
Personal sPace

comPany sPace
While plenty of practitioners invoke the word 

‘experience,’ how often are we talking about the 

same thing? From ‘User Experiences’ to ‘The 

Experience Economy’ to ‘Designing for Experiences’ 

experiences are definitely the topic du jour. But 

is an experience defined solely by how easily one 

accomplishes a task (as with Google or Craig’s List) 

or is an experience something less definable (as 

with Starbucks or Harley Davidson)? 

This framework structures all the elements that 

make for a great experience,  and gives a context 

to the various activities (both internal and external 

to an organization) that play a role in defining a 

person’s perception of a product or service.

Sorting, Classifying, and Labeling Experiences
...in Order to Understand All Factors Contributing to How a Product (or Service) is Perceived

How this can be used...
For Theoretical Purposes For Practical Purposes

To explore definitions 
of “experiences” and 
how these differing 
views might correlate 
with each other

To understand the 
roles that emotion 
and reason play in 
shaping experiences

To distinguish between 
experiences designed 
for by a company and 
naturally occurring 
interactions— and how 
both of these forces 
shape   a person’s 
perceptions

As a planning tool 
to help understand, 
select from,  and 
orchestrate available 
options for managing 
the customer 
experience

As a communication 
tool for discussing how 
various factors (that 
shape the experience) 
are more of less 
effective for different 
product/service 
offerings, at different 
times, and under 
different contexts. 

The Communications Layer describes 
those attraction efforts which an 
indirect effect on perceptions

Emotional 

“How does this make 
me feel?” 

“Does this provide 
meaning or pleasure?”

The top half represents the Company Space, and 
all things that can be controlled by the company

The bottom half represents the Personal Space, 
which can be influenced (with positive or negative 
results) by the company

There are 3 broad groups of experiences, 
starting with the most direct experience 
and moving outward:

There are two halves to the model:

All experiences are a mix of rational 
and/or emotional components:

The Core Interaction describes the ‘thing’ 
(product or service) being purchased

The Presentation Layer describes secondary 
elements (such as distribution channels, 
packaging, or personal recommendations) 
that have a direct effect on our perceptions

Rational 

“What does this do?”

“How much does it cost?”

“What are the features?”
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This space includes all the things designed to promote 
and encourage purchasing of a product or service. 
These efforts are recognizable, as they will most often 
bear the company or product’s branding. You also 
know this is what the company wants people to think 
or know about the new product.

This space includes the interactions that are primarily 
“personal” and unique to an individual. These 
elements are typically independent of the company, 
and are seen as more ‘authentic’ and trustworthy.

While this space cannot be controlled, it can be 
influenced—with positive or negative results. For 
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What does it do?
How does it work?

How much does it cost?
Is it reliable?

Is it something I really need?

How well does it match my needs?
How easy and obvious is it?
How does it make me feel?

How does it look?
What does it say about me?
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example, natural product placement and ‘word of 
mouth’ conversations that augment a good core 
interaction are powerful tools. But marketers who 
attempt to manipulate these spaces by ‘appearing 
authentic’ are likely to be called into account by 
a connected economy; this is likely to result in a 
negative effect on a person’s opinions.
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This might map 
to departments 
like this...
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