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Hello, 
Postcode Lottery Group. 

May 12, 2025
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Bedankt.
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President

Ben Tarr

Chief Strategy Officer

Tahir Ahmad

Group Account Director

Kristine Black

Chief Creative Officer

Angus Tucker

Group Strategy Director

Pooja Beri

Managing Director

Natasha Dagenais

Introducing your lead team.

Leo Toronto
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1. An introduction to Leo.

2. Our approach in action – the work.

3. Initial strategic thinking.

4. Discussion.

5. Tour of The Pub (if time permits).

What we’ll share today. 

Leo Toronto
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An introduction to Leo1

5Leo Toronto
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Scaled smart media.

Wholly owned Canadian customer 

identity graph and audience platform.

Creative consultancy putting people and 

purpose at the centre of our thinking.

The largest in-house production team 

acting as the North American hub.

ad9961

Strategic communications specialists.

CORE TEAM 

SUPPORT  TEAM 

MEDIA

Deep analytics and dashboard development.

CRM and direct mail specialists.

Your Publicis Groupe M5C 1S2 Ontario team.

Leo Toronto
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Not advertising.
Not comms. 
People.

Leo Toronto
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What helps people,
helps business.

Our belief:

Leo Toronto
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Our people: 172 humans serving clients across Ontario. 

Leo Toronto
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Our Leo Values

Please, be human. 

Be open to new. 

Look out for one another.

Create don’t criticize.

Never. Give. Up. 

Doing good and having fun doing it. 

Leo Toronto
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HumanKind
TM

Our approach to brand building is rooted in people 

and their needs, wants and motivations.

Leo Toronto
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Underpinned by a deep understanding of Canadians and their needs. 

Leo Toronto
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Production studio campusEdit suites and sound studios

26 

24+ 
Run and gun crewsVirtual shooting stages

2 

15,000-sq.-ft.

The largest 

in-house production

team in Canada.

Leo Toronto
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We exist to build an unbreakable bond between people and brands. 

Leo Toronto
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Our approach in action – the work 3

15Leo Toronto
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To turn Prime Day into THE day for 

new and existing members. 

Localizing a global brand and 

making it feel personal.
Relaunching with an expanded 

subscription service.  

Why we’ve chosen these case studies.

Leo Toronto
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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.  

18Leo Toronto
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The Insight
A visit to Starbucks (the 'third place') has always 

been about more than just a premium coffee. 

Leo Toronto
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The Idea
To bring to life the million 's'pecial moments 

that people experience at Starbucks.

20Leo Toronto
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‘ ’special

Leo Toronto
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https://vimeo.com/1083598155/3aa75df405
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We’re only three weeks in but seeing positive results.

Positive comparative 

sales driven by 

strong traffic,

outpacing competitive 

growth by 5%.

+5%
Increase in 
comparative sales. 

+72%
Increase in view-through 

rate on Meta and 32% 

on Tik Tok. 

17%
More efficient 

with our CPM 

media spend.

Leo Toronto
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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. 

28Leo Toronto
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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.

29Leo Toronto
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We created buzz and 
personalized appeal.

Excitement 

Driving Mass 

Media

Targeted Interest-

based Digital Ads

Leo Toronto
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The Idea
July 11 is an entirely different shopping world 

with epic deals on everything you’re into.

31Leo Toronto
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https://vimeo.com/1083598174/84ec0fc009?
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Home Chef Beauty

Techie

Targeted 
Interest-
Based 
Digital Ads

Pets
Leo Toronto
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12 markets globally

Leo Toronto
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50% 
more Prime Members 

visited the website 

(exceeding our goal 

by nearly 4X).

60%
increase in sales

(exceeded goal by 5X).

Generated more 

Prime Member 

subscriptions than any 

other campaign in 

Amazon’s history. 

It created the biggest shopping day in Amazon’s history. 

37Leo 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.

Leo Toronto 39
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The Insight
The brand name doesn’t live up 

to its available subscription services. 

Leo Toronto 40
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The Idea
Virgin Mobile just got PLUS’D.

Leo Toronto 41
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Excitement 

Driving Mass 

Media

Targeted Interest-

Based Digital Ads

Leo Toronto 42

https://vimeo.com/1083598130/fe1b2b2296
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Pre-launch Teaser Launch Reveal

Leo Toronto
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https://vimeo.com/1083598098/922dc33581
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Creative at Scale: 
200+ Bilingual Assets 
For Every Campaign

Leo Toronto
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We PLUS’d up subscriptions.

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

Source: BCE Annual reports 2020, 2021, 2022 

+22% 
more Internet 

subscribers 

2021 to 2022.

+10%
more TV 

subscribers 

2021 to 2022.

+5.2%
more Mobility 

subscribers 

2021 to 2022.

Leo Toronto 46



47

Initial strategic thinking
Maximizing participation day 1.

4

Leo Toronto 47
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Lotteries have enjoyed a long, positive relationship with Canadians.

65% of Ontarians played the lottery in the past year 

(46% in the past month).

OLGLeo Toronto 48
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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.

Angus ReidLeo Toronto 49
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CAGR: 4.2%

But play mechanics are a sea of sameness,

resulting in demand redistribution versus growth.

CAGR: 4.2%

Grand View ResearchLeo Toronto 50



51

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.

Angus ReidLeo Toronto 51
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To stand out on Day One:

Feel credible enough to trust and enticing enough to try.

Leo Toronto 52



53

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

Charitable 
claims that 
drive credibility.

A spin on 
gameplay that 
evokes interest.

Leo Toronto

From ”me” to 
“we”, then back to 
“me”?
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4
Neighbourhood 
ethnos.

