial Transparency 

- Detailed invoicing and expense tracking. 
- Regular financial reports to ensure budget adherence.  

C. Compliance and Ethics 
1. Regulatory Compliance 

- Adherence to relevant laws and regulations in content creation and 
distribution. 
- Ethical standards in representation and advertising. 

  
 Customer Satisfaction Surveys  

A. Survey Implementation 
1. Post-Project Surveys 

- Structured surveys to gauge client satisfaction with final 
deliverables. 
- Questions on the quality of work, adherence to timelines, 
communication, and overall experience. 

2. Ongoing Feedback Mechanisms 
- Regular check-ins and feedback opportunities during the project 
lifecycle. 
- Post-milestone reviews and feedback sessions.  

B. Analysis and Action 
1. Data Analysis 

- Quantitative and qualitative analysis of survey responses. 



 

- Identification of strengths, areas for improvement, and client 
preferences.  

2. Continuous Improvement 
- Implementation of feedback-driven changes to processes and 
services. 
- Development of action plans to address any identified issues and 
enhance service delivery. 

  
This outline encapsulates M Lashell Photography LLC's commitment to delivering high-quality art 
and graphic design, commercial photography, and video production services. By defining clear 
project capabilities, success metrics, process auditability measures, and customer satisfaction 
protocols, the company ensures consistent excellence and client satisfaction. 
 

iii. Bidders are encouraged to submit a one-page business profile outlining the Supplier's 
overall operations related to providing the services offered under this bid. Relevant 
business history and local affiliations may be included here. The State may use aspects of 
the business profiles of awarded Suppliers to advertise Suppliers on contract. 

 
Originally founded in 2015, M Lashell Photography LLC is a premier provider of photography and 
digital marketing services, specializing in enhancing brand visibility and storytelling. Led by Maryh, 
a talented photographer and campaign developer, the company has grown to serve over 2000 
satisfied clients. Maryh brings over a decade of experience in photography and editing, along with 
five years of expertise in graphic design and four years in campaign development. Her unique vision 
and artistic flair set her apart in the industry, consistently delivering exceptional results. 
  

 Core Services  
A. Photography 

1. Brand Lifestyle Imagery: Capturing authentic and engaging moments that 
represent the client's brand identity. 

2. Headshots: Professional portraits that reflect individual personality and 
brand professionalism. 

3. Product Imagery: High-quality images that showcase products in the best 
light, enhancing appeal and desirability. 

4. Event Coverage: Comprehensive coverage of events, ensuring every 
significant moment is captured.  

B. Graphic Design 
1. Creation of visually appealing designs that align with the client's brand 

vision. 
2. Development of custom graphics and templates for consistent branding.  

C. Video Production 
1. Scripting and production of promotional videos that tell compelling brand 

stories. 
2. Live streaming services for events and special announcements.  

D. Content Strategy 
1. Strategic planning of content calendars, including photography, 

videography, and graphic design elements. 
2. Crafting of engaging copy and captions for social media and other digital 

platforms.  



 

E. Social Media Management 
1. Management of Instagram and other social media platforms, including 

scheduled posting and engagement tracking. 
2. Copywriting, hashtag trends, and analytics to optimize reach and 

engagement.  
F. Email Marketing 

1. Design and execution of targeted email campaigns to engage with 
audiences and drive conversions. 

2. Personalization and segmentation strategies to tailor messages to specific 
audience segments.  

G. Achievements and Recognition  
1. Commercial Photography Excellence: Ranked among the top three 

commercial photographers of 2021 by Peer space. 
2. Magazine Features: Work featured in over 15 magazine publications, 

highlighting clients and the quality and impact of the services provided. 
3. Collaborations and Partnerships: Over four years, M Lashell Photography 

LLC has collaborated with more than 20 brands, delivering significant online 
and financial growth. 

4. Economic Development Contribution: Selected as a technical assistance 
vendor for The Alliance Economic Development Program, showcasing 
expertise in supporting local business growth.  

 
 Equipment and Technology  

A. M Lashell Photography LLC utilizes state-of-the-art Canon digital cameras and 
advanced editing tools like Lightroom and Photoshop to ensure the highest 
quality output. This commitment to quality technology enhances the creative 
process and ensures that all client projects meet the highest standards. 

  
 Mission and Vision  

A. M Lashell Photography LLC is dedicated to creating visually stunning and 
effective campaigns that elevate brands. Our mission is to help commercial 
clients establish a robust online presence, increase brand awareness, and drive 
sales. With a focus on storytelling, creativity, and technical excellence, we aim 
to be a trusted partner for businesses looking to make a lasting impression in 
the digital landscape. 

  
 Customer Commitment  

A. We prioritize customer satisfaction by providing personalized service and 
exceptional quality. Our process includes regular communication, transparent 
workflows, and a commitment to meeting client expectations. Through 
customer satisfaction surveys and continuous feedback loops, we strive to 
improve and adapt our services to better serve our clients' evolving needs. 

  
In summary, M Lashell Photography LLC is a dynamic and versatile company offering a full 
spectrum of photography and digital marketing services. With a proven track record of success and 
a commitment to excellence, we are poised to continue helping brands thrive in a competitive 
market. 
 



 

iv. Provide Information on company resources dedicated to projects awarded from this 
contract. 

