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making
things
possible
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VYOUR OUR ¢
CHALLENGE PERSPECTIVE

+1M PLAYS OVER 8 WEEKS " 1M PLAYS OVER 8 WEEKS
&

18-34'S AREN'T AWARE OF S 18-34'S ARE SPENDING ON

TNL’'S GOOD CAUSES V.

NOT REACHING 18-34 S SN NOT TO

TARGET AUDIENCE & TARGET AUDIENCE

SYNDICATE 8






BY DOING THIS
WE'LL DELIVER...

INCREMENTAL PLAYS



Source: Adintel
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Undisciplined? The Guardian (D) Fox News

° https:// th dian. iet hy-is-... .
Entltled? Lazy? Gen . psJ//www.ltheguardian.com » soclety » mar » w y-IS Gen Z p|ar|5 m|cro—r me
Why is everyone so obsessed with ger

Z faces familiar working
flood of workplace peCHm © SeSSica Tarmey
. . o o ikes - 2 years ago : g Y

Ccriacism Gen Z Sucks (and what you should do about it as a leader§' {5} w

U (P Cosmopolitan Ko as e &

https://inews.co.uk > opinion » what-its-like-to-be-a-laz... — . : L e m . :n '
hat it's like {0 ,, Reddit

https://www.reddit.com » unpopularopinion : comments » gen_z_are... : . . :

Col D02 JAL.l. ical, civic affairs

Gen Z are the most entitled and selfish generation - Reddit

O HSUTIE LIIC INCXL ALred ana Ime

SUEEURRIEL Al] the worst stereot pes about Ger
aen Z Is the First Generatlon Dumber Than The they admit it

arente. Neurnscier 211Y

Volumed-Coyote

> SO INu(
?

: ~ Are All Gen Zers Really Entitled,
Nhat's something about GenZ that you dislike/Lazy, and Phone-Addicted?




GENZARE
THEYHAVEA

want sustainable won't pay for it
products...

buy fast fashion items

of Gen Z want to stop fast : :
after seeing them on TikTok

fashion consumption...

of Gen Z nicotine users reach for a vape before
want to quit for their health... breakfast

SYNDICATE 8 Source: Elfin View, 2025; Retail Gazette, 2025; Retail Times, 2025
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18-29vyear olds
play The National Lottery

believing that being more
SELF ~canhelpgoodcauses




3 ASPIRATIONS.
1 MINDSEL.

3.9 MILLION
YOUNG ADULTS.

Gen Z (18-29) who
put themselves first.

STYLE-ISH

| take great pleasure
in looking after
my appearance

6.1m

CULTURED-ISH

| have a keen
sense of adventure

6.0m

MINDFUL-ISH

What | want most in life
is to have fun, enjoy
life’s pleasures

71m

3.5 MILLION YOUNG ADULTS
WHO ARE ALL THREE.

They care about their style,
crave adventure and joy.

This is the audience we can
inspire — and genuinely connect with.
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DOUBLING DOWN




STAGE |

DOUBLING
DOWN
ON SELFish®
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THE
89 NATIONAL

LOTTERY"

BE
S

It could be you.

When you play The National Lottery,
you're not just playing for yourself.
You're helping create life-changing
opportunities for others.

O | | b

WIN SUPPORT CREATE

EXCLUSIVE AMAZING CAUSES GREATER IMPACT
EXPERIENCES ACROSS THE UK TOGETHER

f GKBARRY _




i

'GKBA

Social proof being SELFish*
by partnering with Gen Z
creators to spread
the message.

e

RRY -

4 THE
d3 NATIONAL
LOTTERY*

IT COULD BE YOU

BE A LITTLE

THIS CHRISTMAS

Play for the chance to win
ife-changing amounts
and support good causes
across the UK.

LAY RESPOMSIBLY s
BeGambleAwane.org

Davypart targeting to reach our audience
when they are dreaming of a
better life for themselves.

Monday morning commute,
rush hour, self care rituals.

we’ll use programmatic OOH & Audio,
targeting high footfall, urban areas
that index highly for Gen Z.
Dvnamic copy with flex
based on day of week.



REACHING THE 3.5M MORE,
MORE PRECISELY.

Using Telco data to reach 18—-29s
where they live,

work and play.

