


DRIVING THE BRAND FORWARD
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YOUR BRIEF |

To craft a strategy in order to reach out to all our stake holders

* To increase reach
* To increase brand recognition

e Enhanced Brand affinity and recall

* Generate more viable leads
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PRESENTATION ROADMAP

1. Understanding the category

2. Our communication

3. Gauging the product

4. Understanding the TG

5. Positioning Skootr in the minds of TG

6. Branding Guideline







COWORKING SPACES ARE ON THE RISE IN INDIA

Major 5 players have 0.79 mn sgq mt (8.5 mn sq ft)

Coworking activity in Q1 2018 operational space; with plans for additional 0.65 mn Coworking space transacted
A0000 sq mt (7 mn sq ft) by 2020.
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COWORKING IS A MOVEMENT, NOT JUST A SPACE

N aEamem o AR

One of the early coworking spaces, Citizen \ N\

NSNS

- R

Space, named some values that are now

quoted in many sources, identifying

coworking as having a core set of | It is not about the amount of space. The question is does the
space fuel the right values and ethos?

principles:
Collaboration
Openness

Community

Accessibility
Leading 21st-century companies
Sustainability like Google and Facebook build their whole
organization around their employees’
experiences, and have dedicated managers
overseeing those experiences.



PROJECTIFICATION OF WORK IS THE NEW NORM

“projectification” of work consisting of a collection
of smaller tasks and always-new projects. In “the
new capitalism,” flexibility, downsizing, low loyalty

and part-time work are a daily reality.

Outsourcing has become the pillar of organizational
success, leading to smaller workforce while

ensuring specialization.

Coworking spaces are the hubs of these emerging
projects, catering to the flexible demands of

indoividuals.
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EMERGENCE OF MAKERSPACES

There are some shared work spaces whose essential
service is to provide access to things that the average
person can’t easily come by.

These are makerspaces, where one can get their hands
dirty with 3D printers, laser cutters, and hardware. Out
of these spaces spring communities of makers, tinkers,
hackers and crafters. The ethos of their communities
bears strong resemblance to that of coworking: members
share values, involve themselves in contemporary work
culture, and produce new things in the company of other
people doing the same.

The rise of coworking spaces is tied to members’ twofold
situation (a desire for community and a changing
economy), while makerspaces’ reason for existence isn’t
to address the needs of new workers, but rather to
support a growing cultural interest in making.




GONE ARE THE DAYS OF CONVENTIONAL WORK SPACES

The official first "coworking space"
has opened its door in San Francisco
on August 9 2005 by the programmer
Brad Neuberg as reaction

to "unsocial"” business centers and the
unproductive work life at a home
office. Organized as a non-profit co-
op, the space was hosted at Spiral
Muse, a "home for well-being".

The days of cubicle farms and corner offices are now behind us,
relegated to punchlines in comic strips (e.g., Dilbert) and cult films

(e.g., Office Space) that poke fun at the once uninspiring workplace.

In hindsight, the evolution of the office has revealed an interesting
truth that we all somehow know intuitively: people are not meant to

work inside of the box.

STARTING TODAY,
ALL PASSLWIORDS MUST
COMTAIN LETTERS.
NUMBERS, DOODLES,
SIGHN LANGUAGE AND
SQUIRREL MOISES.

Telenor’s CEO thinks of its
headquarters not as real
estate but as a
communication tool.

Ford®  02D05Scolt Adams, inc./Dist. by UFS, inc.

BECAUSE T FEEL LIKE
A BAG OF ORGAN MEAT
DRAPED OVER AN
ELECTRIC

FENCE. ALMOST
THE SAME
THING.

I READ AN ARTICLE
THAT SAYS EMPLOYEES
ARE HAPPTEST WHEN
THEIR JOBS GIVE THEM
A SENSE OF MEANING.

WHAT IS THIS
"SENSE OF MEANING”
THING AND HOW CAN

I GET SOME OF IT?

Dilbert.com DilbertCartoonist@gmail.com

1:29-13  ©2013 Scott Adams, InC. /Dist. by Universal Uclick




OFFICE SPACES ARE NOW STRATEGIC TOOLS FOR GROWTH
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DIGITAL ECOSYSTEMS AND CONNECTIVITY INFLUENCING OFFICE SPACES

The attributes of our social media interactions
are now demanded in physical spaces too.

