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2014 Members - Growth
Main points

• From 354,316 to 2,003,877 (Growth: 1,649,561)
• Evolution: ongoing increase
• Windfalls (the “topic” will reach every list)

• High quality list: active members and early users
• Weekly monitored
• Team engagement (mission-driven and attractive variable)

• We are the largest in some places 
• Due the size: suspicion and mistrust of third parties
• Main risk: conservative competition. Growth-growth-growth



2014 Members

Growth

0

500,000

1,000,000

1,500,000

2,000,000

2,500,000

354,316

2,003,877

01/01/2014 31/12/2014



2014 Members

Growth by Language
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Month by Month

Number of members
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Financials
Main points

• Better than expected
• Self-funded. With no dependencies (no big donors)
• October and December campaign

• Great PGO expertise contribution
• Problem focus: FR area and team. Variable retribution
• “Problems” at Profit level (provision)

• Lack of CRM and segmentations 
• Lack of involvement (even contribution) of team
• Poor financial management (Solved in 2015)



Financials

Total income per campaing

Jan-14 feb-14 mar-14 Apr-14 may-14 jun-14 jul-14 Aug-14 sep-14 oct-14 nov-14 Dec-14
0

50

100

150

200

250

300

350

400

Total income per campaign



Financials

Average value per month
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Financials

Average value per list
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Financials

Income per list



Financials

Quality value of the list
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The Team



The Team



The (new) Team

• Trustee of the Foundation: Gualberto García Jones
• Financial Director: Adriano Farace
• Administration: Tatiana Sofia Cincasciuc
• IT team: Isabel Hita, Gonzalo García and Ignacio Álvarez
• Country Manager, US: Caroline Craddock
• Country Manager, UK: Daniel Blackman (not onboarding yet) 
• Country Manager, Switzerland: Dominik Lusser (not onboarding yet)
• Contact Center, Polish:  Ela Wszeborowska
• Contact Center, German:  Nana Arhu

Say good bye….
Gregory Mertz, Ben Harris-Quinney, Wilco Kodde, Emma Calvo
 and Brigitta Niederberger 



The Team
Many challenges

• CD: Spanish, English, German, Italian, Polish, Russian and Portuguese
• CM: French, Croatian and Hungarian 
• Country Managers: US, UK and Germany

• CM  CD: French
• Reinforce: ENGLISH
• Changes in developing team

• New Contact Center
• Promote/avoid attitudes
• Keep (nurture) talent – Corrective actions



Current Members (July 7, 2015)

By Language
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The 2014

The Global Petitions 
Website for social 

conservatives 

Amazing growth: in 
1 year, 1.6 M active 

members

• Spanish (Latin 
America), the biggest 
list (484,000)

• English, the most 
generous list

• German, the list with 
the most generous 
members

Next challenge: 
3 million before 

year end



Fulfilling our Mission

We are helping to build a global prolife, profamily and profreedom 
movement more and more influentialWe are lobbying decision makers and changing things

We help conservative organizations worldwide to grow their list
•The organizations provide the issue and a small (or big) list
•We provide technology, know-how and a big list 



Three Ingredients for Success

Know-How

Our 
People



The 5 Strategies for Success

GIVES

• Growth
• Involvement
• Visibility
• Efficiency
• Stability



The 5 Strategies for Success

Involvement
• Strategy #2

Growth
• Strategy #1



CitizenGO Business Case

We ask our members boldly for donations to support 
our work

We activate our members and maintain them active
That’s why we send so MANY emails with 

petitions, informations…

We build the list

Involvement

Involvement

Growth



CitizenGO Business Case

We ask our people for donations with no fear

Donations are not for ourselves. 
We simply care so much for the cause that we 

dare to ask

We activate our people (and maintain them active)
That’s why we send so many emails 

We build the list
The larger the list, the more powerful we will be as a movement to defend our cause



Growth 3rd Year

New 
Languages

• Chinese, Dutch, 
Arabic, Slovak, Turk, 
Korean

Software 
Dev.

• 2  5
• Marketo
• Salesforce

Going to 
Countries

• Nigeria, Switzerland, 
South Africa, The 
Philippines, Australia, 
UK, Canada, 
European Institutions



Thank you!
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