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Salesforce.org commissioned Povaddo, a leading public opinion research agency, to conduct a survey of nonprofit organization 

fundraising professionals throughout the United States to understand current trends, opportunities, and challenges with respect 

to fundraising and the role of Constituent Relationship Management (CRM) systems.  The most salient takeaways from this study 

include the following: 

1. This survey finds that major gifts are the greatest source of revenue for nonprofit organizations.   
However, earned income is identified as the most productive way to generate revenue when looking at its proportional 

contribution to overall revenue as a function of the amount of staff time it requires. 

2. Most fundraising professionals report that their organizations exceeded their fundraising goals last year.   
The vast majority of fundraising professionals surveyed indicate that their organizations use a CRM system, and those that do 

not use a CRM system were significantly less likely to have exceeded their fundraising goals during the past year.

3. The degree to which CRM systems have been adopted beyond fundraising teams is completely mixed – from being 
widely adopted to barely adopted.  
Organizations in which CRM systems have been widely adopted throughout the organization (meaning 75%+ of the 

organization) are more likely to indicate they exceeded their fundraising goals last year compared to those organizations in 

which CRM systems are not as widely adopted.

4. Organizations that have more than four types of data living within their CRM system are more likely to have exceeded 
their fundraising goals last year.   
Furthermore, respondents who report meeting or exceeding their fundraising goals during the past year rate the quality of the 

data within their organizations’ CRM system higher than those respondents who report falling short of their fundraising goals.

5. By a wide margin, fundraising professionals say that the greatest benefit of CRM systems is data centralization.   
This study also finds, however, that many nonprofit organizations are not taking advantage of some of the latest productivity 

features that are available in today’s CRM systems (e.g., mobile, email connectors/trackers) which, in turn, may be adversely 

impacting overall user experience. 

Each of these points—along with several other key findings—are fully explained in the subsequent pages of this report.  

Executive Summary



The findings presented in this report are drawn from an online survey of n=305 nonprofit organization fundraising profession-
als throughout the United States conducted between February 19 and March 3, 2019.

• Fundraising professionals working for educational / academic institutions were excluded from the study design.

• The margin of error associated with a sample of this type ±5.7%.

• Ninety percent (90%) of those surveyed indicate that their organization uses a Constituent Relationship Management  

(CRM) system.

Other key characteristics of the sample are noted below:

About this study

Q. What is the approximate size 
of your organization in terms of its 
revenue?
4% Less than $500,000

9% $500,000 - $999,999

36% $1,000,000 - $4,999,999

13% $5,000,000 - $9,999,999

12% $10,000,000 - $24,999,999

6% $25,000,000 - $49,999,999

5% $50,000,000 - $99,999,999

4% $100,000,000 - $249,999,999

11% $250,000,000 or more

Q. What is your level or title in 
fundraising?

70% Director

13% Vice President

5% Officer

4% Manager / Associate

9% Other

Q: In what region of the U.S. are 
you based?

28% West

24% Midwest

25% South

23% Northeast

Q: Do you work for a...

80%

Nonprofit organization (that 
is not a foundation, NGO, 
or educational / academic 
institution)

11% NGO

8% Foundation

Q. How would you classify your 
organization’s focus or cause area?

28% Human Services

16% Health

12% Arts, Culture, Humanities

10% Environment, Animals, Animal 
Welfare

9% Education

6% Public, Societal Benefit

6% Religion Related

2% International, Foreign Affairs

2% Mutual/Membership Benefit

10% Other

Q. What is your primary role (or 
roles) in fundraising?

73% Development Team

68% Donor Relations

58% Major Gifts

38% Operations

35% Planned Giving

34% Database Management

14% Sales & Earned Income

17% Other ( e.g., grants, events, etc.)

Q. Approximately how many 
people are on your organization’s 
fundraising staff?

15% 1

15% 2

17% 3

12% 4

9% 5

11% 6 - 10

9% 11 - 25

4% 26 - 50

7% More than 50



Key findings:
GENERAL FUNDRAISING STATISTICS ON 
REVENUE SOURCES, PERFORMANCE, AND 
PRODUCTIVITY



• Fundraising professionals at larger organizations were far more likely to report that they exceeded their fundraising goals last year 

than their counterparts at smaller organizations.  In fact, 27% of fundraising professionals at the smallest organizations (those 

with annual revenues under $1M) indicate they fell short of their goals, whereas among the largest organizations (those with 

annual revenues of $25M+) this figure stands at only 11%.