AUDIENCE PROFILE

18-29 Year Olds

INTERESTS

N0

MINDFUL

Wellbeing,
balance,
self-care

51%
Male

49%

Female

Target

&

CULTURAL

Travel,
new experiences,
curiosity

3.5M+

Population

WHERE
THEY LIVE

A

STYLISH

Fashion,
grooming,
self-expression

. Belfast
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WHERE
THEY PLAY
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TOP BRAND ENGAGEMENT (18-29)

WHERE
THEY WORK

London .

VO I\ T .

/AR\ asos  ©seotiy

Uber

Uber
Eats

amazon
~—"

TOP PERFORMING LOCATIONS

Manchester
Indexed vs. UK

5.4x

London
Indexed vs. UK

2.6Xx
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BUTWE
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EE MORE
SELFISH.

D REAM
BIGGER.

Influencer’s cheeky Lottery '€
|a‘--.i.lllnl‘:»‘arks debate about dreammg

ul.

MONDAY-TS MAY 2025 == a ] 1f 4 £1.20  90p to subscribers

BACK
YOURSELF.

STOP ASKING

FLRMISS!UN
"'",M{F THE

} EXCLUSIVE 2
DEAR GEN Z:

: X ¢| ,9 m play the National Lottery and back yourself

SYNDICATE 8

: ~  — Britain’s ‘Selfish Generation

8 BEMOR

' GK Barry’s open letter to FUNDING

: GOOD
CAUSES

Why it’s time to stop apologising for our dreams,

A CHEEKY MANIFESTO FOR BRITAIN’S DREAMERS

arr J Go after the promotion. I MY MESSAGE
Bg G-K B g v Start the business. ‘ ‘ People forget this. TO GEN Z

Apparently my

: L et’s get one thing v Book the trip. If bellevmg | The National Lottery
| i v Move to the city. i isn't just about winners. So here's my official
R . inyourself  * g
generation is selfish. v wr } i response to everyone

; i Around a quarter of :
| We spend too much moncy + Take the chance. i 1S S'ElfiSh, National Iflottery calling us selfish.

[emarr | e . maybe selfish ' funding goes BE MORE

We care too much about

our own happiness. BUY THE isn’t such a f t:{wa?ds gon;l (UL SELFISH.
| We lhln.k too much about LOTTERY TICKET- bad thing. across the UK. DREAM

I what we want. {

.'. SUFPORTING

QP  coMMUNTIES BIGGER.

7 e been told to . i
| low EC vl somMEBODY's i oo BACK
[pmierems ettt GOT TO WIN ! YOURSELF.

| Don't expect to retire 2 - . Every weck millions of us H :;ﬁ:;zgars SPORT
| comfortably. | - 1 & scroll through stories STOP ASKING
| Don't expect a pay rise. i : | about what we can't afford,

| e o SR B e l i Y | R an Tt A, ! INVESTING IN PERMISSION.
- s - ARTS & CULTURE
| At some point you start

s = e idea. | i TAKE THE

HELPING LOCAL

WHY SHOULDN'T [ I d yo | NGRS CHANCE.

| BE SELFISH? any different? 3 sl A | Mg : . Because if believing

f you gave yourself 3
Maybe being selfish is PerI“im tz hope? in yourself is selfish...
then maybe selfish

believing your future
i i\ What if your biggest dream 50 shere elee’s. o
could be better. wasn't ridiculows after all? i isn't such a bad

1 3 i n 2 E
| EP""’L""“E for having Mayba b | Call me delusional, {  Not bad for something thing after all.

dreams” way. back F . but I think that's | supposedly selfish. K 3@{}_
| B : more fun, V

' YOUNG,AMBITIOUS |  REALSTORIES,

WHY OPTIMISM - i &NOTAPOLOGISING REAL IMPACT
IS THE ULTIMATE LOTTERY How National Lottery

Why Gen Z is funding changes lives

POWER MOVE PLAY FOR YOU. i rewriting the rules o
SEE PAGES 20-21 i PLAY FOR GOOD. i SEEPAGES22-23 SEE PAGES 24-25

-
my official P
to everyone

selfish. |

e DAILY MAIL
Mail BLEEE

Influencer’s cheeky Lottery letter
sparks debate about dream(;ng
bigger, backing you rself an
taking your shot.

K, GK'S LETTER GOES VIRAL iF believing i

A playful open letter encouraging Britain's yourself is SelﬁSh,
so-called “Selfish Generation” to dream m aybe selﬁsh
bigger has become one of the week’s o 2

biggest talking points. isn't such a

The tongue-in-cheek message urges bad thlng-

young people to back themselves, e = ,’

chase ambition and stop feeling guilty
for wanting more.

