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Sierra Club

The Sierra Club is the most enduring and influential grassroots environmental organization in 
the United States. We amplify the power of our millions of members and supporters to defend 

everyone’s right to a healthy world.

Mission Statement
• To explore, enjoy, and protect the wild places of the earth;
• To practice and promote the responsible use of the earth's ecosystems and resources;
• To educate and enlist humanity to protect and restore the quality of the natural and human 

environment; and to use all lawful means to carry out these objectives.
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Every day brings more news 
about sea-level rise and 
climate-fueled disasters. Our 
task is clear and urgent: We 
must fight for each other—and 
the only planet we call home. 
Our voices can influence leaders 
and transform how industries 
are powered. 

Climate & Energy

The health of our environment 
shapes the health of our 
communities. For over 125 years, 
Sierra Club members have worked 
to protect the earth’s vital 
resources, natural beauty, wild 
creatures, and scenic landscapes.

Lands, Air, 
Water & Wildlife

We’re protecting more than 
trees. The most vulnerable 
among us are the first to feel the 
impacts of the environmental 
crisis. And we’ll settle for 
nothing less than a healthy 
world for all.

People & Justice
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Agenda

1. Acquisition Mail at Sierra Club

2. Why Lifetime Value

3. Metrics to Target

4. Test Examples and Results



Sierra Club Acquisition
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Prospect Direct Mail

● 7 Mailings per year; 880,000 
pieces each

● Outside lists & internal 
prospects

● Brings in nearly 60,000 new 
members each year
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Reinstatement

● 11 Mailings per year; 650,000 pieces each

● 1-25 years lapsed are eligible, selected using data 
models

● Rotating Packages – more topical

● Brings in 84,100 members each year
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Key Takeaways

● Membership has fluctuated 
over the years, but has been 
generally on a growth 
trajectory

● External events have had a 
huge impact on membership 
numbers, most notably the 
2016 election and industry-
wide “Trump Bump” that 
followed

● Despite Covid, 2020 and 2021 
were among our most 
successful years

● We started seeing a dip in 
responsiveness in Q3 2021, as 
we normalize back to pre-
pandemic levels, coupled with 
budget-related cutbacks in 
Acquisition mail

Membership Growth

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Sierra Club Members



Why Lifetime Value
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Lifetime Value

● Primary metric had been number of members

● Declining response led to a need to be more efficient

● Focus on net revenue and long-term stability



Metrics to Target
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One of the best early 
indicators of long-term 
value

Measures the efficiency 
of the mailing. Allows 
you to compare to other 
channels in an omni-
channel program

Measures the efficiency 
of the mailing while 
adjusting for mailing 
size. Helps to compare 
to other mailings 
despite varying volumes

Quick way to look at the 
relative expense of the 
mailing

Average Gift Net per Donor Net per Thousand Cost per Dollar Raised



Test Examples and 
Results
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Raising the Ask
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Raising the Ask - Results

• Slightly lower response rate
• Higher average gift
• Mostly flat CPDR and Net/M
• Slightly less favorable Net/Donor

• Decision: Likely does no harm, will rollout
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Changing Selects

● Post-Merge Balance Models

● Introduced a $25 floor
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Changing Selects - Results

• Significantly lower response rate
• AMAZINGLY higher average gift
• Lower CPDR & Net/M
• Significantly higher Net/Donor

• Decision: Promising, but limited scope. Larger retest scheduled for Winter
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Lowering Costs
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Lowering Costs - Results

• Significantly lower response rate
• Lower average gift
• Significantly higher CPDR, Net/Donor & Net/M

• Decision: Lower costs do not offset depressed response. Do not rollout.



Takeaways
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Session Takeaways

● Volume and Value are both valid metrics – be clear on your priority

● Prioritizing Value requires focus on different metrics

● The metrics you focus on can drive your creative and tactical tests



Thank You!

Kristina.Williams@sierraclub.org
www.linkedin.com/in/kristina-williams


