Hello,
Postcode Lottery Group.
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Introducing your lead team.

President Managing Director Group Account Director Chief Strategy Officer Group Strategy Director Chief Creative Officer
Ben Tarr Natasha Dagenais Kristine Black Tahir Ahmad Pooja Beri Angus Tucker

Leo Toronto



What we’ll share today.
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An introduction to Leo.

Our approach in action — the work.
Initial strategic thinking.
Discussion.

Tour of The Pub (if time permits).



An Introduction to Leo



Your Publicis Groupe M5C 1S2 Ontario team.

CORE TEAM

Creative consultancy putting people and
.‘4 té? purpose at the centre of our thinking.
Zenith

The ROl agency

Zenil:h Scaled smart media.

The ROl agency

The largest in-house production team
acting as the North American hub.

SUPPORT TEAM

{ |mCANADIANE | :

’POSTCODE

. |MLOTTERYE| :

PUBLICIS [D Whollly owned Canadlgn customer
identity graph and audience platform.

MSL Strategic communications specialists.

Influence. Impact.

m t Deep analytics and dashboard development.
©

{IAWKEYE CRM and direct mail specialists.

A Publicis Groupe Company

Leo Toronto



Not advertising.
Not comms.
People.

oooooooooo



Our belief:

What helps people,
helps business.

oooooooooo
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lients across Ontar

ing c

: 172 humans serv

Our people

Leo Toronto



Doing good and having fun doing it.

Our Leo Values

Please, be human.

Be open to new.

Look out for one another.

Create don't criticize.

Never. Give. Up.

oooooooooo



Our approach to brand building is rooted In people
and their needs, wants and motivations.

Design
Advertising

HumanKind

Brand Strategy
Experiential




Underpinned by a deep understanding of Canadians and their needs.

The algorithm
never sleeps.

No plan B.

Thebamericndsurty

|t feels impossible to have a work-life
balance when you're trying to prepare
for a future in which you don't really
feel like there's a fair chance that you
can achieve what you want to achieve.

—Chris, 22,QC

Leo Toronto




The largest
in-house production
team in Canada.

Leo Toronto

Edit suites and sound studios
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We exist to build an unbreakable bond between people and brands.

amazon Elections

Ontario

Bell 4%

AVERAGE PARTNERSHIP
@ P/'Z.Z"' i “ plus NORTHSTAR »* BETS

7M0y;3 " Sun Life Ontarioa

w Daily Bread E @ CRave

Food Bank




Our approach in action — the work



Why we’ve chosen these case studies.

% STARBUCKS

Localizing a global brand and
making it feel personal.

primeday
N

To turn Prime Day into THE day for
new and existing members.

Relaunching with an expanded
subscription service.



STARBUCKS




The Challenge

The global promise to uplift the everyday had been lost in Canada.
The brand was at risk of becoming just another coffee shop.

Our opportunity: To bring the magic back to Canada.



The Insight

A visit to Starbucks (the *
been about mo '

R

Leo Toronto 8 # 19



The ldea

To bring to life the million 's'pecial moments
that people expéerience at Starbucks.



Leo Toronto
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It’s never just coffee.






https://vimeo.com/1083598155/3aa75df405

™ — [ 7l
MILK |
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WORKING

PROMOTION ™ ~ FROM HOME

B % sl &

DRINK

1 8 34 v

oXe
It's never just coffee. g“}/%;&tg
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Leo Toronto



Leo Toronto

Yro

Open To Chat

© Q7Y

) 3 Liked by madisondloomy and others

starbuckscanada For everyone whose name we've ever

spelled wrong, this one’s for you.
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We’re only three weeks in but seeing positive results.

Positive comparative

sales driven by
strong traffic,

+5%

Increase In
comparative sales.

+72% 17%

Increase in view-through = More efficient
rate on Meta and 32% with our CPM
on Tik Tok. media spend.

26






The Challenge

Prime Day, a day designed to drive online sales + memberships,
had failed to take hold with the Amazon community.

Our opportunity: Reignite the day as THE DAY for online shopping.



The Insight

People felt that the big holiday shopping events were
about buying gifts for loved ones, but they really just
wanted to buy something for themselves.



Excitement
Driving Mass

Media

We created buzz and
personalized appeal.

amazZon.com

Targeted Interest-
based Digital Ads




The ldea

July 11 is an entirely different shopping world
with epic deals on everything you're into.




e ot ST






https://vimeo.com/1083598174/84ec0fc009?
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Targeted
Interest-
Based
Digital Ads

Home Chef

Techie

Pets
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12 markets globally

8@}0"

Es ist soweit! Heute lhre
Lieblingsangebote shoppen.

EEEEEEEEEEEEEEEE -MITGLIEDER.

aaaaaaa de

amazon
primeday

iUn dia de ofertas en
todo lo que te encanta!

"a
o
n.

Tenez-vous p

Leo Toronto




It created the biggest shopping day in

Generated more

than any

other campaign in
Amazon’s history.

