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The big problem
Britain has a problem. Despite living in an Olympic-mad sporting powerhouse, almost half of us fail to 
meet medical guidelines on physical activity. Sedentary lifestyles are literally killing us1. 

1   The Lancet 2016.  Researchers reported that globally, more than 5 million deaths a year are linked to physical inactivity – a similar number to lives lost  
to smoking
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Only 56% of the population are meeting recommended exercise guidelines.



A string of missed opportunities
Every few years The Olympics fires up the Nation’s 
enthusiasm for sport- but this enthusiasm doesn’t 
convert into action. Even after a hugely successful 
London 2012, with massive infrastructure 
investment, Britons watched sport, but didn’t 
take part.

In 2016, Rio’s Olympics promised yet more 
nationwide enthusiasm for sport - and yet another 
missed opportunity to get Britain moving. Unless 
something different was done.

Four partners came together with an interest  
in solving the problem.
In February 2016, ITV, The National Lottery (TNL), British Olympic Association (BOA) and UK Sport, came 
together to tackle this challenge. They are four very different organisations, with different goals and 
objectives, but they had a shared interest in using The Olympics to take on Britain’s inactivity. 

ITV
Britain’s biggest commercial TV network, at the heart of popular culture, had two goals:
• It wanted to show that ITV could be a force for good in society.
• With Olympic broadcasting rights held by the BBC and C4, ITV needed a smart way to be part of the 

Nation’s Olympic conversation.

The National Lottery
Because so few people achieve big lottery wins, there’s a temptation to believe that the price of a ticket 
is ‘wasted’ if it doesn’t win. Too few people realise that much of the ticket price funds good causes. 
Britain’s Olympic success since 1996 was only possible through Lottery funding.
• TNL needed a way to make people aware of their Team GB funding as this would give the public 

another reason to play.

BOA and UK Sport
• They needed people to keep playing the lottery, to continue receiving the funding on which Olympic 

success depended.
• They needed to prove that elite sport could encourage grassroots participation. Both organisations 

believed this to be true, but they hadn’t been able to demonstrate it at scale.
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1   Cialdini, Borden, Thorne, Marcus, Freeman and Sloan. Jounal of Personality and Social Psycology.

Marketing needed to move people from spectating  
to participating
From their individual objectives, the partners set out to create a single marketing strategy capable of 
accomplishing two distinct tasks:

• To get Britons off the sofa and out exercising.  

• To encourage people to play The National Lottery to ensure that Britain’s 
athletes keep getting the funding they need. 

 
But this wasn’t going to be easy. Whether it’s exercising or 
playing the lottery, for too many people, participating just 
didn’t seem worth it
• As the third most slothful population in Europe, the British have plenty of reasons not to exercise. 

They range from practical “I’m too busy”; “I don’t have the opportunity”; “I don’t have the kit”; “I don’t 
have the money”; to emotional “I’m too old”; “too unfit”; “too embarrassed”.  For most, the ‘wins’ of 
fitness or weight-loss are not quick enough.  

• Playing the lottery doesn’t often result in life-changing millions – and people aren’t aware of the 
wider benefits their ticket buys. 

Our strategy was to move people from watching wins, to 
feeling like a winner too and then acting like one of  
the team.  
Team GB were going to win big in Rio. 
Through their ‘moneyball’-like Intelligence Unit, UK Sport predicted that Team GB would win even more 
medals than London 2012.

The Nation gets behind Team GB when it’s winning.
BOA data proved that traffic to Team GB.com and merchandise sales spike on the most successful days 
of competition.

When enthusiasm runs high people don’t just watch, they identify with  
the winners. 
Academic studies show that when big tournaments come around, we identify with our sporting heroes 
on an emotional level. We share their hopes and fears. When they win, we feel we win too. 
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But we needed a way to  
take ‘feeling like a winner’  
and activate it. 
London 2012 had made people ‘feel like a winner’ - 
but it hadn’t driven mass participation.  In fact, 1.5 
million fewer people were doing any kind of sport 
three years later. Australia experienced a similar 
dip after Sydney 2000.

