
Journey Mapping ïDesigning your experience

Everything you need to take the 2nd step in Journey Mapping



This presentation is designed for a Journey Mapping Facilitator and/or event 

sponsor that have already experienced a Journey Mapping ñLearnò event and 

want to move to the next step by implementing a ñDesignò session.

We seek to provide you with tools and techniques you might need to keep 

moving forward with your customer centered transformation.  

If you have any questions, the team at Oracle is eager to help.  designingcx.com

http://www.designingcx.com/


Whatôs in this presentation?

Goals & overview of a Journey Mapping ñDesignò session

Preparing for your session

Running your session

Sample materials: Personas, Metrics, etc.
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GOALS & OVERVIEW1



What are the Goals?

ÅPrimary Goal: Experience how Journey Mapping will work 

for your customers & your business

ÅExpand the reach & prepare internal teams to apply CXJM 

in your day to day business

ÅIdentify projects that are worth pursuing
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Customer persona  used

on a portion of your lifecycle

Disciplined & Validated 

Test Methodology

Generic Scenario to learn 

basic methodology

CXJM Starts Customer Centric Transformations
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The methodology should be learned before first before using it on your business to 

design new experiences, and then executing it with validated data and insights

Journey Mapping can be your on ramp to creating a culture of 

customer centered transformation



Disciplined & Validated 

Test Methodology

Generic Scenario to learn 

basic methodology
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Customer persona  used

on a portion of your lifecycle

CXJM Starts Customer Centric Transformations

Design CXJM
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Using Journey Mapping to Design new experiences is a critical step 

before execution as part of customer centric transformation efforts



The 3 Key Differences for the ñDesignò step
Itôs the same process as the Jen/ZoomGo scenario, with 3 changes

1)  Use or build a 

persona, review 

brand attributes, 

document key 

trends

2) Create a custom 

behavior line

that will be

the basis for

your map

3) Develop your own 

impact metrics

1



Goals & overview1

3

4

PREPARING FOR YOUR SESSION2

Running your session

Sample materials



Begin Preparation
Start 2-3 weeks before your session
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V Build persona(s)

V Select portions of the lifecycle 

for each board

V Identify 12-24 participants

V Enlist coaches*

V Order Materials

VSet up room 

& materials

VFinalize your agenda 

& time blocking 

VCustomize the presentation 

PowerPoint deck

2-3 Weeks Prior 1 Week Prior 1 Day Prior

VMeet with coaches for 

final pre-flight check

VCreate scaffolding for 

action line, impact 

metrics, brand

V Print blank canvas 

& hypothesis sheets

* Oracle may be able to help provide coaches if there arenôt enough trained coaches at your organization



Start By Creating Persona(s)2



Market Segments & Personas
Journey maps are based on a persona, not a segment

ÅClearly identified groupings 
that can be measured

ÅEmphasis on analytics / BI
ÅUsed to execute & measure
ÅMarketing accessibility 

(you can reach them)
ÅAggregated, impersonal 

description of a group

Analyze & Size an opportunity
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Segment

SEGMENT A

Urban 

Homeowners 

Male 18-49

With 1+ Dog(s)

SEGMENT B

Suburban 

Homeowners

Married Males 

With 2+ Dogs

Persona

ÅResearch-driven
ÅUsed to design experiences
ÅRepresentative of an 

individual customer
ÅRelatable & real
ÅMay belong to one of your

segments
ÅCan be described in detail

Humanize & Connect



Define Your 

Persona

P
R

O
F

I
L
E

Location Where does he/she live & work?

Professional 
What is their job?  If B2B, add detail on role in 

decision making, influence, responsibilities

Education Level and kind of schooling completed

B
E

H
A

V
I
O

R
S

Usage& loyalty
Type of usage, online stats, how they engage with 

us, behavior, usage rate, how loyal

Attitude & Beliefs What does he/she think of us?  The category?

Lifestyle
Social group, status, opennessto innovation, media 

habits, proficiency

Interests & Hobbies
What does he/she do in their free time, how 

important is that to them?

