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Thank you for this opportunity to share about Home-Fix.

| must emphasize that this is a sharing of the journey we are on. | don’t claim
to be a brand expert and | am not here to teach you about branding.



As an SME with modest budgets, resource constraints and big dreams, we
have to make sure we always get the biggest bang for our bucks in all that
we do.

It is not different with our spending on branding, we want to get the most out
of the investment we make.

We are still learning ourselves and have had the benefits of learning from
others as well. Our turn to share, so we can learn from each other.

We will take a look at who Home-Fix is and how Home-Fix:

» developed and built our brand,

» share the lessons we have learnt & insights gained and

» the challenges ahead.









Our Mission



Service Excellence
Passion for Leamning

Integrity
Respect
Innovation
Teamwork

Our Core Values




Helpful

Empathetic
Approachable
Responsive
Trustworthy
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Our Service Principles




our brand journey




beginnings

How Home-Fix Started

My Grandfather started Chop Tian Seng selling charcoal in the 50s.

As Singapore industrialized and good infrastructure like piped gas became
more widely available the shop which my Dad inherited began to evolve and
change to suit the changing needs of our customers in Geylang Serai.

Growing up, both my brother and | will spend countless hours in the shop
and as we got older helped out in the running of the stores.

| was expected, as the eldest son in the family, to eventually take over the
running of the store so that my parents can enjoy their retirement.

| cannot imagine myself doing that and decided to look at the store
experience from different perspectives.

Especially through the eyes of our customers.
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vnderstanding our customers

Building the Home-Fix Brand

From my earliest days, the inspiration and impetus for starting Home-Fix
was brought on by wanting to make the store experience more customer-
friendly .

This eventually led to a customer-focused store concept that remains one of
the key elements of our brand today.
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customers

CUSTOMER
FIRST!

Anticipate
Underlying
Needs

Home-Fix DIY

Building the Home-Fix Brand | Customer First!

We started looking at the ways we think about the kind of value and
solutions our customers care about, accessibility for our customers and
how we can effectively reach out to and communicate with them.

We studied our customers carefully in order to understand and anticipate
their needs. Some of these are obvious but there are those that requires us
to put ourselves in their shoes in order to unearth.

For example, we have been selling paints ever since we started and we kept
thinking that it was fairly easy to paint one’s own house.

It began to dawn on us that maybe there are busy people out there who
would prefer to have professionals paint for them and are willing to pay for
that.

The strong demand we saw in paint packages sales bore testament to that.

We were glad that we were not stubborn and did not insist that our
customers should paint their own homes.
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CUSTOMERS
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Home-Fix DIY

Building the Home-Fix Brand | VISA — seeing as our ¢ ustomers see

A customer’s perspective of the fundamentals of marketing (traditionally 4Ps
as defined by Phil Kotler) may be seen as follows:

PRICE = VALUE
PROMOTION = INFORMATION
PRODUCT = SOLUTION
PLACE = ACCESS

Using those principles as a framework for approaching our brand
development, we believe that customers:

eare not looking for the cheapest bargains but they are looking for value in
effective and reliable solutions to their home improvement needs,

eare less into marketing hype and appreciate solid and useful information
and therefore gain better understanding of their needs and challenges, and

sexpects us to be easily accessible , not just in terms of securing our
solutions but also in terms of maintaining robust communication channels.
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Home-Fix DIY

Building the Home-Fix Brand | Our Brand Toolbox

1.Establish what our brand PROMISE is — Home-Fix will help you with your
home improvement needs,

2.Develop PROGRAMS through customer relationship management and
customer engagement — Hands-On Rewards,

3.Educate and PROMOTE understanding through multichannel
communication channels and to differentiated customer segments,

4.Focus our messages and conversations around home improvement
PROJECTS and merchandise by solutions and not by products or suppliers,

5.Build a network of PLACES where our customers can easily meet us to
have their home improvement challenges work on and addressed, and

6.Invest in developing great Home-Fix PEOPLE, they may be our team of
service professionals or a very happy customer, people are our most
effective brand ambassadors.
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Home-Fix DIY
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pressing on...

Our Brand Journey continues...

