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Hi, I'm Kimberly!

I'm a southern girl who has lived half her life in Arizona and New York City and am now in

Atlanta. I love travel, shopping, hotels, sailing, books and music - and customer experience. 

 

It's one of my favorite thing to talk about (oh, and when I find a bargain). I believe all the way

down to my core that we have the opportunity and the responsibility to create experiences that

bring our brands to life, affect the way our customers feel, and cause our customer chatter to

skyrocket. 

 

There are a lot of steps to creating the best possible customer experience, but don't let anyone

tell you it is difficult, or only for those with big budgets! Actually, I think smaller businesses can

change the path of the customer experience much easier than large companies. 

 

Sure, it takes time and focused energy, and often a complete culture change, but if you care

about your business and you care about people, then you can do it. I PROMISE!

 

Going through the Touchpoints Worksbook is a great first step. It is going to help you see your

business differently and lay the foundation for better understanding your customer. If at any time

you get confused or have questions, please just reach out to me at kimberly@kimberlysundt.com

or DM me on Instagram. 

 

Can't wait to see what you do - please stay in touch and let me know!

XO,

Kimberly
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To help you focus on customer experience in general - this is the place to be when trying

to strengthen your brand, to better understand your customer and to increase customer

loyalty.

 

To give you some action steps that you can do TODAY that will move you into  the right

direction with your customer experience. 

 

By the time you get to page 9, you will have created a lot of information.  I thought about

walking you through the next steps with all of that, but I think it would take too long at

this stage of the journey and if you are anything like me, you might give it up. 

 

So, you will have the lists that we will continue to use. But, once you create the lists, you

are going to start with the ONE touchpoint that you can affect today. And then, if you

want to do more than that, or do one every day, that's great. But, I recommend that you

do one, work on it with your team. See what works, adjust, and then keep going. 

This workbook has a twofold purpose

1  | 

2 | 

If you haven't yet, be sure to read the blog

post that accompanies this workbook, be sure

to. It explains some things that are not

addressed here, but need to be considered.

Here's the link to the post. 
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A customer touchpoint is every place or

moment where your customer can interact

with your service/product/brand.  

 

Touchpoints are not only when the customer

is physically in your place of business. If you

are a digital business, it is not only when

someone is on your website. 

 

It is every single interaction.

Every. Single. One. 

 

Most of the time, it starts on her laptop or

phone. She is searching for your address. She

is looking for a review. She is looking for a

menu.  

 

If your customer finds you another way, it

may start with the signage, the parking, the

walk through the front door. 

 

You may have worked diligently on creating

your brand, but it is through the touchpoints

that your brand story is written. 

 

You’ll probably be surprised at how many

touchpoints exist. The great news is, these are

all opportunities to create a better customer

experience. And, you don’t have to tackle all

at once. You can do it one touchpoint at a

time. 

What is a Touchpoint? 

Let's get started! 
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1
Define the customer and the situation

2

You could come up with hundreds of different customer situations. For this step, choose a

new customer (so you can start from Point A) and choose one situation.

 

Example: new customer who found out about your store through her best friend.

Situation: she needs to buy a birthday gift. 

 

Example: a couple having lunch at your cafe for the first time. Situation: they are visiting

from out of town. 

 

 

If you and I were on the phone and you told me what sort of business

you have, I could start listing your touchpoints just by listening to

you. And, if you grab a pen and paper, you can probably do it, too. 

 

But, I think a framework helps you stay both on-point and organized.  

Below is an overview of each step and then worksheets to guide you.

My suggestion is that you read through the steps first so that it all

makes sense. 

Define the "purchase"
After you brainstorm your list, you are going to divide all of your touchpoints into three

sections. Pre-Purchase/Purchase/Post-Purchase. 

 

To make sure you are looking at this the right way, make sure you first define what the

"Purchase" means. Is it when they sign up for the event, or when they attend it? Is it when

they make the restaurant reservation, or when they give their car to the valet?

