SECRET LIVES OF
SINGAPOREANS:




Secret Lives of Singaporeans is an ongoing collection of
marketer-friendly briefs on the fascinating people of the little
red dot, by planners and PR consultants from the big red
agency. lt's not "thought leadership”, it's “inspiration to DO".

Each issue comprises

One thing people in Singapore are talking about
One thing people in Singapore are searching for
One thing that's in the news in Singapore
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WHAT

The 2023 National Day Parade (NDP) theme song, “Shine Your Light”
was released recently. While the song was intended to be catchy and
vibrant, calling for Singaporeans to look forward and unite in building a

shared future after emerging from the Covid-19 pandemic, public

reception has been mixed.

The song quickly generated collective criticism among netizens who

found it oddly reminiscent of a “worship song.” Criticisms also include

the song’s lack of “singability” due to its inclusion of a rap segment,
resemblance to a McDonald’'s commercial and perceived outdated
reference to the pandemic. Netizens expressed their preference for
the simplicity and impact of older songs like "Home”, finding newer
songs too complicated and unfriendly.

This was not the first time an NDP song has come under criticism. In
2013, the theme song "One Singapore” was ridiculed for having “bad
lyrics” and sounding like a “singalong pre-school song”.

::::::::

'Giving megachurch vibes': New NDP theme song
Shine Your Light leaves netizens confused

Sources: AsiaOne, Reddit, YouTube.

@ sgtrasitevolution - 22 fr. ago

| thought this whole music video is a McDonald's commercial.
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Iactually don't mind them reusi
Rui En and Taufik is my fav
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performing old songs. So many years later, Reach Out For The Skies by
those by Stefanie Sun, Tanya Chua, it Chan are impactful.

nder, for me the whole idea of the NDP song is so that everyone can sing to it. So it should be
d easy to sing. | can literally remember all the old NDP songs and sing along with

‘complicated" and frankly very "unfriendly” to sing along for just anyone.
ectly pointed out.

Ilistened to the new song for like 30secs and decided to skip it. Same for the last few years. The NS85 song

was so much better!

Music has the power to unite people and evoke collective emotions
and memories, especially for significant events like National Day.
Compared to “The Road Ahead” (2021 theme song), which
successfully addressed the collective stressors of its time, the latest
NDP song may be deemed excessively cheerful or even superficial at a
time when Singaporeans are grappling with stressors such as inflation
and a looming recession.

However, criticisms such as these could be an opportunity for brands
to tap into. Brands could lean into the Singaporean psyche — our need
for nostalgia, our desire for easy-to-sing, relatable yet inspiring lyrics —
to create their own versions or “parodies” of the song.

In doing so, brands should identify relatable moments that their target
audience can relate and laugh along to, taking into account sensitivities
(such as race and religion), especially when referencing an NDP song
that aims to address all Singaporeans, to ensure that the brand’s
messaging remains authentic.
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WHAT

A woman'’s post on LinkedIn about "HDB people” has sparked national
fervour among Singaporeans who criticised her for her ignorance,
elitism and incoherence.

Singaporeans expressed their strong disapproval and bewilderment
online regarding her remarks, which suggested that "HDB people”
lacked humanity, identity, values and the right mindset, compared to
“private residence people”. Many regarded her comments as bigoted,
hateful and mindless.

At the same time, netizens responded collectively in defence of "HDB
people”, highlighting that 80% of Singaporeans reside in HDB flats
(one of the highest rates of homeownership in the world), and that
Singaporeans are hardworking individuals who have earned the right to
call their HDB flats home, and value the opportunity to build a
community together.

Woman gets backlash after making disparaging
comments about 'HDB people’ on Linkedin

’ 1d - Edited - ®
It's very hard for me to live in Singapore because the govt allows HDB
people to take jobs in private residential areas. Which means they don't
just visit, they remain for about 6-8hours a day. And that's a lot. So it is
necessary to limit contact with them less | lose #uniqueidentity as most
of them have. But they did it by choice, most of them.
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It is time to accept, for the large part, HDB people and private residence
people are very different because of our outlook on community building.

Private residence, we build according to values and mindset, we ignore
race, language and religion and prioritise mental acuity and emotional
stability. We don't wait to live life, we live now. We show our values and
our humanity in how we work, play and hire.

and they sit and wait for those, and until then they group according to
age, race and marital status. It tells us nothing of their values nor their
humanity. They are about money, not values.

Happiness is not about humanity. Humanity is about humanity.

Sources: Mothership, Bloomberg, LinkedIn

§. Satwant Kaur - 3rd+ + Follow *-
i’ ! - Nationalist. Strategic Communications | Influence...

In HDB, it is simply about networks and rules that the govt can give them,

Nothing unites Singaporeans like coming under attack. Cases such as
these, where Singaporeans have come together to passionately
defend Singapore, present an opportunity for brands — especially local
businesses - to capitalise on.

Local brands — such as those in retail and financial services — could
embrace the “everyday Singaporean” aspect of their brand messaging
or image to appeal to the mass market through their campaigns,
advertisements and social posts. They also have the opportunity to
redefine and reclaim the phrase "HDB people”, spinning it with positive
associations that addresses the target audiences’ everyday needs.
Some examples are:

* Creating deals for heartland outlets
«  Community initiatives for Singaporeans who live in HDB
» Creating merchandise with daily necessities

In doing so, brands need to ensure that their messages are tastefully
crafted, to avoid appearing petty or pointed at the more affluent
segment.

® hdbpeople

+ Compare

Interest over time. @ v o
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https://www.bloomberg.com/news/articles/2020-07-08/behind-the-design-of-singapore-s-low-cost-housing
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Al IS COMING FOR | :
SINGAPORE’S C-POP ICON

A PHOTO FROM THE PRODUCTION OF EPISODE 407 OF “SUCCESSION”. ,}k ;k 4 Y if'l , } i l }‘I
PHOTO: DAVID M. RUSSELL/HBO ©2022 HBO. ALL RIGHTS RESERVED. ¢ B



OGILVY

WHAT

Singaporean pop singer Stefanie Sun — and her songs —

are trending on Chinese social media platforms in a surge

in interest driven by an artificial intelligence-generated copy
of her voice. The hashtag "Stefanie Sun becoming the

first musician to be replaced by Al” has been trending on
social media.

Generative Al platforms like ChatGPTand Midjourney have
been making waves. Now, Al-generated music is poised

to make a similarly radical debut which poses a few

critical questions:

1. Will this next wave of Al music creation tools
further commoditise music?
2. Will anyone be valued for the craft of music ever again®?
3. How might Al be leveraged as a tool to support rather
than replace musicians®?

Sources: Mothership, Bloomberg, LinkedIn

Firstly, while Al presents creative opportunity, brands need
to wield Al responsibly while respecting the rights of
original creators.

Secondly, as Al makes music creation accessible for even
more people, brands can invite consumers to co-create
sound and experiences with them.
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‘How do | fight with that?: Stefanie Sun
issues gloomy response to popularity of
‘Al Stefanie Sun’
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