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Lew Geffen | Sotheby’s

INTERNATIONAL REALTY

Customer Experience Specialist (CXS) (CX University

* Disney Institute — Quality Service Certificate

Disney CX Summit 2018 — Disneyland, California

Judge — Int'l Customer Experience Awards - Amsterdam

Judge — Gulf Customer Experience Awards - Dubal
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DIFFERENCE

customer service ?
& customer experience




CUSTOMER
SERVICE

Focuses on one part of
the journey



CUSTOMER 'L—r?r
EXPERIENCE

) (Ql
Focuses on all the CJ
touchpoints in the end- = | &
b , = @Lv’,
to-end customer journey jf :
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property Sale or purchase customer journey map

MORTCACE PRE-APFACVAL BEFORE BUYING BUYING

CETTING A BRE-ASODIVAL DECIDING ON THE LOCATION HESLARCHING COTIONS FINDING A PROSRRTY MAKING AN OFFER BALE CONTHACT DRAFT FINALZING THE NORTCAGE HICNING TH CONTRACT
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THINK
DIFFERENTLY You've got to start with the

CUSTOMER EXPERIENCE and
WOrk back toward the technology.

about how we run Jo—
businesses



THINK
DIFFERENTLY

ABOUT OUR BUSINESS



THINK
DIFFERENTLY

CUSTOMER AT THE CENTRE..




CX
POSITIVELY 1 CUsTOMER <

RETENTION

IMPACTS

BOTTOM
LINE

Addressing each of these
reasons can positively impact
bottom line revenue.

YAV

03 3%
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"Make a place for the Customer at the Boardroom Table”

Jeff Bezos — CEO Amazon.com

(U$178bn — 2017)



CX TRENDS 2019




What people value most in their customer expe# :

60%
Efficiency
50%
convenience
TREN DS 2019 Friendly service o
Knowledgeable
40% service
Easy payment
Up-to-datg technology
W H AT 30% Loyalty program

. Human interaction

Personalization

Unique experience

CUSTOMERS _
WANT..... T el @

Worth paying more for

Social responsibility

asy mobile experience

Brand image

Charitability ‘
° @ Automation

109% ® Atmosphere
0%
50% 60% 70% 80% 90%

Level of importance for customer experience
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convenience




BE WHERE THE CUSTOMER WANTS US, WHENEVER THEY WANT
US..

PHYSICAL SPACE

)% SOCIAL MEDIA

O

MOBILE .
o
PRINT ADVERTISING . ®

%I ONLINE SEARCH









VIRTUAL
REALITY

In Real Estate
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personalisation




AT AL LePAl . CARIUAGE TRADI
m— % lmmtraar - Bl orrnes BB meowroom
ROYAL LEPAGE  © ' MV
A1 11010 - .
FIND A HOME FIMD: AN AGENT INFO & ADVICE JOIN QUR TEAM ¥ Login Francals

PRICE RANGE BEDS & BATHS BUY OB RENT SEAROH BV
S Montreal, QC, Canada
S0~ $5000,000+ v Beds v Baths v Buy @ Location Q D\

Advenced Search

SortB
1,000+ results ( Lfesyle— ) il

TRANEPORT ACCESS TO BERVICES CHARACTER

High schoals Davcares Restaurants  Coffea shops

Powered by [ LOCAL LOGIE

E ['I-:ﬂ"l'lfll'ull; House | 3 nds, 3 bk E ql!;#lna Cando | 3 beks, 3 bihs E [‘IES# NG Cond | ? bk, 1 bhath

$1,278,900 $998,000 $548,000

7039z - 7047z Rue De St-Vallier o BX2-3940 Che Dw La Cote-Des-Neigas o 3476 Av. De Lorsmier

Rozermant/La Petite-Pa ..., QC WVille-Marie {Mantréal ., OG0 Le Plateau-Mon-Roval .. QC

The lifestyle match in action on the Royal LePage website
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Great experiences doesn’'t have to cost millions......
< - . |
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frictionless
experience




WALK IN THE SHOES OF YOUR CUSTOMERS.....

Check for obstacles and pain points in the proc



EXPERTS AT
DELIVERING A

FRICTIONLESS
EXPERIENCE




%lSNEP

end-to-end
frictionless experience
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1:10 PM - 2:10 PM FastPass+

Kilimanjaro Safaris®

Afri o~ |

Sunday, November 22

technology

Mission: SPACE®

e World

My PhotoPa
View Official Walt Times! LSRR

Sign in to see FASTPASS return times,
make dining reservations and more

Here & Now

U $ 1 B I I I O I l Expl i ' SuggestlonsforYou i;*




View Official Walt Times!

