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What we’ll cover

 Where we’ve come from:
— Bringing raffle onto centre stage as a fundraising tool
— The emergence of the ‘escalator approach’

 Where we’ve got to:

— A more detailed overview of our segmentation
approach: Spring 2008 Case Study

e The future:

— Using data planning to drive the raffle contact
strategy, as well as optimising income on a campaign
level



2004: Combining with a v)

British Heart

supporter care piece

Sent with Newsbeat

e No defined multi-book
strategy

yaf * Went to whole base
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2005: starting to push raffle

devices a bit more...

o Still sent with Newsbeat

« Multi-book strategy in
It's infancy

o Labels tested

 Went to whole base



2006: our first solus raffle

e More promotional, with
a focus on winning

« Emergence of
‘escalator’ approach
— Chances sent relate to

people’s appetite to take
part



2007: more testing, recruitment

element introduced

e More promotional, with
a focus on winning

e ‘escalator’ approach
now delivering
segments with up to 40
chances

e Cold element

 Annual solus raffle now
delivering c£700K In
gross income



Spring 2008: an overview

e \Went to 80K supporters
and to cold lists

 Raised £360,000 warm
Income

¢ 33% warm raffle
response (target: 18%)

e 202% of raffle iIncome
target



Spring 2008: selection

approach

Selected our best 80K donors based on:

* Previous raffle responders (warm)
* New raffle recruits (cold)

 BHF Raffle Model Score

« BHF Segmentation stream

 Once we had our selection we overlaid our
transactional planning logic, to decide how many
chances to send to each supporter



Spring 2008: transactional

nlanning results

e Multi book packs: 40% of
the volume and 65% of
total income

e Overall response:
— 34%: 1 bk pack (£9.17 ATV)
— 43%: 2 bk pack (£15.20 ATV)
— 70%: 3 bk pack (£26.52 ATV)
— 57%: 4 bk pack (£32.06 ATV)



Spring 2008:

transactional

nlanning loaic

 Match appetite for raffle, with
chances sent

 Most important KPI's:

1.
2.

3.

Response rate

‘Average Transaction Value’ or
ticket yield

Income per name mailed (are
we optimising 1 and 2?)



Logic ladder to map chance

allocation

« Dynamic model of promotion and
relegation: ‘escalator’ approach



The future: data driven raffle

contact stratec

« Raffle program really growing, now that it also
forms part of recruitment strategy

e Along with prize draw forms a promotionally
based part of the annual mix

« Challenge is to start using ‘supporter streams’ to
better understand supporters motivated by
‘gaming’ or ‘mission’ or both...



The future: data driven raffle

contact stratec

We have developed the following streams:
— Cash

— Gamer

— Cash Gamer

— Regular Givers...

« Enables us to build the right level of mission appeals and
raffle promotions into the contact strategy for different
streams

e ‘Different strokes for different folks’

« Ultimately means BHF individual giving net can fish in a
much bigger sea



The future: better insights to

drive multl book strateo

« Offer coding in data to track
behaviour of raffle players
over time, and aid analysis

o Betters insights into how raffle
players react to promotion or
relegation

o Optimise number of tickets
sent on a campaign-by-
campaign basis



Summary of evolved approach

 Raffle planning and segmentation needs to be multi-
dimensional - 2 key angles:

1. Stream analysis: relationship between ‘gaming’ and
‘mission’ appetite - drives contact strategy on a macro
level

2. Playing analysis: Offer Codes provide insights to
optimise chance allocation on a campaign level



Any guestions?




