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How well does your data let you 
understand your supporters?
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• We are a specialist information systems consultancy

• We only work with charities, associations, trusts and 
others in the not-for-profit sector

• We are completely supplier-independent

• Our consultants have held senior positions in a broad 
range of different organisations

• Our advice and guidance is based on practical 
experience gained over many years



Depth and breadth



Our Mission

We empower organisations to deliver 

transformational impact through more 

effective use of technology and ways of 

working

Our Purpose

From our minds to your minds – our team of 

experienced, independent consultants work with you 

to transfer their knowledge, share their expertise, 

and develop your organisational capability

Our Mission and Purpose



Programme
14:00 Arrival and welcome

Welcome - introductions and overview of the agenda for the afternoon.

14:10

14.30

14.45

A potted history of customer data and CRM! Why are third sector organisations still failing to realise 
true 360 data models through CRM?
Keith Collins & Gary Seaman, Adapta Consulting

JDRF Experience. A video. 
Hayley Perez, Head of Individual Giving and Stewardship
Onyeka Onochie, Database and Insights Manager

MSF Experience
James Kliffen, Director of Fundraising, Médecins Sans Frontières / Doctors without Borders (MSF)

15.15 Tea/Coffee and cake

15:45 The future of customer data and CDP? What the market is now claiming….
Mark Luckins, Adapta Consulting

16.00

16.45

Roundtable discussion - All

Review and close – Keith Collins, Adapta Consulting 







Confessions of a 
FORMER CRM 
salesman…



How ‘CRM’ was sold…



Single Customer View?



Single Customer View?

Supporter Journeys



Single Customer View?

Supporter Journeys

Manage all my data



And it would 
be…







Proprietary products

• Integration challenges
• Over-reliance upon manual data 

imports and exports
• Built to support the way things 

were in the late 90s/early 00s
• Bias towards fundraising



CRM Platforms

• Provider naivety “Isn’t 
fundraising just sales?”

• Partner naivety “charities must 
be simple, surely?”

• Partner scale and skills
• Limitations – data volumes, API 

calls
• Product gaps – e.g. prior to 

acquisition of Buddy Media & 
Radian 6 > SFMC



Organisational readiness

• Experience of large, complex 
projects

• Governance and management 
challenges

• Skills gaps – data, integration, 
digital, agile?

• Cultural stuff?







Single Customer View?

Supporter Journeys

Manage all my data



Proprietary products

Some newer ones:
• Have got much better at 

integrating with digital 
fundraising, marketing 
automation etc

• Offer a much-improved UX
• Are more extensible

CRM platforms

Good news:
• Partners with scale, who can 

handle the complexity
• More tools within the platforms 

– ETL/ELT, data management



But there’s more to non-
profit customer data 
management than just 
CRM…





Multiple 
Data 

Sources

Identity Data
• Name
• Email
• Phone
• Address

Descriptive Data
• Events
• Interests
• Cases/Needs

Qualitative Data
• Feedback, Surveys
• Service Engagement
• Transactions

Quantitative Data
• Donor history
• Campaign 

acquisition/attribution
• Email clicks  (maybe…)



Donor 
Data

CRM
Data

Finance
Data

Volunteer 
Data

Campaign
Data

Segmentation/selections often happen outside CRM and provided to 
marketing teams or imported into marketing automation tools

Segmentation

Analysis

Communications



And the final piece would be reporting and analysis 



What does a 360 supporter view look like?





































Our need for funds

• Independent of political, religious, news agenda, or other 
interests.

• Unrestricted. Funding that is available for MSF to use where 
needed.

• Secure. Available to be used when needed.



















Technology – continual diverse change



Technology – Open Banking



Technology – the rise of A.I.



TV & Generic PPC followed by radio stood out as channels 
with potential for good ROIs and headroom







MSF UK – Strategic priorities 2024-26
• Leverage multi-channel integration across all marketing activities, 

365 days a year, to produce cash and mid-value income, with 
incremental uplift for regular giving

• Data insight using CRM & Digital sources to drive improved 
effectiveness of individual supporter communications across all 
channels (segmentation, personalisation, triggered 
communications)

• Development of A.I. and Machine Learning (Data Warehouse, 
Digital Analytics)



Anyone for cake?
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Who might give again 
and how much?