 
 Photography Resources/Video 

A. Cameras and Equipment 
1. Canon digital cameras 
2. Lenses (variety of focal lengths for several types of photography/video 

production) 
3. Tripods, lighting equipment, and reflectors 
4. Backdrops and props 
5. Studio Space for filming/recording 

B. Software 
1. Adobe Lightroom (for photo editing and management) 
2. Adobe Bridge (for organizing and managing digital assets) 
3. Adobe Photoshop (for advanced photo editing and graphic design) 

C. Print Services 
1. White House Custom Colors 

D. Graphic Design and Creative Tools 
1. Adobe Photoshop (for creating and editing graphics) 
2. Adobe Illustrator (for vector graphics and illustrations) 
3. Canva (for easy-to-use design templates and branding materials) 

 
v. Provide Information on the strategic and/ or account planning process. 

 
 Strategic Planning Process 

A. Define Mission and Vision: 
1. Mission Statement: Clarify the organization's purpose, outlining its primary 

objectives. 
2. Vision Statement: Describes what the organization aims to achieve in the 

future. 
B. Conduct SWOT Analysis: 

1. Strengths: Internal capabilities that give an advantage. 
2. Weaknesses: Internal limitations that may hinder success. 
3. Opportunities: External factors that the organization can exploit. 
4. Threats: External factors that could cause trouble. 

C. Set Goals and Objectives: 
1. Goals: Broad, long-term aims. 
2. Objectives: Specific, measurable steps to achieve goals. 

D. Develop Strategies: 
1. Determine the course of action to reach goals and objectives. 
2. Allocate resources effectively. 

E. Formulate Action Plans: 
1. Create detailed plans for implementing strategies. 
2. Assign responsibilities and deadlines. 

F. Implementation: 
1. Execute the action plans. 
2. Ensure alignment with strategic goals. 

G. Monitor and Evaluate: 



 

1. Regularly assess performance against objectives. 
2. Adjust strategies and plans as necessary. 

 
vi. Provide Explanation on the Supplier's process for planning direct marketing. 

 
Direct marketing involves reaching out to potential customers directly through various 
communication channels, bypassing intermediaries. M Lashell Photography LLC can utilize its core 
competencies in commercial photography, art & graphic design, and video production to create 
compelling and personalized marketing materials that effectively target and engage the client’s 
audience. Here’s a comprehensive explanation of how M Lashell Photography LLC can plan and 
execute a direct marketing campaign for a client: 
  

 Commercial Photography 
A. Visual Storytelling 

1. Objective: Create high-quality images that convey the brand's message and 
resonate with the target audience. 

B. Planning 
1. Client Consultation: Understand the client's brand, target market, and 

campaign goals. 
2. Concept Development: Develop a visual concept that aligns with the 

campaign’s message and objectives. 
3. Shoot Planning: Plan the logistics, including selecting locations, models, 

and props that best represent the brand. 
C. Execution 

1. Photo Sessions: Conduct professional photo shoots, ensuring that the 
imagery captures the essence of the brand, and the message intended for 
the audience. 

2. Post-Production: Use tools like Adobe Lightroom and Photoshop to enhance 
images, ensuring high quality and visual appeal. 

D. Deliverables 
1. Image Library: Provide a curated selection of images that can be used 

across various marketing materials such as brochures, social media posts, 
and email campaigns. 

2. Customization: Tailor images for specific channels and marketing 
objectives. 

  
 Art & Graphic Design 

A. Branding and Design Element 
1. Objective: Develop cohesive and visually appealing design elements that 

support the brand’s identity and campaign goals. 
B. Planning: 

1. Brand Guidelines: Establish or adhere to existing brand guidelines to ensure 
consistency in design. 

2. Creative Brief: Develop a brief that outlines the desired look and feel, target 
audience, and key messages. 

C. Execution 



 

1. Design Creation: Utilize tools like Adobe Illustrator, Photoshop, and Canva 
to create various design assets (including brochures, flyers, posters, and 
direct mail pieces). 

D. Digital Assets: Social media graphics, website banners, and email templates. 
1. Copywriting and Technical Writing: Provide compelling copy and detailed 

information to support the visuals. 
E. Deliverables 

1. Design Packages: A set of customized design assets tailored for specific 
marketing channels and objectives. 

2. Brand Consistency: Ensure all materials are cohesive and reflect the 
brand’s image and message. 

  
 Video Production 

A. Concept Development 
1. Objective: Produce engaging video content that effectively communicates 

the brand’s message and captivates the audience. 
B. Planning: 

1. Client Consultation: Understand the campaign’s goals, target audience, 
and desired outcomes. 

2. Script and Storyboarding: Develop a creative script and storyboard to 
outline the video's narrative, key messages, and visual style. 

C. Execution 
1. Pre-Production: Plan all aspects of the shoot, including location scouting, 

talent casting, and scheduling. 
2. Production: Use professional equipment to capture high-quality video 

footage, ensuring that the content is visually appealing and aligns with the 
campaign’s objectives. 

3. Post-Production: Edit the footage to create polished final videos, 
incorporating elements such as graphics, music, and voice-overs. 

D. Deliverables 
1. Video Content: A series of videos tailored for various platforms, including TV 

commercials, social media, and the client’s website. 
2. Usage Guidelines: Provide recommendations on how to best utilize the 

videos for maximum impact. 
  

 Integration and Implementation 
A. Multi-Channel Distribution 

1. Objective: Ensure the direct marketing campaign reaches the target 
audience through the most effective channels. 

B. Strategy: 
1. Channel Selection: Choose the most appropriate channels for distributing 

marketing materials, such as print, digital, social media, and direct mail. 
2. Coordinated Campaigns: Develop a cohesive strategy that integrates all 

creative elements, ensuring a unified message across all platforms. 
C. Customization and Personalization 

1. Tailored Messaging: Customize content and design elements to appeal to 
different segments of the target audience. 



 

2. Call-to-Action (CTA): Include clear and compelling CTAs in all materials to 
drive desired actions, such as visiting a website, making a purchase, or 
contacting the client. 