Sign in to see FASTPASS return times,
make dining reservations and more

Here & Now

Q

Search




You can design and create, and build
the most wonderful place in the
world. But it takes people to make

the dream a reality.

(Udﬁ Dl ) /Z("({

AZ QUOTES
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HUMANIZED
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0860 000 777 B4 SELL wv BUY v REGISTER SIGN IN

what's Sold Near You??

R 39: 5 O O incl. VAT List Your Home Use our map-based property sales facility @ to view all the recent

property sales in your area.

Fixed Fee only on Successful Sale

OO0 O0Oe

=108 Your Dream Home

Q@ Property Search

Find Property

More info

Book Viewings & Make Offers Online

FORRESTER 68% of customers say that the brand representative
IS to key a positive experience

Studies show that making customers feel valued and respected is the
number one factor leading to customer loyalty.



HUMANISED EXPERIENCE

BEHAVIOURAL ECONOMICS
insight into human behaviour




See s .‘/:- _________ ) fee‘

.................. - perceive

BEHAVIOURAL




~ appeal to customer’s F€4SON
~and they are yours for a day

appeal to customer’s

emotions

and they're yours for a lifetim




HUMAN PEAK — END RULE

SATISFACTION

EXPERIENCE

PEAK

END

TIME



HUMAN PEAK — END RULE

‘Peak - end rule’ on people’s memory
of experiences

‘Peak — end rule’

We judge our past
experiences almost entirely on
how theywere atthere peak
and how they ended

/\ /\ /\ Net pleasantness or
unpleasantness, or the length
\/ \/ \/ \ of the experience is almost
entirely disregarded

Source: Peak End Rule’'Danny Kahneman, Nobe! Prize Winner



SENSEPERSPECTIVE

The unexpected benetits
of applying behavioral science
to experience design



lo better grasp the
three interconnected

intluences on happiness,
think about a party

Anticipation

A big part of the joy is in the antidpation:
inviting your friends, imagining all your loved
ones in one place, looking forward to all the
fun (and guilt-free cake!).

Interaction

Of course, the interaction is exdting and
engaging in its own way, with laughter and
surprsas and connections {and maybe a little
more caka).

Afterglow

Then, the memory of that party — the guests, the drinks,
the laughs — has its own happiness, and there are those
disproportionately powerful moments that dominate the
scene in your memory and live on in nostalgic conversations,
past decades of future parties.



Applying Behavioural Economics to property purchase & sales

01 ANTICIPATION

02 INTERACTION

O 3 AFTERGLOW






X MatterPort Tour
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* IMMERSE . DIREC « ELEVATE



* END STRONG * SURPRISE * REINFORCE
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THINK °
: Q° ’ < o .
DIFFERENTLY s e B @

open happiness: S

@ "
° °.
Ceetsly,

COMPETITIVE =

ADVANTAGE
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COMPETITIVE DIFFERENTIATORS

©
1
STRENGTH OF
BRAND
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Embrace digital

In every possible way,
to increase my

efficiency and e




]\t

Embrace digi

to drive leads..
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I, S8 o
S I R CO M IN ANNUAL GLOBAL SALES OUTSI DE

OF THE UNITED STATES
i EL Y 72 WE NOW HAVE
OVER 180 000 nANNUALVALUE FRoM COUNTRIES

YOUTUBE SUBSCRIBERS 1 56 4

CLOSED RererrALS TOP AGENTS IN AMERICA

Sotheby’s

INTERNATIONAL REALTY

UNRIVALED

GLOBAL PERFORMANCE

- $112 BILLION

IN'GLOBAL SALES VOLUME

2200 990 /. /2

SALES = - OFFICES - COUNTRIES &
ASSOCIATES WORLDWIDE TERRITORIES




A POWERFUL
STATEMENT. SOTHEBYSREALTY.COM INCREASE IN TRAFFIC

When your home is represented by the Sotheby's International Realty®

Sotheby's

brand, it not only benefits from the worldwide recognition and prestige

of the Sotheby's name, it also gains exclusive access to highly qualified

global clientele. See below how the Sotheby's International Realty brand is

successfully connecting homes with buyers worldwide.