950%

more Prime Members
visited the website
(exceeding our goal
by nearly 4X).

60%

Increase In sales
(exceeded goal by 5X).



Leo Toronto
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The Challenge

Canadians didn't know about the Internet, TV, and member
benefit subscriptions that came with Virgin Mobile.

Our opportunity: To be considered for more than mobile.



The Insight

The brand name doesn't live up
to its available subscription services.



The ldea

Virgin Mobile just got PLUS'D.



Leo Toronto



https://vimeo.com/1083598130/fe1b2b2296
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Leo Toronto
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https://vimeo.com/1083598098/922dc33581

LA RENTREE EST DANS LA POCHE AVEC
UN FORFAIT MOBILE PLUS GENEREUX.

8 G 0 DES AVANTAGES

POUR 40 $/MOIS DE MEMBRE

Leo Toronto

ARLLY
PLUS’D UP FEELING.

mobile +internet + tv
We've got a lot you'll love, from value-packed household plans with

Internet and TV service to discounts on food, fashion and more with
Member Benefits.

e

VIRGINPLUS.CA

Fip:

SANTE, BONHEUR
A OITEES
OFFRES.

DES AVANTAGES DE MEMBRE

HAVE IT ALL,
PLUS MORE

ltbtt rto be Mmb
jJust adds up. Get

ore with v pnc m isehold plans,
s bo« nefts for

o services, pl
i s on food, fashion and more.

T.G.|.BLACK FRIDAY
WITH SWEET
PHONE PLAN DEALS.

ON NOW UNTIL NOVEMBER 28.

MEMBER BENEFITS

VIRGINPLUS.CA

RELAX WITH THE
CONTENT YOU LOVE

AND THE FRESH INTERNET
PI.ANS YOU NEED

0100 Mbps Unli
GET A $35/MO. CREDIT FOR 12 MONTHS.

NOW$45/M0

Creative at Scale:
200+ Bilingual Assets
For Every Campaign

GET THAT

I LOVE MY
NEW PHONE’
FEELING




We PLUS’d up subscriptions.
+22% +10% +5:2%

more Internet more TV more Mobility
subscribers subscribers subscribers
2021 to 2022. 2021 to 2022. 2021 to 2022.

The rebrand helped reposition Virgin Plus as a key contender in the tier 2 telecom category.

Source: BCE Annual reports 2020, 2021, 2022



Initial strategic thinking

Maximizing participation day 1.



Lotteries have enjoyed a long, positive relationship with Canadians.

65% of Ontarians played the lottery in the past year
(46% In the past month).




The combination of ‘doing good and winning big’ is still compelling.

Nearly 50% say they play because it makes [them]
feel better doing something to help others.







1. Own: Switchers.
85% of lottery players are already switching between games, brands, winnings.

2. Win: 18-34 YO (Experience Seekers).

+22% more likely to try a new lottery vs. GenPop.




To stand out on Day One:
Feel credible enough to trust and enticing enough to try.



You have what’s needed to be successful in Canada.

Charitable A spin on From "me” to
claims that gameplay that “we”, then back to
drive credibility. evokes interest. “me”?

oooooooooo



Ontarians gave us insight on what you
need to do to be successful on Day One.

4 805 2X

Neighbourhood Ontarians surveyed. Focus groups,

ethnos. (Angus Reid Inst.) UK and Canada.

n=152, 18-34 YO

oooooooooo

2,617

The HumanKind™
Study 2025.

n=1,608, 18-34YO

54



Strategic considerations to win on Day One.

Charitable
claims that
drive credibility.

Your choice of charity could
make a big difference.

oooooooooo

A spin on
gameplay that

evokes interest.

Subscriptions:

From skeptics to signups.

From "me” to
“‘we”, then back to

“me”?

Motivations that go beyond
‘togetherness’.

55



1/3

Your choice of charity could
make a big difference.



For Canadians, charity is an expectation.
For you, it doubles as a credibility driver.

Q: Which of the following claims increases Canadian Postcode Lottery’s credibility?

6 4 o/ Canadian Postcode Lottery is one of the
0 top 5 charitable donors in the world.

One of the safest lotteries 58%
Building a fairer, greener, healthier world 54%

oooooooooo



11

It the charity aspect was emphasized, I'd be way more
interested in trying out Canadian Postcode Lottery.
It's a matter of trust.

San Das, ON, 35

oooooooooo



When it comes to charity, we know the

competition’s got physical healthcare covered.

Q: If you were given $500 to donate to charity, what are the top two areas you would donate to?

20%

Physical Health

oooooooooo

Hospitals, Cancer, Kids...

IIIIIIIIIIIIIIIIIIII

TO CONOUER CARCER

Fall VIP

LV

-

M Canadian
‘ Cancer
A Society

SickKidsLottery QO fffesisuee

\
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But there are other causes that Ontarians care deeply about.

Q: If you were given $500 to donate to charity, what are the top two areas you would donate to?