Openness, transparency, shareability, validation,
collaboration, customisation and visibility.

The workplace must accommodate and not
determine the ways of an individual.
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KEY ATTRIBUTES OF A COWORKING SPACE

Community

Service
oriented workplace

Flexibility

With office rental costs continuing to rise
across India’s business districts, the total
space leased by coworking operators in
the top cities could potentially stand at
~7-9 million sq. ft. by 2020

- Wework




KEY DRIVERS OF A COWORKING SPACE

Supports employes ﬁ Plug and Play
retention —

Changing perception of the work place

The office space format has come a long way

since it was regarded solely as a place of work at

4

Growth of special
projects teams
within corporates,
especially IT

a convenient location, with plain desks, chairs and

Enables focus on cabins comprising the set up. Over the past few

core business
decades we have seen the workplace evolve

significantly in terms of space utilization,

equipment placement and automation.

Caost advantages for Blasticity of occupancy
smaller occupiers tenure and scale




Major 5 players have 0.79
mn sq mt (8.5 mn sq fi)
operational space; with

plans for additional 0.65 mn

sq mt (7 mn sq ) by 2020.




WeWork is the platform for creators, Find inspiring

warkspace, connect to something bigger, and spend

more time doing what you love. Adam Neumann and

Migue! McKelvey founded WeWork in 2010 with the -
o : A

P g P
to be more successful by leveraging the power of a

The

Story

and

global community.
Together we've builta
platform that enables our
members to focus on
growing their businesses,
while we take care of
everything else.

Much More
Than an
Office

Space has
the power
to change
business —
unlocking

the potential of people and

organizations. Intentional
design, warm hospitality and
flexible solutions enable your
team to do its best work.

wework . com/ams tordon
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in real

i Power of :
time, ask
for a

& Community
25 ( . | sommendation on a

rience for your
loyees, the eve

nections of the




COWRKS COMMUNICATING HEALTH AND INSPIRATION

HOME | LOCATIONS ~ | BENEFITS | MEMBERSHIPS | O

Smart Seed Capital | Personal Mentorsh ip | Extensive Curriculum

Here’s an offer for your young startup
that’s too good to let go of!

. COWRKS
Step out to your 3 - lMMUN'TY
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REGUS COMMUNICATES WORKING YOUR WAY

More meeting time.
Less travel time.

The business wo!

Comein.
Sitdown.
And do.

The future’s uncertain
What il business (ook ke in three years?
Where vl it be? Wnat wil it need?

Onething's certain ltwont
space. Long-term commiment ume«—ss.v-, v»sk
Andvaiuabio capita bedun

Iovestinthe things that matte
People. Opportunities, Customers, Growth

locations

frr®

; Inspiring
workspaces

Out and about.
Never out
of touch.

Stay connected
Everywhere the working day tokes you.In cy centers.
On the road. And at transportation hubs.

Findthe 1ools youneed. Workpodswith space to focus.
Vii-Fiyoucancaunt on Aglacetopent Pugin

Sty producthe.

Atiad together withone sampic 3pp Find alocation
whenyoute on the go, Book the space youncedin
Just moments,

3000 900 120 25 years

bators | cies | cuwes | gowhipoen




AWFIS and INNOVS8 HIGHLIGHT THE ANGLE OF BEYOND WORK — SHIFTS,
INNOVATIONS

AWFIS

e
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Iu n[vul“TIoNll[ e commenceal real estal real extate by providing ready 1o use, |2
e lndes sl operates in plug and play offices which can be 5 £ Sy
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Andis Space Solutions is founded by
wiit aned upd M1, Amit Ramani who beings with
s resules i SMI | Bunmelf istemational experience in
hlc 1o finl real ostate, workplace strategy,
Jollioe ol iacoessible archatecture and inlerior design
. The sbured ecomomy Amat’s 18 years of global expericace
and bis Master’s in Real Estate and
lir Workplace Strategy from Cornell
Unaversaty b iven him the
fousdation to crcate the Antis
concopd skl execule it o s rapid
aee
Awfis Space Solutions came with an
whea o revolutionize |‘x omencecial Amit Ramami has over fifloon yoars
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FITNESS EDITION 23 FEB | MUMBAI