  
 Evaluation and Optimization 

A. Performance Tracking 
1. Objective: Measure the effectiveness of the direct marketing campaign. 

B. Metrics: 
1. Engagement: Track engagement metrics, such as clicks, views, shares, and 

likes. 
2. Conversion: Measure conversion rates to determine the campaign's 

success in driving desired actions. 
C. Feedback and Iteration 

1. Client Feedback: Gather feedback from the client to assess satisfaction 
with the campaign's execution and results. 

2. Continuous Improvement: Use data and feedback to refine and optimize 
future campaigns, ensuring continuous improvement and maximum ROI. 

  
By leveraging its core competencies in commercial photography, art & graphic design, and video 
production, M Lashell Photography LLC can create a comprehensive and impactful direct 
marketing campaign. This campaign will not only capture the essence of the client's brand but also 
effectively engage the target audience, driving awareness and achieving the desired marketing 
objectives. The process involves meticulous planning, creative execution, and continuous 
optimization to ensure the best possible outcomes for the client. 
 

vii. Provide Explanation on the Supplier's process for creative development. 
 
M Lashell Photography LLC excels in delivering high-quality creative services through its core 
competencies in commercial photography, video production, and art & graphic design. This 
comprehensive creative development process ensures that each project is executed with 
precision, creativity, and a deep understanding of the client's brand and objectives. Here’s an in-
depth explanation of the process: 
 

 Initial Client Consultation and Briefing 
A. Objective: Understand the client's needs, brand identity, target audience, and 

project objectives. 
1. Client Meeting: Begin with a detailed discussion with the client to gather 

information about their brand, campaign goals, desired outcomes, and 
specific requirements. 

2. Creative Brief: Develop a comprehensive creative brief that outlines the 
project scope, key messages, style preferences, target demographics, and 
expected deliverables. This brief serves as the foundation for all creative 
efforts. 

 
 Concept Development and Planning  

A. Objective: Develop a cohesive and innovative creative concept that aligns with 
the client's goals and resonates with the target audience. 
1. Commercial Photography  



 

- Mood Boards and Visual References: Create mood boards to 
convey the visual style, mood, and tone of the photography. This 
includes references to lighting, color schemes, and overall 
aesthetics. 
- Shot List and Storyboarding: Develop a detailed shot list and 
storyboard that outlines the specific images to be captured. This 
includes planning for different settings, poses, props, and other 
elements that contribute to the narrative. 

2. Video Production 
- Scriptwriting and Storyboarding: Collaborate with the client to 
develop a compelling script that effectively communicates the 
intended message. Create storyboards to visualize the video's 
narrative structure, including key scenes, transitions, and visual 
effects. 
- Production Planning: Plan all aspects of the video shoot, including 
location scouting, casting, scheduling, and equipment needs. This 
phase ensures that all logistical elements are in place for a smooth 
production process.  

3. Art & Graphic Design 
 - Design Concepts: Develop initial design concepts that include 
layout options, color schemes, typography, and graphic elements. 
These concepts are designed to align with the client's brand 
guidelines and campaign goals. 
- Draft Review: Present the initial design drafts to the client for 
feedback. This iterative process allows for adjustments and 
refinements based on the client’s input. 

 Execution and Production 
A. Objective: Bring creative concepts to life through meticulous execution and 

production.  
1. Commercial Photography 

 - Photo Shoots: Conduct professional photo shoots, ensuring that 
every aspect, from lighting to composition, is meticulously 
controlled to achieve the desired outcome. 
- Post-Production Editing: Use advanced editing software like Adobe 
Lightroom and Photoshop to enhance images. This includes color 
correction, retouching, and other adjustments to ensure high-quality 
final images. 

2. Video Production  
- Filming: Execute the video shoot according to the planned script 
and storyboard. This involves capturing high-quality footage, 
directing talent, and managing all technical aspects of filming. 
- Post-Production Editing: Edit the raw footage to create a polished 
final product. This includes cutting and arranging scenes, adding 
music and sound effects, incorporating graphics and visual effects, 
and ensuring seamless transitions. 

3. Art & Graphic Design 
 - Design Finalization: Refine the selected design concept based on 
client feedback. This includes finalizing layouts, perfecting visual 



 

elements, and ensuring that all design assets are cohesive and on-
brand. 
- Production of Deliverables: Prepare the final design assets for 
various mediums, whether digital or print. This includes creating 
web-ready graphics, print-ready files, and any other required 
formats. 
 

 Client Review and Approval 
A. Objective: Ensure that the final deliverables meet the client's expectations and 

project requirements. 
1. Presentation of Final Deliverables: Present the completed photography, 

video, and design assets to the client for review. This presentation includes 
a walkthrough of how each element meets the project's objectives. 

2. Feedback and Revisions: Gather client feedback and make any necessary 
revisions to ensure the final products align with their vision and 
expectations. 

 
 Distribution and Implementation 

A. Objective: Effectively deploy creative assets across appropriate channels to 
reach the target audience. 
1. Media Planning: Develop a strategic plan for distributing creative content. 

This includes selecting the right platforms (social media, websites, print, TV) 
and scheduling posts or releases. 

