
One Sky Giving Circle Grant Application 
2018 Grant Focus: Empowerment of Women & Girls:  

Legal, Equal & Constitutional Rights (Civic Engagement) 
 

Please complete and return this application by Friday, March 23, 2018.  Brevity and bullet 
points welcome!  Feel free to share additional information you believe is relevant in the Notes 
section.  Thank you. 
 
Legal Name of Organization: The Voter Participation Center 
Website URL: https://www.voterparticipation.org/ 
Headquarters Location: Washington, DC 
Name and Title of Primary Contact: LaNita King, Development Manager 
Email and Phone Number of Primary Contact:  
Email: lking@voterparticipation.org 
Phone: 202.664.8385 
 
Application Submission Date: 
 
Organizational Overview: 
 
Organization Description: (please provide a very brief description of your 
organization – this can be a few sentences or a single short paragraph) 
 
The Voter Participation Center (VPC), a research-driven, results-oriented 501c(3) 
organization, works to strengthen America’s democracy by permanently changing the 
composition of the electorate. VPC’s efforts are centered around engaging and mobilizing 
the Rising American Electorate (RAE) – unmarried women, communities of color, and young 
people - through the use of tested and proven effective voter registration, Vote-by-Mail 
(VBM), and GOTV programs. 
 
Mission Statement: The Voter Participation Center’s mission is to increase civic 
participation among the Rising American Electorate - unmarried women, people of color, 
and young people - who comprise the majority of vote-eligible citizens but who are 
consistently underrepresented in elections.  
 
Organizational Budget: US $11,500,000 
 
Program Budget:  If your organization has a specific program focused on civic engagement, 
please list the name and budget for that program. 

● Program name: 
● Program budget:  US$ 

 
 
 
Staffing: List the locations where you operate, and the number of staff in each 
location (you do not need to list staff names or titles) 
 
National.  – 14 Full-Time Staff Members  
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Annual Report: Does your organization produce an annual report?   Yes_X__ No___ 
If the annual report is available on your website please add a link here or attach a copy to 
this form.  
 
Attached. 
 
Organizational Activities: (check all that apply) 
__Direct Service 
_X_Advocacy 
_X_Capacity Building (training, etc.) 
__Awareness Building 
__Convening 
_X_Research and Publications 
__Membership Organization 
_X_Other(s): education, outreach and overall civic engagement 
 
Organizational Strategy 

1. Discuss your organization’s “theory of change” (how does your work 
contribute to change in the world) including the following: 

a. What are your long-term organizational goals?   
b. How does your current approach (advocacy, policy, impact legislation, 

research, direct service, etc.) help you achieve these goals?   
c. Within the broad topic of ‘civic engagement’ discuss why your 

organization focuses in a particular area or areas (e.g. leadership 
training, voting rights, fair elections, etc.).  In other words, why do you 
feel intervention in these areas is critical to positive change?  

 
The VPC works to register, mobilize, and turn out unmarried women, communities of 
color, and young people – who together comprise the Rising American Electorate (RAE). 
The RAE currently comprises 59 percent of the vote-eligible population but continue to 
be underrepresented in elections. This means that America’s democracy is not 
accurately represented on Election Day and the voices of the majority are not being 
heard in the voting booth. 
 
The VPC’s programs give the RAE the power needed to fundamentally and permanently 
change the outcomes of key elections. The VPC has conducted important demographic 
research that shows the RAE growing by at least 5 million between 2016 and 2018. VPC 
is dedicated to conducting robust voter registration and turn out programs in order to 
reach as many members as possible ahead of the 2018 elections, and will continually 
engage with these voters in 2020 and beyond. VPC’s programs reach critical members of 
the RAE who might not have registered to vote or turnout to vote had they not been 
contacted at all, and can turn these voters into habitual voters for elections to come.  
 
2. Do you work with partners to achieve your goals?  If yes, please describe the 

role partners play in your strategy. 
 

The VPC regularly partners with organizations that share similar values within the civic 
engagement community at both state and national level. These partnerships have 
enabled VPC to grow, increase its presence in key states, and create dynamic and highly 
successful programs that maximize impact without duplicating resources. Such 
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relationships make registration, VBM, and turnout work throughout the community 
stronger and VPC provides a number of unique services for its partners and allies that 
help create larger, cost-efficient, and more effective programs. 
 
