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This article is part 3 of a series that focuses on connecting meaningful relationships through Constituent 
Relationship Management (CRM). A good place to start reading is this introductory article packed with five 
different use cases for technology. We have also pulled out an excerpt relating to this article below.

 M Segment supporters based on donation his-
tory—and easily analyze this data and use it to 
upgrade them (from non-donor to donor, oc-
casional donor to monthly donor, or mid-level 
donor to major donor, for example).

 M Use an individual’s lifetime giving history to 
personalize donation asks with appropriate 
amounts.

 M Streamline the online donation process and 
provide tools to let monthly donors manage 
their own recurring gifts, without jumping 
through hoops.

 M Create workflows for engaging with and 
building relationships with major donors and 
prospects in a way that feels authentic.

 M Identify hidden opportunities to connect with 
likely high-value donors.

 M Manage grant applications and simplify the ap-

plication process with quick, easy reporting on 

organizational metrics and results, saving staff 

time and ultimately securing more funding.

 M Automate common or repetitive tasks such as 

acknowledgment communications, so donors 

always feel properly appreciated.

Meet Cara, a development director who wants to cultivate donors at all levels—from identifying prospects to building strong long-

term relationships with people who give regular or major gifts. She needs to report consistently on fundraising results and wants 

her CRM system to identify donors like Rebecca, who believes in the organization’s mission and has donated for years (but inconsis-

tently, and in varying amounts). Cara needs the tools to help her share with Rebecca what her donations have accomplished, and a 

workflow that will help her keep in regular contact in order to develop Rebecca into making consistent, annual mid-level gifts.

Rebecca loves that Cara checks in to let her know how their support has made an impact, which makes her feel like an active part of 

the organization's mission. Cara loves seeing Rebecca’s profile and relationships in the CRM system show that she’s attending events 

getting more and more involved in the organizations’ work.
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Cara needs her CRM system to…

https://www.salesforce.org/crm-for-nonprofit-relationships/?utm_source=ebook&utm_medium=website&utm_campaign=r-in-crm


Whether you’re a major gift officer having conversations with individual donors or an email program manager soliciting  

donations by the thousands, you want to treat each donor as a person. Your CRM can make that job easier in many ways,  

including the following:

A Better Way

Stewarding Donors at All Levels

Constituent Relationship Management, or CRM, is not about data or technology—it’s about relationships. 
And for nonprofits, one of their most important relationships is the one they have with donors, as they fuel 
program delivery.

At its best, fundraising is a conversation—a connection between the organization’s work and the things that a donor values. Strong 

donor relationships can sustain an organization not just in the current fundraising cycle, but for years to come. And people are 

more likely to get out their checkbooks when they feel that an ask is personal to them, personal to their interests, and recognizes 

the value of their past support. 

But when organizations begin to scale fundraising up to dozens, hundreds, or thousands of donor relationships, maintaining a 

personal touch becomes more challenging. How can you, as an individual or a small team, make each donor feels personally 

appreciated for their contributions? 

If you’re using your database strictly to tally up fundraising results, you’re underusing one of the most valuable tools in your 

toolbox. Used properly, CRM lets you see and understand the people behind the numbers.

 ĉ Personalizing donation ask amounts based on donors’ giving history.

 ĉ Easily reporting on donors’ giving frequency to segment appeals.

 ĉ Targeting special asks at donors who are likely to convert, such as those who have given 
multiple times and might be ready to become sustainers, or those with the capacity to 
give more who could be cultivated in a major donor program.

 ĉ Mapping third-party data to help identify donors and prospects with high giving capacity.

 ĉ Automatically tracking a major donor’s progress through moves management.

 ĉ Automating common but time-consuming tasks, such as reporting and thank-you letters.



But above all, a CRM gives you essential insight into how your supporters and donors interact with your organization. Whether 

they’ve taken online advocacy actions in the past, shown up at your annual gala year after year, or volunteered at last year’s biggest 

event, every donor has some history with your organization. Your CRM can track that history and tell you each of the ways they’ve 

supported you and what issues and topics they care most about.

When you use your CRM data to make each ask personal, whether by personalized email or thanking them in a phone call, you 

give them the opportunity to do even more. By treating their support as a relationship rather than transaction, you create the 

opportunity for them to continue contributing to the things they care about in the ways that work best for them.

At the end of the day, fundraising is about results. But your results will be better when each donor is recognized, cultivated, and 

their relationship with your organization is strong.

Let’s look at how three very different organizations use CRM to build stronger relationships with their donors, and how your 

organization can do the same.

CRM in the Real World

Seeing the Full Donor

Humans care about a lot of things. Causes are just one of 

them, and though it’s maybe the most important one to 

nonprofits, people also care about hobbies, families, and 

fun. The Lawrence Arts Center sees that every day and uses 

its supporters’ multi-faceted interests to make its fundraising 

efforts more personal.

As an arts education organization with a small staff, the 

Lawrence Arts Center wrestled for a long time with a limited 

fundraising CRM that didn’t meet its needs. But it knew it could 

do more to connect personally with constituents, so when it 

invested in a new CRM that let staff see all their programs’  

data in one place, the organization knew it would change  

how it fundraised.

“For the first time, we can segment everything,” said Salesforce 

Administrator Brent Lind. “Not only can we target active donors 

and lapsed donors with different messages—and customize 

based on donors’ giving history—but now we can cross-

reference against what classes the donor has taken, so we can 

really personalize each ask to their interests.”

