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Staying in touch, 
WHILE KEEPING  
YOUR DISTANCE

ian allsop analyses this year’s CRM survey to see how 
relationship management systems can help fundraising during 
and post Covid-19

The importance of an organisation’s 
customer relationship management 
(CRM) system to maintain 
relationships is ever more acute  
as the charity sector copes with 
Covid-19. Appropriate and effective 
engagement with supporters will be 
crucial throughout the restrictions, 
as well as in the post-pandemic era.

According to Keith Collins, senior 
consultant at Adapta Consulting, 
one key aspect of the coronavirus  
is that lots of organisations are now 
engaging with digital. “Those that 
embraced this earlier are really 
seeing the benefits now. While this 
has most obviously manifested itself 
in the ability to meet and collaborate 
online from home, it also has 
implications for CRM systems and 
the other tools with which they 
integrate (personalised, digital 

marketing 
and social 

media engagement). 
This ability is becoming 

a lot more important as 
charities look to get their 

messages out.”
As with other aspects of life post 

Covid-19, says Collins, it could well 
be the case that these trends and 
new ways of working remain the 
norm. “Everyone will expect to have 
tools they can use anywhere and 

integrate and work together  
more effectively.”

Chris Houghton, chief executive 
at Beacon, points out that cloud 
technology will no longer simply  
be a feature nice to have, but a 
requirement for most charities.  
“It’s the standard that all modern 
software products are built on. Since 
Covid-19, we have been shocked to 
hear that many charity employees 
haven’t even been able to access 
their existing non-cloud-based CRM 
systems, at a time when they need  
to nurture relationships the most.”

Robin Fisk, chief executive of 
Donorfy, agrees that the pandemic 
has brought about a kind of digital 
transformation, whether or not 
charities were ready for it. 
“Organisations that previously 
relied on on-premise software  
have had to quickly adapt to using 
the cloud for everything – CRM, 
communication and even socialising. 
Working from home has resulted  
in cost savings, less time spent 
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£10m+

1 Raiser’s Edge (Blackbaud) 48%

2 Donorfy 14%

3 eTapestry (Blackbaud) 5%

4 Salesforce.com 5%

£1m – £10m

1 Donorfy 32%

2 Raiser’s Edge (Blackbaud) 14%

3 Beacon 9%

<£1m

1 Donorfy 40%

2 Beacon 21%

3 Harlequin 6%

Figure 3: Packages by charity income

travelling and environmental 
benefits, to the extent that many 
charities are now asking themselves 
whether an office is necessary.”

Casper Harratt, director of 
marketing at Blackbaud Europe, says 
that increasingly, the stability of the 
software partner as a company is a 
key consideration. “This is especially 
true in times of economic 
uncertainty, which we are beginning 
to experience through the pandemic. 
Customers need to be confident 
they are working with a stable 
partner that will be around to 
support them in the long term – 
from smooth implementation 
through to day-to-day user support.”

In response to Covid-19, Access 
Group has launched a new 
“simplified and agile” cloud-based 
CRM system that will help charities 
with service delivery, fundraising 
and communications as they 
navigate the challenges presented  
by the pandemic. 

Access NFP CRM is designed to 
help small and medium charities 
quickly and easily establish a 
database of supporters and enable 
them to manage and track 
communications, process donations 
and Gift Aid and produce activity 
reports. Access says it can be up and 
running within days, much quicker 
than traditional services. 

Market view
To get a fuller picture of the CRM 
market, this magazine in partnership 
with Charity Finance runs an annual 
charity CRM survey. The 2020 survey 
was completed by 300 organisations, 

with a wide-range of income (see 
figure 1). The results presented here 
are from the 230 charities that 
identified themselves as fundraising 
organisations. The survey 
questionnaire was sent out just  
as the world was coming to terms  
with the coronavirus outbreak, so 
responses are considerably lower 
than previous years. Therefore, 
caution should be employed  
in drawing meaningful 
comparisons with earlier 
surveys. However, the 
data does reveal 
some interesting 
trends and still 
offers a valid 
snapshot of the 
CRM market  
for charities.