YOU LOT ARE LOVING IT
* . “Finally “Love ~ai- “Somebody’s
=y S°m¢ this.” | 7 bigger” | got to win.”

optimism.”

DID YOU KNOW?

' Around a quarter of National Lottery
@ LI;EIONAL funding goes towards good causes GenZ says it's tlme
LOTTERY" across the UK. to stop apologlsmg {}
- 2 Y for ambition and
oro
adn () : -2." | QJ start dreaming

SUPPORTING |  FUNDING BACKING INVESTING IN I'IdICl“OUSIy blg'

COMMUNITIES | CHARITIES | GRASSROOTS SPORT | ARTS & CULTURE —— R ————

READ MORE ° Why ‘Be More Selfish' is inspiring
Gen Z to dream bigger

bigger.”

' National Lottery

ds good causes

Il /ESTING
AF 3&CULT

n W el
5 Tto




STAGE 2: ALWAYS A WISHER

PUT VOURMONEY |
WHERE THEIR
MOUTHIS
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FORBIDDEN PAIRS

rﬂﬂ- | i I'-r..
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I N I LU ENCER “Diaries, coffee pots,

notebooks — evena
Gail'svoucher —are
al THOUGHTIUL
GIFTS thatwill

: 77 s L S ACTUALLY GE

APPLY FOR LOTTERY FUNDING
AND TURN YOUR PASSION

A S| g i.‘ ﬂ.

GK BARRY
" PROUD AMBASSADOR OF

=¥ — | PARTNERSHIPS

SYNDICATE 8




STAGE 3
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©
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THE O2 ARENA

¥
AVIVA STUDIO

e




ENCOURAGE ACTION IN

Paid social targeting key
audience interests;
Christmas wishlists

Influencer amplification
& giveaways

SYNDICATE 8

X

" YOUR SCRATCH CARD
COULD CHANGE A LIFE!

- .|
-

KTCH TO 3
%}En B WISH! |
afis U REVERLED:

¥ RM BED

mps - AWARE

3 cmﬁ_iﬁ FOR A CHILERg,

i

i S

3 HOWYOURSCRATCH 4
- T MAKESADIFFERENCE .|
- B 1. COZY MEALS FOR FAMILIES .
* . 2. WARM CLOTHING & SHOES
@ 3. EDUCATIONAL TOYSFORKIDS = o

100% OF PROCEEDS SUPPORT
GOOD CAUSES IN OUR COMMUNITY

4" NATIONAL Ty A Y " P

LOTTERY"
+ N , *. 02

Running Ad Pause
across Broadcast to be
around premuim
content

HOW DOES IT WORK?

HERDIFY

Al behavioural
segmentation engine

HERDIFY

Identify those who have visted or
bought tickets to the event and
retarget them for further purchase



STAGE 3

FEAR NOT
MILLENIALS

SYNDICATE 8



W1 W2 W3 W4 W5 W6 W7 W8

Stage 1 - Awareness - DOUBLING DOWN ON SELFish=

Publisher (Daily Mail online)

Ambassador (incl. usage) =501 000
Digital £200,000 (Brand & Influencer) J B8
il
Pigital Audio
Print

| es0000

£50,000

Stage 2 - Education - ALWAYS A Wish+ER

OOH £200,000
Partnerships
Digital

Influencer £100,000

Stage 3 - Conversion - THE Wish* LIST

Owned Experiential Event
Digital

Influencer

Pause Ads

Press

Reach & Frequency 95% of 18-29s @ 8.8 OTS

£500,000

£200,000 (Brand & Influencer)

)

Primary KPI:
Reach

75% reach
delivered in first
4 weeks

Primary KPI:
£1.0m Engagement

£1,400,000

£500,000 (Brand & Influencer) ¢* E]

Primary KPI: CTR

£200,000 £2.45m & Sales

£250,000

£100,000

R&F excludes owned events which are measured
on attendance + content reach separately



DELIVERABLES

NOVEMBER

DECEMBER

THE
NATIONAL
LOTTERY"

ALITTLE

HOPE

CHANGES ’/} ~ ?

EVERYTHING /f ;

When youplar good things happen. / 'I
e o e

navreaTonn.

PLAY FOR TOMORR:

BRAND
AMBASSADOR

CULTURED H? ¥

Anunmus J;i
Musician? %8

“Diaries, coffee pots,

IT COULD BE YOU
seAvmE

TS CHRISTMAS

PARTNERSHIPS

notebooks — evena
Guail'svoucher — are
all THOUGHTFUL
GIFTS that will
\CTUALLY GET
USED.”

