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Consent to Terms
Your use of the Guide to the Staged Experience Audit (“Guide”) is subject to these Terms of Use ("Terms"). Please read them
carefully. By using this Guide, you agree to be bound by these Terms. If you do not agree with, or cannot abide by these Terms,
please do not make any use of this Guide. These Terms may be modified at any time at our discretion by posting the modified
Terms on the Brand Integrity Web site. Use after any posting will constitute your agreement to abide by the modified Terms.
Copyrights
The content of this Guide is protected by U.S. and international copyright laws. You may not use, reproduce, distribute, transmit, or
display any copyrighted material unless it is within the Terms. Derivative works may not be made. You may download, print, and
copy the Guide for your personal (including intra-company), non-commercial use only, provided that you include all copyright and
other notices contained in the Guide and that you do not modify the Guide. Any other use of the Guide is expressly prohibited.
Disclaimer
This Guide is provided on an "as is" and "as available" basis, without any warranties of any kind, either express or implied, including
warranties of title or implied warranties of merchantability or fitness for a particular purpose. No warranties are made regarding any
results that may be obtained from use of the Guide.
Limitation of Liability
In no event will Gregg Lederman, Brand at Work, or any of its employees or agents be liable for any indirect, consequential, special,
incidental, or punitive damages, arising out of the use or inability to use this Guide or any results obtained from the use of this
Guide.
Miscellaneous
These Terms represent the entire understanding of the parties regarding the use of this Guide and supersede any previous
documents, correspondence, conversations, or other oral or written understanding related to these Terms. These Terms shall be
governed by and construed under the laws of the State of New York without regard to its choice of law, rules, and where applicable,
the laws of the United States. To the extent permissible by law, any disputes under these Terms or relating to the Guide shall be
litigated in the District Court in and for the District of New York, and you hereby consent to personal jurisdiction and venue in the
District of New York. A modification or waiver of a part of these Terms shall not constitute a waiver or modification of any other
portion of the Terms. If for any reason any provision of these Terms is found unenforceable, that provision will be enforced to the
maximum extent permissible, and the remainder of the Terms will continue in full force and effect.
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Guide: Staged Experience Audit
Part 1:

Overview

Experiences are a packaged set of behaviors that are delivered to customers,
employees, and other key stakeholders. An experience is an encounter an individual
has with your company, its employees, and/or its products and services that engages
them on a physical, emotional, intellectual, and/or spiritual level.
Staged experiences are pre-planned interactions that are orchestrated by your
company’s employees. These are events that customers, employees, and other key
stakeholders participate in passively or actively. Staged experiences are a primary
delivery vehicle of the benefits that motivate customers, employees and other
stakeholders to take desired actions (buy your stuff).
For an experience to be considered a staged experience you should be able to
positively answer each of the following questions:
1. Is the idea an organized, consistently delivered process or program?
(This carries the most weight.)
2. Does it deliver a clearly identifiable meaningful benefit for a specific audience?
(You can describe either a functional or emotional benefit.)
3. Can you name the event, process, or program?
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Guide: Staged Experience Audit
Part 2:

Conducting an Experience Audit Contest

The purpose of this exercise is to uncover the existing staged experiences that your
company is already doing. It is important to conduct this audit prior to creating new
ideas for staged experiences simply because employees are somewhat familiar with the
existing experiences and your company has already invested resources to implement
them. In some cases, company leaders find that they already have enough staged
experiences that need to be perfected and that adding new experiences is not in the
best short-term interest of the company.
How to set up the Staged Experience Audit Contest
1. Gather together 10 to 20 employees and divide the participants into 3 equal teams.
2. Pick a meaningful prize that will be awarded to the team that comes up with the most unique staged
experience ideas. A unique staged experience is one that no other team came up with.
3. Choose a team captain for each team. Explain that each captain is responsible for aggregating
his/her team’s ideas and presenting the results (the team captain should be ready to explain what an
idea is if it is unclear). Send the group off to brainstorm experiences that your company is currently
doing.
4. Collect data, aggregate per team, and determine which team came up with the most unique ideas.
When reviewing the experience results from the different teams, be sure to keep track of which team
came up with each idea. Only unique ideas (ideas that no other team came up with) earn points. The
team with the most points wins.
5. Present the results back to the group and distribute the prize (it’s a good idea to also give all three
captains a reward).
6. See audit guide below for details on collecting and analyzing the participant data.

Analyzing the results
1. Review all input and make note of:
• Ideas that are clearly staged experiences.
• Anything you think might not be more than a behavior.
• Ones you are not sure how to interpret.
• Products or service offerings (these are not staged experiences).
2. Review input with each team captain to go over each item and seek any needed clarification.
• Don’t accept services or products provided as staged experiences.
• Make a list of any potential staged experiences. These are the items that are not done
consistently, but were noted because they have potential. This would be the case if you’ve done
an experience a few times but have very little or no structure in place for continuing it in the future.
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When reviewing the input with the team captain, make sure to remind him/her of the criteria for a staged
experience at the beginning of the conversation. This will help the captain understand what you are
looking for. Make sure you can answer yes to the three criteria questions below.
1. Is the idea an organized, consistently delivered process or program?
(This carries the most weight.)
2. Does it deliver a clearly identifiable meaningful benefit for a specific audience?
(You can describe either a functional or emotional benefit.)
3. Can you name the event/process or program?
Take the team captain through each submitted staged experience idea and ask clarification questions to
determine if the idea meets the three criteria. Here are some questions to ask when determining the
validity of a staged experience idea:
•
•
•

Is there a process or approach in place?
Who delivers the experience?
How often is the experience delivered?

Delete anything that is not deemed to be staged experiences. Re-name ideas if it will make them easier
to understand.
Use the following template to aggregate the data from all three teams.

Existing Staged Experience

Audience

Brand Lens Concept

(Who is it for?
Customers?
Employees? Both?)

(Which concept does
this experience
pertain to?)

Team Credit

1.
2.
3.
4.
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Guide: Staged Experience Audit
Part 3:

Ranking Consistency and Importance

Now that you have aggregated all the data from the Staged Experience Audit, you can
have the team rank each existing staged experience for consistency and importance.
Doing so will help you to narrow down the list to ideas you should continue investing
resources into and those you should stop putting company time, energy, and money
into because they are off-brand or not as high impact as others.
1. Send each participant a list of all the existing staged experiences developed in Part 2. Have each
participant individually rank each experience using the scale below.

Importance

Consistency

1 = Unimportant

1 = We never do this staged experience.

3 = Not very important

3 = We rarely deliver this staged experience.

5 = Somewhat important

5 = We sometimes do this staged experience.
Some people do it and some don’t.

7 = Very important

7 = We almost always do this staged experience.

10 = Extremely important

10 = We always deliver this staged experience.
We have the process in place and are very
consistent.

N/A = I do not know enough about this experience to rank its importance or how consistently we do it.
2. We recommend using an online tool such as Surveymonkey when conducting a ranking, but you can
also do it in a simple table in MSWord or MSExcel.
When reviewing the ranking ideas, pay particular attention to existing staged experiences that are
deemed important yet are inconsistently delivered. These are the ones that need the most attention
moving forward.
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