Who might become a 
regular giver?

What regular givers are 
at risk of lapsing?

Who might be willing to 
give for the first time?

Who might be 
interested in our 

organisation?

Improved

 Targeting

Responsive 

journeys

What                worked?

More confidence 
in automation

E-Mail

Why do I want one?



Difference CRM CDP

Data 
Perspective

1. Mostly demographic, firmographic and transactional data.
2. Allows manual data entry.

1. Adds digital behavioural data to each supporter record. 
2. Adds “unidentified visitors”.
3. Does not allow manual data entry.

Technology 
Perspective

A single system. A single system with integration tooling and omni-channel 
marketing tools

People 
Perspective

1. Of most value to fundraising team ( esp relationships with 
higher value individuals and organisations) 

2. Often needs “data staff” to do imports and de-duplication.

1. Of most value to digital marketing and fundraising (esp 
relationships with individual/mass giving)

2. No ongoing data staff or de-duplication once setup

Privacy 
Perspective

GDPR Compliant (given appropriate privacy statements et al) GDPR compliant if associated with updated privacy notice and 
robust consent/communication preference management 
capabilities.

So what is a “Customer Data Platform”?
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And what can it do?
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Indicator Your answer

A lot of my revenue is derived from digital mass giving (and we generate £1m+ from this today)

If YES a CDP may be of value

We engage our supporters across multiple (3+) digital channels (and they are increasingly digitally 
active with us)

We have 1000s of web site visitors each month but we have no idea what they do (and we 
struggle to attribute the donations we do get)

We have the internal capabilities to absorb more data and use to create a larger volume of more 
targeted, more personalised mass giving campaigns.

Who might benefit from a CDP?



CRM/CDP Hype cycle  for  non -prof i ts

Innovation 

Trigger

Peak to Inflated 

Expectations

Trough of 

Disillusionment

Slope of 

Enlightenment

Plateau of 

Productivity

Conversational
Websites

Personification

Data/Identity Management

GDPR Compliance

Sector Strategic Focus

E
X

P
E

C
TA

TI
O

N
S

TIME

Supporter Experience

Relationship based 
Fundraising (CRM)

Behavior driven 
fundraising (CDP)

Digital Advertising

Personalisation



• Highly optional topics!

• What does your supporter 
360 data look like today?

• Would your organisation
benefit from a more capable 
model?

• If you wanted to draw a hype 
cycle what would it look like?

Roundtable discussion



Event feedback



help@adaptaconsulting.co.uk

www.adaptaconsulting.co.uk

Adapta Consulting, 5 St John’s Lane, London, EC1M 4BH

020 4558 8070

Thanks & Goodbye!

Upcoming events…
CRM and Customer Data – 10 October (Zoom)
www.adaptaconsulting.co.uk/upcoming-events

We hope you find this presentation enjoyable and thought-provoking. Please note that this recording is provided for general 
information purposes only and does not constitute professional advice. No user should act on the basis of any material contained in the 
recording or any of its supporting materials without obtaining proper professional advice specific to their situation.
Adapta has made reasonable efforts to ensure that the information provided is accurate and reliable, however no warranty is given 
regarding the accuracy or reliability of such information. All content is subject to change at any time and without notice.
The presentation may include references to specific products or services and/or links to other resources and websites. These references 
and links are provided for your convenience only and do not signify that Adapta endorses, approves or makes any representation or 
claim regarding the accuracy, copyright, compliance, legality, or any other aspects of the products, services resources or websites to 
which reference is made.
This recording may contain confidential and/or proprietary information, and must not be re-used or disclosed to third parties without 
the prior written approval of Adapta Consulting LLP. © Adapta Consulting LLP 2022
If you would like further information or any advice regarding your own specific issues, then please do contact the Adapta team at 
hello@adaptaconsulting.co.uk 

mailto:help@adaptaconsulting.co.uk
http://www.adaptaconsulting.co.uk/
http://www.adaptaconsulting.co.uk/upcoming-events
mailto:hello@adaptaconsulting.co.uk
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