Over the past 18 years, as | look at where we started and how far we have
come, | don't feel like we have arrived and we continue to listen carefully to
what our customers are saying and look forward.
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our brand journey
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Branding Framework

*Customer first! — Value, Information, Solutions, Accessible

*Great store experience — layout, range, size, location

*HEARTTfelt service delivery — 8As

*Hands-On Rewards — customer loyalty and engagement programs
*Reliable customer intelligence - CRM

*Multimodal, targeted communication platforms — direct marketing, mass
marketing and of course,

*Pretty logos, clever slogans and a great corporate color scheme
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Brand building is not a monologue but a never ending conversation we have
with our customers.

In earlier days, | would meet with customers at the kopitiam in Siglap and
listen to them so | can understand and anticipate their underlying needs.

As we grow, | continue to meet customers but have also been investing in
multichannel feedback mechanisms so that we can dialogue with more of
our customers, who are our key stakeholders.

Customer inputs are very valuable to the brand-building process.
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challenges

1'% 1% ' %
' $
g
g
1)%": I
)) $ )
)7$ & ) +
7))+ &' )
& % #!1 %
&’ ,
&) )
Challenges

customer-centricity
customers first
proactive rather than reactive
aligning the entire value chain to be customer-focused

communication - capitalizing on social media
brand loyalty - from customer engagement to advocacy

brand integrity — from transparency to butt naked truths >
consistency between who we say we are and how customers
sees us

brand value — created by all stakeholders, especially
customers

competition - confronting & conquering giants

punching above our weight > ACE Hardware in Indonesia
playing by our rules and to our strengths
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CRM

Sep 2008




CRM
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CRM
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CRM
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CRM
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customers build brand value

Home-Fix DIY (8!

Creating Customer Capital and Building Brand Value

As you have seen, being customer-focused is a key part of our brand
development strategy.

| cannot overemphasize the importance of paying attention to building strong
customer capital.

A loyal and robust customer base, has helped us weather economic
upheavals and competitive pressures.

Customers who voluntarily become our brand ambassadors to their circles of
influence provide us with an unfair advantage against the competition and is
a priceless source of brand projection.

Let me share an example of how we do this:
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Myth: Home-Fix is a Guy’s Thing

Home-Fix DIY (8!

Myth Busting

There is a perception with some that hardware stores are for guys only.

We recognize the importance of attracting female customers because they
are the main decision-makers in home improvement projects.

Very often they decide when, how and in what colors the home should be
painted.

The guys pay the bills.

Our customer intelligence confirms this. Females make up a significant
portion of our customers.

Internal focus group discussions also help us better understand our female
customers better.

For example, they don’t necessarily want to be caricaturized as frumpy
housewives with mops in their hands. Rather the image they have of
themselves is that of a confident, self-assured lady who appreciates the finer
things in life.



Home-Fix Consulting Feb 2011

Focusing on specific segments of our customers resulted in us gaining a
better understanding of the needs of different customers.

In doing so, we managed to get our suppliers and our own staff excited and
energized about addressing the specific needs of this group of customers.

This resulted in rethinking the way we source, merchandize, communicate
with and serve our female customers.
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Myth BUSTED!

The results were encouraging and exceeded expectations.

Our female customers lived up to their reputation and we had a very busy
Thursday evening, which in the retail trade is usually one of the slowest days
of the week.

The gravy was that it was voted Top 3 Retail Event of the Year by
Singapore Retailers’ Association 2010 and helped strengthen our brand
positioning as a gender neutral home improvement destination.

It also received numerous mass media coverage, further enhancing the
reach of the brand message we were communicating.

We were able to get a very big bang for our buck in this case.
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Design Thinking brings discipline to the creative process that we use to
design our brand strategy and craft out branding activities.

In earlier days, while we were smaller we were able to get by with doing so
intuitively.

As the organization grows and as we see tremendous advantage in building
innovation capability and capacity across Home-Fix, it became necessary to
have a common framework and a common language for design.

Design Thinking is very useful in providing a framework that puts customers
at the heart of the equation as we continue to build the total Home-Fix brand
experience.
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