We needed to convert the public’s feelings into 
action, to give people the opportunity 
and permission to participate.

The idea: I Am Team GB
We used communications to build the emotion, to make everyone feel part  
of the winning Team GB.
Our key image, used across every touchpoint, presented an ordinary Briton standing alongside a Team 
GB athlete.  We devised the rallying cry “I Am Team GB” and encouraged talent, athletes and ordinary 
people to adopt it, whether playing the lottery or doing sport.
 
We used unprecedented nationwide experiences and marketing to activate  
the emotion. 
We created the Nation’s Biggest Ever Sports Day, (in four months) where everyone, whatever their 
shape or size, could feel comfortable trying out sport alongside both super-fit elite athletes and less-
than fit celebrities. 

This gave everyone the opportunity to be part of Team GB in two ways;
I Am Team GB because by playing The National Lottery, I fund Team GB success.
I Am Team GB by taking part in sport alongside Olympians, at the Nations Biggest Sports Day.

We turned off the telly. 
On the day of the event we actually turned off the entire ITV network for an hour, to give an  
extra nudge. 
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BY PLAYING 
THE NATIONAL 
LOTTERY 
YOU’RE PART 
OF TEAM GB.
THANK YOU.

#IAmTeamGB



Our first task was to create the experience  
to make participants feel part of the winning team.
We signed up thousands of grassroots  
clubs and sporting organisations  
in every nation and region.  
Partners ranged from local sports clubs, scout groups, and 
OAP centers, to National Governing Bodies and organisations 
like Parkrun and British Military Fitness. 

To overcome the many practical and emotional barriers the average person 
has to exercising, we designed a Sports Day where:
It was everywhere 
• With over 2600 grass roots clubs, 360 park runs and 14 flagship events, (one in each ITV news region), 

it was easy to find an event nearby. 
• For those who couldn’t travel to an event, we reassured them they could still be part of the team by 

taking part on their own.  

Taking part was free
• As Sports Day offered clubs a huge recruitment opportunity, we persuaded them to participate for 

free, which enabled us to offer every event to the public for free.

Everyone was welcome, not just sporty types
• We deliberately included ‘un-sporty’ venues like the beach at Hope Cove and Bath city centre.

There was something for everyone
• 85 activities from archery and hula hooping to volleyball.

It was easy to get involved
• Through a specially created website, visitors could search for events by postcode.
• TNL’s funding story was woven through the site. 

On Saturday 27 August 2016, hundreds of thousands of people across 
the UK will be looking for ways to get out and get active in their  
local community. Brought to you by The National Lottery and ITV,  
supported by the British Olympic Association, UK Sport and Join In.

Who

What

Where

Times Amateur Boxing Club

Under 16’s Boxing Tournament

York Way Community Centre,  
Tiber Gardens, London N1

Saturday 27th August, 2016When

Be part of the nation’s 
biggest ever sports day

For more information and to find 
other events near you, sign up at:

www.iamteamgb.com
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We introduced unmissable, once-in-a-lifetime experiences
Gold medals Galore
• UK Sport signed up hundreds of victorious Olympic athletes to take part alongside the public

Super-special venues 
• Coronation Street and Emmerdale opened their doors for table-tennis on the ‘cobbles’ and a 

duathlon through the Dales 

• Olympic venues included the Copperbox and even Greg Rutherford’s back garden for long-jumping. 

• Each club received an IATGB pack to brand their club and make the day feel special.  
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Next, communications fired up enthusiasm and  
kicked off recruitment
TV ads were used to land TNL’s funding message to encourage play and get people to sign up to  
Sports Day. 

The key campaign image was of Team GB athletes standing shoulder to shoulder with ordinary Britons. 

Olympic heroes encouraged people to join them at the event, and to thank them for their funding of 
the team.  
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Meanwhile, a range of ITV talent chosen to represent the average un-sporty Briton acted as recruiters 
for the event.

We activated cross media efforts, across all partners’ channels around three key ‘winning’ moments.  

