
EXTRAORDINARY AGENTS

EXTRAORDINARY EXPERIENCES



• 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 - Dubai



EXTRAORDINARY AGENTS

EXTRAORDINARY EXPERIENCES



DIFFERENCE

customer service

& customer experience?
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CUSTOMER

SERVICE

Focuses on one par t  of  

the journey
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CUSTOMER

EXPERIENCE

Focuses on a l l  the 

touchpoints  in  the end-

to-end customer journey
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property Sale or purchase



THINK

DIFFERENTLY

about how we run 

businesses

1997



THINK

DIFFERENTLY

ABOUT OUR BUSINESS



THINK

DIFFERENTLY

CUSTOMER AT THE CENTRE..



w w w . e n v a t o m a r k e t . c o m

P R E S E N T A T I O N  

T E M P L A T E

www.envatomarket.net
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POSITIVELY

IMPACTS

BOTTOM

LINE



“Make a place for the Customer at the Boardroom Table”
Jeff Bezos – CEO Amazon.com

(U$178bn – 2017)



CX TRENDS 2019



TRENDS 2019

WHAT 
CUSTOMERS 
WANT…..
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CX TRENDS 2019

convenience

#1



PRINT ADVERTISING

MOBILE

PHYSICAL SPACE

ONLINE SEARCH

SOCIAL MEDIA

BE WHERE THE CUSTOMER WANTS US, WHENEVER THEY WANT 
US..
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CX TRENDS 2019

personalisation

#2
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#3

CX TRENDS 2019

frictionless 
experience

#3



WALK IN THE SHOES OF YOUR CUSTOMERS…..

Check for obstacles and pain points in the process and smooth them out.

2
6



WHICH COMPANIES 
ARE GETTING IT 
RIGHT?

HOW……

EXPERTS AT 
DELIVERING A

FRICTIONLESS 
EXPERIENCE



end-to-end

frictionless experience



U$1 Billon
2014

technology



+ +





#5
HUMANIZED

EXPERIENCE

#5

CX TRENDS 2019





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.



BEHAVIOURAL ECONOMICS
insight into human behaviour

HUMANISED EXPERIENCE



feel

hear perceive

see

BEHAVIOURAL ECONOMICS



appeal to customer’s reason
and they are yours for a dayrational

appeal to customer’s 

emotions
and they’re yours for a lifetime

emotional

BEHAVIOURAL ECONOMICS



HUMAN PEAK – END RULE



HUMAN PEAK – END RULE







Applying Behavioural Economics to property purchase & sales
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ANTICIPATION

INTERACTION

AFTERGLOW



• What can you say or do to 
give customers 

• something to 

• look forward to?

• TEMPT

ANTICIPATION PHASE

• What can you do to build 
excitement 

• during the 

• anticipation phase?

• TEASE

• What can you do 

• that entices customers to 
believe this is a limited time 

treat / offer?

• MAKE IT A TREAT



How can you immerse 
your customers in an 

experience?

• IMMERSE

• How can you focus 
choice in a way that is 

perceived as helpful and 
not limiting? 

• DIRECT

INTERACTION PHASE

• How can you make your 
customers feel special, 
even superior to other 

customers?

• ELEVATE



• What’s your last impression!

• How can you make it 
memorable?

• END STRONG

AFTERGLOW

• What can you deliver to 
bring unexpected joy to the 

after glow?

• SURPRISE

• What positive experiences 
can you remind your 

customer of to make you 
memorable?

• REINFORCE



COMPETITIVE 
differentiation
a n d  r e m a i n i n g  r e l e v a n t



on remaining relevant

to our customers……



THINK

DIFFERENTLY

COMPETITIVE

ADVANTAGE



?
LEW GEFFEN SOTHEBY’S



COMPETITIVE DIFFERENTIATORS

QUALITY
OF 

SERVICES

STRENGTH OF 
BRAND

YOU !



WHAT I WOULD DO

if I were an Estate Agent now



Embrace digital
in every possible way,

to increase my

efficiency and effectiveness



to drive leads………….
Embrace digital



SHARE LIKE A CRAZY PERSON………

























embrace digital

to create a differentiated

& extraordinary agent
experience
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ON FIRST CONTACT

• Whatsapp + Email
• Thank you message
• Professional Profile (pdf)
• Planning to Sell pdf

Create a customer communication plan….

01

02

03

DAY BEFORE APPOINTMENT

• Whatsapp + Email
• Confirm appointment & address

APPOINTMENT / VALUATION DAY
• eBrochure on tablet
• Follow-up with thank you message Whatsapp + Email
• Add Targeted Marketing Strategies pdf
• Plus relevant documentation

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

ON DAY SIGNING
• Scan offer pdf & email client immediately
• Email Congratulations
• Email Attorney details





+ LINK TO WEBSITE
For more information on our 

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

THANK 

YOU 

MESSAGE
for making contact

CONFIRMATION
Confirm appointment

time

Send
Within 5 minutes of call

AFTER FIRST COMMUNICATION….

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

CONFIRMATION 

MESSAGE
Looking forward to meeting

you tomorrow

DAY BEFORE APPOINMENT



AT THE APPOINTMENT

immerse customers in a  

dynamic visual
experience



WELCOME 









ADDED VALUE





Office landline

Cell #

Website

Email



THANK YOU
For your valuable time…..

Send
Within 1 hour of meeting

After appointment follow-up with Marketing collateral



Get connected 

with us
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Thanks for your time!

I’m on to marketing 

your property

Feel free to call me anytime



WHEN ALL’S SAID & DONE

we’re in the people business

selling property



THANK YOU !