Although VPC is a national organization, VPC strives to develop enduring relationships 
with partners in states. By working collaboratively, VPC and partners in the state are 
able to develop smart programs that meet the needs and addresses the unique 
landscape in each state. These partnerships create economies of scale and provide a 
layered approach toward civic engagement that is invaluable. Additionally, VPC 
provides state tables early access to voter registration data, and regularly sends the 
respondent information from voter registration programs to the state tables ahead of 
state voter file updates. This allows the state tables to be highly targeted in their turnout 
programs and reach a larger number of potential voters earlier. 
 
3. What distinguishes your organization from others working in this area? 
 
The VPC knows more about the RAE than any other organization. VPC conducts crucial 
demographic and issue-based research to better understand the members of the RAE 
and the issues that affect them the most. Also, VPC is continuously the largest voter 
registration organization in the community year after year, and maintains a rigid 
dedication to experimentation and testing.  Using both of these tools, the VPC is able to 
utilize these programmatic and research based learnings to conduct well targeted and 
successful programs.  
 

 
Programs  
Please describe the program(s) that best fits our funding focus – Civic Engagement 
(we understand that, in some cases, our funding topic will be the sole focus of your 
organization):  

1. Please provide a brief overview of the relevant program(s) 
 
In 2018, the VPC is conducting robust voter registration, Vote by Mail (VBM), and 
GOTV programs in the following core states:  
 
• Tier 1: Arizona, Colorado, Florida, Georgia, Michigan, Minnesota, Missouri, 

North Carolina, Nevada, New Mexico, Ohio, Pennsylvania, Virginia, Wisconsin 
• Tier 2: Illinois, Indiana, Montana, Tennessee, West Virginia 
 
VPC’S quarterly registration mailing will utilize four kinds of mailings: 
 
• Movers: targeting previously registered voters that have moved and need to 
register at their current residence; 
 
• Birthday: focusing on young people who have recently turned 18, or will be 
turning 18 and eligible to vote for the first time; 
 
• Voting-Age Population (VAP): encompassing all other voting-age RAE members 
who have never registered to vote or have been dropped from the voter rolls; and 
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• Current Resident: using a residence-based methodology reaching households in 
which we know there are no registered people but don’t know individual names. 
This is designed to reach the 11 percent of Americans who are “unlisted” – those 
who do not appear on traditional individual-based lists and data sources. In fact, the 
RAE are a large majority of the 11 percent of unlisted Americans. 
 
The VPC also plans to reinstate its successful 2016 VBM experiment of mailing a 
ballot application directly to the home of a registered voter. This program produced 
a 2.4 percentage-point boost in turnout – which was unmatched elsewhere in GOTV 
programming. Conducting this experiment in 2018 provides insight on how to 
maximize its impact in a midterm election. 
 
In addition to its voter registration and GOTV programs, the VPC will also continue 
to invest in mobile and digital outreach, and voter registration tools to complement 
its programs. VPC is also conducting new and important research that will provide 
insight on Generation Z’s feelings on voting and the civic engagement community. 
With this new generation of voters coming forth, it is crucial that we understand 
how their values and the most effective way to turn them out to vote.  

 
2. What are your current programmatic priorities?  

 
The VPC’s core states have been identified as states where members of the RAE can 
have the greatest impact on elections. VPC has taken a layered approach in its 2018 
programs to ensure that as many members of the RAE are reached as possible, while 
still remaining cost-effective.  

 
3. What are your current programmatic challenges? 

 
One ongoing challenge VPC continues to encounter is the implementation of 
restrictive voter ID laws and other onerous policies that suppress voting (such as 
reducing early voting opportunities and decreasing the number of polling places), 
which can contribute to lower turnout in important states and may have also 
decreased the likelihood of eligible applicants successfully registering to vote. This 
is disproportionately true for the groups in the RAE. Since 2014, the VPC has 
developed plans and programs to address this voter suppression and will continue 
to do so.  
 
