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Foreword
Nonprofits have never faced more challenges than now 

with the quickening pace of generational, competitive, 

channel, and technological change. Nonprofits can only 

meet these challenges by:

• creating greater cooperation between internal teams

• improved coordination of different communication 

channels and different levels of giving

• having a deeper, more donor-centric view of their 

supporters

One of the best tools to help reveal these hidden 

pitfalls is constituent experience (CX) journey mapping. 

Over seven years ago, hjc brought the Stanford Design 

School-inspired approach to customer experience (CX) 

journey mapping to the charitable sector. However, we 

like to call it “constituent experience” journey mapping in 

the charitable sector.

Now, it’s time to take a step back and 
share some of what the sector is doing 
with CX journey mapping.

Journey mapping is a structured, visual and pattern-

dominant way to represent how a constituent (donor 

or non-donor) interacts with your nonprofit. It uses 

a structured and empathic approach to ‘stand in the 

shoes’ of the constituent and understand their unmet 

emotional needs and highlight the ‘moments that matter’ 

in the journey. It’s a proven way to use a straightforward, 

multi-step process that allows a nonprofit organization 

to ‘fix broken moments’ in a constituent’s journey and 

come up with relevant innovations and improvements 

that include people-focused and technology-focused 

solutions.

The connection between technology 
and people for fundraising, engagement, 
and relationship management is like a 
strongly made rope: the better the fibers 
are intertwined and woven, the stronger 
the rope.

As you adopt new technology, it is important to break 

silos between your staff and create a constituent-

centered culture, as explained by the Blackbaud Institute 

in The Connected Office: Your Guide to Creating a 

Cohesive Constituent Experience. The Connected Office 

is how Blackbaud describes the innovative technologies 

and strategies that improve internal teams to better 

fundraising organizations. When everyone is connected, 

you can make data-driven decisions and enhance the 

overall performance of your organization.

In the following pages, you’ll get a snapshot of how 

CX journey mapping can improve cross-functional 

communication between departments, increase revenue, 

and have a positive impact on fundraising initiatives. 

We’re confident the case studies included will help 

you quickly understand how CX journey mapping 

can help your organization become more connected, 

more supporter-centric, and more technologically 

prepared for the future.

If you’re interested in learning more about CX Journey 

Mapping, check out the Journey Club; a great resource 

that offers breakthrough thinking, articles, references, 

tips, and case studies alongside ‘how to’ webinars and 

seminars.

Sign Up

http://www.blackbaud.com
mailto:solutions%40blackbaud.com?subject=
http://www.hjcnewmedia.com
https://dschool.stanford.edu
https://dschool.stanford.edu
http://connect.hjcnewmedia.com/site/PageServer?pagename=journeyclub2015_splash
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Every nonprofit is challenged to improve how they take 
care of their supporters and foster their internal teams 
collaborate more effectively. 

One of the most powerful tools for any organization 
to improve a key constituent’s experience and to 
improve internal cooperation is CX journey mapping. 
Whether it’s making improvement to any constituent’s 
journey (major donor, mid-level donor, advocate, event 
supporter, volunteer, etc.) this is the most structured and 
proven way to carefully and thoughtfully understand a 
constituent’s point of view and be mindful of every step 
they take on their journey with you.

In the commercial world CX stands for customer 
experience. In the nonprofit sector, we have constituents 
- our donors, volunteers, board members, activists, and 
many other groups.

A constituent journey map is a colorful, physical visual 
representation of every experience your constituents 
have with you. It helps to tell the story of their 
experience with your brand for any kind of interaction 
– from first donation, to an upgrade to a larger gift, to a 
conversion from activist to supporter, etc.

4 Simple Steps to CX journey Mapping

First Step: Do your 
research

Dig into your CRM and 
look for patterns that 
dictate mapping e.g. 
a fall in renewal rates 
or average gift. Apply 
analytics to all your 
channels and uncover 
problems to be mapped.

Third Step: Facilitate 
an in person or virtual 
mapping session

Use a structured step-
by-step mapping outline 
to guide your cross 
functional teams. Bring 
them together online 
or offline to common 
problem solve to improve 
constituent journeys. 

