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YOUR 
CHALLENGE
+1M PLAYS OVER 8 WEEKS

18-34'S AREN’T AWARE OF
TNL’S GOOD CAUSES

NOT REACHING 18-34
TARGET AUDIENCE

OUR 
PERSPECTIVE

SYNDICATE 8

+1M PLAYS OVER 8 WEEKS

18-34'S ARE SPENDING ON
WHAT MATTTERS TO THEM

NOT RELATING TO GEN Z
TARGET AUDIENCE
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of 18-29's don’t
play TNL 

60%



BY DOING THIS
WE’LL DELIVER... 

SYNDICATE 8

2.1M 
INCREMENTAL PLAYS 



YOU
SPEND
£30M

EVERY 
Q4 

SYNDICATE 8
Source: AdIntel



WHO ARE GEN Z ?
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GEN Z ARE FICKLE;
THEY HAVE A ‘SAY-DO’ GAP

...41% won't pay for it

...55%  buy fast fashion items
after seeing them on TikTok

...76% reach for a vape before
breakfast

90% want sustainable
products... 

51% of Gen Z want to stop fast
fashion consumption...

62% of Gen Z nicotine users
want to quit for their health... 

SYNDICATE 8 Source: Elfin View, 2025; Retail Gazette, 2025; Retail Times, 2025



THEIR
SPENDING
REFLECTS
THIS 
SELFISH
NATURE



THEY ARE BUILDING A RICH INNER LIFE
THROUGH SMALL LUXURIES IN THE THINGS THEY
LOVE 





THE BIG IDEA

BE MORE SELFish
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THE STRATEGY

GET 18-29 year olds
TO play The National Lottery
BY believing that being more
SELFish    can help good causes
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Source: TGI (June 2026 )
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DOUBLING DOWN
ON SELFish*

ALWAYS A
Wish*ER

THE Wish* 
LIST

SYNDICATE 8



DOUBLING
DOWN 

ON SELFish

STAGE 1STAGE 1
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STAGE 1





Daypart 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. 
Dynamic copy with flex 
based on day of week. 

Social proof being SELFish* 
by partnering with Gen Z 

creators to spread 
the message. 

MESSAGE MOOD MOMENTS
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BUT WE
COULD BE...
BOLDER
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STAGE 1



CAUSES 

¼ OF LOTTERY
FUNDING
GOES TO

GOOD
CAUSES 

¼ OF LOTTERY
FUNDING
GOES TO

GOOD
CAUSES 
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*



STAGE 2: ALWAYS A WISHER

SYNDICATE 8

PUT YOURMONEY 
WHERE THEIR
MOUTH IS
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OOH

INFLUENCER

PARTNERSHIPS
Contextual , location-

specific OOH that connects
the brand to local
communities by

celebrating the good
causes

SYNDICATE 8

Regional National National

Using our ambassador
alongside a network of

hyper local influencers, we
show audiences how TNL

supports their communities
and interests

We will partner with local
businesses that align Gen Zs

interests to reward them with
little luxuries to upgrade their
lives, via digital ads and native

articles



THE 
Wish 
LIST

STAGE 3
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   The Wish*list liveThe Wish*list liveThe Wish*list live    The Wish*list live 
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AVIVA STUDIO

THE O2 ARENA

SYNDICATE 8

STAGE 3



ENCOURAGE ACTION IN CONTEXTUAL AREAS
Paid social targeting key

audience interests;
Christmas wishlists 

SYNDICATE 8

Identify those who have visted or
bought tickets to the event and

retarget them for further purchase 

Running Ad Pause
across Broadcast to be

around premuim
content

Influencer amplification
& giveaways

STAGE 3



FEAR NOT 
MILLENIALS!

SYNDICATE 8

STAGE 3



NovemberStages

W1 W2 W3 W4

December

W5 W6 W7 W8

Stage 1 - Awareness - DOUBLING DOWN ON SELFish*

Stage 2 - Education - ALWAYS A Wish*ER

Stage 3 - Conversion - THE Wish* LIST

£500,000

£5m Budget

£1.55m 

£1.0m

£150,000

£150,000

£200,000

£2.45m

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

£500,000

£250,000

£200,000 (Brand & Influencer)

£200,000 (Brand & Influencer)

£100,000

£1,400,000

                 £500,000 (Brand & Influencer)

£200,000

£250,000

£100,000

£250,000

£50,000

OOH 

Partnerships

Digital

Influencer

Ambassador (incl. usage)

Digital 

OOH

Influencers

Digital Audio

Print

Publisher (Daily Mail online)

Owned Experiential Event

Digital 

Influencer

Pause Ads

Press

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

Primary KPI:
Reach

75% reach
delivered in first

4 weeks 

Primary KPI:
Engagement  

Primary KPI: CTR
& Sales



NOVEMBER

BRAND
AMBASSADOR

DELIVERABLES

DECEMBER

HERO MUSIC
EVENT

PAID SOCIAL
SUPPORT

DIGITAL
AUDIO

CREATORS

PUBLISHER
PARTNERSHIP

OOH

OOH
PARTNERSHIPS



+1m incremental
plays vs. preTarget/Timing

How we prove the £5m worked

Role of Media

Awareness Education Conversion

KPI

Metrics

Tools

Get 18-29s to consider
playing TNL

Mass reach & exposure
to get noticed

Generate incremental
plays & Good Cause

association 

Prompted/spontaneous
awareness lift

+10% Good Cause
association

1m incremental plays

Reach & frequency,
BUZZ

Allwyn Brand Tracker &
In-Platform Digital BLS

Allwyn Brand Tracker
& 1  Party Data st

In-App play data,
sales data

Consideration score,
engagement

Ticket purchases, TNL
account sign ups, cost-

per-play

+10% vs. pre-
campaign baseline

95% @ 8.8 OTS vs. pre

Measurement &
Effectiveness



NOW

NEXT

FUTURE

SYNDICATE 8

The Campaign

Be More SELFish

Our 8-week Christmas activation.

The Platform

ISH All Year Round

Build on learnings from
Christmas.

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

The Behaviour

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.

FROM A CHRISTMAS CAMPAIGN TO
A PERMANENT BEHAVIOUR





BY DOING THIS
WE’LL DELIVER... 2.1M 

SYNDICATE 8

INCREMENTAL PLAYS 

AND BEAT YOUR 10% GOOD CAUSES TARGET



REMEMBER...

BE MORE SELFish*

SYNDICATE 8



THANK YOU
ANY QUESTIONS?
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