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Shift in brand
value in the last
decade

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.

Chart of the Week

THE LARGEST COMPANIES BY MARKET CAP

The oil barons have been replaced by the whiz kids of Silicon Valley

é Top 5 Publicly Traded Companies (by Market Cap) € Tech @) Other

#2 #3 #4 #5

2001
$3658 $272B $261B $260B
o @ @ @
$4468B $383B $3278B $293B $273B
o °
PetroChina Shell ICBC
$406B $376B $2778B $2378B $228B
$5828 $556B $452B $364B $359B

visualcapitalist.com




Shift in brand
value in the last
decade

Global rankings - Brand Health 2018

In the last 10 years only 1

company has remained in the Top e Google o (L) WhatsApp

10 Largest Global companies, —
Microsoft. ~ Youli': e n

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.
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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

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.

5 7% OF MARKETING

DECISION MAKERS GLOBALLY
DON'T FOCUS ON ALIGNING
THEIR BRANDS WITH CX

FORRESTER 2017 GLOBAL
BUSINESS MARKETING
SURVEY



Purpose

HAS A COMPELLING DELIVERS
VISION FOR THE RE(I:DE_I:IIEI\éEOSR'I;HE SUSTAINABLE
FUTURE BUSINESS VALUE

Customer Experience
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BUIILDS STRONG CREATES ENGAGING MAKES PEOPLE'S LIVES
EMOTIONAL EXPERIENCES AT EVERY BETTER
CONNECTION TOUCH POINT




Raise your hand if you have
had a good customer

experience lately?

Keep your hand raised if it
was with a computer?




Digital technology transforming the
brand and customer experience







How useful is your

brand and digital tools

fo consumers?

SilVodafone AU VOLTE 6:34 pm

Booking

Search
Hotels, motels, apartments, and more...

Hotel President Q

Check-in Check-out
Sun, February 24 Mon, February 25

C 1-night stay

Rooms Adults Children
1 1 0

Are you travelling for work?

() Yes () No
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Future proofing your brand
through the customer experience

3.

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

Identify the interactions Consistency in the
across your business customer experience
that lead to purchase and its connection to
and loyalty. the brand.

I don’t know how much They need to speak the

you know..... until I same language and
know how much you have the same

vision....

Simple, convenient and
relevant to me




How TOGA embarked
on building a more
valuable brand.......
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So where did we start.......

..............................................................................................................................................................

PEOPLE & PRODUCTS
CULTURE & SERVICES
i TOGA BRAND
: PURPOSE ;
EXPERIENCE PROCESS &
& EXPRESS

ION OPERATIONS

............................................................................................................................................................



What we stand for.......

BRAND
PROMISE

5 YEAR STRATEGY



LOVE THAT
PLACE




Purpose

SHAPING
MEANINGFUL
SPACES FOR
LIFE



SHAPING MEANINGFUL SPAGES FOR LIFE.

Speaks to the physical act of Places and experiences that Anenduring commitment to
designh and construction, as well reflect and respond.to unique people and the way we live,
as ongoing management. insights and needs — true work and play.

placemaking.

EXPERIENCE INSIGHTS ENGAGEMENT



Developed a customer wheel the
Integrated these three key areas

Understanding the
impact of customers

needs & behaviours SHAPING Re-inventing the end-

to-end digital and
physical journeys

MEANINGFUL

SPACES FOR LIFE

Personalising the
communication and
It’s relevance



TOGA

customer
wheel

W\ Automated and
W\ Personalised

SHAPING
MEANINGFUL
SPACES FOR LIFE
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Experience
Consistent

5 YEARSTRATEGY/ (& i  &Alned

" TOGAcare
& Defects |

CRM
(Microsoft
Dynamics)

Email Automation .
Platform - Social Media

Lead nurturing Website
' TOGA App/Portal



INSIGHTS

 l|dentifying the data sources
and metrics to use.

 What did our customers have

to say?

Customer Care
Automated and
Personalised

SHAPING
MEANINGFUL
SPACES FOR LIFE
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EXPERIENCE

* Mapping the customer
touchpoints.