One of the largest challenges that VPC faces is stemming drop-off rates of the RAE. 
VPC commissioned a report from Lake Research Partners, “Comparing the Voting 
Electorate in 2012-2016 and Predicting 2018 Drop-off.” This report concluded that 
40 million citizens who voted in 2016 will not turn out in 2018.  Of greatest concern 
is that fact that two-thirds of these drop-off voters are likely to be RAE members. 
The VPC has found that the most effective way to stem drop-off is by committing to 
strong investments in voter registration and turnout of the Rising American 
Electorate.   
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Impact 
1. What, briefly, is your organization’s approach to understanding your impact?  

 
The VPC uses treatment and control groups to measure the impact of each of its 
programs. In addition to understanding how each program performs, VPC has 
implemented a very rigorous analysis and evaluation process for its programs and 
the experiments conducted within those programs. The VPC begins its voter 
registration evaluation process for each mailing once the first returns of the mailing 
have been processed. Evaluating the returns as they are being processed allows the 
VPC to make early determinations of the program and adjust accordingly for the 
next mailing.  
 
In addition to performing program evaluations, VPC measures program impact by 
always including control and treatment groups within its programs and 
experiments.  
 
 

2. What are your key output and outcome (or other) metrics? 
 
The VPC uses randomized treatment and control groups in its experiments to 
calculate and determine the number and cost of net registrants and net voters per 
experiment to gain further insight around the programs. After state voter files are 
updated, the VPC will determine how many of its program respondents successfully 
registered to vote, as well as determine how many of those registrants actually did 
vote. Independent organizations, such as the Analyst Institute, also conduct meta-
analysis of voter registration and GOTV programs in the community, including VPC 
programs.  
 
 

3. What has been your impact to date?  (please include demographic information 
about who you serve and how many are impacted by your work, annually and 
to date) 

 
The VPC has registered close to 4 million voters. In 2016 VPC was once again the 
largest voter registration organization, helping to generate nearly one million voter 
registration applications of 341,118 unmarried women, 303,902 people of color, 
and 256,916 millennials through its mail and online programs. 

 
 
Staffing 

1. How does your staff reflect the populations you serve? Do you hire locally, and 
if so what percentage of regional staff are from that region? 
 
The VPC is proud of the diversity and representation within its organization. The 
staff members at VPC are directly reflective of the Rising American Electorate—
unmarried women, people of color, and young people. Although VPC is a national 
organization based in Washington, D.C., its staff members hail from several different 
states around the country, including VPC’s core states.  
 
 

5 
OSGC Grant Application 2018  



2. Are there any key positions not currently filled?   
No 
 

3. How long has your executive director been in her or his current role?  
 
VPC’s executive director, Marissa McBride, joined the team in 2017. Although 
McBride formally joined the internal team at VPC in 2017, she has worked with the 
VPC for eight years - spearheading the fundraising operations as an outside 
consultant. 

 
 
Governance 

1. Please attach a list of Board of Directors including affiliations, tenures, and 
terms.  

 
The Voter Participation Center’s Board of Directors serve yearly terms and must be 
re-elected annually. The VPC does not have term limits for its board members. A 
complete list of VPC’s Board of Directors is attached.  

 
2. What percentage of the Board of Directors financially supports the 

organization? 
  

Currently, no VPC Board member makes financial contributions to the organization. 
 

3. To what extent do board members represent the populations you serve? 
 

The VPC is proud to have a diverse board of directors. Members of the VPC Board of 
Directors all have a long history of advocating for and engaging in organizations that 
directly affect the members of the Rising American Electorate.  

 
Funders 

1. Please attach a list of current funders (or include the relevant link to your 
website) 

 
2. If you receive a grant from One Sky, how would the money most likely be 

used? 
 
An investment from One Sky Giving Circle would aide in VPC’s efforts to engage the 
RAE - helping to ensure their voices are heard in our democracy. The VPC’s 
dedication to engage with the RAE and conduct programs throughout the year is 
essential to changing the electorate, but also requires investments in organizational 
infrastructure, research and evaluation, as well as its programs.  
 

