THE CLIENT
JOY GAUGE

Your toolkit for peak satisfaction

CHANGE

MARER.




CONTENTS

The Importance of Client Satisfaction
What The Client Joy Gauge Will Help You Do
What You'll Measure

The Components of The Client Joy Gauge
The Quick Process Guide

Page 05

Page 06

Page 08

Page 10

Page 11




The Importance of Client Satisfaction

Achieving success in the health and fitness industry 1s all about

satistying your clients.

From increased customer loyalty and positive word-of-mouth to a
fortified brand reputation and heightened revenue, the profound
impact of customer happiness extends tar beyond the

transactional realm.

Let’s dive into the world of happy customers, where triumph 1s

not just a singular event but a lasting relationship.

Revealing the Benefits: Ten Key Advantages of Happy

Customers

* Increased customer loyalty: Happy clients are more likely
to stay loyal to your brand and make repeat purchases. 'T'hey stick
with you longer, reducing the need to constantly acquire new

customers, which can be more costly (and time consuming).

* Positive word-of-mouth and referrals: Satisfied customers
are more likely to recommend your health & fitness products or
services to their friends, family, and colleagues. Word-ot-mouth
marketing and referrals from delighted customers can significantly

boost your bottom line.
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The Importance of Client Satisfaction

* Enhanced brand reputation: Happy customers can
contribute to a positive brand image. When customers share their
positive experiences with your brand, it can lead to a strong and
favorable reputation 1n the market. 'T'his, in turn, can attract new

customers and business opportunities.

* Reduced marketing costs: Delighted clients can become
brand advocates who promote your business for free. '1'his can
help reduce your marketing and advertising expenses, as you may
not need to spend as much to acquire new customers through paid

marketing channels.

* Higher customer lifetime value: Satisfied customers tend
to spend more over their ifetime as your customers. '1'hey’re more
likely to make repeat purchases, buy additional products or
services, purchase premium offerings, and pay upiront, increasing

their overall value to your business.

* Competitive advantage: Having a reputation for exceptional
customer service and satistaction can set you apart from the
crowd. It can be a unique selling point that helps you attract

customers who value a positive experience with a brand.
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The Importance of Client Satisfaction

* Improved employee morale: When employees see that their
work 1s directly contributing to customer happiness and
satisfaction, 1t can boost their morale and job satistaction. Happy
employees are more likely to provide better service, creating a

positive cycle that benefits both customers and the organization.

* Valuable feedback and insights: Delighted customers are
more likely to provide feedback and constructive criticism that can
help you improve your products, services, and overall customer
experience. 1'his information can be used to make data-driven

decisions and enhancements.

* Increased revenue: Satisfied customers are more likely to
make larger purchases, and they may also be willing to pay
premium prices for the value and quality they receive from your

products and services. This can result in increased revenue and

profitability:.

* Lower customer support costs: Happy customers are less
likely to require extensive customer support, as they are less likely
to encounter problems or 1ssues with your products or services.
T'his can lead to cost savings 1n terms of customer support

resources and time.

In essence, cultivating happy customers 1s not merely a business
strategy; 1t's a transtormative journey that paves the way for
increased loyalty, positive word-of-mouth, and a robust brand
reputation, contributing significantly to the success and growth of

your health and fitness enterprise.
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What The Client Joy Gauge Will Help You Do

Having happy customers is wonderful, but turning that
warm fuzzy feeling into numbers is crucial for business

growth.

Without quantifying satistaction, it's like navigating in the dark—
you won't know where to steer for improvement or whether your

current strategies are hitting the mark.
And that’s exactly what The Client Joy Gauge will help you do.
By working through this resource, you’ll:

Deepen Your Understanding of Customer Value: Discover
exactly how much your customers value your service or product.
With the Customer Surplus metric, you'll have a clear gauge of
where you’re exceeding expectations and where you can further
elevate your ofterings. It’s like having a roadmap to your

customers’ hearts and minds.

Boost Customer Loyalty and Advocacy: Llevate your
business with the power of the Net Promoter Score (NPS). This
tool 1s your key to unlocking insights into how likely your
customers are to recommend your services. More than just a
number, 1t’s a strategic compass pointing you towards turning
customers 1nto enthusiastic advocates, fuelling your growth and

bolstering your reputation.
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What The Client Joy Gauge Will Help You Do

Make Smarter, Data-Driven Decisions: Step into the world
of data-driven excellence. This toolkit transforms subjective
customer feelings into objective, actionable data. Armed with
these mnsights, you’ll be able to make informed decisions, tailor
your services to meet customer needs more precisely, and

strategically allocate resources for maximum impact.

Simplify Feedback Collection and Analysis: Streamline the
way you gather and analyze customer feedback. With a user-
friendly survey and an intuitive spreadsheet for crunching
numbers, this toolkit makes 1t easy to measure customer
satistaction and loyalty. You’ll save time and effort, enabling you to
focus more on interpreting results and crafting strategies to

enhance customer experiences and drive your business success.
By the end, you’ll know exactly where you stand with your chents,

and have tangible actions you can take to improve their

experience.
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What You’ll Measure

There are two key metrics we rely on to transform

customer satisfaction into actionable insights:

Customer Surplus: This helps us gauge the gap between
customer expectations and their actual experience, providing a
clear picture of where we excel and where we can elevate our

performance.