While Blackbaud again dominates 
market share for large-sized 
organisations (see figure 3) with its 
Raiser’s Edge and eTapestry solutions, 
Donorfy has continued to enjoy 
considerable success in the below £1m 
market and has made progress in the 
£1-10m segment. A new name to the 
survey this year is Beacon, a social 
enterprise founded in 2017 whose 
“easy to use, jargon free” cloud-
based CRM is aimed exclusively  
at the not-for-profit market.

Both Donorfy and Beacon have 
sustained impressive levels of 
satisfaction from high numbers  
of clients. While satisfaction levels 
are generally good for all providers  

(see figure 4), particularly regarding 
functionality and security, 
integration remains an area 
of concern. 

Review and select
A third of organisations review their 
systems every three to five years, 
while 14% review every year and the 
same number every two years. Some 
13% say they never do. Almost 40% 
of respondents say that they will be 
reviewing their CRM software in the 

next 12 months, with over half either 
using a full tender process or 
choosing from a shortlist of two  
or three suppliers. Almost a fifth  
rely on personal recommendation  
when making their choice. So what 
questions are charities asking when 
reviewing and/or selecting their 
CRM software?

Ivan Wainewright, an independent 
CRM consultant, says: “Too many 
charities still concentrate solely  
on functionality and not enough  
on implementation aspects, supplier 
knowledge and experience, and  
how they will resource the project 
in-house.”

Collins agrees that the traditional 
questions are still being asked about 
functionality. “For example, how 
does the software manage events? 
Can the software manage legacies?” 

“ Too many charities still concentrate solely on functionality  
and not enough on implementation aspects”
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However, he says, many charities are 
now also enquiring about how the 
CRM system works alongside other 
tools (eg web, digital marketing,  
data warehousing), and the suppliers 
experience of working with such  
a wider set of technology tools.

Houghton identifies a number of 
common themes, including flexibility. 
“CRM software is often focused on a 
particular vertical, such as fundraising 
or case management. However, this 
conflicts with the single supporter 
philosophy as data ends up in 
separate systems. Increasingly, we are 
finding charities are looking to bring 
all of their data into one place and 
require a system that can be easily 
tailored to meet their needs.”

Increased efficiency
In terms of functionality, non-profits 
are highly focused on automation 

and increasing efficiency in their 
processes, says Harratt.

“Specifically, top-class reporting 
tools and the ability to integrate 
with other systems to create a single 
view of their data while reducing 
manual processes are important  

to everyone selecting a new  
CRM system.” 

He also mentions the “time to 
value”. “Customers may be driven 
by a variety of factors – moving away 
from unstable technology, moving  
to the cloud, upcoming major 
campaigns, or simply a desire to see 
a swift return on their investment – 
but more and more we see that there 
is a major need for a smooth and 
efficient implementation process,  
to go-live on the new CRM solution, 
and start realising the value as soon 
as possible.”

Integration and automation is  
also mentioned by Simon Baines, 

managing director of Access’ not-for-
profit software and solutions division, 
who says charities are increasingly 
looking for CRM solutions that 
integrate well with other key systems 
and which allow the automation of 
repetitive activities. 

“Traditional systems have tended 
to rely on manual handling of data, 
for example the manual import  
of data from external fundraising 
partners or external websites with 
further manual processes once it has 
been imported,” he says. “Rekeying is 
unreliable and can introduce errors, 
and manual data transfer is often 
slow and inefficient. In a modern 
CRM, for example, the data for a 
donation made on a charity’s website 
should be automatically populated 
into its CRM and then flow into its 
finance and collection systems with 
minimal manual intervention.”

He continues: “Charities are also 
becoming much more interested  
in a CRM system’s ability to gather 
and analyse data to provide insights 
to fundraisers which allow them  
to understand giving behaviour  
and engagement via digital channels,  
and to monitor email behaviour, 
social media activity and visits to 
their website. These insights can 
provide the basis for significant 
improvements in donor experience 
through better personalisation.”