Second step: Create 
personas to map

Let data and your intuition 
create empirically 
driven fictionalized 
representations of key 
constitutent groups 
that need an improved 
constituent journey.

Four Step: Create an 
action plan that ś simple 
to use

Organize the takeaways in 
a easy to understandable 
plan. Create a hierarchy 
of journey improvements 
that move from quick wins 
to long-term innovations 
and improvements.

What is CX Journey Mapping and 
Why Should I Use It?

http://www.blackbaud.com
mailto:solutions%40blackbaud.com?subject=
http://www.hjcnewmedia.com
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See what CX journey 
mapping can deliver for 
your organization

Watch Now

It’s an exercise that concentrates on the entire beginning-to-end journey 
of using an organization’s products and/or services from the constituent’s 
perspective. Sitting at the heart of CX journey mapping is the need 
to be able to ‘walk in the constituent’s shoes’ as they interact with an 
organization using different touchpoints.

There are four key reasons a nonprofit may use CX journey mapping:

Constituent journey mapping provides the opportunity to visually 
illustrate the organization’s internal processes, technology, people, 
and things that interact with a constituent’s needs and perceptions. 
It’s the perfect middle ground between data, empiricism, emotion and 
storytelling – a perfect fact and fiction that needs to be combined.

It’s the most proven and structured tool to help you refine and manage 
each constituents’ entire journey with your cause from information 
gathering, evaluation and, interaction to decision. In other words, it’s a 
detailed and highly managed examination of the journey from awareness, 
to acquisition, to cultivation, to stewardship.

Numbers That Matter – uncover a more precise 
understanding of your constituent’s experience by 
connecting it with KPIs, metrics, and benchmarks

Hitting the Nail on the Head – find ways to take 
limited resources and concentrate them on the 
‘moments that matter’ to maximize impact

Revealing Problems – reveal key problems and issues 
in a constituent’s journey to then allocate limited 
resources to fix them

Transformation with Great Ideas – recognize where 
adjustments and innovations can be made to improve 
the constituent’s journey now and in the future  

http://www.blackbaud.com
mailto:solutions%40blackbaud.com?subject=
http://www.hjcnewmedia.com
https://event.on24.com/eventRegistration/EventLobbyServlet?target=reg20.jsp&referrer=&eventid=2463751&sessionid=1&key=DEDFA93A33B55D32AF8AF44E5EFF338B&regTag=&sourcepage=register
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To help your nonprofit make the case to implement 
CX journey mapping, we’ve conducted a survey. It’s 
something you can show leadership, alongside the 
subsequent case studies in this document, to secure the 
time and resources to pilot this powerful approach.

Overall, 58 nonprofits from Canada, USA, Australia, South 
Africa, India, Netherlands and Argentina participated in 
the survey. We asked a diverse group of charities how 
performing a journey mapping exercise affected their 
organization – and the results speak for themselves.

CX journey mapping respondents outlined 
the following, positive impacts:

 ✓ More donors 

 ✓ Increased revenue

 ✓ Development of a new grant program and 

application process

 ✓ More online gifts 

 ✓ Increase in retention rates, average gift size 

 ✓ A staff person was brought on board to work on a 

donor experience project 

 ✓ Added points of contact; mediums consumed; 

recapture rate and revenue per donor

It’s clear that CX journey mapping is still not a common 
approach to creating a more supporter-centric 
organization. The majority of organizations have not 
used CX journey mapping and that means there’s so 
much room for growth in the charitable sector.

Have you ever used CX journey mapping 
or design thinking at your social impact 
organization?

The Current State of CX 
Journey Mapping

Yes No
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Did your cross-functional group 
accomplish the following?

If you’ve done journey mapping in your 
organization, did you leverage journey 
mapping features inside your marketing 
automation platform?
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improve or 
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broken 
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to work 

more 
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Perhaps most intriguing is that for those who’ve done journey mapping, they have NOT taken this kind of design 
thinking and connected it to their marketing and fundraising platforms. Blackbaud and hjc’s motivation is to 
show nonprofits that CX journey mapping can solve multiple problems through connecting teams, technology, 
and data.
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To gain knowledge and find solutions, Diabetes Canada decided to 
perform a CX journey map.