• Whether or not an organization has a CRM system also proves to be a key factor in whether or not an organization exceeded its 

fundraising goals last year.  Among fundraising professionals at organizations that do not use a CRM system, only 20% report 

exceeding their fundraising goals last year.  Instead, the majority (55%) simply met their goals.  Another 15% indicate they fell 

short of their goal and 10% were unsure.

Most fundraising professionals report that their organizations 
exceeded their fundraising goals last year.

• Along these lines, another notable finding is 

the correlation between whether or not an 

organization met its fundraising goals and how 

well adopted the organization’s CRM system is 

throughout the organization.  Among fundraising 

professionals who indicate that their CRM system 

is adopted throughout at least three-quarters of 

their organization, 65% report exceeding their 

fundraising goals during the last year.  This figure 

drops more than 10 percentage points among 

fundraising professionals who indicate that their 

CRM system is adopted throughout less than half 

of their organization.  There is also a significant 

difference between these two groups when it 

comes to the “fell short of its fundraising goals” 

response (9% versus 24%, respectively).

41%

<$1M <$25%$1M-5M 25%-74%$5M-25M $25M+ 75%+

52%

59% 60%

54%

22%
24%

56%

65%

26%

9%

27%

17%

24%

11%

24%

17%

29%

18%

30%
27%

Organization size by revenue Level of CRM system adoption 
throughout organization

Larger organizations as well as those that indicate that their CRM system is widely adopted throughout the 
organization are more likely to indicate that they exceeded their fundraising goals last year.

Q: Last year, did your organization...

Exceeded its fundraising goals

Greatly exceed its fundraising 
goals

Met its fundraising goals Fell short of its fundraising goals

Exceed its fundraising goals

Fall short of its fundraising goals

Greatly fall short of its fundraising 
goals

Unsure

Meet its fundraising goals

2% 13%

41%

27%

16%

1%



On average, nonprofits are raising funds via eight different methods.

• All fundraising professionals surveyed 

indicate that their organizations raise 

funds from multiple sources, with the 

most common sources being: online 

donations, annual giving campaigns, 

major gifts, corporate grants, events, and 

direct mail.

• Earned income, peer-to-peer campaigns, 

and membership are the three least 

common sources with less than 50% 

of respondents indicating that these 

are sources that their organizations rely 

upon.

• Generally speaking, the survey finds 

very little difference between smaller 

organizations and larger organizations in 

terms of the sources they rely upon to 

raise funds.  The one notable difference 

is earned income, with fully 50% of 

smaller organizations stating they rely on 

earned income while only 36% of larger 

organizations indicating the same.

The survey finds that 
organizations that exceeded 
their fundraising goals during 

the past year leveraged a greater 
combination of fundraising 

sources than those organizations 
that fell short of their fundraising 

goals during the past year (an 
average of 8.3 sources versus 

an average of 7.3 sources, 
respectively).

Q. How does your organization currently raise funds? 
Select all that apply

<$5M annual revenue

Total Sample

$5M+ annual revenue

Online Donations

Annual Giving Campaigns

Major Gifts

Corporate Grants

Events

Direct Mail

Other Grants

Donor Advised Funds

Government Grants

Earned Income

Peer to  Peer Campaigns

Membership

Other

91%

85%

80%

77%

77%

74%

60%

56%

56%

50%

29%

34%

8%

92%

86%

83%

79%

78%

76%

62%

57%

55%

43%

33%

31%

9%

93%

87%

85%

83%

80%

79%

63%

58%

55%

36%

36%

29%

9%



Overall, major gifts are the greatest source of nonprofit revenue; 
however, earned income is the most productive way to generate 
revenue. 

Survey respondents were asked to provide two additional data points about each of the revenue sources that organizations rely upon: 

(a) what proportion of their organization’s fundraising revenue is generated from that source, and (b) approximately how many hours 

the respondent spends on each source during a typical week.  Dividing the proportion of revenue generated by each source by the 

number of hours spent working on each source then yields a simple “productivity score” for each source.  The results from these 

follow-up questions along with the “productivity score” are summarized in the table below.  Some of the more noteworthy takeaways 

include:

• With 83% of fundraising professionals reporting that they generate revenue via major gifts and that—on average—it accounts for 

19.7% of revenue across all organizations surveyed, this equates to $15.20 out of every $100 raised by nonprofits in the United 

States as being generated via major gifts.  This is followed by annual giving campaigns ($13.10), government grants ($11.80), and 

events ($10.70).  

