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AND BOUJEE COFFEE
COMING THROUGH




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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One thing people in Singapore are talking about:

SIA’S IN-FLIGHT DINING EXPERIENCE
AND UNLIMITED FREE WI-FI

Image Credits: Mothership
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WHAT

Singapore Airlines (SIA) recently faced backlash regarding its
lacklustre dining experience, which failed to meet the expectations set
by its "World Class” branding. Considering the feedback, SIA decided
to shelve plans for paper-based serviceware and reintroduce certain
food items that were previously removed due to operational and
supply chain constraints caused by the pandemic.

In line with their commitment to enhancing the brand experience, the
airline also announced that starting from July Ist, they will provide
unlimited free Wi-Fi to all passengers across cabin classes. To access
this benefit, passengers simply need to be members of the airline’s
KrisFlyer frequent flyer programme. This upgrade will replace the
current limited hours of complimentary in-flight Wi-Fi offered to
economy and premium economy class passengers.

These developments raise an important question that is of great

interest to marketers — what does it take to build a premium travel
brand?
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'We learnt a lesson': Singapore Airlines CEO on trial SIA to offer free unlimited Wi-Fi to KrisFlyer
paper boxes for food, removal of appetisers members flying economy from July 1

Sources: Reddit, CNA, Mothership, Straits Times

Functional offerings certainly play a role in enriching the brand
experience, but they are not the exclusive driving force behind brand-
building endeavours. The development of a brand's image and the
establishment of customer expectations depend on a harmonious
blend of functional advantages and intangible emotional elements.

In the case of SIA, its branding through campaigns such as "Singapore
Girl" and "World Class” emphasise its reputation for exceptional
service, luxurious travel experiences, and a commitment to customer
satisfaction. These elements go beyond functional offerings like in-
flight amenities and focus on evoking emotions of comfort, elegance,
and reliability.

Ultimately, airlines like SIA need an image that elevates the experience
emotionally; and an experience that delivers on the image functionally.

SO WHAT
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https://www.reddit.com/r/singapore/comments/13wf0t9/we_learnt_a_lesson_singapore_airlines_ceo_on/
https://mothership.sg/2023/05/singapore-airlines-free-wifi/




WHAT

Yet another year has gone by and we find ourselves in June, a time
when individuals from all walks of life band together to commemorate
LGBTQ+ pride and celebrate inclusivity and diversity. It is also a time
where businesses not only highlight the contributions of LGBTOQ+
employees, but also have an opportunity to reflect on how they have
cultivated an inclusive culture within the business, and how they can
extend their product offerings to support the community.

In its 15th edition, this year will be the first Pink Dot Singapore rally to
be held since the repeal of Section 5//a, with a focus on the topic of
Family. To show their support, businesses from the F&B to the legal
sector have taken a stand to support the cause by either becoming
sponsors of Pride events, or creating special items on the menu where
all proceeds will go towards Pink Dot. But how can businesses truly
uplift the community, while also broadening their audiences? Can we
do better?
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Pink Dot 15 to 'celebrate all families', launches new How and Why We Should Celebrate Pride  pride Montn ke g .
Month in Singapore with Our Kids: Pink  1cera- ricemonth o oftwinprotest prsces. prtis P

Fest and Pink Dot 2023

initiative to support parents of LGBTQ+ people

Google Trends & Search Demand SG (Search demand for "Pride

Month" spikes every June in Singapore)

Sources: Mothership, Rice Media, Sassymama, Straits Times, LinkedIn

Let’'s address the elephant in the room: the pink dollar does present a
business incentive for supporting the L GBTOQ+ market. However, the
intention to support the community must be genuine, otherwise the
business will come under fire from public scrutiny.

Though Inclusivity and Diversity are pillars within most brand values
today, often, businesses are seen wanting to be part of the
conversation, but not actually taking action to truly support the
community. Products and services are still designed without keeping
certain communities in mind. Atmospheres are not as welcoming to
everyone as they could be.

Inclusivity and Diversity should be

* Intentional, not an afterthought;

Credible, not lip service; and

» Consistently practiced over time and across stakeholder groups.
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https://www.straitstimes.com/singapore/s377a-officially-repealed-as-president-assents-to-changes-to-legislation
https://www.ricemedia.co/where-does-pink-dot-go-from-here/
https://www.instagram.com/p/CsstUZIOcQj/
https://www.linkedin.com/pulse/asia-you-ready-pink-dollar-david-ko/?trk=pulse-article
https://www.linkedin.com/pulse/asia-you-ready-pink-dollar-david-ko/?trk=pulse-article
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WHAT

Continuing the trend of brand extensions by fashion labels,
Ralph Lauren is set to introduce Ralph's Coffee to Singapore,
with a new café opening at The Shoppes, Marina Bay Sands in
July this year.

Staying true to the aesthetic of the brand's café line, the
Singapore outlet will feature the signature dark green theme

and vintage-inspired decor. In addition to the café experience,

Ralph Lauren fiends can look forward to a variety of Ralph's
Coffee merchandise, including t-shirts, hats, tote bags, and
mugs.

This strategy of brand extension is not new among lifestyle
brands, as exemplified by the previous launch of the Coach
café earlier this year, Dior pop-up café in 2021 and the limited
time Gucci Osteria Da Massimo Bottura in 2019.

Ralph Lauren to open Ralph's Coffee café at Marina
Bay Sands in mid-july 2023

Sources: Mothership, Eatbook, Lifestyle Asia, Harper's Bazaar

Brand extensions showcase brands’ ability to pivot away from
their main business model. When done right, they help

to diversify revenue streams, expand brand presence, and can
be a great way to reach new audiences. However, when done
wrong, they might dilute a brand’s identity.

A few considerations before venturing into a new category,
apart from commercial viability:

1. Brand architecture: How close should the brand extension
be to the master brand?

2. Brand values: Does the brand extension align with the
brand’s core values”?

3. Experience: Does the brand extension enhance or at least
stay consistent with perception of the master brand?

SO WHAT


https://cnalifestyle.channelnewsasia.com/dining/ralphs-coffee-cafe-singapore-ralph-lauren-marina-bay-sands-360216
https://eatbook.sg/coach-cafe-singapore/
https://eatbook.sg/coach-cafe-singapore/
https://www.lifestyleasia.com/sg/dining/food/dior-cafe-restaurant-pop-up-clifford-pier-singapore/
https://www.harpersbazaar.com.sg/life/gucci-is-launching-a-restaurant-in-singapore-and-we-have-all-the-details/
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