Charitable Purpose 

Does your organization have audited financials?  Yes_X_ No__ 

If available on your website, please include a link here, or attach a copy to this form 
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If US-based 
● Is your organization a registered 501(c)(3)?  Yes _X_ No__ 
● If no, please explain: 

 
If not US-based  

● Can you provide evidence of NGO registration with relevant government authorities 
where required by local law?  Yes__ No__NA_X_ 

● If yes, please list the names of the forms required by your government that provide 
proof of NGO registration (you do not need to attach forms at this time): 

 
 
Presenting to One Sky Giving Circle Membership 
Each year the One Sky grant committee chooses a slate of four organizations (two domestic, 
two international) to present to our full membership for voting.  We ask that a 
representative from each of those four organizations presents at our annual member 
meeting.   
 
This year our annual meeting, in San Francisco, California, is on Wednesday, May 23rd, 
2018, beginning at 7pm PST.  If your organization is chosen for the slate, would a 
representative be available on this date and time to present to our group, either in person 
or via Skype?    
 
Yes 
 
Notes 
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Election Day outcomes determine the course 
of this country, the policies that are proposed 
and passed and the way in which fundamental 
American values are respected and advanced 
or rejected and scorned by elected officials. It 
all starts with those voters who actually cast 
ballots by Election Day. 

That is the work of the  
Voter Participation Center (VPC).

Our American democracy does not fully reflect 
all American voices. Since its founding in 
2003, VPC has worked to register and turn 
out unmarried women, communities of color 
and young people, who make up 59 percent 
of the voting-eligible population but continue 
to be underrepresented among voters. 
Through voter registration and voter turnout, 
VPC is increasing their voice with the goal of 
making America’s new majority a majority on 
Election Day. Their unspoken viewpoints, if 
expressed, will change America.

“No organization has done more to transform the American 
electorate than the Voter Participation Center.”

– Paul Begala –
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VPC was the first organization to insist 
that its programs be held to the most 
rigorous standards. As its founder Page 
Gardner said from the beginning, “Don’t 
exhort, prove.”

In its 14-year journey, the Voter 
Participation Center has used rigorous 
measurement of its programs.  How do we measure our work? Treatment and control groups: 
those who are contacted and those who are not in registration, vote by mail and GOTV programs. 

Control groups are voters who are not contacted by any VPC program. Control groups are 
important because many voters register and vote whether or not they received a piece of VPC 
mail.  VPC measures the net effect of its registration program, turnout and vote by mail programs 
by comparing the number of new registrants and voters who got our mail or internet ads against 
the number of new registrants among control group targets who were not contacted at all.  

In all of these exercises, the question is not how 
many registration applications and votes were 
produced or how many mailings we sent. The key 
measurement is the difference these activities 
made when the treatment and control groups 
are compared.  The differences between the two 
groups in registration and turnout rates is what is 
measured, producing a net registration and a  
net vote. 

This higher standard separates VPC from other 
voter mobilization programs. VPC’s constant 
and rigorous testing has yielded surprising and 
important lessons, new tools and technologies and 
new approaches to data management and how 
to reach the most underrepresented groups in the 
country.  VPC produces some of the most cost-
effective results of any organization engaged in 
registering or turning out voters. 

Key VPC Measurements
Net Registrations: The number of 
new registrations produced by VPC 
mail over and above a control group 
that did not receive mail.

Net Votes: The number of votes 
produced by a VPC program over 
and above a control group that was 
not contacted at all.

Cost per Net Vote: The cost of a 
VPC program divided by the number 
of net votes it produced.

Effect Size: The difference between 
the turnout in the VPC program and 
the turnout in the uncontacted control 
group. Turnout effect is generally 
expressed in percentage points.