Request for a visit




SMARTWORKS AND INNOVS8 DISCUSS CONVENIENCE AND EASE

A\

e

i hﬂ\/ l "\bﬂﬁ’)/ that You Can Do 335%!;&5-%

in @ Coworking Space

DESIGNED

TQ smartworks

WORK




MAPPING THE COMPETITION

CUSTOMISATION

Je
Regus
VALUE FOR MONEY INNOVATION

awfis

FIND INSPIRATION \

INVESTOPAD

IMWOVeE

THE COWORKING\SPACE

CONVENIENCE

HEALTH AND INSPIRATION

SPRINGBOARD O Wew

COMMUNITY I




KEY TAKEAWAYS

- Most brands are talking about building a reliable community

- Innovation and convenience are the next big pillars of co working spaces

- The price war is always on

More meeting time.
Less travel time.
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ReBus

Work your way

A premium office on
your terms?

Now available on Eigerstrasse.

ReSus

Call us now at 00 800 1000 6666 or visit us at www.de.regus.ch Work your way

High-end spaces with
no high costs?

Available on Eigestrasse.

Re‘é'us'

Call us now at 00 800 1000 6666 or visit us at www.de.regus.ch Work your way

An on-budget
premium office?

Available on Eigestrasse.

Call us now at 00 800 1000 6666 or visit us at www.de.regus.ch

Perfect workplace,
perfect price?

Judge for yourself on Eigerstrasse.

Re‘é'us'

Call us now at 00 800 1000 6666 or visit us at www.de.regus.ch Work your way






Come. Sit. Work.

Ready to Move Managed Offices for Everyone.
Call Us +91-955 510 0999

’,

Privacy and Community Centric Spaces
A Paradox or A Possibility?




MAY HAVE BEEN POSITIONED ON
CONVENEINCE

| G4 .
‘ N N \)7\0«

Private Customized Offices and Communities:
Dichotomy of Modern Growth




MAPPING OURSELVES

CUSTOMISATION

VALUE FOR MONEY INNOVATION

awfis

FIND INSPIRATION \

INVESTOPAD

THE COWORKING\SPACE

CONVENIENCE
HEALTH AND INSPIRATION

SPRINGBOARD O Wew

COMMUNITY




GAUGING THE PRODUCT



Competition Outlook

Real Estate
Consultant
services

Outsourcing

Business Co-working
Centres Spaces

Traditional _...-©--.L
offices SKOOTR

COME. SIT. WORK

- Preservation of
brand Identity and
culture

- Deep Level
Customisation

" Max

Flexibility in Leasing structures

v

Max



WORKING MODELS

A shared spaces model where we every
aspect of office function is fully
managed by Skootr and shared spaces
work to reduce a cost, while the
customer gets a Private Customized

Plug and Play Office space of it’s own

Skootr also provides a 360 degree outsourcing
model wherein we FIND-BUILD-OPERATE office
for organisations. These offices are not shared by
any other client and provide a hassle free office
management approach, where office
management being a non-core function is

outsourced to an expert like Skootr






We create PERSONALISED EXPERIENCES for people




OUR NEED SPACE

CUSTOMISATION

Je
Regus
VALUE FOR MONEY INNOVATION

awfis

FIND INSPIRATION \

INVESTOPAD

THE COWORKING\SPACE

CONVENIENCE
HEALTH AND INSPIRATION

SPRINGBOARD O Wew

COMMUNITY
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. LANDLORDS

ABOUT THE PERSON

Someone who wants the best
returns from the real estate
property.

NEED FOR ASSOCIATION EMOTIONAL TRIGGERS

Should feel proud to w Pride

associate with the brand. prem—
Not just for the right
returns but also for a
higher belief in the cause.

AGE

35-50

FUNCTIONAL TRIGGERS

E$ \ Financial returns

BARRIERS

He does not
believe that his
property would
be used in the
best ways

KEY INFLUENCERS

Broker




)  DECISION MAKERS

ABOUT THE PERSON AGE

( Someone who is looking to 30-50
: constantly drive growth in his

company. Is seeking the best for

the business.

BARRIERS

He is skeptical
‘| Growth about the loss
‘. that his company

might undergo

NEED FOR ASSOCIATION EMOTIONAL TRIGGERS FUNCTIONAL TRIGGERS

\

Complete
dependability.