• That said, earned income and membership cannot be overlooked.  While fewer organizations raise funds via these two sources, 

they are significant revenue sources for those organizations that do raise funds via these sources.  

• Also of note is the fact that respondents report spending the most time on major gifts and events and the least time on donor 

advised funds and online donations.  Further analyzing these two sets of numbers (proportional contribution to overall revenue 

as a function of time spent as defined above) and specifically the ”productivity score” that can be calculated from them, yields 

some insights regarding ROI and productivity with respect to these various fundraising sources.  For example, the “productivity 

score” suggests that earned income, government grants, direct mail, and donor advised funds are perhaps “the most productive” 

avenues for fundraising in terms of the investment of staff time they require versus the contribution they make to the bottom line.

Fundraising 
Source

(a)
% of respondents 
reporting that their 

organizations 
raise funds via this 

source 

(b)
Approximately 

what proportion 
of your fundraising 

revenue do you 
generate via this 

source? 
[MEAN RESPONSE] 

(c)
On average, how 
many hours do 

you spend on each 
source during a 
typical week? 

[MEAN RESPONSE]

(d)
“Productivity 

Score”
[b ÷ c]

(e)
Revenue contribu-
tion by source for 
every $100 raised 
by nonprofits in 

the U.S.

Earned Income 43% 19.6% 4.6 4.3 $7.80

Government Grants 55% 23.2% 6.8 3.4 $11.80

Direct Mail 76% 11.1% 4.0 2.8 $7.80

Donor Advised 
Funds 57% 6.5% 2.6 2.5 $3.40

Membership 31% 17.1% 7.8 2.2 $4.90

Online Donations 92% 7.5% 3.5 2.1 $6.40

Annual Giving 
Campaigns 86% 16.4% 7.8 2.1 $13.10

Other Grants 62% 15.6% 8.1 1.9 $9.00

Events 78% 14.8% 8.9 1.7 $10.70

Major Gifts 83% 19.7% 12.4 1.6 $15.20

Peer to Peer 
Campaigns 33% 6.4% 3.9 1.6 $2.00

Corporate Grants 79% 10.6% 7.6 1.4 $7.80



Fundraising professionals would be most likely to channel any sort 
of productivity gains into major gifts. 

• Survey participants were asked which three areas their organization would be most likely to direct additional time/capacity if the 

organization’s fundraising teams did not have to do manual entry and administrative work.  “Major gifts” overshadowed all other 

responses by a significant margin.  Forty-one percent (41%) of respondents selected “major gifts” as their first choice, and 64% 

have “major gifts” as one of their top three choices.  Annual giving campaigns, events, corporate grants, and other grants form the 

second tier of priorities.   

• It is interesting to note that while earned income is ranked last on this list, it was previously identified as perhaps “the most 

productive” avenue for fundraising in terms of the investment of staff time it requires versus the contribution it makes to the 

bottom line.

• Generally speaking, these results are relatively consistent across respondent subgroups.  The two notable exceptions are: 

• Fundraising professionals at the smallest organizations are more likely to select online donations as one of their top three 

choices as compared to their counterparts at larger organizations.

• Fundraising professionals at small ($1-5M) and mid-sized ($5-25M) organizations are more likely to select major 

gifts as one of their top three choices as compared to their counterparts at the smallest (<$1M) and largest ($25M+) 

organizations.

Q. If you and/or your fundraising team were not having to do manual entry and administrative work, 
where would your organization be most likely to direct this additional time/capacity?

1st Priority

2nd Priority

3rd Priority

Online Donations

Annual Giving Campaigns

Major Gifts

Corporate Grants

Events

Direct Mail

Other Grants

Donor Advised Funds

Government Grants

Earned Income

Peer to  Peer Campaigns

Membership

Other

41% 16%

18%

11% 10%

11%

8%

8%

7%

6%

5%

4%

7%

10%

5%

6%

1%

1%

3%

3%

3%

3%

2%

2%

2%

2%

2%

1%

6%

6%

5% 4%

4%

4%

4%

8%

7%

13%

11%



Most fundraising professionals say their organizations would 
consider using Artificial Intelligence (AI) to help with fundraiser 
productivity and achieving fundraising goals. 

• The willingness to consider AI transcends organizational size, ranging from 54% at the smallest organizations to 59% at the 

largest organizations.