Testing, Measurement Accountability
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Fourteen years ago, voter registration was geographically limited, targeted to neighborhoods, 
streets, universities and community colleges. Costs ranged from $15 to $30 per application. 
Targets living outside of ethnic neighborhoods were outside the reach of many of these 
campaigns. Now, thanks to the pioneering work of VPC, it is possible to reach a wider audience 
of unregistered people not tied to geography, and application costs overall have fallen to as low 
as $5 to $9 for person-based registration programs.  A higher percentage of applications become 
valid registrations. In 2016, new registrants registered by mail voted in excess of 78 percent in 
a presidential election year. Most importantly, mail registration campaigns can achieve scale. In 
2016, VPC generated well over 900,000 registration applications from people of color, millennials 
and unmarried women

The Voter Participation Center has also 
transformed voter mobilization, from voter 
registration programs to turnout activities. 
In the past, get-out-the-vote campaigns 
were conducted by phone, door to door 
and on the streets. These methods were 
expensive. Control group testing showed 
that mail was not effective at all. Even so, 
campaigns used mail to send messages 
high on political messaging and expensively 
produced. 

Gradually, through a commitment to 
research and ongoing testing and 
measurement, VPC developed new tactics 
that have made mail consistently effective. 
Mail became more important because 
voters have become harder to reach by 
phone and canvassing efforts, and those 
approaches can reach only a limited 
number of targets.

Digital strategies are consistently being evaluated and integrated, but they present a problem in 
terms of scale, measurement and cost. But VPC is designing new strategies to address this. 

Key VPC Accomplishments, 2016

•	 938,000 new voter registration 
applications and a $81 cost per  
net vote.

•	 86,000 vote by mail applications 
and a $29 cost per net vote.

•	 Major programmatic breakthroughs.

Transforming the Electorate
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In 2016, VPC broke previous records for the number 
of new registrants. VPC’s mail and digital programs 
generated over 938,000 new voter registration 
applications. Our standard person-based programs 
produced a cost per application of $9.13. Our 
revolutionary new address-based programs, 
encompassing our Current Resident and Families 
programs, produced a cost per application of 
$21.59. Overall, applications produced by both the 
individual-based and the address-based approach 
cost $11.74. This was a fraction of the cost per site-
based new applicant. Eighty-two percent of VPC 
applicants became successful registrations, one 
of the highest rates in the industry. Turnout among 
successful registrants was 78 percent.

VPC had a major breakthrough in using an 
address-based approach. This entails mailing to 
a household address that is not on the voter file. 
The name of the individual is unknown, but the 
address has no recorded registrant. This program 
greatly expanded the universe of targets and 
addressed the fact that 11 percent of individuals 
in this country are not easily found in commercial 
data files – they are referred to as the “unlisted.” 
African Americans, unmarried women and Latinos 
are disproportionately represented among this 11 
percent. This program – the “Current Resident” 
program – has a lower response rate overall, but 
produces the highest net effect.  

Key Registration 
Highlights

•	 82% of all VPC 
applications 
became 
successful 
registrations.

•	 78% of VPC’s new 
registrants voted 
in 2016.

Voter Registration



5

VPC Registrations by Election Cycle
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Since its inception, VPC has generated more than 3.5 million registration applications at costs far 
below the cost of site-based and canvass registration. The growth of our program is shown in the 
chart above. Our voter registration program has clear positive effects cycle after cycle. An analysis 
conducted in fall 2016 showed that 36 percent of the net impact of our 2012 voter registration 
program and 33 percent of our 2014 program remained in effect.

The bulk of our voter registration work is done via mail, which has been proven year after year to 
be the most cost-effective tool to register and turn out voters at scale. But as more states make 
it easier to register to vote online, voters spend more time online and online tools improve, we 
are continuing to develop and test ways to register people to vote online. While our 2016 tests 
showed that digital efforts still have a long way to go before they are competitive with mail-based 
voter registration, we are excited by new developments in 2017, including both end-to-end voter 
registration via VPC’s voter registration portal and new testing tools to better measure the net 
registration rates of our digital programs.

In the end, mail-based registration remains far and away the most cost-effective and scalable 
way to register voters. In two different digital tests involving many different creatives, one program 
serving internet ads had no statistically significant impact on registration. In the other, we served 
movers and birthday targets. In the mail, movers produced registration applications at a cost of 
$7 each. The digital program delivered applications at a cost of $77 each. Likewise, the birthday 
program produced $11 applications in the mail. The digital ads produced applications at a cost 
of $67 each. In total, across our entire digital program, we registered 37,563 voters. The superior 
effectiveness of mail as a registration medium is often surprising to many of our supporters, but it 
has been repeatedly confirmed in tests over VPC’s 14 years of operation.
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Increasingly, successful voter turnout efforts rely on 
mail. Mail can be precisely targeted and can reach 
a greater universe of voters. Furthermore, mail can 
be easily tested to measure the precise impact on 
turnout that any GOTV tactic may have. This testing 
has produced a sequence of improvements that has 
transformed mail from a modest turnout strategy to a 
much stronger one.