A CX journey map session is a perfect opportunity 
to initiate cross-functional communication, where 
everyone’s voice is heard and all perspectives can be 
shared.

For Diabetes Canada, journey mapping altered their organization’s set up. 
The hands-on session created an opportunity for all members to gather, 
discuss and express opinions on all event participant’s experience that 
was uncovered by the journey mapping discovery period.

• Board members left understanding the perspectives of all departments 
and vice versa.

• All departments were able to unite and clarify a direction they could all 
move towards.

• Diabetes Canada feels confident that everyone left the mapping 
session with renewed purpose and the same objective in mind. 

Case Study 1: Diabetes Canada
How to Use CX Journey Mapping to Get Back to Growing

Whether a nonprofit’s focus is poverty, illness, hunger, fighting racism, or fighting disease, etc. they all 
want to maximize their ability to make a positive impact. But too often nonprofits find themselves in a 
static fundraising state – they’re not growing their revenue so they can accomplish more of their mission. 
So how does an organization expand when they hit a plateau? They review what they are doing in the 
current state and they figure out tactics and strategies to grow stronger internally and externally.

Problem

Diabetes Canada (DC) hit a 
participant and revenue plateau 
with a key P2P fundraising event, 
Team Diabetes. The number 
of event participants wasn’t 
increasing, and neither were 
donations. 

Learn more about 
Diabetes Canada.

http://www.blackbaud.com
mailto:solutions%40blackbaud.com?subject=
http://www.hjcnewmedia.com
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Planning a Follow-Up Session After 4-6 Weeks is an 
Important Step
To make the process even stronger, Diabetes Canada in hindsight would 
have added an internal mapping session to have another more action-
focused discussion on the improvements uncovered in the first mapping 
session. More often than not, CX journey mapping unearths a lot of new 
opportunities, initiatives, improvements and innovations. However, DC 
learned that they needed to order all of the opportunities into short term, 
medium term and long term improvements.

CX Journey Mapping Results for Diabetes Canada:

 ✓ Increased the number of participants from 143 to 223 in one year 

 ✓ Increased money raised by more than 55% ($529,000) with CX 

journey mapping  

 ✓ Improved conversion percentage of visitors to the event page to sign 

up for the event

 ✓ Improved percentage of signed up participants who reached their 

goal

“As a board 
member, I found it 
valuable that our voice 
was heard from the 
board perspective. Being 
engaged with the people 
in the room exposed us 
to different opinions and 
provided an opportunity 
to revise a lot of material.”  
- Maureen Kotopski, past board 
member, Diabetes Canada

http://www.blackbaud.com
mailto:solutions%40blackbaud.com?subject=
http://www.hjcnewmedia.com
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To help cultivate new, innovative changes and ideas, a CX journey map 
was a natural next step. 

Knowledge Network (KN) is a publicly-funded educational television 
network in British Columbia. They offer shows and documentaries on 
conventional cable as well as an online subscription-based streaming 
service – but KN was facing a dilemma with their newly introduced 
streaming service. Plenty of viewers were signing up. However, they 
weren’t staying on to watch - nor converting to become financial 
supporters. Knowledge Network wanted to devise a way to fix this, as well 
as bring everyone’s focus on enhancing fundraising.

Silos Can Be Broken Down and Bridges Can Be Built 
Through Journey Mapping
Knowledge Network knew they needed to bring the development 
(fundraising), IT, web and design teams together and unite their purposes 
for fundraising. Through discovery, KN decided not to look at the website 
from a user experience perspective, but rather a supporter experience 
perspective. This drastically changed the direction of KN’s staff. Instead of 
focusing solely on creating a beautiful, intuitive website, they considered 
how to solicit donations across their platform. Having the departments 
work together towards the goal of fundraising not only broke down silos, 
but built bridges and integrated all channels (strategic messaging on 
website, social media, et cetera) together.

A List of 16 Recommendations Was Derived
One of the greatest benefits for Knowledge Network was seeing the team 
begin to develop ideas and tactics to make positive changes. Ideas flew 

Case Study 2: Knowledge Network
How to Break Down Silos

CX journey mapping can shed light on so many areas in need it can be overwhelming. But with the right 
direction, it can create an invaluable map for planning and navigating through the future.