2. Content Launch: Coordinate the launch of the campaign, ensuring that all 
content is published and promoted according to the agreed-upon timeline. 

 
 Post-Campaign Analysis and Feedback 

A. Objective: Evaluate the effectiveness of the creative assets and gather insights 
for future projects. 
1.Performance Analysis: Analyze the performance of the creative content 
across various channels. This includes measuring engagement metrics, 
conversion rates, and overall campaign impact. 
Client Feedback and Debrief: Conduct a debriefing session with the client to 
review the campaign's outcomes, gather feedback, and discuss areas for 
improvement. 

  
 Continuous Improvement 

A. Objective:  Refine and enhance creative processes for future projects. 
1. Process Review: Assess the effectiveness of the creative development 

process and identify opportunities for optimization. 
2. Skill Development: Invest in ongoing training and development for the 

creative team to stay updated with the latest industry trends and 
technologies. 
 

 By following this structured creative development process, M Lashell Photography LLC ensures 
the delivery of high-quality, impactful creative content that not only meets but exceeds client 
expectations. The company's commitment to collaboration, attention to detail, and continuous 



 

improvement fosters successful campaigns that effectively communicate the client's message 
and achieve their marketing goals. 
 
viii. Explain how the firm develops a media plan for a client, including how it establishes goals, 

spending allocations, buying parameters, and defines target audiences. 
 
Creating the media plan involves developing a strategic roadmap that outlines how a client's 
marketing and advertising messages will be distributed across various channels to reach their 
target audience effectively. M Lashell Photography LLC follows a structured approach to ensure 
that the client's goals are met efficiently and within budget. Here is an explanation of the process: 
  

 Establishing Goals and Objectives 
A. Client Consultation and Goal Setting 

1. Understanding Business Goals: Begin with a detailed discussion with the 
client to understand their overall business objectives, such as increasing 
brand awareness, launching a new product, driving up sales, or entering a 
new market. 

2. Specific Media Goals: Define clear, measurable goals for the media plan. 
These could include metrics like increasing website traffic, generating a 
specific number of leads, improving social media engagement, or achieving 
a certain conversion rate.  

B. Key Performance Indicators (KPIs) 
1. These may include impressions, click-through rates (CTR), cost per 

acquisition (CPA), return on ad spend (ROAS), and overall return on 
investment (ROI). 

  
 Defining Target Audiences 

A. Audience Segmentation 
1. Demographic Analysis: Identify key demographic factors such as age, 

gender, income level, education, and occupation. 
2. Psychographic and Behavioral Insights: Consider psychographic attributes 

like interests, lifestyle, values, and online behaviors. Understand the 
audience's media consumption habits, including preferred social media 
platforms, websites, and content types.  

B. Customer Personas 
1. Development of Personas: Create detailed customer personas representing 

different segments of the target audience. Each persona should include 
demographic details, interests, challenges, media habits, and purchasing 
behaviors. 

2. Spending Allocations and Budget Planning 
C. Budget Determination 

1. Total Budget: Establish the total budget available for the media plan based 
on the client's financial resources and expected ROI. 

2. Allocation Across Channels: Allocate the budget across various media 
channels, such as social media, search engines, email marketing, display 
ads, and traditional media (if applicable). The allocation is guided by the 
target audience's media preferences and the potential reach and impact of 
each channel.  



 

D. Cost Analysis 
1. Cost Per Channel: Estimate the costs associated with each media channel, 

including content creation (photography, videography, graphic design), 
media buying (ad placements), and distribution. 

2. ROI Projections: Forecast the expected ROI for each channel to determine 
the most cost-effective allocation of resources. 

  
 Media Buying Parameters 

A. Channel Selection 
1. Platform Suitability: Select media channels that align with the target 

audience's preferences and the campaign's goals. For example, use 
Instagram and Facebook for visual-heavy content, LinkedIn for B2B 
campaigns, and YouTube for video content. 

2. Content Type: Decide on the type of content to be used in each channel, 
such as static images, videos, carousel ads, or interactive content. 

B. Buying Strategies 
1. Ad Placement Option: Choose between options like display ads, sponsored 

posts, search engine ads, and video ads. Consider programmatic buying for 
efficient and targeted ad placements. 

2. Timing and Frequency: Plan the timing and frequency of ad placements to 
optimize reach and engagement. This may include dayparting (scheduling 
ads at specific times) and ensuring a consistent presence throughout the 
campaign period.  

C. Negotiation and Partnerships 
1. Vendor Negotiations: Negotiate with media vendors to secure the best rates 

and placements. Consider leveraging partnerships with influencers or 
media outlets for enhanced reach and credibility. 

  
 Content Creation and Messaging 

A. Creative Development 
1. Content Creation: Produce high-quality content, including photography, 

videography, graphics, and copy, that aligns with the client's brand and 
campaign goals. 

2. Message Consistency: Ensure that the messaging is consistent across all 
channels and resonates with the target audience. The content should reflect 
the brand's voice, values, and unique selling propositions (USPs). 

B. Approval and Finalization 
1. Client Review: Present the media plan, including content and ad strategies, 

to the client for approval. Make necessary adjustments based on feedback. 
  

 Implementation and Monitoring 
A. Campaign Launch 

1. Execution: Launch the media campaign according to the planned schedule. 
Ensure all content and ads are deployed correctly across the chosen 
channels. 

B. Monitoring and Optimization 



 

1. Performance Tracking: Monitor the campaign's performance in real-time 
using analytics tools. Track metrics such as impressions, clicks, 
conversions, and engagement. 

