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My background by the numbers

Years serving 
nonprofits

20
Clients

100+
Primary areas 
of expertise

3



Invested
Work exclusively with nonprofit 
organizations; have served over 1,000.

Strategic
Help our clients make data and technology 
decisions that support mission.

Collaborative
Empower you to make informed choices.



How Build leads in the social good sector:

Interim or Part-Time CIOs Outsourced CRM Management

Assessments and Roadmaps Software Selections Implementation Support



Tomorrow’s best nonprofits will use technology  

to transform themselves... and the world.



And yet, more than 50% of

nonprofit technology projects fail.

The technology moves forward... but the organization does not.



Transformation 
is critical to 
your success.



Successful transformation involves...

Leadership and

Governance

DataOperations Process Technology



What is constituent journey mapping?
Getting to know our constituents



Documenting the path each constituent walks 
with your organization, throughout the entire 
lifecycle of that relationship.

Constituent 
journey 
mapping is…
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Why do journey mapping?
It defines how your organization functions



• Branding

• Marketing

• Development

• Programs and Projects

• Volunteer Management

• Client/Case Management

• Accounting

• Human Resources

• You Name It

Applications 
for journey 
mapping
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Support a leadership transition +

Increase operational effectiveness +

Develop and better support relationships +

Org-wide collaboration and knowledge sharing +

------------------------------------------------------------------

= Improved mission impact

The Org’s 
“Why”
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What are your top-of-mind priorities and interests?

Team 
members’
“Why”
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Who does the mapping?
Everyone needs to be engaged at some level



1. A cross-functional team that provides data leadership 
and guidance to the rest of the organization

2. The mapping team solicits input from subject matter 
experts in departments, programs, and teams

3. The mapping team works with the organization’s 
leadership to make sure key strategy, policy, and 
investment decisions resulting from the mapping are 
mutually understood and sponsored

4. At the end of the day, all the organization’s 
stakeholders will have some level of engagement 
from this mapping team

Who will 
do this 
work?
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Who are our constituents?
All who provide or receive a benefit



• National organization performing research, 

training and technical assistance, advocacy, and 

events pertinent to improving youth services

• Over 65 full time equivalents (FTEs) working across 

three major business units

• Working to address brand and marketing 

opportunities associated from growing through 

mergers

• Selecting unifying collaboration, productivity, CRM, 

and ERP platforms to unite all business units on 

common policies and best practices

Our Use Case



THE CONSTITUENT BENEFIT 
CONTINUUM

Basic Benefit 

What you do for 
Constituent X

End Benefit

The immediate 
result (benefit) of 
performing what 

you do for 
Constituent X

End-End Benefit  

What Constituent X 
can do differently/ 
better as a result of 

that benefit

Thinking Through Constituents at all Levels



THE CONSTITUENT BENEFIT 
CONTINUUM: EXAMPLE

Basic Benefit 

Delivered a 
training

End Benefit

Client better 
able to measure 

program 
performance

End-End Benefit  

Client able to 
improve delivery 

and impact of 
youth services

Thinking Through Constituents at all Levels



• Providers

• Staff

• Consultants

• Volunteers

• Board of Directors

• Beneficiaries

• Program Participants

• Project Clients

• Funders

• National Meeting Attendees

Constituent Groups: Providers and Beneficiaries



Constituent Groups Brainstorming – End of 1st Session

• Staff

– Project leads

– Other staff

– Budget holders/managers

– Applicants/prospects

• Consultants

– Subcontractors

– Independent contractors

– Sub-grantees

• Banks and other financial institutions

• Licensees of our programs

• Funders 

– Foundations (Local and National)

– Foundation Associations

– Corporate Funders

– Government Agencies

– Nonprofit orgs sponsoring or awarding projects (primes)

• Members of various networks (named networks that we manage and own)

– Network A

– Network B

– Network C

• Clients (service recipients)

• Product consumers

• Idea consumers (beneficiaries of the org’s thought leadership)

– Newsletter subs

– Website visitors

– Social media engagement

• Legislators

– Congress

• Event attendees

– Center Trainings

– Kickoff certification processes 

– National Meeting

– Lots of programs host trainings, meetings, convenings, webinars, etc.

• Partners

– Project and initiative

– Advocacy

– Research

– Thought partners

• Board of Directors

• Vendors

• Families and Children (end-end benefit)

• Researchers
– Researcher A

– Local evaluators

– Universities that do related research

• Associations

• Fiscal sponsor relationships



Constituent Groups Brainstorming – End of 2nd Session

• Staff (full and part-time)

• Consultants (orgs and individuals)

• Funders

• Formal Network Members

• Clients (Ind Persons, Ind Orgs, and Networks/Convening Orgs)

– Program Licensees

– Service-Only

– Product-Only

– Solutions (Bundled services and products)

• Peers (Organizations / Individuals / Competitors)

• Government / Policy-Makers

• Event Attendees (national meeting, trainings, orientations, 
meetings, webinars, etc.)

