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Paige Deegan Emily Finton Jenn Abel
Account Executive Assistant VP of Philanthropy Ops Director of Donor Services
Heller Consulting Kennedy Krieger Institute Kennedy Krieger Institute
* Loves helping organizations » Oversees donor services, annual 10 years experience in donor
tackle challenges to let their giving, stewardship, and data services & nonprofit healthcare.
people shine. administration. « Oversees gift processing,
« Former fundraising professional * Has spent more than two reporting, and fundraising tech.
with over 16 years of experience decades in fundraising. « Certified in both Raiser's Edge
in nonprofit development and » Credentialled in CFRE and and Salesforce.

communications. Blackbaud.
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About Kennedy Krieger Institute

» Established in 1937 in Baltimore,

Maryland.

* Provides inpatient and outpatient
medical care, community services, and
school programs for children and
young adults with physical and
learning disabilities.

 Treats nearly 30,000 patients a year.

» Supported by over 6,000 donors
annually. CRM contains
approximately 200,000 records with
data going back to the 1980s.
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About Heller Consulting

« 29 years of experience, comprising
3,000+ major technology projects for
1,500+ nonprofits.

* Focused on technology strategy,
implementation, and change
leadership.

« We're a B Corporation dedicated to
the nonprofit, healthcare, and
education sectors.
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* CRM Goals
» Heller's Assessment Methodology

OVE RVI EW » A Path Forward

* Improvements in Action
* Q&A




Describe the role your “
CRM was playing within
Philanthropy? “‘.




Why did you decide to
take a look at CRM
options?




Let's look at Heller's
methodology
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ASSESSMENT METHODOLOGY

STRATEGIC DEVELOP EVALUATE & SELECT
DISCOVERY REQUIREMENTS SOLUTIONS
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GOALS: FUTURE-FACING CRM

Dashboards and reporting

Modern user experience

Integration with online fundraising platforms and email
marketing tools

2

% Growing monthly donors

D} Donor engagement insights

@ Donor retention and segmentation
g Real-time goal tracking

Q. Detailed retention analysis




LOVE YOUR CRM

CRM APPROACHES

Can be deeply customized for
your unique needs with no
code, low code, and code

Leading edge platform
technology with ongoing
investment

Rich ecosystems of integrated
solutions and service providers

Ownership of the ecosystem is
on the NPO resulting in need
for skilled admin or service
provider

Includes Platform Tools for low
code and no code
development of apps and
automations

One vendor to manage that is
ultimately responsible

Vendor usually owns support,
updates, training, and
integrations

Unlikely to meet multiple
department needs

May be difficult to access your
data, customize or self-service

Likely not compatible with
”best of-breed” solutions in the
market
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MOVE TO SALESFORCE NONPROFIT CLOUD STAY IN RAISER’S EDGE NXT
Enterprise-ready platform that can be customized for Serving gift officer needs but difficult to pull data from
org needs. However, this would be a lateral move. for reporting and insight.

Data in siloes.
Marketing team using Salesforce Marketing Cloud and
NPSP.

AND EXTEND REPORTING WITH POWER APPS
Tough timing—Ilarge team increase in readiness for new
strategic plan. Leverage Microsoft’'s Power Apps to build reports and
dashboards that allow self-service for gift officers and

leadership.




What approach did the “
Institute decide to take? .‘
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Extending Raiser’'s Edge with
the Microsoft Power Platform

Heller identified several ways Kennedy Krieger could extend
the use of Raiser’'s Edge with Microsoft tools. So far, Heller
has supported the organization in the following ways:

Power Platform Connector Setup

Data Visualization and Dynamics Reporting
Omatic Integration for Segmentation
Training & Support
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IMPROVEMENTS IN ACTION

Raiser's Edge NXT

Home
Constituents
Gifts
Communications
Online Giving
Portfolio

Events

Analysis

Settings

Security

.+~ Kenned
&TY l'(ri»eger‘yr

Gift Officer

All

Committed Revenue Gift Types

All v

Received Revenue Gift Type

All

Gift Subtype

All

Campaign

All

Q, Search

Total Fundraising for Gift Officers (Gifts and Opportunities)

Opportunity Asked Opportunity Funded Total Gifts

$ $ $

Total Gifts by Campaign
Campaign

@ Major Gifts
‘ Corporation
@ Festival of Trees

@ Foundation

®'Women's Initiative...

Kennedy Krieger 5..

@ Capital Campaign

h

Armount Asked and A...

Progress to Goal

20.56%

Opportunities Asked vs Funded

® Amount Asked @Amount Funded

Fundraiser Name

Opportunity Goal

Fiscal Year

All

Total Fundraising Overview

Revenue Type

All

Gift Officer Recent Gifts

Total Fundraising by Fundraiser

Fiscal Year @ FY2010 @FY2020 @FY2021 @FY2022 @FY2023 @FY2024

$2M l
$OM Il II llj . J |. | U R N |

Fundraiser Name

Sum of Gift Amount

Actions Completed by Gift Officers Cpportunities Submitted vs Completed

Fundraised vs Goal

& Max of FY Goa

Max of FY Goal and Gi...