 Where were the pain points
internally and with customers
when interacting with us?

Experience
Consistent
& Aligned

TOGAcare
CRM Settlement

(Microsoft & Defects
Dynamics)

Email Automation .
Platform - Social Media

ENGAGEMENT Lead nurturing Website

* Single customer view.  TOGA App/Portal
« How did our customers what s

to engage”?



INSIGHTS

CUSTOMER FEEDBA

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

How likely is it that you would recommend Toga to a friend or colleague?

Answered: 75  Skipped: 27

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



INSIGHTS

- DATA SOURCES c e e cececeens

47% of marketers say they
have a unified view.

Increase Iin data sources continues

CUSTOMER
however which ones are really ® RELATIONSHIP
Important to the business and MANAGEMENT

continuous improvement. @ O O

EMAIL SERVICE
NUMBER OF DATA SOURCES USED: PROVIDERS ©

207 RERSISISISISISISISES] 10
2018 @ g @ g g g @ @ @ @ g @ 12 Focus on consolidating your data

2019 NERESIEIEISISEISIEIEIS @ @ = @ @ 15 sources, otherwise you are only

SOURCE: SALESFORCE, STATE OF MARKETING RESEARCH looking at half of the picture.

CUSTOMER
DATA
PLATFORM

—
=N ©

TOGA
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INSIGHTS

- START BY ASKING YOUR CUSTOMERS QUESTIONS

Co Creation requires customers to
actively participate in the process. / @ ~

ldeas in a dynamic

n Sales 5 Co-Creation environment where
pproac Approach T clients and l
— — - consumers work
INFOI

TOGA
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KICK-OFF
WORKSHOP

Mapped the current
end-to-end Customer
Experience of TOGA.

TOGA

C

15x EMPATHIC
INTERVIEWS

Immersion in the world of
TOGA's customers

INSIGHTS

PERSONA
WORKSHOP

Uncovered deep customer

insights to develop three
customer personas.

IDEATE
WORKSHOP

Co-designed innovative ideas
using the customer insights
and personas to redefine the

end-to-end TOGA Customer
Experience.

START BY ASKING YOUR CUSTOMERS QUESTIONS

SOLUTIONS
DEVELOPMENT

Designed recommendations
for possible value added
services which will enhance

the TOGA Customer
Experience.

FINAL DELIVERY
CUSTOMER JOURNEY
RE-DESIGN

Developed a new
customer journey map
and experience for
TOGA.

PAGE 24



1. JOURNEYS

Journey before and after
purchasing a unit
Journey of buying a unit
(contract, pre-settlement
and settlement)

Journey of moving in or
renting out

. PURCHASING

What was the purchasing /
buying process

What factors were important to
them before buying (cost
structure, location, timeline)

Who were they stakeholders
involved in their purchasing
journey? How was the interaction

2. DECISIONS

Who were involved in the
decision making process
What factors affected /
informed the purchasing
decisions

What factors informed the
decisions about
stakeholders i.e. financier /
solicitor / broker

. SERVICES / VALUE

What was the value they believe
TOGA is giving them

What was the value of owning a
unit

Will they re-buy from or refer
TOGA to friends and family

INSIGHTS

i

. EXPECTATIONS

What were their expectation
from TOGA before, during
and after the engagement
Were their expectations met /
unmet

What was their perception of
TOGA? Did they have any pre-
conceptions about buying off
the plan

7. ABOUT TOGA

What was their overall experience
with TOGA? What worked and
what didn't

How was their experience and
interaction with the TOGA staff
Were they aware of all of TOGA’s
services and would they use
them? What services

. COMMUNICATION

How was the quality of
information / communication
received

Was the information received
adequate

When did they find gaps in
communication, if at all

. FUTURE PLANS

What are their / family’s
aspirations and goals

What do they anticipate to be the
future of homes / housing

What do they see as the future of
their investment portfolio



CUSTOMER EXPERIENCE

- KEEP IT AUTHENTIC c e ccceccce s




89%

Of consumers have
stopped doing business
with a company after
experiencing poor

customer service

(RIGHTNOW CUSTOMER EXPERIENCE
IMPACT REPORT)

for a better customer
experience

BUT ONLY

of customers feel that
vendors consistently

of buyers will pay more

meet their expectations
(FORBES)