 

It doesn't matter, but be sure to define it. Here are some examples: 

 

RETAIL SHOP

BOUTIQUE HOTEL

AN EVENT

Purchase is defined as when they check into the hotel  

until they check out. 

Purchase is defined as when they actually purchase something in

the store. 

Purchase is defined as when they arrive at the event. 
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3 Think through every single thing this customer will experience.  Go be your customer and walk

through every step. Do this mentally and physically.

 

Google the problem that you solve. Pull into your business parking lot. Buy something in your

store. Check into your hotel. Experience it all. Be sure to have either a pen and notebook or be

ready to record notes on your phone. And here is a link to another guide, How To Better

Understand Your Customers, that goes deeper into this. 

 

Don't forget to think about things like what your receipt looks like, or the invoice that

accounting sends out, your packaging, etc. 

 

 

 

Try this: think about a store or a service that you recently found, whether the

experience was positive or negative. Go back and list every single touchpoint and

then look through that lens at your own business. This will help you see touchpoints

in your own business that you may have missed.

 

 

 

if this isn't clicking in your brain (or for the over-achievers) . . . 

Become your customer 
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https://www.dropbox.com/home/MY%20BUSINESS/CONVERTKIT?preview=Kimberly-Sundt-Understand-Your-Customers-Vol1.pdf


 

Every touchpoint is a part of your
branding and  your marketing. 

It will either strengthen your
brand or erode it. 

- Kimberly Sundt

 

5
Choose the touchpoints to address first

Later, you are going to look at all touchpoints and make them all on-brand, but for now, so

that you can get started, choose three (or one!) that you will work on today.

 

Don't overthink this. It's just a way to get started.  

4 You now have a long (and perhaps overwhelming) list of touchpoints.  The next step is to get

them into some sort of order so that you can see them more clearly. I call this batching for

your brain. It's got to have some organization! We are going to divide them into three

chronological groups.

Organize your touchpoints

1  |  Pre-Purchase
 
2  |  Purchase
 
3  |  Post-Purchase
 

|    page 6
kimberlysundt.com  |  pineappleponderings.com



Who is this customer in this situation?

What is the situation and purchase point?

Tip: remember all the social media platforms she may visit. 

Be your customer and list every step,  starting with Googling your business (you
may need to use the back of this sheet!)

1

2
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Pre-Purchase 

Organize your touchpoints from Step 2 and then circle the ones (1-3) that you
will address first. 

Purchase 

Post-Purchase 

3 
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Now what?!?
Congratulations. You have done an amazing amount of work towards

understanding your customer and their journey. 

The next step is to map these out and determine what you want your

customer to feel during each touchpoint and create deliberate experiences. 

But . . . .
 . . . you probably have so many touchpoints that you don't even know

where to begin.  Go back to the final step on the last page and just choose a

couple. Don't overthink. 

If you make the customer experience a priority and really focus and learn

how to do this, it will transform your business. 

 

It will transform your employees, your way of looking at business and even

your way of looking at the world. 

 

Remember a touchpoint is every time your business touches a customer. 

 

Your goal is to make this more than a digital or face-to-face connection, but

an emotional connection that truly touches them and the way they feel. 
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Bonus tips . . .

1
Do this exercise with your team. It will increase their awareness so much,

which is the first step in helping your employees better understand the

customer experience.

 

Don't have a team? Well, you know your business best, so that is fine. But,

do you have any freelancers, a VA? Are there parts of this that they could

do? At the very least, their perspective might help you.

2
Pay attention to the part of business where you don't spend as much time.

For instance, if you are primarily bricks & mortar and you see your

customers face-to-face 90% of the time, be sure to pay special attention

to your digital presence. 

 

And if you are a service-provider and do most of your business with your

customers online, think about anything tactile that they may experience

with you. Do you meet for coffee? Do you send them something in the

mail? Do they print things out that you create? Are you on Zoom calls

together? Think through the "face-to-face" experience beyond your website.  
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Good luck - let me know how it goes and
if you have any questions!



 

All content is the private property of Kimberly Sundt. Any use of content,

including photography, must first receive written permission