• Notably, fundraising professionals at organizations that fell short of their fundraising goals during the past year express greater 

interest in AI than those who work at organizations that exceeded their fundraising goals (62% vs. 55%, respectively).  There are 

at least two different ways to look at this finding.  On one hand, it suggests that even high performing organizations (those that 

exceeded their fundraising goals) don’t necessarily subscribe to the old adage “if it ain’t broke don’t fix it” given that a majority are 

open to considering new tools and technology to further enhance fundraiser productivity and achieving fundraising goals.  On the 

other hand, it shows that fundraising professionals at organizations that fell short of their fundraising goals during the past year are 

even more open to trying new tools and technologies to boost performance.

Q. Would your organization consider using Artificial Intelligence to help with fundraiser productivity 
and achieving your fundraising goals?

Total Sample 57%

$25M+ annual revenue 59%

$5-25M annual revenue 56%

$1-5M annual revenue 57%

Organizations that fell short of their fundraising goals 62%

Organizations that met their fundraising goals 54%

Organizations that exceeded their fundraising goals 55%

<$1M annual revenue 54%



Key findings:
CRM STATISTICS

IMPORTANT NOTE:
The survey questions that are presented in this section of the report were 
only asked of the n=275 survey respondents (90% of the total sample) who 
indicated that their organization uses a Constituent Relationship Management 
(CRM) system; the survey results presented in this section of the report are 
among this subsample of respondents (n=275) and not the survey’s total 
sample (n=305).



Most nonprofit organizations have been using CRM systems for more 
than five years, according to those surveyed.

• Seven-in-ten (69%) fundraising professionals 

say that their organization has been using a CRM 

system for more than five years, with the majority 

of those indicating that the length of usage has 

been between 6 and 20 years.  Overall, just 15% 

say that their organization has been using a CRM 

system for more than 20 years.

• Organization size (as measured by revenue) 

is a key factor with respect to this measure.  

As illustrated by graph, nearly 50% of larger 

organizations ($5M+) have been using a CRM 

system for more than a decade, whereas among 

small organizations (<$5M) this figure stands at 

just 34%.

• Organizations that have been using a CRM 

system for more than a decade are more likely to 

have exceeded their fundraising goals during the 

past year than those organizations that have been 

using a CRM system for a lesser amount of time.

Less than 2 years

3-5 years

6-10 years

11-20 years

Less than 6 years More than 10 years

More than 20 years

Unsure

6 -10 years

26%

29%

18%

15%

6% 7%

Years of CRM system usage by organization size

Q. How many years has your organization been using a 
CRM system or systems?

Less than 6 years 6-10 years More than 10 years

56%
54%

63%

Percentage of organizations that exceeded their 
fundraising goals by years of CRM usage

<$5M annual revenue $5M+ annual revenue

33%
29%

34%

17%

29%

47%



The degree to which CRM systems have been adopted throughout 
organizations is completely mixed.

• That said, approximately one-in-three respondents (36%) 

indicate that their CRM system has only been adopted 

throughout less than one-quarter of their organization.  

• Interestingly, the adoption rate is highest among the smallest 

organizations (as measured by revenue), perhaps suggesting 

that widespread adoption is more practical in organizations 

that have smaller headcounts.    

• The data also suggest that it takes time for CRM systems to 

become more widely adopted throughout organizations.  

Among organizations that have been using a CRM system 

for five years or less, 49% of fundraising professionals say 

the system has only been adopted throughout less than 

one-quarter of the organization.  In contrast, this figure falls 

to 34% among organizations that have been using a CRM 

system for more than a decade.   

• The degree to which CRM systems have been adopted 

throughout organizations has significant bearing on many 

other questions throughout this survey.  In other words, it is a 

critical variable in terms of understanding how organizations 

are using CRM systems.

Less than 10% of the organization

11-24% of the organization

25-49% of the organization

50-74% of the organization

75-99% of the organization

100% of the organization

Unsure

Q. In general terms, how well adopted is your organization’s CRM 
system or systems throughout the organization? Would you say it 

has been adopted by...

23%

13%

16%15%

17%

12%

4%

• Fundraising professionals in organizations in 

which CRM systems have been widely adopted 

throughout the organization (75%+ of the 

organization) are most likely to indicate they 

exceeded their fundraising goals last year (65%).  

This figure drops below 60% among those 

organizations indicating that their CRM systems are 

not as widely adopted throughout the organization.