20% 25% 22% 21% 19%

Physical Health Animal Welfare Food Assistance Mental Health Housing Support

» @ @

oooooooooo

60



Housing: A deeply motivating cause with a
compelling connection back to your brand.

45%

of 18-34 YOs worry the housing
crisis will force them away from

their neighbourhood community.

HumanKind Study 25

Housing (66) vs. Mental Health (42)

Search has gone up in the past 5 years

p o

FWOONOEME Mark Carney’s new
plan gives me hope we might
finally address the housing crisis

Google Trends

61



2/3

Subscriptions:
From skeptics to signups.



Lottery subscriptions have been slow to pick up in Ontario.

Currently, only 5% of Ontario lottery players have a lottery subscription.



Despite millions of Ontarians playing the lottery routinely,

1/3 of all lottery players across Ontario say they play regularly (weekly).

But that doesn't include all the others who ‘underestimate their frequency’—
l.e., they think they play annually but it's actually closer to monthly.



Behaviour suggests a subscription model would be successful.
But the word ‘subscription’ comes with baggage.

1

We're in a moment where |
o think the average consumer
A) IS trying to pare down their

subscriptions, not subscribe
to more things.

The average Canadian has 8 of Canadians say they feel
recurring subscriptions. trapped’ by recurring subscriptions. Neha C., ON, 29

oooooooooo 65



How do you make a subscription feel like it
offers greater value than Ontarians expect?

People are willing to pay, consistently, for ‘greater value’:

1
-‘:

-
pay $300 a month

B
vny ‘Jl,

| get value out of
being a member.

Subscriptions, right
now, feel transactional.

Kirk Round, ON, 43

#sephora #sephorasale...

@ limarraps >18.3k  Litetally my second home...

Social Listening, Qual groups

66


https://www.tiktok.com/@lilmarraps/video/7434699610112789815
https://www.tiktok.com/@nicole_doyon/video/7315475830740765994

Prompts we’re eager to test.
Helping land a simple, clear, positive message...

Subscription value drivers:

“Is your door in the draw?”

Don’t miss out on a draw — daily, weekly, monthly.
87% of people won prizes in 2024.

Explore how we could unlock ‘greater value’:
Personalising participants’ charitable impact.

Connecting you to your neighbours (addresses a local gap in ‘community’).
Making you feel like an insider on your block.

67



3/3

Motivations that go beyond
‘togetherness’.



At first glance, the power of postcodes is clear, simple,
and has the potential to motivate sign ups.

Q: How clear and motivating are the following statements?

71. 30

of Ontarian players immediately of Ontarians were motivated to sign
understood the concept of their up for a lottery subscription with the
postcode being their lottery ticket. CTA “Is your door in the draw?”

oooooooooo
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When we talked to Ontarians about the word ¢
what immediately came to mind was:

Their home.
Their street.
Their neighbourhood.
Their neighbours.



We simply had to ask, conceptually, what appeal does
‘winning with your neighbours’ have in Ontario?

1

Win with your neighbours is a nice
thought, but I just don’t know if
it’s the key reason | would play
the lottery.

Appeal:

39%

31%

Alex S., 30, ON

Something about

‘winning together’ failed

to fully entice Ontarians.
T2B B2B

oooooooooo



From ‘me’ to ‘we’.
Ontarians rally behind causes and community.

Q: From the below, what are your top motivations for playing the lottery?

.80,

Participating in a charity lottery
makes me feel a positive
sense of community.

18—34 vs. 55+

oooooooooo



From ‘me’ to ‘we’. And then back to ‘me’.
FOMO, Envy — winning brings out all the emotions.

Q: From the below, what are your top motivations for playing the lottery?

oooooooooo

81

| feel like | would be missing
out if they won and | wasn't a
part of it.

18-34 vs. 55+

+200%

| would feel envious if a
group | had the chance to
join ended up winning.

18—-34 vs. 55+



Summary.



Considerations to win on Day One.

Charitable
claims that
drive credibility.

Housing:

a hard-working choice.

A spin on
gameplay that
evokes interest.

Unlocking the full potential
of subscriptions.

From "me” to
“‘we”, then back to
”me”?

Testing a range of motivations
that can inspire play.



Our
Promise
to You




O u r . We will deliver the best work bar none.
Promise
to You




O u r We will deliver the best work bar none.
P ro m i s e You will have our most experienced talent.

to You




O u r We will deliver the best work bar none.
P ro m i s e You will have our most experienced talent.

to You

We’'ll have fun winning as a team.




Our
Promise
to You

We will deliver the best work bar none.
You will have our most experienced talent.
We’'ll have fun winning as a team.

We will put skin in the game with a
Performance Based Remuneration.

80



Our doors will be in your first draw.

.

.

E 1

i |

B
President Managing Director Group Account Director Chief Strategy Officer
Ben Tarr Natasha Dagenais Kristine Black Tahir Ahmad

Leo Toronto

Group Strategy Director
Pooja Beri

Chief Creative Officer
Angus Tucker
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Let’s chat.




What helps people,
helps business.

o Brne T
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