The key improvement, as indicated in the testing, 
was the abandonment of issue- and partisan-based messaging and the introduction of tactics that 
spoke to normative behavior and a belief among Americans that voting is a real value. This led to 
the development of what is labeled “social pressure messaging.” This type of messaging shows the 
voter her or his record of voting participation and often compares that record with those of other 
voters. In 2012, the Report Card mailing mailed by the AFL-CIO and MoveOn increased turnout by 
only a half percentage point. This mailing compared the voter’s past voting participation with the 
average in the voter’s state or community. The VPC versions of the Report Card proved to be a little 
more effective than the others because it was not highly produced. In 2016, using three different 
social pressure mailings, including the Report Card, VPC was able to lift the turnout effect to 1.2 
percentage points, double the average turnout effect of 2012. 

Even better, vote by mail experiments conducted by VPC produced still higher effects. The 
combination of vote by mail and the Report Card in one mailing actually increased the turnout 
effect threefold, to 2.4 percentage points. This is incredibly high for a presidential election. The 
following chart shows VPC’s success in increasing the effect size of GOTV mail as compared to 
control groups.

Effect Size of VPC Mail
2012 v. 2016
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Voter Turnout



7

 
 
Overall, VPC’s vote by mail (VBM) program sent 
a million pieces of mail to members of the Rising 
American Electorate in eight states: Arizona, Florida, 
Georgia, Iowa, Illinois, Nevada, Ohio, and Wisconsin. 
These mailings produced a response rate of 8.6 
percent and a cost per application request of only $5.

Acting on 2014 test results, VPC revamped the vote 
by mail program. The 2016 VBM package design was 
changed to include an envelope rather than the less 
expensive self-mailer. We revamped targeting based upon an analysis of large databases of VBM 
programs from several organizations. Then we tested mail to new registrants, postage paid mail 
and a VBM letter that included the voter Report Card. The results of these tests should reshape 
how all organizations approach VBM in the future.

In 2014, our testing showed that sending VBM 
applications in an envelope with a letter would 
increase net votes by 50 percent. These 
findings were validated by the excellent 
performance of the 2016 mailings. The net 
effect of these mailings across the board was 
1.5 percentage points, more than double what 
social pressure and VBM mailings produced 
in 2012. The postage paid test produced an 
increase in response rates but no difference 
in the net effect of the mailing. Mail to new 
registrants also produced a higher response 
rate and a net increase in turnout of 1.1 
percentage points – much higher than 
any GOTV mailings tested in 2012. Finally, 
combining a Report Card with a standard vote 
by mail letter produced a 2.4 percentage point 
increase in turnout. To put this in perspective, 
this is more than three times higher than the 
best-testing social pressure mailing by any 
organization (as presented to the Analyst 
Institute) in 2012.

Key Vote by Mail Highlights
•	 VPC’s revamped vote by mail 

program produced 86,000 
application requests.

•	 Our program produced a 
response rate of 8.6%, a cost 
per application of $5 and a cost 
per net vote of $29.

•	 Combining social pressure with 
vote by mail produced a turnout 
effect three times higher than 
any tested 2012 GOTV mailing.

Vote by Mail
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In 2016, VPC had the biggest GOTV 
program in its history, including activities 
in 20 states. It produced excellent results 
that turned out over 65,000 net new 
voters and led to new generations of 
best practices. To put this in context, 
the 2016 presidential election was 
essentially determined by 77,744 votes 
in the three states of Michigan (10,704 
votes), Wisconsin (22,748 votes) and 
Pennsylvania (44,292 votes), so a robust 
GOTV program can clearly change the 
outcomes of elections. 