Percentage of organizations that exceeded 
fundraising goals by level of CRM system adoption 

throughout organization

<25% 25%-49% 50%-74% 75%+

65%
59%

53%54%



• Fundraising departments are the big users of CRM systems.  Beyond fundraising departments, no other departments use CRM 

systems nearly as much – the usage rate drops below 50% in all other departments, according to those surveyed.  About half 

of those surveyed indicate that only one or two departments within their organization use a CRM system, while the other half 

indicate that three or more departments within their organization are using a CRM system.  

• Marketing departments represent the second biggest group of users – 47% of nonprofit professionals say their marketing 

department uses a CRM system.  Finance, operations, and programs all fall into a third tier with usage rates ranging from 36%  

to 38%.

CRM system usage beyond fundraising departments is somewhat 
limited.

• As one would expect, there are differences in the 

departmental usage rates based on the extent 

to which CRM systems are adopted throughout 

the organizations surveyed.  Interestingly, 

organizational size (as measured by revenue) 

does not appear to have as much of a clear 

impact on CRM usage rates in other departments  

(in other words, there is no consistent pattern 

like there is when looking at these numbers 

by the level of CRM adoption throughout the 

organization).  However, it is worth noting that 

the largest organizations are least likely to say that 

their programs department uses a CRM system 

(31%), and smaller organizations are far less 

likely to say that their finance department uses 

a CRM system compared to larger organizations 

(32% vs. 44%, respectively).

• A separate question further reveals that exactly 

one-half of nonprofit professionals indicate that 

their organizations’ CRM integrates with other 

systems.  However, it should also be noted that 

one-in-five respondents are simply “unsure” when 

it comes to this technical detail.

Q. Within your organization, what departments use a CRM system? 
Select all that apply.

Q. Does your CRM integrate with other systems?

97%

47%

38%

37%

36%

6%

3%

2%

Fundraising

Marketing

Finance

Operations

Programs

Other

Partners

Board Members

Yes

No

Unsure

50%

31%

19%



• Virtually all fundraising professionals say their organizations use their CRM system as a donor & contact database, and the vast 

majority are also using these systems to store donation & income data.  Beyond these two areas, nonprofit organizations are using 

CRMs for different purposes. Furthermore, as illustrated in the graph, there are significant differences in the type of data being 

stored in organizations’ CRM systems between those respondents who say that their CRM system is adopted throughout at least 

three-quarters of their organization versus those respondents who say that their CRM system is adopted throughout less than 

one-quarter of their organization.

Nonprofit organizations that have at least five different types of 
data living in their CRM system outperform those with less data in 
their system.

• Responses to this question are relatively 

consistent among organizations large and small 

(as measured by revenue). In other words, 

organizational size does not seem to have bearing 

on the type of data that lives in an organization’s 

CRM system. The two exceptions are organization 

& employer data and organization & matching 

data, whereby “organization data” is the common 

denominator in both cases. More specifically, 

the nonprofit professionals at the largest 

organizations ($25M+) are much more likely to 

acknowledge that this type of “organization data” 

lives in their CRM system than those professionals 

at the smallest organizations (<$1M).

• Very few organizations are using data to forecast 

or predict future revenue.  This could be an 

opportunity for organizations.

Donor & Contact Database

Donation & Income Data

Relationship & Household Data

Engagement & Preferences Data

Organization & Employer Data

Gift Matching Data

Organization & Matching Data

Programmatic Data

Sales Data

Forecast Data

Other

94%

85%

57%

38%

22%

14%

10%

13%

6%

43%

54%

95%

85%

64%

47%

33%

26%

18%

15%

4%

52%

69%

97%

86%

73%

60%

44%

40%

24%

12%

5%

55%

82%

Q. What type of data lives in your organization’s 
CRM system or systems?

CRM Adoption <25%

Total Sample

CRM Adoption 75%+

Organizations that have more than four types 
of data living within their CRM system are 

more likely to have exceeded their fundraising 
goals last year.

38% of organizations indicate they have 1-4 

types of data living within their CRM system, and 

50% of these organizations say they exceeded 

their fundraising goals last year. 

62% of organizations indicate they have 5-10 

types of data living within their CRM system, and 

63% of these organizations say they exceeded 

their fundraising goals last year.



• Respondents were asked to rate the quality of the data 

within their organizations’ CRM system using a scale from 

zero to ten.  The overall mean score is 6.5.