CUSTOMER EXPERIENCE

- THE IMPORTANCE IS HAS ON YOUR BRAND

@ O
D LL | &
A customer Is 4 times more likely to buy from a

competitor If the problem is service related vs.
price or product related

(BAIN & CO.)

of consumers would
pay more for a better

customer experience
(DEFAQTO RESEARCH)
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CUSTOMER EXPERIENCE

STARTING SMALL s

+20 SHIFT IN NPS

SCORE FOLLOWING THE
CHANGE IN CX AND PROCESS - TOGACARE

MACQUARIE GREEN = e :
VS y —
- DEFECTS INSPECTIONS
REVIEW - DEFECTS e "
- D elopment to conduct defec . .
g w’:’ ;t t:mpl etion d. Cus;c::u;rltr;sz:;t::s of CLOSE OUT COLLE_CTION l
CLl E NT VA LUATIO N Finalise any a;.tional defects Key Collection and customer :
. . . . s ETTL E M E NT _ identified by customer inspection"?:‘z:‘;pi:l:ty prior to,
EVENING ank valuation to occur
Starting small and experimenting with a CX N Senkvaustont SETTLEMENT
° ° ° ° ° Information about valuation —
initiative and a customer journey map. process and setisment
exchange of contracts
. INVITATION DEVELOPMENT TO | EDM TO CUSTOMERS DEV. DEFECT HOLD POINT: HOLD POINT: KEY COLLECTION
® Iw ap the Steps N the prOCQSS that needed to be COMMENCE DEFECTS | VALUER IM, PLAN, RECTIFICATION AND CUSTOMER
REGISTRATION INSPECTION INSTRUCTIONS PACK CONCLUDES TCN TO CONFIRM 2 DAYS PRIOR TO APPOINTMENTS TO
REMINDER & RSVP SENT OUT DEFECT COMPLETION |ADVISING LAWYERS OF  REVIEW FINISHED
ad d ress ed . DEVELOPMENT /TCN PRE - 100% PRIOR TO SETTLEMENT APARTMENT
SETTLEMENT EVENING | CONFIRM HANDOVER APPOINTMENT SETTLEMENT EDM | SETTLEMENT NOTICES
DATES BOOKING ISSUED
° : ° FOLLOW UP EMAIL PRE-SETTLEMENT EDM/CALL 90 DAYS AFTER
¢ What were the lnternal and QXternal paln pOlTltS WITH SETTLEMENT DEFECT INSPECTIONS TD&C EXEC TO AGREE 'CUSTOMERS TO ADVISE CUSTOMER
EVENING PACK RECTIFICATION COMMENCEMENT COMMENCE ON SETTLEMENT OF SETTLEMENT SATISFACTION
. COMMENCES OF VALUATION TIMING SURVEY
experlenced by our emplOyees and CuStomerS ? CONFIRM ESTIMATED INSPECTIONS DEFECTS IDENTIFIED CONTRACTS
DATES FINAL CLEAN EXCHANGED
DEFECT
* Who was responsible in each business unit? A
ACCOUNTABLE: ACCOUNTABLE: ACCOUNTABLE: ACCOUNTABLE: ACCOUNTABLE: ACCOUNTABLE: ACCOUNTABLE:
. . BRAND & CUSTOMER TCN DEVELOPMENT DEVELOPMENT TCN DEVELOPMENT BRAND & CUSTOMER
» Engaged the entire business at all levels so there
RESPONSIBLE: RESPONSIBLE: RESPONSIBLE: RESPONSIBLE: RESPONSIBLE: RESPONSIBLE: RESPONSIBLE:
l l . b . d l l b . CRM, TSL TCN - PROJECT MGR CRM, TSL BRAND & CUSTOMER | TCN - PROJECT MGR | TCN, DEV, TSL, B&C CRM
was collective buy-in and collaboration. ST
4 MONTHS BEFORE  SETTLEMENT
'SETTLEMENT