VPC mailed three social pressure mailings 
across nine states, producing a turnout 
effect of 1.2 percentage points – double 
the average turnout increase for the single Report Card mailing in 2016. These results confirm 
results of a 2014 League of Conservation Voters Education Fund experiment that showed that even 
a third piece of social pressure mail had an incremental effect on turnout.

Sample 
Where have you been?

VPC16_020 9999999999

Nonprofit Org
US Postage

PAID
TPG

Sample A. Sample
123 Main Street
Anytown, USA 55555-4444

The Voter Participation Center
1550 Larimer St. #153
Denver, CO 80202-1602

VPCCOW1

HEADHEAD

Key Social Pressure Highlights

•	 Doubled turnout effects  
over 2012.

•	 Proved the effectiveness of 
multiple waves of mail.

•	 Identified two new creative 
treatments that increased the 
performance of the Report 
Card mailing.

2016 Sample of  
Social Pressure

Social Pressure
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Improvements in Social Pressure Mail
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The second objective was to identify creative treatments that could be used in place of or in 
addition to the Report Card mailing, versions of which had become industry standards and 
therefore seemingly overused, with many voters receiving multiple copies in 2014. We used a 
mailing entitled “Neighbors Redacted” that showed voting records of neighbors, but with the names 
and street numbers blacked out, and a second piece, “Empty Voting Booth,” which showed an 
empty voting booth and listed the recent elections that the voter had missed. In head-to-head 
tests against a control group, both Neighbors Redacted and Empty Voting Booth outperformed the 
Report Card.

New Registrants 

Social pressure mail in its traditional form cannot work for new registrants. They have no voting record. 
In 2012, VPC tested a novel approach to getting new voters to the polls. Survey research showed that 
a surprising percentage of new voters have anxieties about voting. They are unsure that their ballot will 
actually be secret and fear being harassed by campaigners at the polls. They walk into the unknown. 
In 2012, VPC tested a mailing reassuring the new voters that their ballot would be secret and pointing 
out that there were laws restricting contact between campaign workers and voters at the polls. This 
mailing produced a 0.9 percentage point lift in turnout, the highest turnout effect presented at an 
Analyst Institute retreat that brought together state, local and national organizations to discuss GOTV 
tactics in 2012. 

To provide a second mailing to voters without previous participation, VPC used a mailing informing the 
voter that he or she would be part of a study of voting behavior and that VPC would look at their voting 
records after the election to see if they voted.  
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New Registrants 

We mailed newly registered voters, mostly sending 
two pieces of mail, and mailed into Arizona, 
Colorado, Florida, Georgia, Iowa, North Carolina, 
New Hampshire, Nevada, Ohio, Pennsylvania, 
Virginia, and Wisconsin. Across all 12 states, we 
estimate this new registrants program produced 
a 0.7 percentage point boost in turnout. This was 
lower than in 2012, possibly reflecting disillusionment 
among younger voters about the candidate choices 
in the presidential election.

We also found that targeting newly registered voters with a vote by mail piece produced a substantial 
1.1 percentage point effect.

The new registrant programs produced important findings. There are ways to reach new registrants 
and increase turnout among them using creative approaches, vote by mail and more than one piece 
of mail. 

Low-Participating Voters
 
Some voters, especially those who seldom vote, may not know they are registered. VPC tested 
the idea of mailing an inexpensive postcard to the lowest-participating voters affirming that the 
voter is registered and reminding the voter of their polling place location. VPC calls this mailing the 
“Registration Reassurance” mailing. The tactic was tested against the Report Card mailing to see if it 
performed as well as the current GOTV standard. The result was that the two mailings had an equal 
effect, and showed that the Registration Reassurance, being the less expensive piece to mail, can be 
an effective tactic for reaching and mobilizing the potentially less engaged voters.
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Breakthroughs That Will Shape 2018 

Through continuous testing and experimentation, VPC achieved a number of 
breakthroughs that will shape voter mobilization in the 2018 elections. And it 
is clear that the work we do, its scale and our successes greatly increase the 
impact of our programs in shaping election results. 

