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Welcome to Woods Valldata – and congratulations  
on deciding to start a weekly lottery for your charity! 

As a fundraising channel, weekly lottery has been proven to deliver consistent 
income through its combination of committed giving and value exchange for large 
and small charities alike. What’s more, its popularity is growing at a rapid rate, 
and is estimated to reach an astounding value of £9.4 billion by 2023/24! 

Like any product, for it to be successful, your weekly lottery will need a strategic 
approach driven by regular reviews, measurement and insight. This is why our 
experts at Woods Valldata have written this guide, in order to help you make  
your weekly lottery a success! 
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First of all… what is running a charity  
weekly lottery all about? 
A weekly lottery is a regular giving programme, largely or wholly based  
on direct debit sign-ups. As such, growing and maintaining your player  
pot will deliver you the weekly lottery income and profits to help drive  
your charity’s good works.  

It’s a powerful product that requires a little investment to generate  
solid donations, and with feeding and loving, can produce some truly  
outstanding revenue! 

PLAYER 
DEVELOPMENT

PLAYER 
RETENTION

GROWTH OF
THE PLAYER BASE

SUCCESS

And how can you make yours successful?
Once your lottery system is set up, there are elements to consider that will 
ensure your lottery not only succeeds but grows, giving you and your charity 
higher net income and return on investment. 

The fundamentals of lottery success can be boiled down to these  
three things, and they should be your key focus areas: 

1. Growth of the Player Base 
2. Player Development 
3. Player Retention

Within this guide, we’ll explore each of these  
areas and share some top tips and thoughts  
on how you can achieve ultimate weekly  
lottery success for your charity – however  
big or small it may be!

Ready to make your weekly lottery a success? 
Then read on! 
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1. Growth of the Player Base 

Simply put, growing your player base will deliver income – the more players  
you have, the more income you will generate! 

Sounds easy enough. But how will you acquire new players? 

Here are some channels you might want to consider. We have split them down 
into organic and paid channels for you: what you can do from your current 
supporter base and activity, and those that you might want to look at acquiring 
budget for. 

Organic or Internal Growth 
These approaches use your current channels and communications that you are 
already working with. As a result, they are largely free to you and provide you 
with an opportunity to generate new weekly lottery players with no real cost, 
keeping your cost per acquisition near to zero. We highly recommend exploring 
these opportunities as a charity, whatever your current size, and using them 
wherever you can. 

Below is a list of examples that you could look to explore: 
Cross-sell to your warm database 
Including a lottery ask or promotion within existing supporter communications 
like email, direct mail packs or newsletter is an easy way to spread the news 
of your lottery to your supporters. You can also contact them via an email or a 
telephone call. Lottery is a natural progression path for raffle players into  
a regular gift so a tick box on the raffle response slip is a popular approach. 

Drop asks 
A similar approach to the cross-sell, lottery could be used as a drop ask on  
other fundraising asks. This works particularly well for regular giving asks – 
weekly lottery can be used as a drop ask with a lower average gift ask and  
added value product. 
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Website 
The website can be used to promote the lottery to cold prospects interested  
in the charity and can be offered as a fun ‘give and get’ approach to supporting the 
charity. Emails and newsletters can direct supporters to the website lottery page. 

Social media promotion 
You can upload organic posts to your social media to help promote your weekly 
lottery to those following these channels. As a digital media it can link straight 
through to your website from a phone, tablet or desktop. 

Sites/Shops 
If your charity has any sites or shops then, with a small amount of training for 
volunteers/staff and provision of an iPad or similar, it can prove a valuable way  
to recruit visitors on to the lottery. A fun way to support, the ask is softer  
and more fun and therefore easier than many other fundraising  
asks and can be carried out in a very soft manner.

Here’s a quick example of how your readily available internal channels  
can help influence your lottery player numbers: 

Charity A recruits 100 people via organic digital activity. By the end of year 1, 
they’ve lost 20% of those to attrition, so they’re left with 80 people still playing 
their lottery. The average sign-up amount is £80 so, roughly (depending on  
when people cancel), Charity A will have made £6,400 in that year. 
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Channel Average Annual Sign-Up 
Amount

Year 1 Attrition Average 
– % of People that 
Cancel in Year 1

Telephone Warm 
Conversion Internal Team

£65 20%

Digital Organic £80 20%

Email / Newsletter £65 10%

F2F Sites/Events/Shops £78 10%
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Paid Growth 
In addition to using any current internal or organic opportunities you 
have, we’d highly recommend putting aside some acquisition budget and 
investment to recruit some new players. This is a great way to expand the 
lottery player base a little faster, and allows you to start to attract some 
different audiences, using the lottery to bring some new different looking 
supporters onto your base.  