PSI’S, DEFECTS & KEY COLLECTION OCCUR CONCURRENTLY - 6-7 WEEK PROCESS IN TOTAL

TOGA
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A 4

e CUSTOMER EXPERIENCE

CUSTOMER JOURNEY ::::::00000e

CUSTOMER EXPERIENCE : To make the TOGA Customer journey as seamless as possible

THINKING ABOUT BUYING EXCHANGING THE CONTRACT REFERRALS & REAUYING
s 1, s !
~ - -~ -
— ﬁ - Momhly updates Menthy uwdates - ﬁ -
- - o ot - -
TstSurprise “D- “O- 3rd Surprise
B xS A
oos
A B 0 g _ A ( : (9 X A =0 m 11”8
3 9 O cm Y/ < (& , 3 Uh
Customer o ] = | x - % O—0)
Journey & & & G —& @ & U & & @ $ z , L L & L & & @ &
Thinking about cvent gistering Visiting the ‘ Thinking about Expression Getting &inlnm Selecting finishea Exchanging Local VIP Everts [+ | Amange ent Defects update Settlement y Handing over Moving ‘ Renting Bullding Property Upcates / Refermrals &
buying a unit (Returning customens)  [nterest to buy display unit effordsbility of interest in order 4 contact +finalising ocontraots petiod Information updates statiatics ! Finances inspéction | | the Keys In | owm menagement  management New offerings Re-buying
| revicw controct
|
: |
- | - - o - i o - s - - -
’4 ‘\ ’4 \‘ " '91\\ ’f “ ’v' \\ ’O \\ 'v' \“ ” \\ ,' \\ "f rq:\ " \\ 'I’ \\
’ ’ ] L L ! L ‘ t r
vaeadded (T L@ g ] e (BT 42 H=) ‘FT) CINEIR <)
services o 6, 3 PR I PR ’ =, N AN ’ ==, N 4\ N ’
- o -~ s N o o P— -~ ~ -~ -~ -~
TOGA avud Intioducing Introducing TOGA ANTOGA ! ToaA aloud 1Pads App | Danefi Me TOOA slowd TOBACwe  Additional  TDOALise
TOGA Promise TOBA Care Ua App services | » actended offars & perks ootirues
|
|
| |
/IP through thelr joumey A seamiess traneition Into their new home / Investment
Find aunit i suit their budget and neads (Loration, size, smenities. ete) Find / Engage a solicior To know TOGA wil deliver what they Continued support from TOGA when needed
[
c"";'d““ Find a devaloper they can trust Intaract with professional, friendly & experiencad staff and easy access to TOGA's solicitors Ba the first o know about new offers, services and developments:
neods Find a tme-lina sultable 10 thelr circumstancas ‘ Identy finances Put down a holding fee/ deposit For staff 10 honor appaimtment tmes Tofeel ke a valued (retuining) customer
Find a financial solution / product to suit their needs. ‘ Open & transparent communication dor refarring TOGA on hasing from them sgain

Digital P = =
experience = ¥ B )|

DO Mo Comdn ;;.:.:.'.'..:m.;,,

Dighal manager
| -
v R _,'F v ot Q v
B | “
Customer Recoived ‘ X..J
servica ne
b | b
Digital menager Customer care Sales person | Bulding Property Q Sales person
manager manager
physical on ground sendee with back-end staff
Y ¥ ¥ ¥
\

Ex“'nal , m 8 Q g 8 )

stakeholders ﬂ aln gy ¢hd) S a . Strata manager
Broker Friends & family Local amb o c h Statisticlan SR SRS
2 N— ens e Etki -
ol g - i -
10 % 9 the
Emotional B
Journey
Hoping ther get 8 good ded.
Declatin naking. Asxiety sbow! buying off e glan. { WoHngpergs.
and
———————————————————————————————————————————————————— I = s e e e e e e S T S T S T S e R TR i T S S P T E T i e T T e TR S P e S PR S P i =
Information abourt the buying off the plan process and relevant i ion sbout their purchase pdetes that are essyto and access Updates that are easy to understand and access Accurete Informetion about tine-lines & delays To know who to contact about defect ractification and get any other lssues resoived Family & Friends opinion