The brand should promise
growth and efficacy to the
decision makers and CEO.

Nothing should come
in the way of his

company’s success.
KEY INFLUENCERS

Other companies and
CEOS



EMPLOYEES

ABOUT THE PERSON AGE

Someone who plays games only 22-35
for the sake of relaxation. He does
not take his games seriously but is

happy to play.

NEED FOR ASSOCIATION EMOTIONAL TRIGGERS FUNCTIONAL TRIGGERS BARRIERS
He is not sure if
They should feel proud to w Pride y Convenience
work out of the space. —— % the work space
would be
@ ® conducive to him

O‘ Feeling of community

KEY INFLUENCERS

Friends and colleagues




NEED FOR ASSOCIATION

Influencer’s  association
with the brand is to
ensure that the brand
strikes a chord with the
audience

ABOUT THE PERSON

The influencer is trying to
associate with the brand in order
to draw more audience towards
them.

EMOTIONAL TRIGGERS

o True connect with
< - the cause

AGE
18- 28

FUNCTIONAL TRIGGERS

Viewership

BARRIERS

She is skeptical if
her audience will
connect with the
brand

KEY INFLUENCERS

Other influencers




INVESTORS

ABOUT THE PERSON AGE

Someone who is attempting to 40-60
invest on something meaningful,
reliable and credible.

NEED FOR ASSOCIATION EMOTIONAL TRIGGERS FUNCTIONAL TRIGGERS BARRIERS

The work place should _ . He is not sure if

retain the employees with @ Work friendly conducive Growth the work place

a conducive  working environment ‘.‘ can lead to
effective growth

environment and lead to
growth of the company. of the company

KEY INFLUENCERS

Decision makers, Co
investors




EMBASSIES AND FOREIGN TRADE CHAMBERS

ABOUT THE PERSON AGE

Someone who is looking to 30-50
establish himself/herself in a new

country and is always skeptical

about his every move.

NEED FOR ASSOCIATION EMOTIONAL TRIGGERS FUNCTIONAL TRIGGERS BARRIERS

Should feel at home with A \ . He is skeptical
iliari Convenience -
the brand and find ﬁ Familiarity f% about being

familiarity in the space. chez?ted or a.bout
getting the right

exposure.

KEY INFLUENCERS

Brand value




OUR TG IS DRIVEN

All our TG wants to make something out
of their lives and they are eager to see a

visible difference with our interaction.

They are driving towards better. They do

not believe in status quo.




THEY CONSTANTLY
WANT TO DO
SOMETHING NEW

Out TG is extremely dynamic. They are
always moving. The only way to satisfy
them as a brand is by being dynamic

yourself.




THEY ARE ACTIVELY
LOOKING FOR
OPPORTUNITIES

Always ready to engage, collaborate and
co create. In whatever they do, they want
to leave their own mark. Even in the
middle of co creation, they want their
POV to stand out. They look at their own

gains in every partnership.




POSITIONING T
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We are catering to those who are
constantly driven to do
something innovative.

They are truly seeking for
opportunities.

They are nuanced.
They choose carefully.

| They are every ready to begin

Coooommo/s Pl d i ' . : e - H
T T T T T T 17/ something new.
| mussnen g | — .
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We are flexible.

We customize everything so that our
customers reach their goals.




We are addressing a shift

From conventional working ‘ To a new age work space
From solaion ) To collaboration

From determining what’s ‘
best for consumers

To accommodating what
consumers need




THE KEY INSIGHT <
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So the 2 pillars of our
proposition

CUSTOMISATION INCREASED PRODUCTIVITY

We customize and carefully We customize with the only goal of
curate every experience for our enabling them to achieve more.

clientelle




THE BIG IDEA




Highlighting curation and
customization. Empowering
the customer.

KICKSTART YOUR WAY

Always encouraging them to restart,
to embrace everything that’s new.
Updated and progressive.



KI C KSTA RT does not just mean to begin

something new. It means to relook with a new
perspective. To be a part of a new reality that works in

your favor.

It is in our curated ecosystem, that an employee
kickstarts a new way of working where his/her

productivity reaches its peak.