Acquiring through paid channels will impact your ROI initially. However, like 
any regular giving programme, over time having more players will generate 
more net income and profit. You are investing in a long-term return – and the 
more players you’re able to recruit, the higher your lottery income over time 
will be. 

Below is a list of paid growth channels to consider. It’s worth noting that, here 
at Woods Valldata, we’ll be able to advise you on whichever of these channels 
you feel would be the most impactful for your charity, depending on your 
current size and budget: 

Paid Digital 
Paid search or paid social advertising can generate volume into your lottery. 
This is a lower budget option which will allow you to grow steadily with a 
smaller acquisition budget. With the ever-increasing rise in digital behaviours 
and need for alternative acquisition channels as a result of Covid-19, this is 
proving a popular recruitment mechanism.  

DRTV 
Recruiting lottery players using DRTV has been a successful alternative to F2F 
as a result of Covid-19 and social distancing limitations. This is a larger budget 
option as there is the original cost of generating a TV ad to consider.  
It can deliver larger volumes in shorter timeframes so good for large 
investment lotteries. It has a low no-show rate too. 
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F2F 
A tried and tested channel pre Covid-19, F2F has been severely impacted 
during the pandemic. Higher attrition rates are common, and this needs to be 
closely watched and worked through with the agencies to keep that as low as 
possible. This channel has the advantage of being able to generate high player 
volumes fast so, again, one for the larger investment budgets focusing on the 
long-term return. 

Warm Direct Mail Conversion 
Particularly useful at launch, a warm DM can be sent to offer your warm 
supporters the chance to sign up. It’s a great way to generate numbers from 
your warm base as a one-off. 

 Warm Telephone Conversion via TM Agency 
Certain telephone responsive segments can respond really well to a warm 
conversion ask by phone. 
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2. Player Development 

Once you have players on board, you’ll want to keep them and grow their  
value in the programme. 

Here we will explore a little more about what you can do to grow the income 
from your player pot. 

Knowing Your Audience 
Before considering the actions and campaigns you can undertake to develop  
your players, it’s worth thinking about who your audience is. 

One of the great things about lotteries (as research has continuously found)  
is that they not only attract a larger audience than other fundraising initiatives  
due to the potential for reward that it offers, but they also significantly diversify 
your player database. 

What’s more, research has found that those who play lotteries are considered 
to be “low risk” gamblers compared to those who participate in other gambling 
activities, and state that they enjoy playing not just for the chance to win, but  
for fun and simply because it’s “what they do”! 

Keeping this in mind alongside other potential aspects of your “audience 
personas” will enable you to communicate with them in the best way to get  
the best response from them. 

Think about how they’ve been recruited and what channel to talk to them on. 
If they’re digital recruits they will likely respond best to digital and telephone 
communication as opposed to a direct mail ask. Where have they come from, 
were they a supporter of yours already and should you acknowledge that in 
any communications with them? Are they new to you and therefore you should 
acknowledge that too? 

If you can, talk to them on the phone or carry out surveys asking them how 
they like to engage with you, what motivates their giving to you, what they love 
about the lottery or hate about the lottery, the same for how they feel about 
the charity. That way you can tailor the content and messaging to ensure you’re 
engaging them. 
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This will mean people respond to you, engage with you and the lottery,  
and therefore respond to you in a positive fashion. They will stay with you 
and develop with you.  

Telephone Upgrades 
Upgrades are an opportunity to speak with people and encourage them to 
increase the number of chances they have in the lottery. This will increase 
their average annual amount with you and generate more income per player. 

Our experience across our clients has shown that upgrade campaigns by 
telephone are the most effective compared to other channels and they can 
be done in small numbers on a regular basis to keep resource and costs to  
a minimal level. 

Approach it softly and it can be used as an engagement piece as well as  
an ask. 