Info ion litty: All P g options / Financial (loan) cptians Contracts thet are casy to und d and favor the and not Just the developer. Preferred stakehclders / szrvice providers 1o pariner with Realistic time-lines end detes of the developments Guarentesd settioment date Market / location valve to rentor resell How does thelr unit compere against the others.

needed Develop v & heritage (rop ty, quallty and cese studies) Ona polint of contact along the joumey with an % of thelr roles & rosp Growth value of their purchase so that they can make informed decisions Offers and add on benefits provided by TOGA Mesaurements and floor plans to be eble to plan out their fumiture and layout ahead of time Info. about the epartment - electrical plans, floor plara & advice on how 1o Lae the space (gadpeta & appliances) How TOGA as 8 davel intaing and grows their ion and brandi

Reoommendation / Feedback from family & friends Informetion about the sumrcunding location & amentties Whatthelr friends & famlly think of thelr purchase Local Information atoux: the area thay will be purchasing in od banks / p with Information about the bullding - uss of common spaces and rules Growth and expansion of their new locel area
Information zbout all of TO3A'S services Information about time-lines and next steps What to expect during the remainder of the process. How will this ceclslon affect thelr fulure. A cleer point of contact (Buikding manager / streta) Point of contact (Building meneges / streta) ‘Who to contact for any future issues

TOGA
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TOGA

Customer
Journey

Value added
services

Customer
needs

Digital

experience

Customer

service

External
stakeholders

Emotional
journey

Information
needed

THINKING ABOUT BUYING

oo x x

@ 0O

7/ N
|

CUSTOMER EXPERIENCE

CUSTOMER JOURNEY

A 4

EXCHANGING THE CONTRACT

gf\

LI
~ Oon ¢

- e
L 4 I I &
1st Surprise

+* <

Thinking about Engagement event
buying a unit (Returning customers)

TOGA aloud ;

Find a unit / home that suits their needs, circumstances and budget.

Registering Visiting the Thinking about
interest to buy display unit affordability
e g g aiinia e
’f \\ ,f \\ ,' s‘ ,’ \\
4 \ 4 o] \ 4 L \
' v ! mM [ [ 1
@] =
R s \~\ Py \\‘ o \\‘ 8
Introducing Introducing TOGA All TOGA
TOGA Promise TOGA Care Lite App services

Find a unit to suit their budget and needs (Location, size, amenities. etc.)

Find a developer they can trust

Find a time-line suitable to their circumstances

Find a financial solution / product to suit their needs.

www.realestate com

POvE

©

Digital manager Customer care

Hello Case studies BOP Manual | TOGA story

Hefiol ['m George &
{mbera fo ancuer
any questione beu
8 may hawe

Received
interest

Sales person

Integrate the physical on ground customer service with back-end staff

¥

[

Broker

A\@

Finding units that seem
to suit their needs

/

#

Friends & family

Identifying a developer
they like.

Expression
of interest

Getting finances
in order + contract
review

TOGA aloud

Selecting finishes Exchanging
+ finalising contracts
contract

IPad+App |  Benefit Me
Get: USER NAME + PASSWORD | membership

To be treated with care & consideration / given preference and priority and considered a VIP through their journey

Find / Engage a solicitor

To know TOGA will deliver what they

Interact with professional, friendly & experienced staff and easy access to TOGA's solicitors

Identify finances

Put down a holding fee / deposit

For staff to honor appointment times

Open & transparent communication

ool
n

Digital manager

Here is your huying -
Off - the -~ Plan quide. |
\ aleo help with any

———————————————————— > Y
N

Sales person Sales person

Financier  Solicitor

Making a decision and
finding a unit they like,

Purchasing process BOP Manual

Follow up email / call O\ casictance with financa

TOGA promise My TOGA Benefit Me
Lounge

Hallof (m Bill & [
reprecent TOGA. L wil
f\ wak yod through the
O coptract.

| woudd bke you to

n

[
TOGA solicitor ~ Sales person Sales p
Solicitor
Excitement of signing Coming
\ the contract. their

Planning & thinking
about buying a unit.

v®

Decision making.