• Olympics Opening Ceremony  

• Medal wins- Super Saturday  

• Return of Heroes 

Channels were chosen for their ability to drive reach and generate conversation fast.  We focused on TV 
advertising and editorial, OOH, TNL stores, social media, talent/influencers and PR. 



PR made it famous triggering action
Team GB medal wins and the switch off stunt got people talking.  
The campaign generated over 2,200 features in TV editorial, national, online and regional press. 
IAmTeamGB was front page in the Daily Telegraph;  Double Page in The Sun; Radio 5’s story of the week 
and top of BBC News online on the day.  
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Hundreds of social assets were created encouraging  
people to take part.  
The campaign was backed by sport and entertainment stars. 
Hundreds of famous names tweeted support.

Every time #IAmTeamGB  was used, people received a personalized message from an Olympian 
thanking them for their support and pointing to the event.
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The results in overview
IamTeamGB got more people participating in a sports event than any previous 
campaign. Ever. 
Nearly a million people across the country had a go at everything from aerobics to yoga. 
To put this in context, Sport Relief got 70,000 to their Sunday Funday in 2016, while the previous world 
record-holder, Race for Life, attracted 125,000 participants.  

Over half the participants described themselves as ‘non-sporty’ people who rarely, took part in sport. 

The effects lasted long after the day itself.  Over half of participants were still exercising two months 
later.

TNL sales were up 5% for two months after the campaign. This equated to an 
additional £49m, of which £12.5m was for good causes. (Judges eyes only)

It was TNL’s most effective campaign for driving awareness of their elite sport funding  more than their 
London 2012 campaign

The results in detail.
It got the UK talking and the World noticing
•  46% of the UK were aware of the campaign after 6 weeks 
• #IAmTeamGB trended at no.1 in the UK for 3 hours 
• It trended in the worldwide top 10
• #IAmTeamGB was used 152,000 times equating to a value of £750k
• 2263 articles about the campaign featured on TV, online and press. This had a reach of 108M and an 

Advertising Value Equivalent of £17M
• The campaign caught the attention of the public and the media to such an extent that Owned and 

Earned coverage made up c.85% of the campaign’s overall media value.
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additional £49m, of which £12.5m was for good causes. (Judges eyes only)
TNL sales were up 5% for two months after the campaign. This equated to an TN sa es ere up 5% for t o months after the campaign. This equated to



It got the UK moving
• 972,000 people participated
• 2,624 sports clubs put on events for free
• 52% of the participants were families, 46% were women and 38% were over-forties.
• 52% of participants described themselves as ‘non-sporty’ 
• 81% rated the activities over 8/10
• 48% of participants tried a new activity
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The UK continued to move
• 4.1 million say the campaign inspired them to be more active 
• Two months on, 56% of participants say they’re still doing more exercise
• 13% of participants have since joined a sports club  
• Equipment donated is still in use 

It also benefitted the partners commercially:
TNL
• Awareness of Team GB funding increased to 63% (74% amongst those aware of Sports Day)  

Up from 28%
• 73% of participants had a more positive view of TNL
• TNL generated 6x more Twitter coverage than any other Team GB partner
• 29% of Lottery players say TNL’s funding of Team GB encouraged them to play or play more. 
• 6% of non-players say it encouraged them to start/ re-start 
• Average weekly sales were up 5% for two months following, giving an ROI of 1:10 (Judges eyes only)

ITV
• There were three times as many Twitter mentions of ITV and Team GB vs. C4 and Paralympic/Team GB
• It generated 7% increase in positive social conversations about ITV
• 70% of participants have a more positive view of ITV 
• Hundreds of opinion-formers supported the campaign 
• The campaign was commended in a motion at the Scottish parliament

UK Sport/BOA 
• The biggest mass-participation sports event proved elite athletes can inspire grassroots activity 
• IATGB database of 106,000 passed to BOA

Overall, it was a win-win
This simple, powerful idea, I Am Team GB built around ‘feeling part of the winning team’ ended up as a 
win-win for everyone. 
Each of the four partners exceeded their goals. And it inspired the biggest mass participation sports 
event in UK history.
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