Net Promoter Score (NPS): 'This tells us how likely our
customers are to recommend us. It's not just a number; 1t's a
compass guiding us toward building a base of enthusiastic
advocates and fine-tuning our offerings to match their

expectations.

Delving into the first metric, let’s unwrap the concept of

Customer Surplus.

Why Your Net Promoter Score Matters

Net Promoter Score (NPS) helps you understand the
likelihood of your clients becoming enthusiastic advocates for your

health and fitness services.
A positive Net Promoter Score (NPS) 1s indicative of a good

customer experience. Glients are likley to share good review with

their Irnends and loved ones.
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Why Your Net Promoter Score Matters

A negative Net Promoter Score (NPS) signifies a poor
customer experience. Clients are likely to speak poorly about

you and your services.

It your score 1s less than 20, you have work to do.

Why Your Customer Surplus Matters

Customer Surplus is the difference between what a
customer is willing to shell out for a product or service

and the actual price they end up paying.

A positive Customer Surplus signifies that the client is paying less

than their perceived value, which 1s a win 1n their eyes.

A Negative Customer Surplus indicates that the client is paying
more than their ideal amount, potentially leading them to

question their purchase decision.
If you don't have a positive Customer Surplus, it's time

to improve your offerings and your customer

experience.
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The Components of The Client Joy Gauge

In this toolkit you’ll find:

A Client Survey: Gather insights effortlessly! This survey helps
you quantify if you're exceeding or falling short on your products
and services. Discover how likely your customers are to

recommend you.

https://docs.google.com/forms/d/
1IDWJOBN_vOh6nW5UnloWeTMkrgkGGm7wyigX2G2 etag/

Copy

An Email Template: Hassle-free communication! Customize
our template to make 1t uniquely "you." Insert the survey link, and

send 1t off to your clients for quick feedback.

https:/ /docs.google.com/document/d/
InihRtLwSQKSp8MupuLDgVFy(QJ5i1zZVb V-
QEnuqVz4nw/ copy

Spreadsheet Magic: No more number crunching! Copy and
paste your clients' responses into the spreadsheet. It'll work its
magic, calculating your average Customer Surplus and Net

Promoter Score 1n a snap!

https://docs.google.com/spreadsheets/d/1XG-
KGhUI37Y1pe4-LS50tOLENeKLGSegkT9Zk79RIUs/copy

The combination of these resources will give you the data you

need to make informed decisions effortlessly.
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The Quick Process Guide

Get the most out of your toolkit, using this step-by-step guide.
Step 1: Copy and Tweak The Client Feedback Survey

A) Create a copy of your client feedback by clicking the link on
the previous page

B) Make any necessary edits to the survey (e.g. insert your business
name, etc.)

C) After you've made your edits, click “SEND” 1n the top right

hand corner.

Click the & symbol next to "Send via" to copy your survey link.

Step 2: Edit The Client Feedback Email Template (And
Send It)

A) Create a copy of The Client Feedback Email 'Template by
clicking the link on the previous page

B) Insert your survey link from Step 1 into the email template and
make any necessary edits.

C) Send the email to your clients.

Step 3: Review Your Responses and Pull Key Data

A) Once your clients have filled out the survey, view their answers
by clicking "Responses' at the top of your survey.

B) From there, click "Link to Sheets" to view the responses 1n a

spreadsheet.
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The Quick Process Guide

Step 4: Leverage The Client Satisfaction and Loyalty
Analysis

A) Create a copy of The Client Satistaction and Loyalty Analysis
by clicking the link on the previous page.

B) Copy and paste the responses in “Column F” from your
response spreadsheet above, into “Column A” on the “Net
Promoter Score” tab of this spreadsheet.

1)  Your Net Promoter Score will auto calculate.

C) Copy and paste the responses in “Column G” from your
response spreadsheet above, into “CGolumn A” on the “Customer
Surplus” tab of this spreadsheet.

1) Your average Customer Surplus will auto calculate.
D) Copy and paste the responses in “Golumn D” and “Column
E” from your response spreadsheet above, into “Column A’ and

“Column B” on the “Ways 1o Improve” tab of this spreadsheet.

E) Review common themes and decide how you’ll improve your

client experience.
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Summary

T'his guide 1s designed to assist you 1n several key ways.

First, it deepens your understanding of customer value by
measuring how much your customers appreciate your service or
product, pinpointing areas where you're exceeding their

expectations and where there's room for improvement.

Second, 1t enhances customer loyalty and advocacy
through the use of the Net Promoter Score (NPS), which assesses
the likelithood of your customers recommending your services to
others, thereby helping you to nurture enthusiastic brand

advocates.

Third, the guide enables you to make smarter, data-driven
decisions by converting subjective customer opinions 1nto
actionable, objective data. T'his approach aids in fine-tuning your

services to more accurately meet customer needs.

Lastly, it simplifies the process of collecting and
analyzing customer feedback. With an easy-to-use survey
and a spreadsheet for calculations, the toolkit streamlines the
measurement of customer satisfaction and loyalty, saving you
valuable ime and effort in understanding and enhancing your

customer's experience.
We hope that these materials empower you to elevate your

customer relationships, driving both satistaction and success in

your business endeavors. Good luck, Change Maker!
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