Information about the buying off the plan process

Affordability: All available purchasing options / Financial (loan) options

Developers history & heritage (reputation, reliability, quality and case studies)

Recommendation / Feedback from family & friends

Information about all of TOGA's services

o

Identifying and finalising external stakeholders.
Hoping they get a good deal.
Anxiety about buying off the plan.

Anxiety and wondering if they
made the right decision.

Accurate and relevant information about their purchase

Contracts that are easy to understand and favor the customer and not just the developer.

One point of contact along the journey with an understanding of their roles & responsibilities

Information about the surrounding location & amenities

Information about time-lines and next steps

PAGE
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YOU'RE NEARLY THERE - JUST A COUPLE
MORE QUESTIONS

What's motivating you to buy?
(Select all that apply)

][0 [o]]@

| am relocating | want a better I want a good | am ready to buy
lifestyle investment my first home

|wantto ivein a | want a low- Other
better location mainienance

home

In my spare time | like to
O Entertain family and friends O Spend time with my kids

O Work out/keep fit O Try new restaurants and bars

O Catch up on Netfiix Q Plan holidays and adventures

CUSTOMER EXPERIENCE

PERSONAL & RELEVANT : ..

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

* Qur 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

DREAM CATCHERS MOVERS & SHAKERS

These customers are ‘chasing’ after These customers are moving to a new These customers are looking to build a
a dream and a vision to start a new place because of a “shift” in their real estate ‘empire’ as security for their
life and call a new place home. circumstance. retirement or for the next generation.
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CUSTOMER EXPERIENCE

PERSONAL & RELEVANT CLLLLLYL

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

S * QOur 3 Personas became the drivers of developing our customer
MORE QUESTIONS experiences.

» Used our digital initiatives to drive the data collection and enhancement

What's motivating you to buy? to make the experience more relevant and personal
(Select all that apply)

2 O_ @  DREAM CATCHERS

| am relocating | want a better I want a good | am ready to buy y/\ p . ’ g i
lfestyle BT sy Fank e O —] (o) | o, These customers are chasing’ after a dream and a vision to

start a new life and call a new place home.

|wantto ivein a | want a low-
better location mainienance
home

&

O ®J WAITING The location of the unit could be in a familiar area or chosen because
they believe it would aid their aspirational lifestyle. They believe they
are investing a lot of money and are therefore more vested in the
process and progress of their home. The tend to be more emotionally

Q — AT L attached because of their dream to build a future in their new home.

..........................................................................

In my spare time | like to

KEY ATTRIBUTES:

() Entertain family and friends () Spend time with my kids
They may be new to the process of buying off-the-plan.

O Work out/keep fit O Try new restaurants and bars They crave high engagement and enjoy being immersed in the buying process and being kept in the loop.
They value aesthetics, good design, quality and modern amenities.

O Catch up on Netfiix O Plan holidays and adventures They lean more towards being emotional versus rational in their mindset.

The decisions to buy are usually shared with their partners and they care about the opinion of family and friends.

REASONS TO BUY:

To make a home A new & modern unit

FAGE 32




CUSTOMER EXPERIENCE

- PERSONAL & RELEVANT DR

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

S * QOur 3 Personas became the drivers of developing our customer
MORE QUESTIONS experiences.

