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Journey is a Game-Changing Strategy Execution Tool
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https://app.thejourneyplatform.com/

Journey

Built by Ex-Partners from McKinsey, Bain and BCG
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Journey

Cetralized Metrics Dashboard
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Journey
Fully Measurable Action Plan
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Journey

Strategic Score Cards and Initiative Pads
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Journey

Al-Tailored Playbooks

Control Panel / Marketing / Brand positioning

Journey

Marketing Initiatives Pad ® Leanmoe @

Design the initiatives that would lead to breakthroughs using our tailor-made playbooks
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Journey

Never “Guesstimate” again
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Journey Connect

Anonymously connect with Journey CEOs, Executives and Journey Partners to ask, explore and discover insights
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Journey

A New Level of Alignemt, Accountabily and Clarity
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Take Your Company to the Next Level

- Monthly subscription-

S500/Month

“Enterprise” subscription for up to 5 C-level team members
A 30-day onboarding process to ramp up the platform

A dedicated Customer Success Manager

Full access to the Journey Connect knowledge share hub
Full permissions management

Cancel anytime

Journey

- Annual subscription-

S417/month

“Enterprise” subscription for up to 5 C-level team members
A 90-day onboarding process to ramp up the platform

A dedicated Customer Success Manager

Full access to the Journey Connect knowledge share hub
Full permissions management

A 90-day exit point
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