• The mean score reaches 7.0 among fundraising 

professionals at the smallest organizations (7.2), fundraising 

professionals at organizations where the CRM system is 

adopted by more than three-quarters of the organization 

(7.3), and fundraising professionals who indicate they are 

satisfied with the user experience of their organizations’ CRM 

system (7.0).

• Among those fundraising professionals who indicate they are 

dissatisfied with the user experience of their organizations’ 

CRM system, the mean score stands at exactly 5.0 (the 

lowest rating across all subgroups). 

• Beyond the smallest organizations, the mean score is 

relatively consistent across organizations with revenues of 

$1-5M (6.4), $5-25M (6.5), and $25M+ (6.3).  The same 

statement applies to organizations that have been using a 

CRM system for five years or less (6.3) and those that have 

been using a CRM system for 6-10 years (6.3).  The mean 

score also ranges from 6.1 to 6.3 among those organizations 

where the CRM system is adopted by less than three-

quarters of the organization.    

• Respondents who report meeting or exceeding their 

fundraising goals during the past year rate the quality of 

the data within their organizations’ CRM system 0.6 points 

higher than those respondents who report falling short of 

their fundraising goals (6.6 versus 6.0, respectively).

Most fundraising professionals rate the quality of the data within 
their organizations’ CRM systems as decent; just one-in-THREE feel 
confident rating it as good. 

Q. Using a scale from 0 to 10, how would you characterize your organization’s data 
quality within its CRM system or systems?

Good data quality (8-10)

Decent data quality (5-7)

Poor data quality (0-4)

Unsure

33%

51%

14%

2%



• Half of the fundraising professionals surveyed (50%) report 

that their organization does not use technology to view and 

update CRM data on mobile devices, and only 23% use 

a mobile app.  Notably, this measure falls to 31% among 

fundraising professionals at the largest organizations (as 

measured by revenue).

• It is also worth noting that 81% of respondents who use 
an app or mobile responsive webpage report being 
satisfied with the user experience of their organizations’ 
CRM system.  By comparison, this figure drops to 59% 
among respondents who do not use technology to view 
and update CRM data on mobile devices.  In other words, 

the data suggest that leveraging mobile features contributes 

to more positive user experiences.

Many nonprofit organizations are not taking advantage of some of 
the latest CRM productivity features.

Don’t use mobile

Through an app

Through a mobile 
responsive 
webpage

Other

Unsure

50%

23%

16%

9%
1%

Q. How does your organization view and update CRM 
data on mobile devices?

• With respect to tracking email communications within 

a CRM system, a separate question reveals that 35% of 

fundraising professionals say their organization has an email 

tracker/connector built into their CRM system whereas 29% 

are manually entering email information.  One-quarter of 

respondents (24%) state that their organization does not 

track email communications within their CRM system.

• Again, the data reveal a correlation between the technology 

features in CRM systems and the overall user experience.  

Among those fundraising professionals who report being 

satisfied with the user experience of their organizations’ 

CRM system, a plurality (39%) indicate they have an email 

tracker/connector within their system.  In contrast, among 

the relatively small segment of fundraising professionals who 

report being dissatisfied with the user experience of their 

organizations’ CRM system, a majority (66%) indicate they 

do not have an email tracker/connector within their system.

Have an email 
tracker/email 
connector

Manually enter 
email information

Don’t track email 
communications

Other

Unsure

35%

29%

24%

3%

9%

Q. How does your organization track email 
communications in your CRM system?



• Two-thirds of fundraising professionals (68%) report they 

are satisfied with the user experience of their organizations’ 

CRM system, with 22% indicating they are “very” satisfied. 

• The survey finds minimal variance on this measure across the 

different subgroups.  With only one exception, satisfaction 

exceeds 60% across all subgroups.  The one exception is 

those fundraising professionals who say their CRM system 

has only been adopted throughout 25-49% of their 

organization (satisfaction falls to 56% among this group).

• Dissatisfaction tends to be slightly higher among fundraising 

professionals at larger organizations (20%), fundraising 

professionals at organizations that have just started 

using a CRM system within the past five years (18%), 

and fundraising professionals at organizations where the 

CRM system is adopted by less than three-quarters of the 

organization (18%).

Does being satisfied with the CRM user 
experience impact the bottom line?

Among fundraising professionals who report 

being satisfied with the user experience of their 

organizations’ CRM system, 61% indicate their 

organizations exceeded their fundraising goal 

during the past year.

This figure drops to 55% among those 

fundraising professionals who report being 

dissatisfied with the user experience.