» Used our digital initiatives to drive the data collection and enhancement

What's motivating you to buy? to make the experience more relevant and personal
(Select all that apply)
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0 Choose Appointment

Pre-Settlement Inspection
1 hour

< PREVIOUS

IN 2 WEEE
Saturday
March 16

G:00am
10:00am
11:00am
12:00pm
1:00pm

2:00pm

e Your Information

0 Confirmation

ONE

TWENTY

MACQUARIE

MORE TIMES >

Appointments

Appointment Calendar

Client List

Reports

Import/Export

2.5
Client's Scheduling Page g ok J /
o] - . ; A = s : / e G

v

Test and Trial Approach to
Digital Platforms

Useful tool for the customer

Real time reporting and
analytics

Report for January 14, 2019 to March 23, 2019

Appointment Reports Revenue Users Intake Forms

15
125

ﬁ /

; 10

S

=

g 7s
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g s /
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Customize Appearance

Advanced CSS

Availability & Calendars

Appointment Types

Intake Form Questions

Subscriptions

Manage Users

Integrations

Payment Settings
Email Settings

My Account

cscapinaliogtoga.com.au

Log Out

Saturday, March 2, 2019 a2 appointmen:s

e

CUSTOMER EXPERIENCE

TEST AND TRIAL

| & Bark | | ©cancel meschocule LHsmry SEat -

Saturday March 2. 2019 E0min
Pre-Settlemerit Inspection with One Twenty Macguarie Pre-Settament Inspections -

O Twenty Macguarie Pre-Settement Inspections - Fluon 1238 Hoors12-18

-~

9:00am - 10:00am Christine Tuon

PHONE 0448375032

EMAIL chiistinewongahotnail.com

TIMEZONE (EMT «11.00) Eastern Time - Sydney
LOCATION One Twenty Herring Road, Macyuarie Park

This location comes from the calendar settings

% Label «

Scheduled by smallard@toga comuad on February 2. 209 12:35pm
Viey all changes & notificatinns sent »

Notes

Notes about this aopointment
Nonotes

Notes about this chent
No notes

History

Pravious Appointmeant Next Appointment
Pro-Sewemert Inspection None

[ < February 7. 209 3t 3:00am l @ Schedule New Appointment

Vieyr ol 2 anCoimments =

Pro-Settioment Inspection

What 2 partmont nuamber are you booking your P " i for?
1502

/«
7

P, Pt

y

Scheduling Page Link Jan 14 Jan 16 Jan 18 Jan 20 Jan 22 Jan 24 Jan 26 Jan 28 Jan 30 Feb1 Feb 3 Feb 5 Feb 7 Feb 9 Feb 11 Feb 13 Feb 15 Feb17 Feb 19 Feb 21 Feb 23 Feb 25
Date
-o- Scheduled - Canceled No Show
Business Settings Daterange: Customdaterange.. v Calendar: All v Show: All scheduled appointments v Want to Export to a spreadsheet?
From| 2019-01-14 to 2019-03-23
@ Show appointments that were scheduled during these dates, instead of when it occurs
Packages, Gift Certificates & Type ¢ Cost ¢ Quantity ¢ Total ¢ Total Hours ¢
Pre-Settlement Inspection $ AUDO0.00 104 $ AUDO0.00 104
Valuation Appointment $ AUDO0.00 5 $ AUDO0.0O 25
Sync with Other Calendars Total: 109 $AUD0.00 106.50 hours
April 7. 2019
SUNDAY, APRIL 7 2013 30 MIN
10:00am Michael Lim
VALUATION APPOINTMENT — ONE TWENTY MACQUARIE VALUATIONS - FLOORS 11-18 FROM 10:00AM-10:30AM
PAGE 34



CUSTOMER ENGAGEMENT

DATA SOURCES -

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.
e

ol Analytics PR Microsoft Dynamics... I Marketo | My Mark.. RE Camden Market—8.. (@) TOGA Group (@tog... @ Marrrickville E Aconex - One Twen... 69 Media Coverage - ... 69 Media Coverage - ...

W E B S I T E Investments Contact TO G A Development - Projects

Integrating our brand promise

. EMAIL
% PLATFORM

Into our website and lead Central source of all customer

acquisition tools.. information — Leads, Contacts

and Account Data in addition to

UTM tracking and attribution.