Fisk suggests that it remains a 
question of both the right product 
and the right vendor. “For product 
selection, there is definitely a trend 
towards integration and automation. 
But, charities also want vendors they 
can trust, who understand their 
world, but also know how to help 
them get to the next level.”

Figure 4: How do you rate your CRM software?

Software 
Number of 
responses  Functionality Cost 

Integration with  
other systems 

Integration 
with website 

Ease  
of use Accessibility Security  

Ability to  
customise  Overall 

Access thankQ 7 3.4 2.9 2.9 2.4 3.6 3.6 3.7 2.4 3.0

Beacon 27 4.9 4.7 4.7 4.8 4.9 4.9 4.7 4.9 4.9

Donorfy 72 4.5 4.6 4.4 4.2 4.5 4.6 4.5 4.0 4.6

eTapestry (Blackbaud) 8 3.1 2.9 3.1 2.8 2.6 3.4 4.1 3.1 3.0

Harlequin 13 4.1 4.0 3.4 3.0 4.0 4.1 4.1 4.0 3.9

Raiser's Edge (Blackbaud) 39 4.1 3.4 3.0 2.9 3.6 3.5 4.1 3.1 3.6

Salesforce.com 10 4.3 4.0 4.1 3.4 3.7 3.9 4.4 4.4 4.3

Other 51 3.3 3.7 2.8 2.5 3.1 3.3 3.7 3.1 3.2

Overall 227 4.1 4.0 3.7 3.5 3.9 4.0 4.4 3.7 4.0

Figure 5: How do you rate the ability of your CRM system to: 

Software 
Number of 
responses 

Integrate with digital 
marketing tools 

Help provide a single 
view of supporters/

stakeholders 
Help you automate your 

business processes 

Access thankQ 7 2.7 3.4 3.1

Beacon 27 4.4 4.7 4.7

Donorfy 72 4.1 4.4 4.2

eTapestry (Blackbaud) 8 2.5 3.1 2.4

Harlequin 13 3.3 3.9 3.5

Raiser's Edge (Blackbaud) 39 2.9 3.6 3.1

Salesforce.com 10 3.4 4.0 4.0

Other 51 2.6 3.0 2.7

Overall 227 3.4 3.9 3.6

“ Charities are becoming more interested in a CRM system’s ability 
to gather and analyse data to provide insights to fundraisers”

CRM survey

*Satisfaction ratings have been calculated by assigning responses with values from “very good” = 5 to “very poor” = 1, and then calculating an average
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For Tom Ellis, managing director 
at Harlequin, ease of use always 
comes top of the list of concerns  
for charities selecting a CRM 
system. “Value for money, is of 
course, another major factor. 
Future-proofing and governance 
also remain at the fore. In 

addition, we are finding at our 
demos and in tenders that we 
receive, a desire for flexibility in 

what the software can be used for 
across all types of stakeholder 
engagement. Event management, 
volunteer rostering, bookings, 
merchandise sales, service delivery, 
accounting and links with external 
systems and websites in addition  
to mainstream fundraising are  
all regularly requested.”

Making the most
Last year, we asked if charities were 
making the most of their CRM 
systems. The need to properly utilise 
the full capacity of what their system 
can do will be invaluable during and 
after the pandemic. Collins thinks 
that this is improving. “Charities are 
getting better at making the most of 
the tools they have – sometimes by 
linking them up with other tools – 
and getting better both at managing 
their data and at taking advantage  
of digital opportunities that often  
sit alongside their use of CRM tools.  
I am an optimist at heart though.”

Wainewright is more cautious  

and thinks it is only getting better 
for some. “One charity I worked 
with a few years ago is now really 
benefiting from a better system, 
better data understanding, users 
getting closer to the data, using 
third-party plugins to improve  
the system and so on. But there are 
too many where it is still a database 
or an income processing system  
and not a supporter relationship 
management system giving them 
useful information to improve their 
decisions. This is usually not the 
systems’ fault, but more likely the 
charities are not skilled-up or 
changing to make the most of it.”