Problem

British Columbia’s Knowledge 
Network needed to uncover 
ways to help develop greater 
fundraising potential from their 
viewership and to additionally 
improve the new online 
experience of viewers to their 
new streaming service. 

Learn more about the 
Knowledge Network.

http://www.blackbaud.com
mailto:solutions%40blackbaud.com?subject=
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taking a new fundraising-focused direction with it. The 
resulting newsletter, they report, is vastly more efficient 
now, with increased frequency, new content and a 
heavier emphasis on personalization.

After journey mapping, Knowledge Network feels better 
equipped across the whole organization to accept 
fundraising and stronger as a more cross-functionally 
cooperative organization. Out of the mapping plan, 
they’re developing a new digital giving day for next year. 
The next challenge for them is uncovering the reason 
behind why such a high percentage of their subscribers 
don’t actually use the service – especially since it’s free. 
Knowledge Network plans to explore the root cause 
of this and develop a strategy for the future. Perhaps 
a second, more focused journey map could lead to a 

solution.  

across the room and even plans for an additional 
annual giving activity began to take shape. hjc offered 
recommendations as well by compiling a list of 16 
recommendations for their organization, from improved 
personalization in email communications, to expanding 
donation soliciting to their social media outlets and 
implementing a segmentation calendar. So far, they’ve 
implemented 7 of the recommendations, with plans to 
input more as time goes on and more funding becomes 
available. 

Created a More Personalized Donor 
Newsletter Based on Data Collected
From the journey mapping, Knowledge Network was 
able to drastically change their newsletter as they’d 
learn a great deal about their subscribers, as well as 

http://www.blackbaud.com
mailto:solutions%40blackbaud.com?subject=
http://www.hjcnewmedia.com
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CX Journey Mapping Results for British Columbia’s 
Knowledge Network:

 ✓ Implemented targeted communications on website 

 ✓ Introduced a segmentation calendar

 ✓ Improved personalization of the e-newsletter 

 ✓ Increased emailing frequency 

 ✓ Expanded to use social media for soliciting donations 

 ✓ Focused on using social media for promoting everything the 

Knowledge Network offers – not just program-related info

 ✓ Launched a digital giving day

“The CX journey mapping showed a way 
to bridge the silo between departments 
and support the fundraising. It helped broaden the 
perspective of people and created an opportunity 
for team building. Surprisingly quick in execution, 
the CX journey map revealed a lot of opportunities 
and provided a roadmap for positive changes.”  
- Sarah MacDonald, Director of Development and Planning, Knowledge 
Network

http://www.blackbaud.com
mailto:solutions%40blackbaud.com?subject=
http://www.hjcnewmedia.com
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To better understand them and prospective donors, they began 
their CX journey mapping process by looking inside their database, 
conducting surveys to create personas (empirically-driven, 
fictionalized representations) of key constituent groups for their 
mapping sessions.

After the persona and journey mapping discovery research was 
conducted, the Ontario SPCA and Humane Society sat down with 
their staff and laid out all the information collected. On a corkboard, 
they explored their donors’ journey, writing each group down and 
the paths they take on post-it notes; from their introduction to the 
charity to them making a donation. And the results showed some 
very interesting findings.

Valued Insights Quickly Came To Light
To illicit donations, the Ontario SPCA and Humane Society host a 
number of fundraising events, including a walking event, baking 
event, and an animal adoption event. And to their surprise, there was 
practically no overlap between event participants and donors. This 
was a highly irregular result the Ontario SPCA and Humane Society 
had never considered. The people taking part in their events were a 
completely separate group from the people raising their funds, but 
the journey map presented evidence saying otherwise. If someone 
was a donor, they were not a participant – and vice versa. There was 
practically no overlap between any of the Ontario SPCA and Humane 
Society’s groups of supporters.

Problem

The Ontario SPCA and Humane 
Society had never conducted in-
depth research on their donors. 

Learn more about the 
Ontario SPCA and 
Humane Society.