@ Gift Amount

oM I J-_-- H.-E . = = | -J_I

Fundraiser Name
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Kennedy Krieger Institute
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Fiscal Year

Multiple selections

Fundraising Teaml(s)

W select all

W (Blank)

B Engagement

B Foundation Relations
W Individual Giving

M Special Events

Mailings
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Fiscal Year

Board Position
[[] Select all
[] Board Member

["] Foundation Board
Gift Status
[[] Select all
[[] Pledged

|_| Received

Board Member

[[] Select all

Report Run on:
2025

Board Participation

Total

Team Fundraising Dashboard

Total Fundraised To Date

Team Fundraising Goal

$ $

Number of Gifts

1,676

@Team Fundraising Total @ Team Goal

Average Gift Amount
$\
Earliest Gift Date
77121
§ ‘ J Latest Gift Date

6/27/25

Other Actions

(Blank) Special Events
Relatlcns Giving

Meetings Emails Phone Calls

3,400

Board Giving Dashboard

Current FY Board Total Received To Date

$ XXXM

Total Board Giving by Gift Type

Total Giving by Board

$ XXXM

Total Pledged To Date

XX XX $XXXM

Board Giving

SXXM (5.0%)

XM (6.9%)
2 SXXM (8.1%) (

SXXM(37.9%)
®Pledge
One-Time Gift

Stock/Property (Sold)

Board Member

Pay-Stock/Property ...

Foundation Board

Pledge Payment

® Matching Gift Pledge
Matching Gift Pledg...

XXM (93.1%)
XM 03.1%) $XXM (24.2%)

Board Position  Fund Initiative Gift Type Gift Date  Amount
-

Board Member N - Employee Giving Employee Giving Campaign Pledge Payment 4/4/2025 $385
Campaign

Board Member Champions of Hope Gala  Special Events One-Time Gift 4/3/2025 $500

Board Member Champions of Hope Gala  Special Events One-Time Gift 3/31/2025 $500

Board Member Champions of Hope Gala  Kennedy Krieger Society One-Time Gift 3/31/2025 $5,000

S0 men we

Pledge Ba

$i
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Monthly Fundraising Report (continued)

$ XXX XXX, XXX
XX XXX XXX
(3 XXX, XXX)

XX %

FY2025 Annual Fundraising Goal $ XXX XXX XXX
$ XX XXX XXX
(SXXX,XXX)

XX %

FY2024 Annual Fundraising Goal

Raised to date Raised to date

Remaining to goal Remaining to goal

% of total goal % of total goal

Progress Towards FY2025 Goal Progress Towards FY2024 Goal

$ XXM

§ XXM
0

0 50

50

$ XOXXX XXX
XX %

FY2025 Fundraising Goal To Date S XX, XXX XXX

XX %

FY2024 Fundraising Goal To Date

Pace to goal

Pace to goal

Pace to FY2025 Goal Pace to FY2024 Goal
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IMPROVEMENTS IN ACTION

Data Queue |
H||ﬁ= Production Formulas Sandbox Formulas
RE Constituents to Salesforce Sandbox - RE Solicit Code & Fundraiser to Production Salesforce to RE - RE Event Registrations to SF Sandbox
MAIN Salesforce Sandbox Constituent Updates Campaigns
0 291 0 178 0 45 0 0
Ready records Needs Attention Ready records Needs Attention Ready records Needs Attention Ready records Needs Attention
Status Status Status Status
o o o o
Incoming data Processing Sending data Incoming data Processing Sending data Incoming data Processing Sending data Incoming data Processing Sending data
Scheduled Waiting Finished Scheduled Waiting Finished Scheduled Waiting Finished Scheduled Waiting Finished
7/25 @ 3:00 AM 0 29 /24 @ 6:00 PM 0 187 V25 @ 12:29 AM o 1 7/25 @ 6:30 AM 0 100

View formula history View formula history View formula history View formula history
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WHY INVEST IN YOUR
CURRENT CRM?

Some orgs see leaving their current CRM as the only option
for improving their systems. This is a false choice as
investment in the current solution can bring many benefits:
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« Quicker time to realize improvements

« Lower investment and staff impact

« (Can leverage modern technology for targeted use cases
« (Continuous Improvement

« FEasier adoption

« Option for future change




What advice do you have ‘
for others you are facing

challenges with their
current CRM?
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LOOKING FORWARD

What does the Institute hope to improve as it continues on
this journey with their current CRM setup?

Power Platform possibilities:
Automation of data capture

« Low-code apps embedded in RE NXT
« Improved data accessibility

« (Connection to Microsoft Teams
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Thanks! Connect with us.

Emily Finton
Assistant VP of Philanthropy Ops
Kennedy Krieger Institute

o 1o, Kennedy
Jenn Abel KTY Kr'ieger'

Director of Donor Services
Kennedy Krieger Institute

Paige Deegan

. HELLER
Account Execgtwe CONSULTING
Heller Consulting
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