09 330 20,000

COUNTRIES & OEEICES SALES ASSOCIATES
TERRIMORIES
WORLDWIDE

29%

INCREASE FROM 2016
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Only
one real estate brand
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sl | ew Geffen Sotheby's International Realty —
S(L)‘tlu“‘b_v's 81 subscribers

HOME VIDEOS PLAYLISTS CHANNELS DISCUSSION ABOUT Q >
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pabalil) | e\ Geffen Sotheby's International Realty

Sotheby’s

81 subscribers

HOME VIDEOS PLAYLISTS CHANNELS DISCUSSION ABOUT O\ >




© YouTube lew geffen sothebys live campaign

— e o

> » o) 0:017/01:197“0

Live CREATIVE

26,243 views * Feb 18,2019 i 1 &8 o ~ SHARE =} SAVE coe

Lew Geffen Sotheby's International Realty
@ 82 subscribers SUBSCRIBED al




3 YouTube lew geffen sothebys live campaign

EE—— _——— e —

> »l o) 0:01/0:19

Live CREATIVE

26,243 views * Feb 18,2019 1 &0 & SHARE =i SAVE ..

mabsll Lew Geffen Sotheby's International Realty

82 subscribers SUBSCRIBED ﬂ

Sotheby’s




n Lew Geffen Sotheby's International Realty - Official Site Q (i

Lew Geffen

Sotheby’s

INTERNATIONAL REALTY,

Lew Geffen
Sotheby's
International Realty
- Official Site

@LewGeffenSothebysinter
nationalRealty

Home
Reviews
Photos
Videos

Posts

n Lew Geffen Sotheby's International Realty - Official Site Q ;i

ik Liked v = X\ Following v = # Share

Recommendations and reviews

o Recommended by 17 people

| was blown away by the knowledge and professionalism of the agent ad
vising us on investment homes i... See more

ﬂ 20 February

Lynn

Lynn

Home

o1
Create P4

Watch Video

@ 4.4 out of 5 - Based on the opinion of 128
people

@ Send Message

Home

nationalRealty

Home
Reviews
Photos
Videos

Posts

tk Liked v

N\ Following > =~ A Share = ---

Would you recommend Lew Geffen Sotheby's International Realty - Official
Site?

Yes No

See All

Create 3.1

Watch Video @ Send Message

auction nouse In 1744, Ine S0INeny's name
has earned renown...

See more

Community See all

2L Invite your friends to like this Page




Lew Geffen
283 Tweets

M # ©® €

Lew Geffen

<

2ol
N

Lew Geffen
= @LewGeffen

$ Lew Geffen Sotheby’'s International Realty continues a century-old tradition of
* exceptional service and valuation of the finest, most beautiful and unique ....
© Johannesburg, South Africa ¢§’ sothebysrealty.co.za Joined October 2010
119 Following 416 Followers

Not followed by anyone you're following

Tweets Tweets & replies Media Likes




PINTEREST

SOCIALSITE

THAT IS ALL ABOUT

DISCOVERY
LARGEST

OPPORTUNITIES

8.0

i
i S
fashian

T
%o
> 70

MILLION

B crive users

TWITTER

" MICRO BLOGBING

SOCIALSITE

THAT LIMITS EACH

i 14

CHARACTERS

LARGEST
PENETRATION

¢

BUT SPREADING
SLOWLY AD STEADILY

9,700 TWEETS

HAPPEN

bVERY (-
o

l 560

MILLION

ACTIVE USERS

O 0 6 0O

FACEBOOK

SOCIAL SHARING
SITE THAT HAS

1BILLION

USERS WORLDWIDE

LARGEST

OPPORTUNITIES

&

COMMUNICATING WITH

CONSUMERS

USERS
SHARE

2.9 BILLION

f

]

BILLION
ACTIVE USERS

INSTAGRAM

SOCIAL SHARING
SITE ALL AROUND

PICTURES

AND NOW 15 SECOND

VIDEDS

MANY BRANDS

ARE PARTICIPATING
THROUGH THE USE OF

I HasHacs
AND POSTING

PICTURES %
CONSUMERS
CAN RELATE 10

MOST FOLLOWED
BRAND IS

A
a 150

o

GOOGLE+

SOCIAL NETWORK
BUILT BY GOOGLE
THAT ALLOWS FOR

BRANDS
a0 USERS

T0 BUILD CIRCLES

NOT AS MANY
BRANDS

ACTIVE,
BUT THE ONES THAT ARE

TEND TOBE A

GOOD FIT wma
GREAT FOLLOWING

GROWING RAPIDLY
wiH 925,000

NEW USERS
EVERY DAY

= 400

MILLION
ACTIVE USERS

Destigres by Levetage - lm:;mwr ol com

LINKEDIN

BUSINESS
ORIENTED

SOCIAL NETWORKING SITE

BRANDS THAT ARE
PARTICIPATING
AR CORPORATE
@BRANDS

GIVING POTENTIAL ARD
CURRENT ASSOCIATES

APLACE T0 NETWORK

& CONNECT

79% OF USERS
S ARE3H
' OR OLDER

in 240
MILLION

ACTIVE USERS
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embrace digital

to create a differentiated
s extraordinary agent

experience




Create a customer communication plan....

