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Curating Your
Customer Experience

Samantha Irwin - Author, The Warm Cookie Effect, the secret to stand out hospitality.

In a market where customer experience is the #1 reason people stay loyal, or leave, this is 10

minutes that pays for itself.

Use this assessment to help you take control of your Customer Experience. Your customers
are having all kinds of experiences with your business, whether or not you’re intentionally

curating and customizing it.

A savvy business owner asks, “Is this the experience | WANT people to have?

“The Customer Experience is the next competitive battleground.”

~Jerry Gregoire, Redbird Flight Simulations

"It takes 20 years to build a reputation and five minutes to ruin it."

~Warren Buffett

Take this 6-step, 10-minute diagnostic to see your business through your customer's eyes.

All rights reserved. No reprinting without written permission by Samantha Irwin
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HOW TO USE YOUR SCORECARD

Score Like a First-Time Customer

Most business owners are t0O ClOS€ to their own Customer Experience to see it clearly — you're in it

every day, so the cracks feel normal.

This scorecard walks you through the 6 touchpoints of your Customer's Journey and gives you a number

showing: where you're strong, and where you're quietly losing customers.

The Process

1. Rate each question honestly, 1 (not at all) to 5 (absolutely)
2. Add up your score at the end of each step

3. Turn to the scoring guide near the end to see what your total is telling you

This takes about 10 minutes. Acting on what you find moves the needle.

A NOTE ON HONEST SCORING:

Staff act differently when the boss is watching — and staff scoring each other tends to turn into a
popularity contest, not an accurate read. Score Step 4 ("With the People") as if you were a first-time

customer, not the owner.

Even better: have a friend, family member, or genuine first-time visitor go through it, or send in a secret
shopper. Look for the basics most owners assume are happening: a consistent greeting, eye contact, and

a smile:
every visit
every staff member

every time of day.
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STEP 1 OF 6
OUT THERE (Awareness) 1 (not atall) to 5 (absolutely)

Your presence before they ever walk in

Our branding (fonts, colors, photos, voice) is consistent everywhere we show

12345
up
We're active where our target customer actually spends time 12345
We respond to reviews — good and bad — consistently and promptly 12345

STEP 1 SCORE: / 15

IF THIS SCORE IS LOW: your marketing is working against your in-store experience instead of setting it up for a sale.

97% of consumers read online reviews before choosing a local business, and businesses with 4+ star

ratings generate roughly 32% more revenue than those with lower ratings.
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STEP 2 OF 6
ON THE WAY 1 (not at all) to 5 (absolutely)

The moment they're headed toward you

Our signage is visible, well-lit, and readable from a distance 12345
Our entrance is clean, welcoming, and sets the tone we want 12345
Someone unfamiliar with us could find us easily, first try 12345

STEP 2 SCORE: / 15

IF THIS SCORE IS LOW: you're paying for traffic that gets lost or discouraged before it ever becomes a sale.

Roughly half of first-time customers say they found a business because of its signage — and about 1

in 5 shoppers say they've walked past a business entirely because it was hard to locate.

Curate Your

Customer's
Journey

@{J KAIZEN

www Kaizen.Zone

www.kaizen.zone Mapping Your Customer's Journey
Page 5 of 12



STEP 3 OF 6
LOT & ENTRANCE 1 (not at all) to 5 (absolutely)

Their first sensory impression

Our parking and entrance are clean, safe, and clutter-free 12345
What customers hear, see, and smell on entry matches our brand 12345
Our windows and front door make a great first impression 12345

STEP 3 SCORE: /15

IF THIS SCORE IS LOW: first impressions are quietly undercutting a product or service you're proud of.

Researchers find people form a lasting first impression of a business within seconds — and that early

judgment is remarkably resistant to being changed later, even by a great product.
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STEP 4 OF 6
WITH TH E PEOPLE . Score as if you were a first-time customer, not the owner. Better yet,

have a friend be a ‘secret shopper’. 1 (not at all) to 5 (absolutely)

Where the rubber meets the road

Every customer is greeted the same way, fast, regardless of who's working 12345
Our staff can confidently handle a mistake and turn it into a win 12345
We have a regular (weekly-ish) habit of training staff on service, not just tasks 12345

STEP 4 SCORE: /15

IF THIS SCORE IS LOW: this is almost always the biggest gap, and the most valuable one to close.