The majority of fundraising professionals are satisfied with the user 
experience of their organizations’ CRM systems.

Q. How satisfied are you with the user experience of your 
organization’s CRM system or systems?

Very satisfied

Somewhat satisfied

Neither satisfied or dissatisfied

Somewhat dissatisfied

Very dissatisfied

22%

45%

16%

11%

5%



• Fundraising professionals are—by far—most likely to point to 

data centralization as the most impactful way that their CRM 

system helps their organization with fundraiser productivity 

and achieving their fundraising goals (75%).  This point of 

view is consistently strong across all subgroups.  

• The next most helpful CRM features include income 

reporting and relationship building (46% and 40%, 

respectively).  According to respondents, automating tasks 

and predicting donor giving are yielding the least amount of 

help to fundraising professionals when it comes to helping 

with fundraiser productivity and achieving fundraising goals. 

• Fundraising professionals at the largest organizations 

(as measured by revenue) are more likely to select 

”predicting donor giving” than their counterparts at smaller 

organizations (28% versus 14-19%, respectively).  

• By comparison, fundraising professionals at organizations 

that have been using a CRM system for five years or less 

are more likely to select “automating tasks” than their 

counterparts at organizations that have been using CRM 

system for more than five years  (40% versus 34-35%, 

respectively).

Fundraising professionals who report being 

satisfied with the user experience of their 

organizations’ CRM system are more likely to 

select each of these items/benefits than those 

who report being dissatisfied.

This finding suggests that there is perhaps some 

level of disconnect with those who are dissatisfied 

with their organizations’ CRM system given that 

they are consistently less likely to recognize and/

or acknowledge the benefit of these various

In other words, the finding suggests that they 

may not be using these features to their fullest 

potential, which could be a function of simply 

not knowing how to fully properly leverage these 

features.

By a wide margin, fundraising professionals say that the greatest 
benefit of CRM systems is data centralization. 

75%

46%

40%

32%

19%

4%

14%

By centralizing data

By reporting income

By building and strengthening relationships

By automating tasks

By predicting donor giving

Other

Unsure

Q. How does your CRM system help with fundraiser 
productivity and achieving your fundraising goals? 

Select all that apply



APPENDIX:
OTHER SURVEY FINDINGS



• According to fundraising professionals, most organizations are using their CRM systems to segment data, steward major donors, 

enter checks, and work on events.  Generally speaking, these tasks are pretty common across all types of organizations.  The data 

show that the frequency of all four of these tasks/activities is greater among fundraising professionals at organizations that have 

been using a CRM system for more than a decade versus those who are at organizations that have been using a CRM for ten years 

or less. 

• Going a step further, the survey also finds that respondents are spending, on average, 8.2 hours per week working on stewarding 

major donors within their organizations’ CRM systems.  The next most time consuming task/activity is working on events at an 

average of 5.8 hours.  By comparison, the average amount of time that respondents spend in their organizations’ CRM systems 

segmenting data and entering checks is 3.2 hours and 1.7 hours, respectively.

Given a range of four common tasks/activities that are often 
performed within CRM systems, this survey finds that fundraising 
professionals are spending the most time working on stewarding 
major donors. 

74%

71%

58%

56%

6%

2%

Segmenting data

Stewarding major donors

Entering checks

Working on events

None of the above

Unsure

Q. Does your organization use its CRM system to do the 
following tasks/activities?

% of respondents 
reporting that their 

organizations 
use its CRM system 
to do the following 

tasks/activities

On average, how many hours do you spend doing the following tasks/activities in 
your organization’s CRM system during a typical week?

Task / activity

MEAN
% indicating 

0 hours
% indicating 

1-2 hours
% indicating 

3-9 hours
% indicating 10 
hours or more

Segmenting data 74% 3.2 31% 38% 23% 8%

Stewarding major 
donors 71% 8.2 16% 27% 27% 31%

Entering checks 58% 1.7 62% 21% 12% 5%

Working on 
events 56% 5.8 24% 32% 20% 24%

 



• Overall, fundraising professionals feel more confident 

about their organizations’ direct mail technology and 

processes than they do about their organizations’ direct mail 

segmentation.  

• While a majority of respondents report being at least 

somewhat confident in the maturity of their organizations’ 

direct mail capabilities, there seems to be quite a bit of 

room for improvement.  For example, fewer than 30% of 

respondents would characterize their organizations’ direct 

mail capabilities as “very mature” (as represented by a score 

of eight or higher on a scale from zero to ten), and 38-45% 

would rate their organizations’ direct mail capabilities as 

being “not mature” (as represented by a score of four or 

lower on a scale from zero to ten).  