LOVE THAT PLACE
SOCIAL MEDIA I CRM

Brand Pillars and Promise

Central repository for customer

formed the basis of the strategy sales information and manages

and all content must tie back to
the business workflow.

these objectives.

TOGA
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CUSTOMER ENGAGEMENT

- USEFUL TOOLS WITHPURPOSE ::::::::::::

CASE STUDIES BOP MANUAL TOGA STORY
- P - ~
o - J | L =g \\ e i = . » N
P « Personalised greeting « TOGA portfolio « Buying off the plan (BOP) guide * History & heritage
" + Chat room / hot-line * Previous projects « What to expect from TOGA * When, who & why
> # * Toga Siri « Display vs. Reality * Why buy off the plan * Mission & vision
/ * Toga team * FAQs
/
/
/ TOGA PROMISE LOCAL INFO PURCHASING PROCESS MY TOGA
/
/
/
. v
* Your guarantee « Local area guide « Stakeholder contacts * My information
* Promise details * Local information « Contract sharing * My contracts
* Settlement date « Recommendations * Transparency of info. * Finances
* Updates « Preferred suppliers « Market economics * My Developments
* Deals & discounts * Community platform « Everything | need to know
Hello Jade! PROGRESS UPDATES VALUATION 3D SIMULATIONS CALENDAR
Welcome to TOGA @ , ® almxin
« Live updates « Statistics « Virtual / Aug. reality « Events
+ Countdown « Market value « 3D tours / Time-lapse * VIP nights
*Viogs * Investor news * Real height / view « Family & Friends day
* Progress time-line * Property growth * Concept - Completion * Inspections / Bookings
CHECKLIST PLANNING MAINTENANCE MOVING GUIDE
Q \
; BuildingLink
\ * Pre-settlement guide * Floor-plans _ « Logistics
» Settlement guide » 3D simulation-furniture * Defects lodging « Removalists
\ + Moving house * Finishes * 48hr maintenance - Preferred suppliers
\ « Electrical plans * TOGA CARE - Rental / Re-sell
\ k « Gadget / appliance FAQ
= MEMBERS LOUNGE REFERRAL PROGRAM MY TENANTS DEVELOPMENTS
\
\
s
L
B ~
ke ) « VIP offers « Referral discounts * My rentals « Upcoming projects
* Benefit me * Friends & family * My tenant info. * TOGA offers
* Home away from home * Referral vouchers * Payments « Car spaces
* Business at home * Maintenance « Be the first to know

« Personal contacts

« Special discounts
PAGE 36



TOGA

customer
wheel

W\ Automated and
W\ Personalised

SHAPING
MEANINGFUL \ =2 W
SPACES FOR =
LIFE = W oo !
5 YEAR STRATEGY/ (& iy  &Alsned =

" TOGAcare
& Defects |

CRM
(Microsoft
Dynamics)

Email Automation .
Platform - Social Media

Lead nurturing Website
' TOGA App/Portal



What will 2019 bring for Brand, Digital & CX?

01

03

05

07

BUILDING TRUST

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

need to ensure that you genuinely care about them.

PERSONALISATION - DO YOU KNOW ME?

Clarity on who you are talking to and what you are talking
about. Using Dynamic content and CRM to personalize the

interaction.

BALANCING Al & HUMAN INTERACTIONS

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

time — providing useful tools for customers.

DATA CONSOLIDATION

Where is your single view of the customer and what they
are doing? Can you track them from the beginning to the

end?

02

04

06

08

BRAND PROMISE VS BRAND EXPERIENCE

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

brand promise informs and affirms the customer experience.

START EXPERIMENTING

Exploring new ideas and refining them in a business plan
won’t make them succeed. Test your ideas with cheap

experiments, prototypes and pilots.

STORY TELLING

Embracing the power of authentic, personalized and

relevant content. Using customers to tell your story.

METRICS - DECIDE ON WHAT’S IMPORTANT

The depth and breath of data can be overwhelming and
CMOQO’s and Marketing Leaders need to create clarity in

reporting and the metrics distributed.
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Claire Scapinello
Head of Brand & Customer

TOGA



GET IN CONTACT
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