2. Optimization: Adjust strategies and allocations based on ongoing 
performance data. This may involve reallocating budget, modifying ad 
placements, or tweaking content to improve effectiveness. 

  
 Evaluation and Reporting 

A. Post-Campaign Analysis 
1. Data Analysis: Analyze the campaign's outcomes against the defined KPIs. 

Evaluate the effectiveness of each channel and the overall ROI. 
2. Insights and Learnings: Identify key insights and learnings from the 

campaign to inform future media planning efforts. 
B. Reporting and Recommendations 

1. Comprehensive Report: Prepare a detailed report summarizing the 
campaign's performance, successes, challenges, and key metrics. 

2. Client Presentation: Present the findings to the client, discussing the results 
and providing recommendations for future campaigns. 

  
 Continuous Improvement 

A. Feedback Integration 
1. Client Feedback: Gather feedback from the client to understand their 

satisfaction with the campaign and areas for improvement. 
2. Ongoing Refinement: Use feedback and data insights to refine and improve 

future media planning and execution strategies. 
  
By following this detailed process, M Lashell Photography LLC ensures that each media plan is 
strategically designed to achieve the client's goals, effectively reach the target audience, and 
deliver a strong return on investment. 
 

ix. Explanation of how the Supplier will ensure that the State of Oklahoma receives the 
maximum value for its media dollar, include, any bonus capabilities for media buys. 

 
M Lashell Photography LLC is committed to delivering exceptional value and optimizing the State of 
Oklahoma's media investment. Our approach combines strategic planning, rigorous cost 
management, and continuous optimization to ensure that every dollar spent yields maximum 
impact. Here is how we ensure the State of Oklahoma receives the maximum value for its media 
dollar: 
  

 Strategic Planning and Goal Alignment 
A. Clear Objective Setting 

1. Goal Definition: Collaborate closely with state representatives to define 
clear, measurable objectives for the media campaign, such as increasing 
public awareness, promoting state programs, or driving engagement with 
government services. 

2. Target Audience Identification: Utilize data-driven insights to identify and 
segment the target audience, ensuring that campaigns are tailored to reach 
the most relevant and receptive individuals. 



 

B. Prioritization of Key Messages 
1. Message Crafting: Develop key messages that resonate with the target 

audience and align with the state's objectives, ensuring clarity and 
consistency across all media channels. 

2. Channel Strategy: Choose the most effective media channels based on 
audience analysis and campaign goals, prioritizing platforms that offer the 
highest reach and engagement potential at the most efficient cost. 

  
 Cost-Effective Media Buying and Allocation 

A. Budget Management 
1. Transparent Budgeting: Work within the state's allocated budget, providing 

transparent and detailed breakdowns of costs across various media 
channels and services. 

2. Optimal Spending Allocation: Allocate funds strategically across different 
media channels, focusing on those with the highest ROI potential. Leverage 
historical data and industry benchmarks to guide spending decisions. 

B. Negotiation and Partnerships 
1. Media Buying Expertise: Utilize our expertise in media buying to negotiate 

the best rates and placements, ensuring the state receives favorable terms 
and maximized exposure for its budget. 

2. Partnership Development: Develop partnerships with media outlets, 
influencers, and other key stakeholders to secure added value, such as 
bonus placements, extended reach, or discounted rates. 

  
 Data-Driven Decision Making 

A. Advanced Analytics and Monitoring 
1. Performance Tracking: Implement robust tracking mechanisms to monitor 

campaign performance in real time. Use analytics tools to measure key 
metrics such as impressions, engagement, conversion rates, and cost per 
action (CPA). 

2. Data Analysis: Regularly analyze data to identify trends, audience behaviors, 
and campaign effectiveness. Use these insights to make informed 
adjustments and optimize ongoing campaigns. 

B. Continuous Optimization 
1. A/B Testing and Experimentation: Conduct A/B testing to refine messaging, 

visuals, and ad placements, ensuring the most effective elements are used. 
Continuously experiment with new strategies to enhance performance. 

2. Budget Reallocation: Dynamically adjust spending allocations based on 
real-time performance data, shifting resources to the most effective 
channels and tactics to maximize impact. 

  
 High-Quality Creative Development 

A. Professional Content Creation 
1. Photography and Videography: Produce high-quality visual content, 

including photography and videography, that is engaging and professionally 
executed. This ensures that the media assets used in campaigns effectively 
capture the attention of the target audience. 



 

2. Graphic Design and Copywriting: Create compelling graphics and copy that 
communicate the state's messages clearly and persuasively, enhancing the 
overall impact of the campaign. 

B. Consistent Brand Messaging 
1. Brand Alignment: Ensure all creative materials align with the State of 

Oklahoma's branding guidelines and communication standards, reinforcing 
a consistent and professional image. 

  
 Accountability and Reporting 

A. Regular Reporting 
1. Detailed Reports: Provide regular, comprehensive reports to state 

representatives, detailing campaign performance, budget utilization, and 
ROI. These reports offer transparency and accountability, demonstrating 
how funds are being used effectively. 

2. Performance Reviews: Conduct periodic reviews with state stakeholders to 
discuss campaign progress, challenges, and opportunities for 
improvement. 

B. Feedback and Continuous Improvement 
1. Stakeholder Feedback: Actively seek feedback from state representatives to 

understand their satisfaction with the campaign and address any concerns 
promptly. 

2. Iterative Improvements: Use feedback and performance data to refine 
strategies and processes, continuously enhancing the effectiveness and 
efficiency of media spending. 

