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The emerging technology options 
helping drive digital fundraising and 
marketing



Today’s programme

14:00 Introductions. Heightened ambitions - dashed hopes
Welcome - introductions and a background to the session for the afternoon.

14:10

14.40

Overview of the technology driving and supporting digital fundraising
Mark Luckins & Gary Seaman, Adapta Consulting – AND QUESTIONS AS WE GO ALONG!

Q&A 
A deeper dive into all things customer data technology

15.10 Summary and close
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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
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Think about things from 
your customer’s (donor’s, 
supporter’s, fundraiser’s)
perspective…



Supporter Persona

Who: Debbie, age 34, Bristol, 2 
young children, environmentally 
aware, active on Facebook and 

Instagram

Why: Lost grandmother to …

What they want from CHARITY X: 
To help remember her grandmother, 

get involved in campaigns, and to 
support the cause through 

donations and other fundraising 
opportunities.

Initial contact – 
through searching for 

key words and 
coming to the 

website

Through the website, 
creates a tribute fund 

(using MuchLoved) 

Debbie receives initial 
acknowledgement 

and thanks for setting 
up the tribute fund

Debbie receives 
regular email updates 
on donations to the 

fund

Debbie receives regular 
email updates inviting 

her to participate in the 
latest campaigning and 

fundraising activities

Debbie participates 
in first online 

campaign

Debbie participates 
in second online 

campaign

Debbie shares the 
online campaign 

with her 136 
friends on 
Facebook

Website Email marketing
Engaging Networks 

(Campaigning)
Social Media Much Loved

Debbie’s friends 
Sharon and Julie 
contribute to the 

tribute fund

Debbie shares the 
online tribute fund 

with her 134 friends 
on Facebook

CRM

Debbie’s friends 
Sharon and Julie 
participate in the 
online campaign

CRM

What does their journey with you look like?



They are creating lots and lots 
and lots of data, in lots and lots 
of different (digital) places! 



A futuristic vision of seamless 
digital engagement with our 
supporters and fundraisers..



Dashed by the 
reality of the tech 
we had available





Anyone heard of a….CDP?



What are the key differences between a CRM, and a CDP?



What are the key differences between a data lake and a data 
warehouse?



Market overview of CDPs

MS Dynamics Customer 
Insights

Adobe 
Real-Time 

CDP

Segment 
CDP

Lytics CDP



What does a 360 supporter view look like?
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And what can it do?
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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

How can I use this?



Engagement Scoring and Propensity



CRM/CDP Hype cycle  for  non -prof i ts

Innovation 

Trigger

Peak to Inflated 

Expectations

Trough of 

Disillusionment

Slope of 

Enlightenment

Plateau of 

Productivity

Real Time 
Campaigns

Propensity Models

Data/Identity Management

Consent 
Management

Data Use Case

E
X

P
E

C
TA

TI
O

N
S

TIME

LTV

Relationship based 
Fundraising (CRM)

Behavior driven 
fundraising (CDP)

Digital Advertising

Personification

Attribution





AI – Rise of the 
Machines, and Cake.

15 November 2023, 2pm. 
Royal College of Nursing.
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