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PHASE 1 Behavioral

AUDIENCE
ANALYSIS Journey Map

Effort @ @ @ How to use this tool
A journey map represents common experiences of your audience. It

does not represent everyone, but it is a good starting point to help

Objective you understand and empathize with their experiences. Use either

To create a journey map for tracking audience version of the Behavioral Journey Map template to help identify high-
decisions and actions, identifying the contexts in impact opportunities, challenges, and emotions associated with each
which they take place, and finding barriers and moment.

facilitators that affect those decisions.
1. Define the outcome or behavior. Once you define the

outcome, you can think about the different stages of the
journey and the actions and decisions along the way.

2. Identify the audience. You may create a journey map for
more than one audience. For example, if you are looking at
the relationship between an individual and a health provider,
you may want to understand both perspectives, or your
research may reveal different audience segments.

3. Determine what to map. Include events and experiecnes of
the audience, their related responses and actions, and other

6 Time needed individuals they interact with, as well as their feelings during
5-6 hours these moments and the context in which the behavior takes
place.
e Participants 4. Develop map. Map all actions and decisions from the starting
Core design team; research, monitoring, point of the journey, adapting them as needed and expanding
evaluation, and learning unit the map to include more steps.

5. Identify points of opportunity. Note opportunities,
challenges, and barriers. You may also consider how gender
and power affect your audience’s journey.
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PHASE 1: AUDIENCE ANALYSIS Behavioral Journey Map
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Consider participants’ previous or existing E i
interventions when performing the task and ) |
how they will be affected by your intervention. 1 |
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Each action or

decision the
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may not do.
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Behavioral Journey Map
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PHASE 1

Who is your audience?
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be helpful in detecting barriers.
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