  
 Leveraging Technology and Innovation 

A. Adoption of Emerging Technologies 
1. Innovative Solutions: Stay at the forefront of industry trends by adopting 

modern technologies and digital marketing innovations that can enhance 
campaign effectiveness and efficiency. 

2. Programmatic Advertising: Utilize programmatic advertising for precise 
targeting and real-time bidding, ensuring the state’s ads are served to the 
most relevant audiences at optimal costs. 

B. Automation and Efficiency Tools 
1. Efficiency Tools: Use tools like CRM systems, project management 

software, and automated reporting to streamline operations, reduce costs, 
and improve the accuracy of campaign execution and reporting. 

  
By integrating these strategies and practices, M Lashell Photography LLC ensures that the State of 
Oklahoma's media dollar is spent wisely and effectively. Our commitment to strategic planning, 
cost management, data-driven decision-making, and high-quality content creation ensures that 
every campaign delivers the desired outcomes, maximizing the value and impact of the state's 
media investments. 
 

x. Explain how the firm develops a media plan for a client, including how it establishes goals, 
spending allocations, buying parameters, and defines target audiences. 

 



 

Creating a media plan involves developing a strategic roadmap that outlines how a client's 
marketing and advertising messages will be distributed across various channels to reach their 
target audience effectively. M Lashell Photography LLC follows a structured approach to ensure 
that the client's goals are met efficiently and within budget. Here is an explanation of the process: 
  

 Establishing Goals and Objectives 
A. Client Consultation and Goal Setting 

1. Understanding Business Goals: Begin with a detailed discussion with the 
client to understand their overall business objectives, such as increasing 
brand awareness, launching a new product, driving up sales, or entering a 
new market. 

2. Specific Media Goals: Define clear, measurable goals for the media plan. 
These could include metrics like increasing website traffic, generating a 
specific number of leads, improving social media engagement, or achieving 
a certain conversion rate.  

B. Key Performance Indicators (KPIs) 
1. These may include impressions, click-through rates (CTR), cost per 

acquisition (CPA), return on ad spend (ROAS), and overall return on 
investment (ROI). 

  
 Defining Target Audiences 

A. Audience Segmentation 
1. Demographic Analysis: Identify key demographic factors such as age, 

gender, income level, education, and occupation. 
2. Psychographic and Behavioral Insights: Consider psychographic attributes 

like interests, lifestyle, values, and online behaviors. Understand the 
audience's media consumption habits, including preferred social media 
platforms, websites, and content types. 

B. Customer Personas 
1. Development of Personas: Create detailed customer personas representing 

different segments of the target audience. Each persona should include 
demographic details, interests, challenges, media habits, and purchasing 
behaviors. 

2. Spending Allocations and Budget Planning 
C. Budget Determination 

1. Total Budget: Establish the total budget available for the media plan based 
on the client's financial resources and expected ROI. 

2. Allocation Across Channels: Allocate the budget across various media 
channels, such as social media, search engines, email marketing, display 
ads, and traditional media (if applicable). The allocation is guided by the 
target audience's media preferences and the potential reach and impact of 
each channel. 

D. Cost Analysis 
1. Cost Per Channel: Estimate the costs associated with each media channel, 

including content creation (photography, videography, graphic design), 
media buying (ad placements), and distribution. 

2. ROI Projections: Forecast the expected ROI for each channel to determine 
the most cost-effective allocation of resources. 



 

  
 Media Buying Parameters 

A. Channel Selection 
1. Platform Suitability: Select media channels that align with the target 

audience's preferences and the campaign's goals. For example, use 
Instagram and Facebook for visual-heavy content, LinkedIn for B2B 
campaigns, and YouTube for video content. 

2. Content Type: Decide on the type of content to be used in each channel, 
such as static images, videos, carousel ads, or interactive content. 

B. Buying Strategies 
1. Ad Placement Option: Choose between options like display ads, sponsored 

posts, search engine ads, and video ads. Consider programmatic buying for 
efficient and targeted ad placements. 

2. Timing and Frequency: Plan the timing and frequency of ad placements to 
optimize reach and engagement. This may include dayparting (scheduling 
ads at specific times) and ensuring a consistent presence throughout the 
campaign period. 

C. Negotiation and Partnerships 
1. Vendor Negotiations: Negotiate with media vendors to secure the best rates 

and placements. Consider leveraging partnerships with influencers or 
media outlets for enhanced reach and credibility. 

  
 Content Creation and Messaging 

A. Creative Development 
1. Content Creation: Produce high-quality content, including photography, 

videography, graphics, and copy, that aligns with the client's brand and 
campaign goals. 

2. Message Consistency: Ensure that the messaging is consistent across all 
channels and resonates with the target audience. The content should reflect 
the brand's voice, values, and unique selling propositions (USPs). 

B. Approval and Finalization 
1. Client Review: Present the media plan, including content and ad strategies, 

to the client for approval. Make necessary adjustments based on feedback. 
  

 Implementation and Monitoring 
A. Campaign Launch 

1. Execution: Launch the media campaign according to the planned schedule. 
Ensure all content and ads are deployed correctly across the chosen 
channels. 

B. Monitoring and Optimization 
1. Performance Tracking: Monitor the campaign's performance in real-time 

using analytics tools. Track metrics such as impressions, clicks, 
conversions, and engagement. 

2. Optimization: Adjust strategies and allocations based on ongoing 
performance data. This may involve reallocating budget, modifying ad 
placements, or tweaking content to improve effectiveness. 