Inconsistent staff experience is one of the top reasons repeat customers quietly stop coming back.

91% of customers say they're willing to switch companies after just one bad customer service experience,

and it takes an estimated 12 positive experiences to make up for one unresolved negative one.

“Across the globe, 96% of consumers say
o . ‘ ‘ Curate Your
Customer Service in an important factor in their

ih?ice of loyalty to a brand {business].” C u StO me r' S
Journey
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STEP 5 OF 6
WITH THE PRODUCTS 1 (not at all) to 5 (absolutely)

Consistency and confidence

Our product or service is identical in quality every single time 12345
Staff are trained to recommend and upsell naturally, not awkwardly 12345
We have real onboarding — not "shadow someone for a shift" 12345

STEP 5 SCORE: /15

IF THIS SCORE IS LOW: you're leaving daily ticket revenue on the table; it's usually one of the fastest things to fix.

Well-structured upselling and cross-selling typically lifts revenue by 20-30% — and companies with

strong onboarding see meaningfully higher new-hire retention than those without it.
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STEP 6 OF 6
THE DATING GAME (Loyalty) 1 (not at all) to 5 (absolutely)

Keeping them after they leave

We capture contact info from nearly every customer 12345

We have a clear, consistent way to stay in touch after they leave 12345

We make it easy for happy customers to refer us or leave a review 12345
STEP SCORE: / 15

IF THIS SCORE IS LOW: you're winning customers once and starting from zero every time, instead of building a

returning base.

It costs 5-7x more to win a new customer than to keep an existing one, and referred customers
convert at dramatically higher rates than cold leads — yet most businesses have no repeatable

system for staying in touch.
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YOUR RESULTS
What Your Total Score Is Telling You

Add up all 6 step scores:

TOTAL SCORE: / 90

75-90 — Sharp

Your CX is a real asset. The gaps you have are refinement, not repair.

Usually worth a second set of eyes to find what you personally can no longer see.

50-74 — Inconsistent

You likely have pockets of excellence sitting right next to real leaks, (often at Step 4 or Step 5).
This is the most common range, and the most fixable.

Every inconsistent Step 4 interaction is a customer quietly deciding not to come back.

Below 50 — Reactive

Your business is probably running almost entirely on your own energy.

The good news: this is exactly the stage where outside structure creates the fastest, most visible results.

“Take care of your employees, and they will take care of your customers."
~ Richard Branson, Founder of Virgin Group

"Customer service shouldn't just be a department, it should be the entire company."
~ Tony Hsieh, former CEO of Zappos

Highly engaged teams show meaningfully higher customer ratings and sales performance... reinforcing that
Step 4 ("With the People") isn't just a service issue, it's a revenue lever tied directly to how supported and
trained your team feels.
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WHERE BUSINESS OWNERS GET STUCK
Two Patterns | See Over and Over

1. Can you audit your own blind spots?

Leaders are too close to see their business the way a first-time or repeat customer does.
Not So Fun Fact: 96% of unhappy customers never complain, and 91% of those simply never come back.

Businesses with a strong, consistently delivered Customer Experience lose significantly less revenue to

churn each year than those without one.

An outside CX Audit, from someone who is looking with specifically trained eyes, catches missteps in the

customer journey that are costing revenue.
2. Staff execution is where good intentions go to die...

You can have the best branding and products in town and if Step 4, With the People, is inconsistent, income

walks out the door with every mismatched interaction.
» Customer Service training isn't a nice-to-have; it's a necessity for customer and employee retention.

Most staff genuinely want to do a good job. What's missing is training in providing consistent, repeatable
way to greet, connect with, and recover from mistakes with every customer, (every time, regardless of

who's on shift). That's a trainable skill.

» Fact Check: Curious what turnover is actually costing you? Use my free Cost Calculator HERE.

DOES YOUR SCORE CONCERN YOU? BOOK A DISCOVERY CALL

In 20 minutes we’ll uncover your next profit boosting move. or

Ready to DIY it today?
e Power of People Academy: Staff training / hospitality bootcamp

® Creating a Culture Deck: 52+ weeks of done-for-you weekly team discussion &

education content

Looking forward to supporting your success! ~Samantha
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