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Claire Scapinello
Head of Brand & Customer

Ways to build a 
more valuable 

brand…….
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In the last 10 years only 1 
company has remained in the Top 

10 Largest Global companies, 
Microsoft.

The shift from resource companies 
fueling our way of life to 

technology and consumer goods is 
a clear indicator of the importance 

the customer is having on brand 
value.

Shift in brand 
value in the last 

decade
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technology and consumer goods is 
a clear indicator of the importance 

the customer is having on brand 
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Global rankings – Brand Health 2018
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A brand is what 
a brand does.
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CX and brand need to become 
two parts of the same strategy

57% OF MARKETING 
DECISION MAKERS GLOBALLY 
DON’T FOCUS ON ALIGNING 
THEIR BRANDS WITH  CX

FORRESTER 2017 GLOBAL 
BUSINESS MARKETING 
SURVEY

Customer experience is the cumulative impact of all 
interactions and experiences between your business and the 
customer, at every touchpoint across the entire customer 
journey, and viewed entirely from your customer’s 
perspective.

Consumer’s need authentic brand experiences, authenticity is 
the result of the CX vision that takes it tone from the values 
that describe your brand and it’s purpose.

CX has become the key growth driver and competitive 
differentiator.
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Purpose

HAS A COMPELLING 
VISION FOR THE 

FUTURE

REDEFINES THE 
CATEGORY

DELIVERS 
SUSTAINABLE 

BUSINESS VALUE

Customer Experience

BUIILDS STRONG 
EMOTIONAL 

CONNECTION

CREATES ENGAGING 
EXPERIENCES AT EVERY 

TOUCH POINT

MAKES PEOPLE’S LIVES 
BETTER
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Raise your hand if you have 
had a good customer 

experience lately?

Keep your hand raised if it 
was with a computer?
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Digital technology transforming the 
brand and customer experience
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Digital technology transforming
the brand and customer experience
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How useful is your 
brand and digital tools 
to consumers?
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Identify the interactions 
across your business 
that lead to purchase 
and loyalty.

I don’t know how much 
you know….. until I 
know how much you 
care…… 

1.
Consistency in the 
customer experience 
and its connection to 
the brand.

They need to speak the 
same language and 
have the same 
vision…. 

2.
Make your brand and 
the services you provide 
a useful tool in your 
customer’s experience? 

Simple, convenient and 
relevant to me…….

3.

Future proofing your brand
through the customer experience



How TOGA embarked 
on building a more 

valuable brand…….
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So where did we start…….
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What we stand for…….
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So where did we start…….
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Purpose
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Purpose

EXPERIENCE INSIGHTS ENGAGEMENT
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Developed a customer wheel the 
integrated these three key areas

SHAPING 
MEANINGFUL 

SPACES FOR LIFE

Understanding the 
impact of customers 
needs & behaviours

Re-inventing the end-
to-end digital and 
physical journeys 

Personalising the 
communication and 
it’s relevance
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TOGA 
customer 
wheel

SHAPING 
MEANINGFUL 

SPACES FOR LIFE
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INSIGHTS
• Identifying the data sources 

and metrics to use. 
• What did our customers have 

to say?

EXPERIENCE
• Mapping the customer 

touchpoints. 
• Where were the pain points 

internally and with customers 
when  interacting with us?

ENGAGEMENT
• Single customer view.
• How did our customers what 

to engage? 

SHAPING 
MEANINGFUL 

SPACES FOR LIFE
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“We hated the way CBRE created a very disorderly "sales day" to 
which you had to pre-register in order to sign a contract”

“I remember there were significant 
delays in settlement, and a lack of 
communication with respect to this 
was the main issue with TOGA.”

CUSTOMER FEEDBACK
INSIGHTS1
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DATA SOURCES
INSIGHTS1

47% of marketers say they 
have a unified view.

Increase in data sources continues 

however which ones are really 

important to the business and 
continuous improvement.

NUMBER OF DATA SOURCES USED:

SOURCE: SALESFORCE, STATE OF MARKETING RESEARCH, 5TH EDITION

Focus on consolidating your data 
sources, otherwise you are only 

looking at half of the picture.

EMAIL SERVICE 
PROVIDERS

MARKETING 
DATABASES CUSTOMER 

RELATIONSHIP 
MANAGEMENT

CUSTOMER 
DATA 

PLATFORM
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START BY ASKING YOUR CUSTOMERS QUESTIONS
INSIGHTS1

Ideas in a dynamic 
environment where 

clients and 
consumers work 

together
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START BY ASKING YOUR CUSTOMERS QUESTIONS
INSIGHTS1
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START BY ASKING YOUR CUSTOMERS QUESTIONS
INSIGHTS1
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2
KEEP IT AUTHENTIC

CUSTOMER EXPERIENCE

“Root your Customer 
Experience Vision in your 

Brand”
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THE IMPORTANCE IS HAS ON YOUR BRAND
CUSTOMER EXPERIENCE2
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STARTING SMALL
CUSTOMER EXPERIENCE2

Starting small and experimenting with a CX 
initiative and a customer journey map.