• Organization size—both in terms of revenue and fundraising 

staff headcount—is a factor when it comes to how fundraising 

professionals rate their organizations’ direct mail capabilities.  

With respect to direct mail technology and processes, the 

mean score among fundraising professionals at the largest 

organizations is 6.2 whereas among smaller organizations 

the mean score ranges from 4.9 to 5.3.  A similar pattern 

exists with the direct mail segmentation measure – the 

largest organizations are most confident in their capabilities.

• Along these same lines, mean scores are also higher among 

fundraising professionals who have been using CRM systems 

for more than 10 years as well as fundraising processionals 

who indicate that their CRM systems are adopted by three-

quarters or more of their organization.

• Does an organization’s direct mail capabilities have an 

impact?  There is no compelling evidence in the survey data 

suggesting that it does.  Among fundraising professionals 

who rate their organizations’ direct mail technology and 

processes as very mature, 53% also say their organizations 

exceeded their fundraising goals during the past year.  By 

comparison, fully 50% of fundraising professionals who rate 

their organizations’ direct mail technology and processes 

as not mature also say their organizations exceeded their 

fundraising goals.  

Most fundraising professionals indicate that their organizations’ 
direct mail capabilities are at least somewhat mature.

38%

45% 28% 19%

30% 28%

Direct mail technology and processes

Direct mail segmentation

Not mature (0-4) Somewhat mature (5-7) Very mature (8-10)

Q. Using a scale from 0 to 10, how would you characterize your 
organization’s current maturity with...



• Three-in-five (59%) fundraising professionals indicate that their organization enters checks manually.  A separate question further 

reveals that 58% of respondents would characterize their organization’s process for entering checks as either “mostly manual” 

(32%) or “fully manual” (25%), with another 25% saying the process is “fifty-fifty” in terms of the process being manual versus 

automated.

• The responses to these questions are heavily influenced by organization size.  For example, 84% of nonprofit professionals at 

the smallest organizations (those with annual revenues under $1M) indicate their organizations enter checks manually, whereas 

among the largest organizations (those with annual revenues of $25M+) this figure drops to just 45%.  Perhaps the most striking 

disparity is with outside vendors / caging facilities – the largest organizations are five times more likely to use these services than 

the smallest organizations (26% vs. 5%, respectively).  

• Whether or not an organization’s check entry process is more automated or more manual does not appear to have any real 

bearing on whether an organization exceeded or fell short of its fundraising goals during the past year.  Among organizations that 

exceeded their fundraising goals during the past year, 21% report being “mostly” or “fully” automated and 56% report being 

“fully” or “mostly” manual.  However, these proportions are similar among organizations that fell short of their fundraising goals 

during the past year (17% report being “mostly” or “fully” automated and 57% report being “fully” or “mostly” manual). 

Entering checks is mostly a manual process according to fundraising 
professionals.

84%

65%

52%

45%

24%

39%

51%
45%

14%

29%

37% 36%

5% 6%
11%

26%

3%
0%

3%

13%

$1-5M annual revenue

<$1M annual revenue

$5-25M annual revenue

$25M+ annual revenue

Manually In batches Scan checks Outside vendor/
caging facility

Other

Q. How automated is your organization’s data 
entry when it comes to entering checks?

Organization size by annual revenue

<$1M $1-5M $5-25M $25M+

Fully/mostly 
automated 5% 11% 20% 31%

About fifty-fifty 16% 26% 25% 25%

Fully/mostly 
manual 78% 63% 55% 44%

Fully automated

Mostly automated

About fifty-fifty

Mostly manual

Fully manual

13%

25%

32%

25%

4%

}

Q. Does your organization enter checks...
(results segmented by organization size)



Want to Learn More About Fundraising Software?
Visit our Fundraising Solution Page

Evaluating a Constituent Relationship Management (CRM) Solution?
Download the Nonprofit Software Evaluation Guide

Currently a Salesforce Customer?
Download the Growing Nonprofit Customer Trail Guide

https://www.salesforce.org/nonprofit/fundraise/?utm_source=web&utm_medium=website&utm_campaign=fundraising
https://www.salesforce.org/nonprofit/emerging-nonprofit-buyers-guide-ebook-download/
https://www.salesforce.org/nonprofit/ebook-growing-ngo-customer-guide/
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