N
E

E
D

S
Usage Goals

What is she/he looking to accomplish?  How 

important isit to them?

Emotional Goals /

Quote

What is at stake emotionally?  What would aquote 

in their words say?

Motivations & Triggers What motivates him/her, what makes them tick?

<Name>
<Age>

(See samples in section 4 

and on the following slide)
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Sample

Persona

P
R

O
F

I
L
E

Location Los Angeles, CA

Professional 
College Sophomore,studying psychology, planning to attain 

her masters degree

Education In 2nd year of college

B
E

H
A

V
I
O

R
S

Usage& loyalty

Mobile firstfor all her banking, ATM second, rarely uses a 

PC/Mac to access her account, only went into a branch to 

open her account.  Deposits check(s) via mobile app once 

per week.

Attitude & Beliefs
She views us as local and involved in the community; she is 

ambivalenttoward most banks

Lifestyle
Socially active but not obsessed, prefers action to talk, 

expects ease of use as baseline, watches 2 hours of TV via 

web & iPadapps, proficient across many digital devices

Interests & Hobbies
Spends time with friends, going to restaurants, hiking, 

working out at the gym

N
E

E
D

S

Usage Goals
{ƘŜ ŘƻŜǎƴΩǘ ǿŀƴǘ ǘƻ ƘŀǾŜ ǘƻ ǿƻǊǊȅ ŀōƻǳǘher finances.  She 

expects us to help her make it simple.

Emotional Goals /

Quote

άL ǿŀƴǘ ǘƻ ōŜ ŀōƭŜ ǘƻ Ǉŀȅ ŀƭƭ Ƴȅ ōƛƭƭǎ ǿƛǘƘƻǳǘ ƘŀǾƛƴƎ ǘƻ 

worry, and not obsessover financial goals.έ

Motivations & Triggers She cares about her friends, family, and wantsto give back

Lindsay
Age: 20

Student
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Select a Portion of the Lifecycle

ÅSelect a portion of the 

lifecycle that relates well 

to the persona(s) you 

have selected

ÅAim for enough detail for 

roughly 15-25 steps on 

the behavior line 
(so it will span an 8ô board)

ÅScenarios can span more 

than one board but  our 

recommendation is to 

have a discrete scenario 

on each board

This is the foundation on which each behavior line is built
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Preparation Options
The extent of your preparation will impact your mapping activity

Create a scaffold of behavior lines after 

creating a quick assumptive behavior line
Build full behavior lines in advance 

with input from multiple parties

Create a simple assumptive  

persona

Deep research-driven 

personas

Assumptive 

Pre-work

Research Anchored

Pre-work

2

Calls 
customer 
service to 
ask about 
installation 

fee

Customer 
sees online 
offer for 
high speed 
Internet

Downgrade
s package 
to lower 
monthly 
cost

Customer 
initiates 
order 
online



Building The Behavior Line

ÅWe recommend that you frame out behavior lines for all your 

boards, then reduce them to 4-5 steps that provide a scaffold for the 

teams to have as a starting point

ïProvide 1st & last step, plus a few in the middle for each board

ïWrite them out on green post-its® ahead of time

Good preparation here will return dividends in your group activity
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Calls and asks 
to speak to a 

supervisor

Shares negative 
experience on 

Facebook

Initiates chat 
session to ask 
about charges 
on first bill

Is told that 
the minimum 12 

month term 
can½t be 
changed



Preparing Impact Metrics
Impact Metrics lead to results, not just indicate activity

2

Bottom line 

results $* Some advanced organizations have measured the financial impact for a 

1% gain in their NPS metric.  This is rare and organizations usually 

cannot quantify the link between KPIs and financial performance.



Preparing Impact Metrics
Impact Metrics lead to results, not just indicate activity
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INCREASE 
CUSTOMER 

SATISFACTION

Bottom line 

results $

Unclear connection 

to measurable 

financial  impact*

?

* Some advanced organizations have measured the financial impact for a 

1% gain in their NPS metric.  This is rare and organizations usually 

cannot quantify the link between KPIs and financial performance.