• Map the steps in the process that needed to be 
addressed. 

• What were the internal and external pain points 
experienced by our employees and customers?

• Who was responsible in each business unit?
• Engaged the entire business at all levels so there 

was collective buy-in and collaboration.

+20 SHIFT IN NPS 
SCORE FOLLOWING THE 
CHANGE IN CX AND PROCESS

MACQUARIE GREEN 
PROJECT
VS 

BALMAIN PROJECT
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CUSTOMER JOURNEY
CUSTOMER EXPERIENCE2
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CUSTOMER JOURNEY
CUSTOMER EXPERIENCE2



31PA G E

• Moved away from traditional demographic and geographic insights and 
started focusing on the ethnographic. Not the what or who but the WHY?

• Our 3 Personas became the drivers of developing our customer 
experiences.

• Used our digital initiatives to drive the data collection and enhancement 
to make the experience more relevant and personal 

2
PERSONAL & RELEVANT 

CUSTOMER EXPERIENCE
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PERSONAL & RELEVANT 

CUSTOMER EXPERIENCE

• Moved away from traditional demographic and geographic insights and 
started focusing on the ethnographic. Not the what or who but the WHY?

• Our 3 Personas became the drivers of developing our customer 
experiences.

• Used our digital initiatives to drive the data collection and enhancement 
to make the experience more relevant and personal 



33PA G E

2
PERSONAL & RELEVANT 

CUSTOMER EXPERIENCE

• Moved away from traditional demographic and geographic insights and 
started focusing on the ethnographic. Not the what or who but the WHY?

• Our 3 Personas became the drivers of developing our customer 
experiences.

• Used our digital initiatives to drive the data collection and enhancement 
to make the experience more relevant and personal 
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• Test and Trial Approach to 
Digital Platforms

• Useful tool for the customer
• Real time reporting and 

analytics

2
TEST AND TRIAL 

CUSTOMER EXPERIENCE
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The digital transformation is taxing on organisations and to ensure it works and is embedded take a pragmatic approach to what 

you do next as many organisations are suffering transformation fatigue.

Connecting all data sources and creating a single customer view in one platform.

Central source of all customer 

information – Leads, Contacts 

and Account Data in addition to 

UTM tracking and attribution.

E M A I L  
P L AT F O R M

C R M

Integrating our brand promise 

into our website and lead 

acquisition tools..

W E B S I T E

Brand Pillars and Promise 

formed the basis of the strategy 

and all content must tie back to 

these objectives.

S O C I A L  M E D I A

DATA SOURCES
CUSTOMER ENGAGEMENT3

Central repository for customer 

sales information and manages 

the business workflow. 
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USEFUL TOOLS WITH PURPOSE
CUSTOMER ENGAGEMENT3
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TOGA 
customer 
wheel

SHAPING 
MEANINGFUL 
SPACES FOR 

LIFE
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Exploring new ideas and refining them in a business plan 

won’t make them succeed. Test your ideas with cheap 

experiments, prototypes and pilots.

START EXPERIMENTING 04

Build the foundation and go back to focusing on the how the 

brand promise informs and affirms the customer experience. 

BRAND PROMISE VS BRAND EXPERIENCE02

The depth and breath of data can be overwhelming and 

CMO’s and Marketing Leaders need to create clarity in 

reporting and the metrics distributed.

METRICS – DECIDE ON WHAT’S IMPORTANT08

Embracing the power of authentic, personalized and 

relevant content. Using customers to tell your story.

STORY TELLING06

Clarity on who you are talking to and what you are talking 

about. Using Dynamic content and CRM to personalize the 

interaction.

PERSONALISATION – DO YOU KNOW ME?03

Trust me……. Is not good enough anymore, customers 

need to ensure that you genuinely care about them.

BUILDING TRUST01

Where is your single view of the customer and what they 

are doing? Can you track them from the beginning to the 

end?

DATA CONSOLIDATION07

End of the first chapter and using AI to deliver CX in real 

time – providing useful tools for customers.

BALANCING AI & HUMAN INTERACTIONS05

What will 2019 bring for Brand, Digital & CX? 
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Claire Scapinello
Head of Brand & Customer

Ways to build a 
more valuable 

brand…….
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GET IN CONTACT

@clairescapinello

@ msscappas

http://toga.com.au

45 Jones Street, Ultimo

cscapinello@toga.com.au

+61 408 273 544