Research by Woods Valldata across our base has shown that, when done 
properly, receiving an upgrade ask (even if they don’t upgrade) improves 
retention rates by anywhere up to 25% regardless of what channel they  
were recruited on. This demonstrates that, done well, upgrade calls can  
be seen as a positive experience for the supporter.
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Reactivation 
Reactivation is an attempt to encourage cancelled players to sign up again.  

We would recommend contacting those players who have cancelled their direct 
debits. Often, if you can speak to them, you can discuss why they’ve cancelled and 
perhaps resolve the problem like reducing the number of chances or taking  
a payment holiday.  

Alternatively, a letter or email explaining to them how important their weekly 
lottery play is to you and reminding them of what they could win, along with 
details of how to sign back up can prove useful in reactivating supporters.  
These can be powerful pieces that can garner a strong return response rate.  
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3. Player Retention 

Once you’ve got your players signed up, it’s time to think about retention and 
keeping those players in your lottery. Attrition is the enemy of a regular giving 
programme, and an area to monitor closely and try to minimise wherever 
possible. This is where you can really make a difference to your ROI and lifetime 
value of the product. 

Woods Valldata research has shown that the majority of cancellations will take 
place in the first six months of sign up, and in particular the first few weeks post 
sign up as shown here. Those that cancel before their first payment we call ‘no-
shows’ or ‘non-payers’.  
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The key to minimising these cancellations is to engage the supporter with the lottery 
product and the charity and form a positive reaction. The welcome pack is key 
here as it’s the first correspondence and interaction they will have with the lottery 
product and the charity – it will have an influencing impression on the supporter. 

Attrition can vary from channel to channel and tends to be higher in paid channels 
as these recruits are new to you and may have no real affiliation or engagement 
with you and the charity yet. If you can engage them with the lottery and the 
charity you can help to reduce the number of cancellations – hence the welcome 
pack being so important. 

We would recommend generating a supporter journey with time triggered pieces 
of communication that speak strongly and directly to the player, a few of which  
we have outlined below as a guide. 

Here’s a suggested supporter journey for weekly lottery: 

Always consider your channel of communication too. How were they recruited  
and what are their preferences? Have you asked them, have they said, can you  
do that? Talk to people in the way they want to be talked to and consider how  
they came on board and respond with like. 

Finally, make your communications as engaging as possible with images and 
videos if you can. It’s important to highlight the cause but to be different to normal 
regular giving. That way you will be maximising the stand-out factor of the lottery, 
increasing the engagement rate and therefore reducing the chance of cancellations. 
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Forecasting, Reporting, Testing and Learning 
When you’re starting to plan the future of your lottery and outline the approach 
that you’re going to take to the three key elements outlined (growth, retention, 
development), it’s a great idea to take the time to sit down and ensure your 
forecasting and reporting is all set up. 

These will ensure you can understand what’s going on with your programme  
and the activities and campaigns you run within it. It will help you understand 
what works and what doesn’t when testing. And finally, it will help you forecast 
and budget. 

Forecasting 
It’s important when budgeting and forecasting recruitment to consider  
these things: 

 Your active players and chances. 

 Income generated over time from your player base. 

  How much will it cost you to recruit new players and what budget  
do you have available to do that/how much budget do you need  
if you have a volume of players you want to recruit in mind? 

  Number of no-shows (people who sign up but cancel before  
the first payment is taken). 

 Number of cancellations, particularly in the first year. 

 The uplift in gift from upgrade campaigns. 

  Costs for stewardship and retention activities as well as  
recruitment costs. 

A forecasting template that allows you to consider these things over  
a time period of three or five years is something we would recommend  
you using. 
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Reporting 
Woods Valldata will provide you with a full suite of reporting, looking  
at the different aspects of your programme so you can understand  
what is happening, what is working, what needs a little more attention. 

It will include these key elements: 

 Number of active players and chances. 

 Income generated by the lottery. 

 Number of no-shows and cancelled and your attrition %. 

  How your campaigns are performing, response rates,  
cost per acquisition, cancellations, ROI. 

 Banking. 

 Gambling Commission returns. 

Should you need any help with additional analysis, specific reporting 
requirements, help understanding your audience profile or benchmarking,  
please do let us know – we’d love to chat and see how we can help. 
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Testing and Learning 
Woods Valldata deliver lottery insights and benchmarking so we can help advise 
on your lottery journey. Every charity is different, and a lot will depend on how you 
recruit players and your charity and lottery product. 

