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The Sierra Club is the most enduring and influential grassroots 
environmental organization in the United States. We amplify the power of 
our 3.8 million members and supporters to defend everyone’s right to a 
healthy world. And have been doing so since 1892. Issues include:

• Climate & Energy Solutions

• Lands, Water & Wildlife Protection

• People & Justice



Wilderness Guardians

2020 Projected income = $17.43 Million

2020 Projected Member Count = 106,222 (currently 104,961)

2019 Income = $16.14 Million

2019 Member Count = 99,208

2016 Income = $6.23 Million

2016 Member Count = 61,249

So we had a “Trump Bump” – but we have been able to continue to grow the program.



How?

• Having an “all hands on deck management” philosophy.

• Diversifying how we acquire new monthly donors.

• Being nimble with diversifications strategy – moving money – no set budget.

• Maximizing our credit card recovery strategies.

• Conducting Lapsed/Upgrade Campaigns.

• Creating more donor stewardship.

• Creating new monthly donor groups – Mid-Level, Chapter, PAC and program specific. 
(Note this income is above and beyond the 17.43 million in the Wilderness Guardian 
program.)



All Hands on Deck Strategy

Monthly ALL players meeting:

• Program Lead Manager:  i.e. Me

• Senior Management: Chief Advancement Officer  & Deputy Chief

• Acquisition Teams: Digital, Online, Direct Mail, Telemarketing

• Donor Stewardship Teams: Member Care & Concierges

• Vendor/Operations Teams: DDI & MarkeTeam

In the meeting we discuss trends, acquisition results, donor feedback, results, 
operational issues, testing strategies and anything else going on with the program.



GOAL

To evaluate trends and performance of program and look for proactive ways to improve 
results or address issues.  Ensuring that all decision makers and players are on board with 
decision making process and are updated on any trends or issues.

TO BE PROACTIVE 

NOT REACTIVE



Diversifying Our Acquisition Channels

Sierra Club Acquisition Channels:

• Digital Ads/Social Media- - 28,075 Members

• Telemarketing -- 28,787 Members

• Email -- 41,448 Members

• Direct Mail/Acknowledgements -- 2,648 Members

Even though we have more current members acquired through Telemarketing and 
Email, Digital/Social is the fastest growing acquisitions channel.



Nimble Example:

When Covid 19 hit, many telemarketing vendors had to shut down their 
centers and move to calling at home.  This meant fewer contacts.  We were 
able to move the telemarketing budget to digital because we work as a team.



Digital Ads

Top Vendors:

• MyPoints

• Swagbucks

• InboxDollars

• Facebook

Vendors have a spend budget of $100 per new Wilderness Guardian acquired.





Telemarketing

Vendors:

• SD&A

• Telefund

• GSI

Who we call:

New members, reinstated members, people who sign petitions, and modeled list of our 
current donors who are likely to become monthly donors.



Email

Almost all of our emails have a monthly donor ask.

There is a one-time gift option on later sends.

At year’s end we switch to a one-time ask.



It's A Great, Great Sustainers World

Email: Public Lands Leasing Near Arctic NWR
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Email: Public Lands Leasing Near Arches NP
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Email: Earth Day Sticker



Direct Mail/Other

• In July we have Monthly Giving Month – everyone is asked to become a 
monthly donor.

• Other mailings we model or list to see who is likely to become a monthly donor 
and mail them that ask.

• We also use the model for renewals.

• We tested a monthly donor model in direct mail acquisition with some success.

• We also invite our higher-level donors to become a John Muir Society Guardian 
by giving $100 a month.

• Monthly giving is highlighted in our acknowledgements.
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Wilderness Guardian Mail Insert
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Wilderness Guardian Acquisition

Wilderness Guardian ask

Wilderness Guardian ask

Wilderness Guardian ask

Wilderness Guardian ask

Wilderness Guardian ask

One time Ask 

Wilderness Guardian Ask 
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JMS Guardian Invitation 



Maximizing our Credit Recovery Strategies

• DDI is our caging company. ALL they do is monthly donor programs.

• They host our website and charge our cards every month.

• We use account update to update any new cardholder information.

• They review the individual cancel codes; based on those codes and the type of 
card, they determine when and how often to retry a card.

• Our current card recovery rate is around 66%.



Fraud Prevention – Digital Ads

Malicious actors target non-profit organizations as a way of “cleaning” lists of stolen 
credit card numbers. To prevent these attempts Sierra Club has put a variety of fraud 
detection measures in place including:

• Ip address velocity filter – limit the number of transactions allowed from a single Ip 
address to two per 180 second time span.

• Street address compare filter – more sophisticated criminals will use a bot net or TOR to 
change ip numbers as a way of getting past the ip address filter.  But they will usually 
keep the street address static. So regularly scan for identical street addresses with 
different email addresses and ip numbers.

• For organizations offering premiums for a sustainer join – add a “frequency” filter to 
disallow new joins that have joined and quit in the past 60 days.



Lapsed/Upgrade Campaigns

• We have 2 upgrade campaigns a year.  Average upgrade = $5.65

• We have 3 lapsed programs a year – 17% come back.

• Concierges also call any $50+ a month donor who lapses 60 days after they 
lapse.  This has been very successful in retaining higher-level donors.

The frequency of our lapsed/upgrade campaigns has been tested to 
ensure that we do not have donors quit.
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Lapsed Wilderness Guardian Concierge Postcard



Creating More Donor Stewardship

• Acknowledge within 48 hours

• Branded premium

• Monthly E-newsletter

• Quarterly hard-copy newsletter that focuses on donors – not the Sierra 
Club

• Concierge outreach to $50+ monthly donors

• Member portal where they can make changes on their own

• Annual member survey
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Quarterly Print Newsletter



Creating New Monthly Giving Groups

• 61 Chapters have their own monthly giving program

• The Sierra Club Foundation

• PAC – Sierra Club Political Committee

• SCIA – Sierra Club Independent Action

• ICO – Sierra Club Inter Cities Outings Program 

All of these are hosted by DDI and all benefit from the learning of “all 
hands on deck” committee!



QUESTIONS?

Vicky Barrett-Putnam

Senior Director, Donor Development & Acquisition Strategies

vicky.barrett-putnam@sierraclub.org

(252) 964-3553

mailto:vicky.barrett-putnam@sierraclub.org