  
 Evaluation and Reporting 



 

A. Post-Campaign Analysis 
1. Data Analysis: Analyze the campaign's outcomes against the defined KPIs. 

Evaluate the effectiveness of each channel and the overall ROI. 
2. Insights and Learnings: Identify key insights and learnings from the 

campaign to inform future media planning efforts. 
B. Reporting and Recommendations 

1. Comprehensive Report: Prepare a detailed report summarizing the 
campaign's performance, successes, challenges, and key metrics. 

2. Client Presentation: Present the findings to the client, discussing the results 
and providing recommendations for future campaigns. 

  
 Continuous Improvement 

A. Feedback Integration 
1. Client Feedback: Gather feedback from the client to understand their 

satisfaction with the campaign and areas for improvement. 
2. Ongoing Refinement: Use feedback and data insights to refine and improve 

future media planning and execution strategies. 
  
By following this detailed process, M Lashell Photography LLC ensures that each media plan is 
strategically designed to achieve the client's goals, effectively reach the target audience, and 
deliver a strong return on investment. 
 

xi. Explanation of how the Supplier will ensure that the State of Oklahoma receives the 
maximum value for its media dollar, include, any bonus capabilities for media buys. 

 
M Lashell Photography LLC is committed to delivering exceptional value and optimizing the State of 
Oklahoma's media investment. Our approach combines strategic planning, rigorous cost 
management, and continuous optimization to ensure that every dollar spent yields maximum 
impact. Here is how we ensure the State of Oklahoma receives the maximum value for its media 
dollar: 
  

 Strategic Planning and Goal Alignment 
A. Clear Objective Setting 

1. Goal Definition: Collaborate closely with state representatives to define 
clear, measurable objectives for the media campaign, such as increasing 
public awareness, promoting state programs, or driving engagement with 
government services. 

2. Target Audience Identification: Utilize data-driven insights to identify and 
segment the target audience, ensuring that campaigns are tailored to reach 
the most relevant and receptive individuals. 

B. Prioritization of Key Messages 
1. Message Crafting: Develop key messages that resonate with the target 

audience and align with the state's objectives, ensuring clarity and 
consistency across all media channels. 

2. Channel Strategy: Choose the most effective media channels based on 
audience analysis and campaign goals, prioritizing platforms that offer the 
highest reach and engagement potential at the most efficient cost. 

  



 

 Cost-Effective Media Buying and Allocation 
A. Budget Management 

1. Transparent Budgeting: Work within the state's allocated budget, providing 
transparent and detailed breakdowns of costs across various media 
channels and services. 

2. Optimal Spending Allocation: Allocate funds strategically across different 
media channels, focusing on those with the highest ROI potential. Leverage 
historical data and industry benchmarks to guide spending decisions. 

B. Negotiation and Partnerships 
1. Media Buying Expertise: Utilize our expertise in media buying to negotiate 

the best rates and placements, ensuring the state receives favorable terms 
and maximized exposure for its budget. 

2. Partnership Development: Develop partnerships with media outlets, 
influencers, and other key stakeholders to secure added value, such as 
bonus placements, extended reach, or discounted rates. 

  
 Data-Driven Decision Making 

A. Advanced Analytics and Monitoring 
1. Performance Tracking: Implement robust tracking mechanisms to monitor 

campaign performance in real time. Use analytics tools to measure key 
metrics such as impressions, engagement, conversion rates, and cost per 
action (CPA). 

2. Data Analysis: Regularly analyze data to identify trends, audience behaviors, 
and campaign effectiveness. Use these insights to make informed 
adjustments and optimize ongoing campaigns. 

B. Continuous Optimization 
1. A/B Testing and Experimentation: Conduct A/B testing to refine messaging, 

visuals, and ad placements, ensuring the most effective elements are used. 
Continuously experiment with new strategies to enhance performance. 

2. Budget Reallocation: Dynamically adjust spending allocations based on 
real-time performance data, shifting resources to the most effective 
channels and tactics to maximize impact. 

  
 High-Quality Creative Development 

A. Professional Content Creation 
1. Photography and Videography: Produce high-quality visual content, 

including photography and videography, that is engaging and professionally 
executed. This ensures that the media assets used in campaigns effectively 
capture the attention of the target audience. 

2. Graphic Design and Copywriting: Create compelling graphics and copy that 
communicate the state's messages clearly and persuasively, enhancing the 
overall impact of the campaign. 

B. Consistent Brand Messaging 
1. Brand Alignment: Ensure all creative materials align with the State of 

Oklahoma's branding guidelines and communication standards, reinforcing 
a consistent and professional image. 

  
 Accountability and Reporting 



 

A. Regular Reporting 
1. Detailed Reports: Provide regular, comprehensive reports to state 

representatives, detailing campaign performance, budget utilization, and 
ROI. These reports offer transparency and accountability, demonstrating 
how funds are being used effectively. 

2. Performance Reviews: Conduct periodic reviews with state stakeholders to 
discuss campaign progress, challenges, and opportunities for 
improvement. 

B. Feedback and Continuous Improvement 
1. Stakeholder Feedback: Actively seek feedback from state representatives to 

understand their satisfaction with the campaign and address any concerns 
promptly. 

2. Iterative Improvements: Use feedback and performance data to refine 
strategies and processes, continuously enhancing the effectiveness and 
efficiency of media spending. 