We would recommend always testing and learning, in a conscious way – let the 
data guide your testing. Build a testing roadmap so you know what you’re doing 
throughout the year.

Here are some key points to consider for testing: 
  It should be strategic, considering the goals and objectives it is aiming to 

support – be clear in what the objectives are and how the test will support 
them. 

  It should always have a purpose and a hypothesis – what are you proving  
or disproving? 

  Analyse results and draw conclusions – track, report, know the results  
and act on them. 

  Don’t be afraid to retest, come back and test again to see if things  
have changed. 

  Test small-scale before rolling out if you can. 

  Always use the data and analysis  
to guide your testing. 

  Objective, execution, decision. 

Some key tests to try are:
  Digital channel and sites (email, paid search, Facebook, Instagram,  

Twitter, Tik-Tok). 

  Digital audience and profiles within those channels (younger, older, lookalikes, 
search terms). 

  Content and messaging approaches online and offline (cause, prize, video, 
images, case studies, personalisation). 

  Triggered communications (volume and timing and format, messaging  
and content). 

   Upgrade timing and messaging.
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The legal bit… 
When setting up your charity lottery, it can understandably be daunting and 
potentially off-putting to consider the legal aspects of the process – whether 
you’re a small charity or well-established. 

However, it’s actually a lot less complicated and intimidating than you  
might think! 

Quite simply, if the total value of lottery tickets you put on sale per single 
lottery is £20,000 or less, or the aggregate value of tickets you put on sale for 
all your charity lotteries is less than £250,000 per year, all you’ll need to do is 
apply for a licence with your local authority – which is super-cheap and pain 
free – and you’ll be ready to go! 

If your ambitions exceed these levels you’ll need to apply for a Gambling 
Commission licence. It’s a fairly straightforward process but may take some 
time that you’ll need to allow for in your planning. 

If this is something that you’d like to chat about in a bit more detail,  
please don’t hesitate to contact us. 

To conclude…
Remember the three key elements that influence lotteries.

1. Growth of the Player Base 
2. Player Development 
3. Player Retention

Plan and forecast and budget around these three things – ensuring you can 
track and report on the lottery, the campaigns within it and the learning you 
develop through these campaigns and the tests you run. 

Together, these elements will enable you to grow and develop your lottery, 
delivering net income, a strong return on investment and lifetime value for  
your charity.  

We’re really excited about your weekly lottery journey and wish you all the best 
in creating a successful weekly lottery for your charity.
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CLICK HERE TO FIND OUT MORE

Ready to get your weekly lottery off the ground? 
At Woods Valldata, we provide an innovative and successful managed 
lottery service for charities of all shapes and sizes, managing everything from 
programme set up to player management, direct debit to the weekly draw and 
more, depending on their unique requirements and goals. 

For charities who are looking to kick-start their lottery venture 
for the first time, we have created our managed lottery solution 
Affinity Lottery! Specifically, this entry-level solution will help  
you get your lottery product off the ground by: 

  Setting up your compliant lottery product in just a matter of weeks. 

  Giving your supporters the chance to win up to £25,000 each week  
– at no financial risk to you. 

  Managing your weekly draws in line with Gambling Commission  
LCCP and RTS requirements. 

  Managing your Direct Debit payment processing and player 
administration. 

  Providing you with standard data export and reports each week. 

  Setting up your own templated lottery sign-up site so you’re ready  
to go digitally from the outset 

– and much, much, more! 

To learn more about Affinity Lottery and the incredible benefits it can bring 
to you, your charity and your supporters, download the Affinity Lottery 
handbook below: 

We’d love to work with you! 

http://www.woodsvalldata.co.uk
https://www.woodsvalldata.co.uk/affinity
https://www.woodsvalldata.co.uk/services/lottery/
https://www.woodsvalldata.co.uk/services/lottery/


At Woods Valldata, we are truly passionate about fundraising, and  
strive to achieve the best possible outcomes for the charities we  
work with, whatever their size and goals. In short, we believe that  
we are stronger together! 

So, if you want to discuss your lottery strategy and growth in more detail,  
book a consultation now with our Business Development Director, Emma, 
who’ll help you map everything out and launch your charity weekly lottery 
towards successs… 

LET'S TALK LOTTERIES

Lansdowne House, Bumpers Way, Chippenham SN14 6NG 
T 1249 653444   E charities@woodsvalldata.co.uk
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