GOOD AND BAD VIBES
IN ABARBIEWORLD




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 Malaysian government has halted a music festival - Good Vibes
music festival — after British pop rock band The 19/5's lead singer Matt
Healy kissed a male bandmate onstage after criticising the country’s
anti-LGBT laws.

Even as a secular state, Singapore’s laws can still be perceived as erring
on the side of conservative in relation to LGBT issues. This episode
with the “no holds barred” b(r)and resurfaces censorship issues that
brands and citizens in Singapore, Malaysia and other markets deal with
on a daily basis.

The band has since been banned from performing in Malaysia, with the
government reiterating its low tolerance on “any party that challenges,
disparages and violates Malaysia law’. In this case, homosexuality is a
crime in Muslim-majority Malaysia.

This is not the first time Matt has come under fire from the authorities.
In 2019, he was criticised for kissing a male fan in the United Arab
Emirates.

To protect themselves, brands should conduct cultural sensitivity
checks before entering a new space or market. They can then conduct
their business heeding the precautions that were uncovered.

Firstly, these cultural analyses will enable brands to better understand
the nuances of each market. Secondly, they will have the opportunity
to adjust their product, service or any other offerings to ensure
relevance to and receptivity by local audiences. Overall, treading a
careful line between brand identity and local market expectations will
enable the brand to grow their reach without damaging their

SO WHAT

Sources: Reddit, CNA, Mothership, Straits Times
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These days, Barbie is on everyone’s screens, big and small.

The first-ever live-action film about the life of the iconic doll
launched on big screens this past weekend. It broke records
with the biggest opening weekend in 2023 and is also the
biggest ever film directed by a woman.

But what truly pigued mass attention is how brands from
every corner of the internet seem to have launched a Barbie
collab, trademarked by Mattel and available for a limited time
only.

Sources: CNBC, The Straits Times

Every brand and influencer (especially those affiliated to
fashion and beauty) seems to have created some sort of
content riding on the current Barbie blitz.

And along with the sheer number of Barbie-branded collabs
popping up these past few weeks, the oversaturation of
Barbie content had us thinking if each brand collab is
actually beneficial for Mattel or the brand.

Before jumping onto the pink bandwagon, some best
practices to consider:

1.

2.

Work with a partner that matches your values (the shock
factor does not work any more).

Ensure sufficient time and resources to get it right (the
collab is a means to an end, not the end itself).

Keep it special and unique (your collabs will lose impact
if churned or over-cannibalised).

SO WHAT
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In the past couple of weeks, Singapore’s political scene
was rocked with two major scandals. Long-standing lies
were exposed, reputations called into question and
careers derailed.

Not just about the affairs that were had - these issues
called into question the integrity of individuals in posts of
significant power and how they have been leading the
nation.

Notably, polarising responses were published and parties’

and members’ reactions were assessed by members of
the public, locally and internationally.

But while we may be called Secret Lives, our job isn't to
pass judgement. It's to glean learnings for marketing and
communications teams in Singapore.

Sources: Straits Times, TODAY, CNA

Despite the relative similarity in incidents, there were very
different styles, timings, and levels of vulnerability in how
they were managed. This also led to different reactions
from the public, where they either started to forgive the
infractions made, or double-down on the character
assassinations.

This string of events and the resulting public reactions
reinforce the importance of a strong communications
team, especially in times of image-damaging crisis.

1)  Weigh the potential consequences and media
queries during the Press Conference, and brief

spokespersons properly on hot-button topics by
exercising due diligence in media monitoring.

?2) Counsel decision-makers on balancing the need for
a timely response with the need for one that's
carefully thought through.

SO WHAT
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