  
• Leveraging Technology and Innovation 

A. Adoption of Emerging Technologies 
1. Innovative Solutions: Stay at the forefront of industry trends by adopting 

modern technologies and digital marketing innovations that can enhance 
campaign effectiveness and efficiency. 

2. Programmatic Advertising: Utilize programmatic advertising for precise 
targeting and real-time bidding, ensuring the state’s ads are served to the 
most relevant audiences at optimal costs. 

B. Automation and Efficiency Tools 
1. Efficiency Tools: Use tools like CRM systems, project management 

software, and automated reporting to streamline operations, reduce costs, 
and improve the accuracy of campaign execution and reporting. 

  
By integrating these strategies and practices, M Lashell Photography LLC ensures that the State of 
Oklahoma's media dollar is spent wisely and effectively. Our commitment to strategic planning, 
cost management, data-driven decision-making, and high-quality content creation ensures that 
every campaign delivers the desired outcomes, maximizing the value and impact of the state's 
media investments. 
 

xii. Provide details about procedures/checkpoints employed to ensure cost efficiency and cost 
effectiveness in areas such as: media buying, creative planning and development, 
advertising production, research etc. [See section xi]. 

 
xiii. Suppliers are to provide a sample statement of work (SOW) in each category (I-VIII) for 

which they are submitting a response 
 
M Lashell Photography LLC will provide comprehensive creative services to OMES, encompassing 
commercial photography, video production, and graphic/art design. This Statement of Work 
outlines the project scope, deliverables, timelines, responsibilities, and terms for the execution of 
these services. 
  

• Scope of Work 



 

A. Commercial Photography 
1. Objective: Capture high-quality images that effectively represent the client's 

brand, products, and services. 
2. Services Provided: 

- Pre-shoot planning, including concept development, mood boards, 
and shot lists. 
- On-site or studio photography sessions for products, lifestyle, 
events, or other required subjects. 
- Post-production editing and retouching using Adobe Lightroom and 
Photoshop. 

3. Deliverables: 
- A curated selection of edited digital images in high-resolution and 
web-ready formats. 
- Usage rights as defined in the deliverable agreement. 

B. Video Production 
1. Objective: Produce engaging video content that communicates the client's 

brand message and engages the target audience. 
2. Services Provided: 

- Concept development, scriptwriting, and storyboarding. 
- Full production services including filming, directing, and managing 
technical aspects. 
- Post-production services such as editing, color grading, sound 
design, and the addition of graphics/visual effects. 

3. Deliverables: 
- Final edited videos in various formats suitable for different 
platforms (e.g., TV, social media, website). 
- Raw footage and project files, if requested by the client. 
- Usage rights as defined in the deliverable agreement. 

C. Graphic/Art Design 
1. Objective: Develop cohesive visual assets that support the client's branding 

and marketing efforts. 
2. Services Provided: 

- Creation of digital and print design materials, including logos, 
brochures, flyers, banners, social media graphics, and more. 
- Custom and stock artwork creation, including illustrations, 
typographic layouts, and other graphic elements. 
- Collaboration with the client to refine and finalize design concepts. 

3. Deliverables: 
- Final design files in necessary formats (e.g., PSD, PDF, JPG, PNG). 
- Source files for future use, if requested by the client. 
- Usage rights as defined in the deliverable agreement. 

  
 Project Timeline 

A. Project Kickoff: [Date TBD] 
1. Milestone 1: Completion of concept development and approval 

(Commercial Photography, Video Production, Graphic/Art Design) - [Date 
TBD] 



 

2. Milestone 2: Completion of all photography and videography shoots - [Date 
TBD] 

3. Milestone 3: Delivery of first drafts for all deliverables - [Date TBD] 
4. Milestone 4: Review and feedback from the client - [Date TBD]. 
5. Milestone 5: Final delivery of all approved materials - [Date TBD] 

  
 Client Responsibilities 

A. Timely Provision of Information: The client will provide necessary information, 
access, and materials required for the project, including brand guidelines, 
products, or other elements needed for the shoot/design. 

B. Approval and Feedback: The client will provide timely feedback and approvals 
at each project milestone to ensure adherence to the project timeline. 

C. Access and Coordination: The client will coordinate access to locations, 
personnel, and other resources as needed for the execution of the services. 

  
 Payment Terms 

A. Project Fee: The total fee for the project is as established by the accompanying 
Rate Card, to be paid according to the following schedule: 

B. Additional Costs: Any additional costs, such as travel expenses, model fees, or 
special equipment rentals, will be pre-approved by the client and invoiced 
separately. 

  
 Ownership and Rights 

A. Intellectual Property: M Lashell Photography LLC retains copyright ownership of 
all creative works produced until full payment is received. Upon final payment, 
the client receives usage rights as specified in the agreement. 

B. Usage Rights: The client is granted non-exclusive rights to use the final 
deliverables for the intended purpose as outlined in this SOW. Any additional 
usage requires prior approval and may be subject to additional fees. 

  
 Confidentiality 

A. Both parties agree to maintain confidentiality of any proprietary or sensitive 
information shared during the project. This includes, but is not limited to, 
business plans, customer data, and financial information. 

  
 Quality Assurance and Revisions 

A. M Lashell Photography LLC commits to delivering high-quality work. The client is 
entitled to two rounds of revisions per deliverable. Additional revisions may 
incur extra charges. 

  
This Statement outlines the expectations and responsibilities of both parties, ensuring a clear 
understanding and successful execution of the project. M Lashell Photography LLC is committed to 
delivering exceptional creative services that meet and exceed the client's expectations. 
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