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INFLUENCES

- Roommates sporadic with healthy living
- the Lad Bible, Thrillist
- Bleecher Report, ESPN

- NY Daily News
- Tinder, Instagram, Swarm

TASKS

- Has to figure out his working lunch, but doesn’t 
plan well for healthy option.

- Buys protein powder / meals buy not sure the best 
ways to take it.

FEELINGS

- Wants to lose his office beer belly.
- Feels he could be back to his college prime.
- Exhausted from long work days and seeks 

comfort experiences (fast food, drinks)

PAIN POINTS

- Needs to remember the calorie impact 
from bad food / drink

- Doesn’t know what regiment to 
follow at his gym

- Needs reminders to keep health / 
nutrition top of mind

OVERALL GOAL

- Wants to lose weight and be energetic
- Desires to look good for the dating scene

JOHN 
Ad Sales Manager

26 years old, Single

INFLUENCES

- GQ, Esquire
- Financial Times. Wall Street Journal

- Tim Ferriss,  Men’s Health
- Nike, Under Armour, Ted Baker

- Gizmodo

TASKS

- Often occupied with work meetings, business trips 
and his family with 2 kids

- Eats whatever is available or provided for at work
(sandwiches, salads, coffee)

- Uses apps for convenience around his work 
lifestyle (Uber, Seamless, Expedia, Tripit)

FEELINGS

- Feels like he’s starting to hit middle age and 
unhappy that he has to start sizing up his suits.

- Starts to feel his body slowing down and 
longer recoveries from work outs

- Feels that there aren’t enough hours
in the day to do things

PAIN POINTS OVERALL GOAL

- Wants to lose his dad bod
- Wants to achieve fitness and health in 

the midst of a busy family / work life

BARRY
Finance Director

35 years old, Married

- Needs help maximizing his day 
to meet his personal goals

- Has irregular worklife routines 
due to travel

KEY EXPERIENCE OBJECTIVES  

• Be a go to for all things nutrition for male weight loss.

• Function as a virtual dietitian 

•  Feel like your dietitian is talking to you and keeping you on track every step of the way. 

The user should be held accountable by Lyle. 

•  Check in on the user as a dietitian would making sure they are motivated  

and sticking to the tasks set by Lyle

• Motivate users to eat well so they can lose weight 

Work in progress – Lyle will innovate men's health in 2018.

UX Empathy Maps



LYLE

Work in progress – Lyle will innovate men's health in 2018.

POST-SERVICE PERIODSERVICE PERIODPRE-SERVICE PERIOD

Customer journey map with the lens of the personas.
Add touchpoints, channel, barriers, analytics, and quotes to make it more representative. Brainstorm 
actions to improve customer experience.

SERVICE JOURNEY

Look for 
social proof 

and 
testimonials

Accept 
credit 
card 

payment

Offer an email 
receipt for the 
purchase and 

next steps

Re- post to 
motivate 

and 
recognize

Allow to save 
favorites in 

the profile and 
give feedback 

to meals

Assess Lyle 
value and 

brand 
lifestyle 

content fit

What value will 
the email and 
social content 
offer for non 
app users?

Conduct a 
survey on what 

would customers 
prefer > create 

more customized 
menus

ADVERTISING / PUBLIC RELATIONS
How is the service proposition communi ated by service provider? Which touсhpoints do customers experience during the service journey?

Are there any critical incidents, i.e. touchpoints customers experience as especially good or bad?

EXPECTATIONS
What are (potential) expectations towards the service and/or service 
provider?

CUSTOMER RELATIONSHIP MANAGMENT
How does the service provide follow-up with customers?

SOCIAL MEDIA
What do customers communicate about the service and/or service 
provider through social media?

WORD-OF-MOUTH
What do customers tell their friends, colleagues and family about the 
service and/or service provider?

SATISFACTION / DISSATISFACTION
Customers individually assess the service by comparing service 
expectations with their personal service experiences.

SOCIAL MEDIA
Which pre-service information can people access 
through social media?

WORD-OF-MOUTH
What do friends, colleagues and family actually communicate about the 
service and/or service provider?

PAST EXPERIENCES
Which experiences do people have with (similar) services and/or service 
providers?

EXPERIENCES
What are the individual experiences customers have with the service and/or service provider during the 
service period?

Emails with 
discounts 

and lifestyle 
content

They 
encourage to 
share pictures 
and repost the 

best

I'm feeling 
healthy 

and more 
studly,

It got me 
in shape 
for my 

wedding!

It is useful, but I don't 
think that it will be my 

every day solution. 
Maybe on those 
times when I'm 
focused to be in 

better shape.

I liked the service 
very much, but I 

would like to have 
more choice on 
pre- ready food 

sets

Tracking and 
meal ordering -  it 

saves time, 
keeps the menu 
diversified and 
helps to follow 
healthy lifestyle

Tasty pics 
of meals 

and caloric 
info

Nutrition 
principles

Examples of 
the 

encouraging 
voice of Lyle

Sample 
dish 

menus

Friend: he 
looks healthy 

and full of 
energy, maybe 
I will try it too

Wife: will we 
be eating 

meals 
together?

Coworker: 
there is variety 

in his meals 
and he's cutting 

back on 
drinking

Nutrition tracking 
and help in an 
easy guide -  it 

helps you
follow healthy 

lifestyle

I've tried other fad 
diets (Whole 30) but 
lost interest after not 

seeing results. I 
forget the impact of 
binging on bad food.

5,75%

4.4%

4.4%

6.2%

4.3%

1.1%

5.7%

Notices 
posts in 

social media

Lands on 
the 

Asks questions 
to Support 
Service via 

chat or phone

Sets up 
app profile 
and goals

Uses 
the Lyle 

app

Orders the 
Lyle 

custom 
meal plan

Receives 
and eats 
the meal 

plan

Shares his 
meal on 
social 
media

Receives 
emails with 

encouragement 
and health tips

Notices posts 
of retargeting 

campaign if he  
didn't purchase

12.5%

I try to stay fit by 
hitting the gym 

but I lose 
momentum by 

not knowing what 
to do.

I've used 
nutrition trackers 
on my phone but 
the interface was 
cumbersome and 

not easy.

This service is 
geared towards 

me with a 
men's health 

brand voice. It's 
not for women.

Tracks 
lifestyle -  
nutrition, 

water

Figure out 
onboarding 
and brand 

story

Menu 
tailorization

request 
feature

I'd like to be able to 
adjust meal orders 

on the fly to 
accomodate my 

busy work 
schedule.

Customers join 
the #lylelife 

social 
conversation of 
their progress

Lyle is 
friendly 

and 
insightful.

I'm no 
longer alone 
in my quest 

to be 
healthier.

site

UX Customer Journey – Actions brainstorm for improved customer service



GREGWONG
Design Strategist With Entrepreneurial Spirit  

As a cross-functional problem-solver and digital thinker, 
I activate human connections to products and services. 
I'm passionate about discovering insights and advancing 
technologies that will shape the future.

Recently as a Vice President, Art (Design Director) at Patients & Purpose, I created 
digital experiences and products for healthcare consumers and professionals. As part 
of the Emerging Digital Group, I managed design teams, created original content, and 
advanced new social platforms. I currently consult with agencies, startups and non-
profits. I've helped brands such as Intel, Microsoft, Hewlett-Packard, Choice Hotels, 
Citibank, TD Ameritrade, Pfizer, StartingBloc and Restore NYC. 
 

         See more work at gregwong.com 
 

                  Say hello at greg@gregwong.com