Case Study 3: Ontario SPCA and 
Humane Society
How to Understand Your Donor
The best way to reach your donor is to know your donor. Journey mapping often provides useful insights 
into how most donors interact with a nonprofit organization and what they’re feeling and thinking when 
they interact. Once that information is uncovered, you can more intimately, emotionally and effectively 
target, reach, communicate and motivate with different constituents

http://www.blackbaud.com
mailto:solutions%40blackbaud.com?subject=
http://www.hjcnewmedia.com
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Insights Helped to Improve 
Communication
The Ontario SPCA and Humane Society knew they had 
to communicate with donors and event-goers differently 
and find the ways they would want to ‘do more’ by giving 
and taking action in different areas (up until this point 
not connected). They created individual welcome series 
for each venue a person had interacted with, whether 
they subscribed to the newsletter or participated in the 
walkathon or adoption event, et cetera, and have made 
recent hires to expand their digital fundraising staff. 
Luminate Online was also brought on board to manage 
and automate sending newsletters and provide the 
Ontario SPCA and Humane Society people with skill sets 
in integrated marketing and integrated development. 

Facilitated an Important Shift in The Brand 
of the Ontario SPCA and Humane Society 
For decades, the Ontario SPCA and Humane Society 
provided animal protection enforcement  –  a service that

overshadowed the rest of their work (even though it was 
only 20% of their organization). The Ontario SPCA and 
Humane Society was now handing this responsibility back 
to the government, but most people still thought of them 
as an enforcement service.

Overall, journey mapping led to subtle but profoundly 
important changes and improvements to the Ontario 
SPCA and Humane Society. The journey mapping-driven 
changes they’ve made have increased donations year 
after year, removed silos between departments and have 
inspired a more donor-centric approach across the entire 
organization. Now, all departments strive to create revenue 
for the organization. Journey mapping has even helped 
shift the mindset of staff members, reminding them their 
role isn’t just to work for the Ontario SPCA and Humane 
Society  – it’s to advocate the cause of protecting animals 
across Canada.

http://www.blackbaud.com
tel:+8004439441
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“The CX journey 
mapping helped 
us adopt a new mindset. 
After this exercise, we 
started to use a supporter-
centric approach. We 
didn’t have this mentality 
in the past. Now we 
think not only about the 
ongoing work but also 
about the opportunities 
that may arise.” 
- Alison Cross, Senior Director, 
Marketing & Communications, Ontario 
SPCA and Humane Society

CX Journey Mapping Results for Ontario SPCA and 
Humane Society:

 ✓ Increased cross-functional interaction  across the organization - 

from enforcement officer to front line staff to fundraisers

 ✓ Adopted a donor-centric approach  

 ✓ Expanded staff dedicated to digital fundraising 

 ✓ Improved use of technology

 ✓ Sparked a steady annual increase in donations

See how Blackbaud Luminate Online® and Blackbaud Raiser’s Edge NXT® can bring your 

supporter journey to life.

Learn more

http://www.blackbaud.com
tel:+8004439441
mailto:solutions%40blackbaud.com?subject=
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http://hi.blackbaud.com/NXT/BBMarketing/
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About Blackbaud
Leading uniquely at the intersection point of technology and social good, Blackbaud connects and empowers organizations to increase their impact 
through cloud software, services, expertise, and data intelligence. We serve the entire social good community, which includes nonprofits, foundations, 
companies, education institutions, healthcare organizations, and the individual change agents who support them.

About hjc
hjc is one of the world’s leading firms mastering the integration of fundraising, brand building and integrated campaigning. Since 1992, hjc has worked 
with nonprofits to bring online and other channels together for successful acquisition, retention, reinstatement and advocacy campaigning. Their 
strategic and innovative thinking leads to breakthrough improvements inside organizations - and in external campaigns they help create.

About the Authors
Mike Johnston, Founder, hjc
Mike is a 32+ year integrated fundraiser with a love for innovation, change management and 
fundraising success. 

Oksana Chetveryk, Fundraising & Marketing, hjc
Oksana has extensive experience in content marketing and breakthrough thinking for nonprofits. 

Mackenize West, Fundraising Writer, hjc
Mackenzie has a passion for how writing, words and philanthropy come together. 

http://www.blackbaud.com
mailto:solutions%40blackbaud.com?subject=
http://www.hjcnewmedia.com