Preparing Impact Metrics
Impact Metrics lead to results, not just indicate activity
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INCREASE 
REORDER

RATE

INCREASE 
CUSTOMER 

SATISFACTION

Bottom line 

results $

Direct connection to 

measurable impact

Unclear connection 

to measurable 

financial  impact*

?

* Some advanced organizations have measured the financial impact for a 

1% gain in their NPS metric.  This is rare and organizations usually 

cannot quantify the link between KPIs and financial performance.



Examples of Impact Metrics

ÅThereôs a direct connection between these impact metrics and the 

financial bottom line

Acquisition, Retention, & Efficiency gains

2

Acquisition

Costs

Customer 

Retention

Operational 

Efficiency

Improved 

Efficiency



Examples of Impact Metrics

ÅThereôs a direct connection between these impact metrics and the 

financial bottom line

Acquisition, Retention, & Efficiency gains
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Examples of Impact Metrics

ÅThereôs a direct connection between these impact metrics and the 

financial bottom line

Acquisition, Retention, & Efficiency gains
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INCREASE 
REFFERAL 

RATE

INCREASED 
REORDER %

Acquisition

Costs

Customer 

Retention

Operational 

Efficiency

Improved 

Efficiency



Examples of Impact Metrics

ÅThereôs a direct connection between these impact metrics and the 

financial bottom line

Acquisition, Retention, & Efficiency gains
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INCREASE 
REFFERAL 

RATE

DECREASE
DEFECT

RATE BY 2%

INCREASED 
REORDER %

Acquisition

Costs

Customer 

Retention

Operational 

Efficiency

Improved 

Efficiency



Examples of Impact Metrics

ÅThereôs a direct connection between these impact metrics and the 

financial bottom line

Acquisition, Retention, & Efficiency gains
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INCREASE 
REFFERAL 

RATE

DECREASE
DEFECT

RATE BY 2%

INCREASE
FIRST CALL 
RESOLUTION

INCREASED 
REORDER %

Acquisition

Costs

Customer 

Retention

Operational 

Efficiency

Improved 

Efficiency



Attributes of Desirable Experiences

Examples:

Å Features

Å Price

Å Selection

Examples:

Å Convenient

Å Easy

Å Intuitive

Examples

Å Stylish

Å Reputable

Å Trusted

USEFUL
(function)

USEABLE
(effort)

MEANINGFUL
(emotion)

How does your brand line up with these attributes?

What your product/service offers

customers functionally

How easy is it to engage 

your organization and offerings

How meaningful experiences

are at an emotional level

2



Document Your Brand Attributes
Describe what your brand stands for in these 3 areas
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USEFUL
(function)

USEABLE
(effort)

MEANINGFUL
(emotion)

Premium priced Intuitive Trusted

What your product/service offers

customers functionally

How easy is it to engage 

your organization and offerings

How meaningful experiences

are at an emotional level



Selecting Workshop Participants & Coaches

Tip: Journey Mapping ñDesignò sessions work best when individuals across 

departmental silos are involved and can build customer empathy together

Best Practice Suggestions

2

Have 1 experienced coach 

to lead each board

Use 3 Posters or 3 Boards with 

4-6 participants per board

Minimum of 12 to 18 participants 

from a variety of departments



Getting Materials Ready 

Hereôs a link to the list of all the materials youôll need: http://designingcx.com/cx-journey-mapping-toolkit/

Youôll need the same kit as Jen & Zoomgo, with a few additions

2

Room Setup

Option 1

Supplies Materials

Blank Hypothesis Sheets

CX Design Canvas

Post-its®, pens, clips,

voting stickers, string

4ô X 8ô  İò thick foam core boards

(1.4M x 2.4M x 1.3cm thick)

Our recommendation is to use foam core boards or other large physical media for the activity for 2 reasons:

1) experience has shown better results when teams can work across an 8ô surface to build their maps

2) sharing the story with others is enabled with boards, but often roll up maps are stored on a shelf, have less enduring impact 

http://designingcx.com/cx-journey-mapping-toolkit/