That’s true not just for donors, but for prospects, too. The 

Center’s new CRM gives a wealth of data based on each 

individual’s past activities, what classes they’ve taken, what 

events they’ve attended, and more. This helps staff identify 

when they’re ready to give, helps them make the right ask, and 

deepens their relationship with a place they already care about 

and that has given them enjoyment. 

That wasn’t possible when constituent data lived in separate, 

siloed databases. But now the Center can see each prospect as 

a whole person, and staff can treat them accordingly.



Turning Activists into Donors 

Deepening Relationships with Major Donors

For many political and advocacy organizations, donating is the next step up the “ladder” for supporters who have already taken 

action on issues. At NARAL Pro-Choice America, a grassroots advocacy organization focused on issues related to reproductive 

freedom, many donors are also engaged activists—and the organization’s activist non-donors are the most likely supporters to 

become donors. “We can see what kinds of campaigns and issues each supporter is interested in and give them opportunities to 

donate on that issue,” said IT Director Nathan Gerratt.  

“We can also pull in relevant information to personalize the donation ask.”

All that data helps NARAL message the right people in the right way. This lets staff give extra attention to a new supporter or pass a 

potential major donor to the right person instead of sending them a more generic direct mail appeal. 

NARAL also uses the automation features of its CRM to create a personal touch without taking up a lot of staff time. A donation 

can automatically trigger the right follow-up, such as an immediate thank-you email, as well as reminders for the appropriate staff 

to re-engage that donor in the future. Automating these processes saves time. It also ensures that all donors get a consistent and 

personalized experience, so no one slips through the cracks.

The true power of CRM to strengthen individual relationships 

is easiest to see in major gift fundraising. Major donors rightly 

expect to have a close connection with organizations they’ve 

invested in, so they can see how their donation is put to good 

use. Major gift officers work to make each major donor feels 

deeply appreciated. But when a small major gifts team is 

juggling relationships with hundreds of donors, or more, that 

can be overwhelming.

Global Fund for Women, an international organization  

that does advocacy and grantmaking around women’s rights, 

finds CRM invaluable for maintaining all those close, personal 

relationships. Its team is very small—Donor Stewardship Officer 

Renee Saedi is also the “de facto Salesforce administrator” 

—but its CRM makes it possible to accomplish the work of  

a larger team.

“When you have a limited staff, you want the system to work 

for you,” Renee said. “Getting a CRM set up to meet your needs 

takes an investment, but for us, it’s been worth it. On my own, I 

can’t remember all the donors I work with, what conversations 

I’ve had with them, or what materials I’ve given them.” But with 

CRM, she can refresh her memory before each meeting so she 

can carry the conversation forward and add personal touches, 

such as asking donors about their children or hobbies.

Like NARAL, Global Fund for Women makes heavy use of 

automation to lighten staff workload. Staff can set reminders 

to schedule follow-up calls, track and report on their progress 

in moves management, and automatically notify grantmaking 

colleagues when the funding they’ve been waiting for is  

on the way.

But best of all, automation helps them build relationships. 

They don’t have to worry about forgetting to follow-up on an 

opportunity or send the materials they promised to a donor—

even very personal materials. 

“One of my donors had a baby recently,” Renee said. 

“Salesforce reminded me to send her a onesie for her  

new baby!”

That’s the sort of personal touch that donors will remember.



Conclusion

Donors are the lifeblood of most organizations. Recognizing 

them as such is easy—but treating them that way is more 

complicated. Smart, connected nonprofits do everything 

in their power to learn more about their supporters and 

donors and act on what they learn. Remember, your donor 

data isn’t a resource to be used—it’s a set of partnerships 

to be cultivated. No matter what your organization’s focus, 

making your fundraising targeted and personal will yield 

more donations in the short term, and stronger, lasting 

donor relationships in the long term.

CRM is crucial for tracking and using your donor data in a 

way that allows such personalization. But having the right 

technology is only the first step. You and your staff need to 

make it work for your organization. Each of the nonprofits 

featured here has put in the work to customize their CRM 

and develop the right processes to support their work and 

empower them to do more than they otherwise could. 

What does personalization look like for your organization? 

It might look different than in our examples, but when you 

invest in applying a personal touch to your fundraising, your 

donor relationships will be richer, deeper, and more valuable 

for you and your donors.

Visit our Growing Nonprofit page to get the rest of the 

articles in this series looking at how CRM can help you build 

thriving relationships within different roles at your nonprofit.

NARAL Pro-Choice America
Washington, DC
$20 million annual budget
www.prochoiceamerica.org

“The 2 million members of NARAL Pro-Choice America 

fight for reproductive freedom for every person in  

every state.”

Global Fund for Women
San Francisco, CA
$14.2 million annual budget
www.aspph.org

“Global Fund for Women is one of the world’s leading 

foundations for gender equality, standing up for the human 

rights of women and girls. We campaign for freedom from 

violence, economic justice, and sexual and reproductive 

health and rights.”

Lawrence Arts Center
Lawrence, KS
About 35 Full-Time Staff
$3.5 million annual budget
lawrenceartscenter.org

“The mission of the Lawrence Arts Center is to create 
excellent and meaningful arts experiences with and  
for the community through education, exhibitions,  
and performances.”
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