DIGITAL
AUDIO

PUBLISHER
PARTNERSHIP

O DAILY MAIL
1h age

“ If believing in
yourself is selfish,
maybe selfish
isn't such a
bad thing.

nnnnn ORE ° Wiy B Mo Selfah b splog
anZ to denam bigger

PAID SOCIAL
SUPPORT

[ ) ._.x

. .
" YOUR SCRATCH CARD
COULD CHANGE A LIFE! "

HERO MUSIC

CREATORS

i b VA (18 i 1‘
I: - WISH™ - ol ASXJ!!'IOS U W'S-Iﬂ
i % L,ST } 4 Lé%;a
- J': ff - 1 _-..Avi;f;‘srt:dio
L — / ‘. 7b ‘! , i N
' * i e : p

MCAMW é:""' LN

EVENT



How we prove the £omworked

Generate incremental

: Mass reach & exposure Get 18-29s to consider
Role of Media to get noticed playing TNL plays & Good Cause
association
KPI Prompted/spontaneous +10% Good Cause 1m incremental plays
awareness lift association
: : Ticket purchases, TNL
Metrics Heacn :Lr;guency, Con::‘de;agz?eziore, account sign ups, cost-
gag per-play
To Ol S Allwyn Brand Tracker & Allwyn Brand Tracker In-App play data,
In-Platform Digital BLS & 1% Party Data sales data
¢ o 95% @ 8.8 OTS vs. pre +10% vs. pre- +1m incremental
Ta rget/Tl mi ng & campaign baseline plays vs. pre

Measurement &
Effectiveness

& Skyrise KANTAR

<" Skyrise KANTAR

HERDIFY




FROM A CHRISTMAS CAMPAIGN TO

A

NOW

Be More SELFish

Our 8-week Christmas activation.

SYNDICATE 8

NEXT

ISH All Year Round

Build on learnings from
Christmas.

Rollout the STYLEish,
CULTUREDish & MINDFULish
model across 2027 cultural
moments.

N

/
¢

FUTURE

The National SELFish Map

Permanent re-coding of the
Good Cause belief.

A live, national map where every
play lights up the real, local good
it funded.

Proof, 365 days a year.



THE NATIONAL

EL

MAP

See where your SELF-ish play

changed someone else’s world.

Every pay helps fund the things that
make life better in communities

across the UK.

@ 11 1I'I" E-Is |
Building confidence & opportunity

MINDFUL-ish
ADVENTURE-ish

CULTURED-ish
Supporting arts & heritage

POWERED BY PLAYERS

Improving health & wellbeing

Connecting people & communities

' ) GLASGOW -
CULTURED- ish
Community R
music studio
LIVERPOOL
ADVENTURE-ish
Outdoor activity '\ MANCHESTEF
for young people - % STYLE-ish
a Creative digital
: skills academy
CARDIFF

CULTURED-ish o

Heritage &
culture for all

EC] ¥ of every £1 spent on National Lottery

games goes to good causes.

EXPLORE LOCAL PROJECTS
See the good happening
near you.

),

SEE YOUR IMPACT
Track the difference
your plays make.

2%

SHARE & INSPIRE

Stories worth sharing,

communities worth
supporting.

L
9

EDINBURGI
STYLE-ish
Youth confidence
programme
NEWCASTLE
MINDFUL-ish
/" Mental health
: support service
LEEDS
. CULTURED-ish
= Local theatre
Hef programme
EIR MINGHAM
MINDFUL-ish
- Wellbeing &
-~ fitness hub

LONDON
STYLE-ish
Youth enterprise
start-up support

fgm

THE NATIONAL 5
MAP

MANCHESTER
STYLE-ish Upgrade:
Wish List Live Concert

Supported by
National Lottery funding

&4 18 & 2

music youth
apprenticeships venues

<3 5,400

YOUR £2 HELPED THIS HAPPEN —

Stories

(E) £430k

attendees local
investment

(O3 YOU PLAY.
f’(j% GOOD THINGS HAPPEN.
EVERYWHERE.

'

THE
459 NATIONAL
LOTTERY"®



BY DOING THIS
WE'LL DELIVER...

INCREMENTAL PLAYS

AND BEAT YOUR 10% GOOD CAUSES TARGET

SYNDICATE 8



REMEMBER...
BE VIORE SELF



THANKYOU

ANY QUESTIONS?

/ / ’
4&4‘!&2 \&a
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