Address-Based Voter Registration 
In the past, VPC’s voter registration targets have been individuals 
who have moved or do not appear on the voter list. By sending voter 
registration mail addressed to “Current Resident” to addresses with no 
registered voters present, VPC has doubled the number of productive 
mailings. These mailings produce lower response rates, but because these 
new registrants do not appear on commercial lists, they are much more likely to  
be “net registrants,” or voters who would not have registered without receiving  
our mail. 

Social Pressure in Vote by Mail  
The combination of vote by mail using a letter and an envelope and incorporating 
a voter Report Card achieved a huge breakthrough in turnout effects. Among 
voters mailed this creative, we saw a turnout lift of 2.4 percentage points, three 
times the effect of the top-performing social pressure mail in 2012.

Multiple Social Pressure Mailings 
By sending three social pressure mailings, VPC was able to lift the turnout effect 
of one piece of social pressure mail from 0.7 percentage points to 1.2 percentage 
points, almost doubling the impact of the mail. Contrary to previous best practices, 
we found that by sending a social pressure GOTV mailing to a voter who had 
received our vote by mail mailing, we could increase turnout by a full percentage 
point over and above the effect of the VBM mail. 

Mobilizing the Least Engaged Voters 
Telling voters who seldom vote that they are still registered increased turnout by 
almost a full percentage point.
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Summary 
 

2016 was a watershed year for VPC programs.  VPC’s registration program produced almost one 
million voter registration applications, and 78 percent of those who registered cast a ballot by or on 
Election Day. VPC’s mail-based registration continued to be the most cost effective. In vote by mail 
and GOTV, VPC produced results that, as measured in control group experiments, were among 
the very best of the 2016 election cycle. The GOTV mail programs continued to yield substantial 
net results in a presidential year. VPC’s long-term data records also demonstrated a significant 
“downstream effect” from its voter registration efforts – that a registration program in a presidential 
year continues to produce net additional votes, not just in the next midterm election, but also in the 
next presidential election. The message of 2016 was that we can change the electorate with adequate 
financial resources, but we still have a lot of work to do. And that work starts now.

“We worked with VPC/WVWVAF during the 2016 cycle, and were consistently impressed with their 
commitment to testing and the affordability of their programs. Their extensive knowledge of direct mail 

best practices ensured our voter registration and GOTV programs were cost-effective and impactful. 
We look forward to working with them again in the future.”

 — Heather Hargreaves, NextGen Climate —
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Self, Artist 

 

3. Jill Alper – Director  

Founder, Alper Strategies 

 

4. William McNary – Director 

Co-Director, Citizen Action Illinois 

 

5. Avis Jones-DeWeever – Director 

President and CEO, Incite Unlimited, LLC 

 

 

 



 

 

VPC 2018 Funders 

In/Committed: 

EVC: $3,000,000 

Proteus: $300,000 

Human Rights Campaign: $250,000 

Majority Forward: $160,000 

Cedar Tree Foundation: $100,000 

Fikes Family Foundation: $100,000 

Mai Family Foundation: $50,000 

Beidler Family Foundation: $50,000 

Naomi Aberly: $10,000 

SIF/NEO Philanthropy: $100,000 

Total: $2,920,000 

 

 

 

 

 

 

 

 

Projected: 

Bauman Family Foundation: $200,000 

Mary Ann Stein: $125,000 

Marisla Fund: $125,000 

BayTree Foundation: $100,000 

Akonadi Foundation: $100,000 

Kreiger: $100,000 

Arkay Foundation: $50,000 

Carsey Charitable Trust: $50,000 

Lawrence Hess: $50,000 

SC Group: $50,000 

Wallace Global: $50,000 

Bill Moffett: $50,000 

Carol & Terry Winograd: $30,000 

Bardon-Cole: $25,000 

Tom Unterman: $20,000 

Streisand Foundation: $15,000 

Jeff Gural: $10,000 

Irving Harris Foundation: $10,000 

Total: $1,160,000

 

In addition to the contributions listed above, VPC is expecting an additional $750,000 in renewals from 
current/recent donors, and an additional $500,000 from partner organizations.  

Total 2018 Budget: $11,406,616 

Current Committed/Projected: $6,230,000 

Current Budget Gap: $5,176,000 




