• Partners (collaborators a proj or initative)

• Board of Directors

• Vendors (Goods and Services)

• Families and Children (end-end benefit)

• Idea Consumers

• Researchers

• Associations

• Fiscal Sponsees



• Clients - Entities and individuals who provide funds to the Org in exchange for goods and services that are delivered to them 
directly as the beneficiary.

• Staff - Individuals employed by the Org in either a full or part-time capacity.
• Partners - Entities and individuals that collaborate with the Org on common interests.
• Consultants - Individuals that provide services, to the Org, to the benefit of clients.
• Funders - Entities and individuals who provide funds to the Org in exchange for goods and services that are 

delivered primarily to a third-party beneficiary.
• National Meeting Attendees - Individuals that participate in the Org’s annually hosted national convening.
• Formal Network Members - Participants of member-based learning communities organized by the Org.
• Government Policy-Makers - Members of government that are developing, interpreting, and implementing policy.
• Idea Consumers - Recipients of the Org’s knowledge and expertise.
• Individual Volunteer Advocates – Members of the general public that the Org encourages to contact policy-makers.
• Vendors - Entities that provide goods and services directly to the Org.
• Board of Directors - A governing body of individuals selected by the Org to serve as a collective of advisors who provide 

oversight.
• Families and Children - The intended beneficiaries of the Org’s mission.

Constituent Groups: Definitions



Constituent Groups: Overlap Modeling



Constituent Groups: Final Overlap Model



What journeys require investment now?
Relative to org’s strategic priorities and current position

You are here

You want to go here



1. Clients

2. Staff

3. Partners

4. Consultants

5. Funders

6. National Meeting Attendees

7. Formal Network Members

8. Government Policy-Makers

9. General Idea Consumers

10. Individual Volunteer Advocates

11. Vendors

12. Board of Directors

13. Families and Children

Constituent Groups: Prioritized by Biz Importance



1. Clients

2. Staff

3. Partners

4. Consultants

5. Funders

6. National Meeting Attendees

7. Formal Network Members

8. Government Policy-Makers

9. General Idea Consumers

10. Individual Volunteer Advocates

11. Vendors

12. Board of Directors

13. Families and Children

First Platform Implementation Phase

Constituent Groups: Journeys Supported in 1st Phase



Crafting the journey framework
A vision of how to describe journeys that works across all groups



Constituent Journey Mapping: Sample Framework (Complex 
Human Services Use Case)



Constituent Journey Framework (Typical)



Constituent Journey Framework (Typical)



Constituent Journey Framework (Typical)



Constituent Journey Framework (Typical)



Applying the framework
Describing each journey from end to end



• Guided team journey walkthrough sessions

• Analysis of session notes

• Individual or small group follow-ups (as needed)

• Journey documentation

• Reflection to team for comment and revisions

• Gaining agreement

Method
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For each journey:

• Group definition

• Journey outcomes

For each journey phase:

• Phase purpose 

• Important strategic perspective

• Outcomes and how measured

• Boundaries: first and last steps

• Process notes (key processes and points of interest)

• Current systems and tools

• Desired improvements

Output of high-
level journey 
mapping
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Output of high-level journey mapping:
Samples
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“Client” Definition
Entities and individuals who provide funds to the Org in 
exchange for goods and services that are delivered to them 
directly as the beneficiary.



Journey Outcome(s)
The Org seeks to produce and maintain financially viable 
client engagements that result in the high-quality delivery of 
valued products and services.













Constituent Journey Framework



Getting More Advanced with Added Detail: 
Samples
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Visual process mapping



Process narrative fine-level detail



Data: Object 
Relationships



Data: Detailed Inventory



Success is like…
Well, not like an epic/cheesy victory jump. But still pretty sweet.



• The nonprofit organizes around constituents and 
their experience of the organization, rather than 
around business silos

• Everyone has a common understanding of the 
constituent journeys, and a set of terms with which 
to discuss them

• Much easier to understand how proposed strategic 
initiatives will make the constituent experience 
different, and hopefully better.

• Business requirements are more easily 
communicated to vendors—from brand agencies to 
software providers

Success 
looks like
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Continue the conversation via…

linkedin.com/in/petermirus/

peter.mirus@buildconsulting.com

buildconsulting.com



Q&A