Ellis points out that for the 
majority of clients a system forms 
part of the lifeblood of the charity 
assisting with fundraising and service 
delivery. “The level of engagement 
with a CRM system has a direct 
result on the impact it can make  
and, understanding this, more and 
more of our clients are establishing 
internal processes centring on the 
system and its management.”

Figure 6: How do you rate your CRM software supplier?

Supplier 
▼

Number of 
responses  

Technical support/ 
customer service 

Provision  
of updates/

upgrades 
Knowledge of 
charity sector 

Commitment to 
charity sector 

Investment in 
development Overall 

% that would 
recommend 

supplier 

Access (thankQ) 7 3.1 3.7 3.9 3.3 3.4 3.6 43

Beacon 27 5.0 4.9 4.6 4.6 4.8 4.9 100

Blackbaud (eTapestry, 
Raiser's Edge & TeamRaiser)

47 3.8 3.7 4.0 3.4 3.4 3.6 74

Donorfy 72 4.6 4.5 4.7 4.3 4.5 4.6 93

Harlequin 13 3.9 3.6 4.2 3.8 3.5 3.9 92

Microsoft (Access, Dynamics 
CRM, Excel & Outlook)

8 3.5 3.5 3.5 3.5 3.3 3.3 50

Salesforce.com 10 3.7 4.1 3.7 4.1 4.3 4.1 90

Other 39 3.3 3.2 3.3 3.1 2.9 3.1 44

Overall 223 4.1 4.0 4.1 3.8 3.9 4.0 78
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• Only 26% record whether a contact is on the Telephone Preference Service (TPS).
• Two-fifths record whether a contact has made a suppression request with the Fundraising 

Preference Service (FPS).
• 43% have received zero suppressions through the FPS, while 38% don’t know.
• More than 90% say their CRM software records whether a contact has given consent  

for different channels.
• 86% say their CRM software records the date when a contact was added for all contacts,  

while 11% say it does for new contacts only.

Summary of other key findings

Charities that treat their CRM  
as a donation processing tool that 
only holds a record of supporter 
giving and thank you letters, are not 
making the most of what a CRM  
can provide, according to Baines.  
“A modern CRM can act as the 
central repository for all interactions 
a charity’s team has across giving, 
volunteering, events and social 

Figure 7: How well does your 
CRM software interface with 
web-based fundraising 
platforms? (% respondents)

19%

32%
24%

25%

Very
Somewhat

Not at all
Don’t Know

Figure 8: How satisfied are you 
that your CRM software 
allowed you to be GDPR 
compliant? (% respondents)

68%

28%

4%

Very
Somewhat

Not at all

“ Charities that treat their CRM as a donation processing tool  
are not making the most of what a CRM can provide”

media advocacy – and bring huge 
efficiency improvements through 
automation and integration with 
other solutions the charity uses.”

For Fisk, those charities that make 
the most of their CRM are the ones 
that put the most in. “That doesn’t 
necessarily mean budget, but it does 
mean time, positivity and ambition 
to solve problems in the business by 
making the most of the technology.”

Final thoughts
Wainewright states that the two 
most difficult, risky and costly areas 
in any CRM implementation are data 
migration (the one-off requirement 
to get data from an old database into 
a new system), and data integration 
(the ongoing requirement for 
importing data from third-party files 
and systems into a CRM system). 

“Very few charities have sufficient 
internal resources for a CRM 
implementation. It is not easy and 
key staff cannot do their everyday 
work and project work at the same 

time. Charities need higher budgets 
and a far better understanding  
of what sort of people and skills 
they will need in-house for CRM 
implementation. I realise budgets 
are always difficult for charities,  
but if you don’t spend sufficiently, it 
will be a false economy and projects 

will fail or not achieve the benefits 
they envisaged.” With a whole new 
set of challenges to be faced post 
Covid-19, this dilemma will be  
even more pronounced. 