It is in our customized spaces that the decision maker or

the CEO of a company dares to kickstart a new dream.

It is because of our well thought out personalized
relationships that a landlord is able to trust us
completely and kickstart a new ambition for his real

estate property.

It is our bespoke spaces that would enable foreign
trade chambers to begin working in a way that is
unique. A space that resonates with their cultural
ethos and enables them to feel at home. For them, it

is about kickstarting a bespoke journey in a new land.



KICKSTART is about relooking, rethinking,
re imagining and re crafting. It is about
breaking rigidity and re creating new. In a

set up that is truly curated for you.



1. Values
What do we believe in?

Flexibility, Movement, Openness




2. Antagonist
What do we push against?

Status quo, Authority, Orthodoxy, Rigidity




3. Lexicon
What words do we use?

The language of a true scooter rider honing
the spirit of the journey.

Friendly and energetic.




4. Rituals
What do we do?

We provide customised spaces which are conducive
for the growth of companies and individuals




5. Icons
What are your symbols?

Our logo and the colour red




BRANDING GUIDELINE
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GUIDELINE ROADMAP

1. Brand purpose

2. Brand story

3. Brand proposition
4. Brand enemies

5. Brand personality
5. Brand Tone of Voice
6. Brand elements

. Brand key




To enable our stakeholders achieve

exactly what they want by curating an

experience for them.




BRAND STORY

We harness flexibility, openness and a dynamic
thought process that can enable and empower

everyone to do what they do best.

We curate environments, culture and facilities for

our employees and enable them to achieve success.

We carefully choose ecosystems to drive growth of

business for our decision makers.

We customize and personalize our relationships with

landlords to help them get the best returns.

For our investors, we craft a sense of assurance and

credibility.

For embassies and foreign chambers, we drive a sense of

familiarity by providing tailormade experiences.

For influencers, we curate interesting content and a vibe

that is instrumental in building a larger community.




BRAND PROPOSITION

KICKSTART YOUR WAY




BRAND ENEMIES

We are not friends with those who do not understand the value of culture.

We are averted by orthodoxy and closeness.

We do not encourage extreme authority. We are comfortable with flat hierarchies with ingrained empathy.

We are not inclined towards those who are not excited by innovation or by the thought of creating something new.

We are not fond of in the box thought processes. We encourage out of the box disruptions.




BRAND PERSONALITY

OPEN

Someone who accommodative to different perspectives and cultures.

FRIENDLY

Someone who is approachable and welcoming towards people in general.

SUPPORTIVE

Someone who is empathetic and helps people to get over challenges.




BRAND TONE OF VOICE

CONVERSATIONAL

Very approachable and conversational tonality but credible

YOUNG

A language that is understood by the millennial mindset and yet not frivolous.

DIRECT

Straightforward and honest and yet not over selling. I




BRAND ELEMENTS

“RIDE AWAY” “EORKS”

SCOOTER |,
ELEMENTS

“BRAKE”

We would be creating a brand world
around Scooter.

“GRIP TAPE”
To bring the brand alive, we would
create a scooter lingo. A language that
is relatable with the whole philosophy
and operation of scooters. “STUNT PEGS”

“TOP SPEED”
“TILT”




Maps health issues

A LA'S KO OT R / For the right furniture
\ Analyses individual

personalities, need
A digital environment that analyses data of for privacy

individuals and companies and provides

customized space solutions to choose from Understands the nature of
lighting required

Recognizes the ideal color palette




L e

SKOOTR

COME. SIT. WORK

Roots

Several years of experience. Innovation at the
core. Success story of Skootr.

Functional Brand
Benefit Personality

Customized office ) .
spaces for the growth Open, Friendly, Supportive
of companies and

individual
Product Truth Human Truth People we serve EHICHES Brand POV

Years of understanding To achieve success Open and aspirational _
real estate and the need when the situation is in - We believe that only
of corporates their favour Those who are favorable situations can
accommodative of enable people to achieve
different ideas and success
are looking to break

the status quo Emotional Brand
Benefit Discrimination

. A wide range of
Curated experience can customized products for

help them embark on their various needs of different
own journey successfully stakeholders

Brand
Expression

Visual Products Physical Digital Media Marketing Human
Identity and Services Environments Channels Communications  Behaviour



THANK YOU




