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Agenda

ÅOverview of ACEVO

ÅCustomer Relationship Management

ÅCRM in the third sector

ÅACEVOôs story



Overview ACEVO

Å2000 third sector leaders:

ïConnectïevents, online

ïDevelopmentïleadership courses, masterclasses

ïSupportïhelplines, information

ïRepresent ïlobbying 



CRM ïwhat is it?

ÅñThe discipline of organising business resources to enhance 

and personalise each customer encounter as part of a long-

term strategy of profitable retentionò Institute of Direct 

Marketing

ÅñThe coherent management of contacts and interactions with 

customersò The Chartered Institute of Marketing.

ÅñCustomer relationship management (CRM) is not just the 

application of technology, but is a strategy to learn more about 

customers' needs and behaviours in order to develop stronger 

relationships with themò www.businesslink.gov.uk 



CRM ïnot just a database

CRM is about the 

implementation of 

a specific 

technology 

solution project.

CRM is the 

implementation of 

an integrated 

series of customer-

oriented 

technology 

solutions.

CRM is a holistic

approach to 

managing

customer 

relationships to 

create shareholder

value.

CRM defined 

broadly and 

strategically

CRM defined 

narrowly and 

tactically

The CRM continuum

(Payne, 2006)



CRM ïcustomers first

ÅEssentially it means putting the 

customer/ beneficiary first

éwhich is what the third sector is great 

at!



CRM & the third sector

ÅEven more important in third sector:

ïImproved services

ïMore needs met

ïIncome increased

ïDonations increased



What the sector does right

ÅThere are great examples of:

ïCollecting feedback

ïIntegrated communications

ïPersonalised contact & content

ïGood intelligence management

ïUsing web 2.0 ósocial CRMô





ÅñI undertook a Marathon in May and got 

contact providing hints and tips for the race & 

fund raising. I actually felt supported rather 

than the initial contact from some charities 

who the next time you hear from them just 

want the sponsor ship money you have 

raisedò 

Comment online following an article in Marketing Week



CRM & the third sector

ÅOpportunities 

ïIncreasing satisfaction with services/products through 

enhancing offering

ïReaching more stakeholders through more targeted 

content

ïIncome generation

ïCan save money in longer term



CRM & the third sector

ÅSocial media opportunities

ïUser generated content provides insight and 

ability to connect with users

ïCan raise profile & income



CRM & the third sector

ÅChallenges

ïCost of software & investment

ïConnecting systems internally and to website

ïTechnological world changing quickly ïcan be running 

to catch up



CRM & the third sector

ÅChallenges

ïPersonalisation ïmoving from business to business to 

business to consumer

ïLack of resource internally

ïCulture change ïCRM carries some bureaucracy 



ACEVOôs story



ACEVOôs story

ÅObjectives of our CRM strategy

ïDeliver better value to members

ïmove from mass to niche contact

ïGenerate further income

ïSave time internally 



ACEVOôs story

ÅNeeded a new database

ïStarted looking for new database 07

ïInstalled Raisersô Edge Sept 08

ïWebsite front end launched Nov 09



ACEVOôs story

ÅWe can now:

- Measure activity on & 

offline

- Allow members to 

connect online

- Send more personalised 

messages

- Keep all information in 

one place