805
Ontarians surveyed.

(Angus Reid Inst.)

n=152, 18–34 YO

2x
Focus groups, 
UK and Canada.

2,617
The HumanKind 

Study 2025. 

n=1,608, 18–34YO

TM

Ontarians gave us insight on what you 

need to do to be successful on Day One.

Leo Toronto
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Your choice of charity could 
make a big difference.

Subscriptions: 
From skeptics to signups.

Strategic considerations to win on Day One. 

Charitable 
claims that 
drive credibility.

A spin on 
gameplay that 
evokes interest.

Motivations that go beyond 
‘togetherness’. 

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

Leo Toronto
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Your choice of charity could 

make a big difference.

1/3

Leo Toronto 56
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64% Canadian Postcode Lottery is one of the 

top 5 charitable donors in the world.

One of the safest lotteries   58%

Building a fairer, greener, healthier world 54%

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

For Canadians, charity is an expectation. 

For you, it doubles as a credibility driver. 

Angus ReidLeo Toronto
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If 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

“

Qual groups.Leo Toronto
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Hospitals, Cancer, Kids...

Physical Health

When it comes to charity, we know the 

competition’s got physical healthcare covered. 

Angus Reid

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

20%

Leo Toronto
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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? 

Physical Health

20%
Animal Welfare

25%
Food Assistance

22%
Mental Health

21%

Angus Reid - Power of Postcodes Postcode Lottery Inaugural Event

Housing Support

19%

Leo Toronto
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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

Housing: A deeply motivating cause with a 

compelling connection back to your brand. 

Google Trends

TM

Leo Toronto
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2/3

Subscriptions:

From skeptics to signups.

Leo Toronto 62
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Lottery subscriptions have been slow to pick up in Ontario.

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

Leo Toronto 63
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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’— 

i.e., they think they play annually but it’s actually closer to monthly.

Angus ReidLeo Toronto 64
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The average Canadian has 8 

recurring subscriptions.

73%
of Canadians say they feel 

‘trapped’ by recurring subscriptions.

8

Cision, Angus Reid

Behaviour suggests a subscription model would be successful. 

But the word ‘subscription’ comes with baggage.

We’re in a moment where I 

think the average consumer 

is trying to pare down their 

subscriptions, not subscribe 

to more things.

“

Neha C., ON, 29

Leo Toronto
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Screenshot 2025-05-08 at 8.11.43 PM.png
Screenshot 2025-05-08 at 8.18.21 PM.png

Social Listening, Qual groups

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

How do you make a subscription feel like it 

offers greater value than Ontarians expect?

I get value out of 

being a member. 

Subscriptions, right 

now, feel transactional. 

“

Kirk Round, ON, 43

Leo Toronto

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

Prompts we’re eager to test. 

Helping land a simple, clear, positive message…

Leo Toronto
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3/3

Motivations that go beyond 

‘togetherness’.

Leo Toronto 68
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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? [Split, T2B]

of Ontarian players immediately 

understood the concept of their 

postcode being their lottery ticket. 

30%
of Ontarians were motivated to sign 

up for a lottery subscription with the 

CTA “Is your door in the draw?” 

71%

Angus ReidLeo Toronto
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When we talked to Ontarians about the word ‘postcodes’, 

what immediately came to mind was:

Their home.

Their street.

Their neighbourhood.

Their neighbours.

Leo Toronto 70
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Appeal:

T2B B2B

31%

39%

Something about 

‘winning together’ failed 

to fully entice Ontarians.

We simply had to ask, conceptually, what appeal does  

‘winning with your neighbours’ have in Ontario? 

Win with your neighbours is a nice 

thought, but I just don’t know if 

it’s the key reason I would play 

the lottery.

“

Alex S., 30, ON

Angus ReidLeo Toronto
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18–34 vs. 55+

From ‘me’ to ‘we’.

Ontarians rally behind causes and community. 

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

+86%

Participating in a charity lottery 

makes me feel a positive 

sense of community.

Angus ReidLeo Toronto
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18–34 vs. 55+ 18–34 vs. 55+18–34 vs. 55+

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? 

+87% +200%+86%

Participating in a charity lottery 

makes me feel a positive 

sense of community.

I feel like I would be missing 

out if they won and I wasn’t a 

part of it.

I would feel envious if a 

group I had the chance to 

join ended up winning.

Angus ReidLeo Toronto
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Summary.

Leo Toronto 74
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Considerations to win on Day One.

Charitable 
claims that 
drive credibility.

A spin on 
gameplay that 
evokes interest.

Housing: 
a hard-working choice. 

Unlocking the full potential 
of subscriptions. 

Testing a range of motivations 
that can inspire play.

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

Leo Toronto 75
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Our 
Promise 
to You

76Leo Toronto
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Our 
Promise 
to You

77

We will deliver the best work bar none.

Leo Toronto
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Our 
Promise 
to You

78

We will deliver the best work bar none. 

You will have our most experienced talent.

Leo Toronto
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Our 
Promise 
to You

79

We will deliver the best work bar none. 

You will have our most experienced talent.

We’ll have fun winning as a team. 

Leo Toronto



80

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.

80Leo Toronto
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President

Ben Tarr

Chief Strategy Officer

Tahir Ahmad
Group Account Director

Kristine Black

Chief Creative Officer

Angus Tucker

Group Strategy Director

Pooja Beri

Managing Director

Natasha Dagenais

Our doors will be in your first draw.

Leo Toronto
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83

Leo Burnett
Let’s chat.

83Leo Toronto
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84

Leo Burnett

What helps people,
helps business.

84Leo Toronto
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