ON DAY SIGNING

Scan offer pdf & email client immediately
Email Congratulations

Email Attorney details

E

DURING SALE / PURCHASE PROCESS
* Constant communication with pictures
« Of marketing efforts

@ APPOINTMENT / VALUATION DAY

eBrochure on tablet

Follow-up with thank you message Whatsapp + Email
Add Targeted Marketing Strategies pdf
Plus relevant documentation

o

o O

l

DAY BEFORE APPOINTMENT
° * Whatsapp + Email

« Confirm appointment & address

ON FIRST CONTACT
* Whatsapp + Email
« Thank you message
* Professional Profile (pdf)
« Planning to Sell pdf
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AFTER FIRST COMMUNICATION....

THANK
YOU
MESSAGE

for making contact

CONFIRMATION

Confirm appointment
time

+ LINK TO WEBSITE

For more information on our

company, please visit
https://www.sothebysrealty.co.za

Send

Within 5 minutes of call


https://www.sothebysrealty.co.za/

Lew Geffen [

Sotheby’s

INTERNATIONAL REALTY

Unique Properties
Represented by:
Kass Bunkell
And

Emma Morris

S joining our company Kass and Emma have consistently

demonstrated their outstanding skill and professionalism.

Not only do Ko* .na . ma display a keen understanding of what it
takesto cura yportra) omes of distinction, but they are living
testimor tothe " i zrvice that Sotheby’s International Realty®

hasbecc e renowned fe _he world over.

network.
brand,” they say. “The Lew Geffen Sotheby’s Interna
network sets the benchmark for integrity, pre

in the real estate industry.”

Kass and Emma have maintained an excellent roster of notable clients

Lew Geffen ‘ Sotheb)”f

Lew Geffen

Sotheby’s

INTERNATIONAL REALTY

COMPANY PROFILE

Copyright© Geffen International Realty Franchises (Pty) Ltd




DAY BEFORE APPOINMENT
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AT THE APPOINTMENT

Immerse customers In a

dynamic vis

experience




WELCOME

Lew Geffen

Sotheby’s

INTERNATIONAL REALTY




EXTRAORDINARY MARKETING

The Reach and Resources of a
Global Leader

23000 1000 7 112 Billion

SALES ASSOCIATES OFFICES COUNTRIES & TERRITORIES ANNUAL SALES
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INTERNATIONAL REALTY
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INTERNATIONAL REALTY

Sylvester Stallone

Robin Williams Estate Penelope Cruz

Celine Dion

John McEnroe Kylie Jenner Miley Cyrus Julio Iglestas

Some of our Clients
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INTERNATIONAL REALTY

ooba home loans

Buying a home?
Do you know how much you can afford?

ADDED VALUE

Prequalify Now




Unique Properties
Represented by:
Kass Bunkell

And

mma Morris

onstrated 1f

do Kass and Emma display a keen understanding of what it
£ distinction, but they
Sotheby’s Tnt

“We felt the need fi
brand,” they say. “The Le
ke sets the benchmark for in

e real nstry.
Kass and

and have an i

av

Lew Geffen J SOtheby’s

Targeted
Marketing
Strategies.

Lew Geffen | Sotheby’s

| INTERNATIONAL REALTY
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INTERNATIONAL REALTY
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Lew Geffen

Sotheby’s

INTERNATIONAL REALTY:

COMPANY PROFILE

Coytigt Gell

TRANSFERPROGESS

KEEPING'OUR:CLIENTS INFORMED ™ —

AGREEMENT FINALISED BY AGENT ‘ |
BANK CANCELLING BOND THE TRANSFER ATTORNEY BANK GRANTING BOND.
—r

ation Attome: tond 2
2o - o - Bol

THE CANCELLATION ATTORNEY

Lew Geffen ‘ Sothchy's
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After appointment follow-up with Marketing collateral

THANK YOU

For your valuable time.....

Send

Within 1 hour of meeting
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Thanks for your time!

I'm on to marketing
your property

Feel free to call me anytime

) 2

)

|!I

\ _/

Targeted
Marketing
Strategies.

Lew Geffen | Sotheby’s

INTERNATIONAL REALTY

Lew Geffen | Sotheby’s

INTERNATIONAL REALTY

Residential

— )

Get connected
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THANK YOU |

'Y LYNN BAKER




