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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 :

SINGAPOREANS SHARE
THEIR DARKEST MOMENTS

Image Credits: YouTube - TSL
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WHAT

10th October is World Mental Health Day. Together with SG
Mental Well-being Network and Mental Health Awareness

Singapore, The Smart Local published a video featuring individuals

getting personal with their darkest moments and how they
overcame it.

Within an impressive 2 days span, the short video has since
garnered 8K views. The loss of a loved one, failed relationships,
academic struggles and bullying were some of the common
themes covered.

The video sheds light on how common these personal struggles
are and ultimately, aims to break the unhealthy stignmna on mental
health woes.

The comments received also demonstrated netizen's empathy
and support towards these individuals who were able to publicly
discuss their mental health struggles.

As consumers continue to prioritise their mental wellbeing, these
directives shouldn't only be limited to brands within the health
and wellness category.

Brands who choose to partake in this space should address
consumers” mental wellbeing in an authentic and respectful way.

According to a study conducted by Accenture, 52% of
consumers are attracted to brands that stand for
something bigger than just the products and services they sell.

Brands can be an uplifting support for consumers to identify with
by delivering solutions and showing them in a way that is genuine
and caring for the consumers.

99 Singaporeans Share

Their Darkest Moments

SOWHAT

Sources: YouTube, TSL, Campaign Asia



" ¥
90°S REWIND:
MCDONALD’S SINGAPORE

NOSTALGIC HAPPY MEAL TOYS

Image Credits: Unsplash



OGILVY

WHAT

Many Singaporeans growing up in the 90s might remember a familiar
McDonald’s playset for kids, to create their own versions of iconic
McDonald’'s menu items. This time, McDonald’s Singapore has ridden on
this wave of nostalgia and released a whole range of Happy Meal Toys
which allows customers to engage in play-pretend-fun by building
burgers and flipping beef patties.

The launch of the “Let’s Play McDonald’s” line of toys has proven to be
popular with adults, more so than kids, with one Singaporean TikTok
creator citing that this was her "favourite Happy Meal Toy to date.”
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McDonald’s is no stranger in riding on trends and releasing
popular products which resonates with their customers,
evidently seen in the Pikachu carriers covered in a previous
issue of Secret Lives of Singaporeans.

Leveraging on nostalgia is no longer a foreign concept. It has
been a tried and tested USP that has worked well for many
brands. However, it goes beyond rekindling the favourable
yesteryears in customers.

Nostalgia holds onto a more powerful tool in evoking a shared
generational memory. Companies who can pull nostalgia off
successfully are able to unify their fanbase in the long run.
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One thing in the news in Singapore:

INCOME DISPARITY IN SG:

INSUFFICIENT EMPHASIS FOR
‘HANDS-ON AND HEART WORK”

Image Credits: TodayOnline
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WHAT

In the recent Singapore Economic Policy Forum, DPM Wong
emphasised a greater need and recognition of 'hands-on’” and
‘heart” work.

In his keynote speech, he stated, "Singapore place too much of
a premium on intellectual 'head’ work and does not sufficiently
value hands-on’technical jobs or ‘heart’ work such as services
and community care roles."

This has led to a worrying divergence in salaries between
workers of different educational backgrounds.

The example he shared was of a university graduate who is
now earning almost twice that of an ITE graduate in terms of
their median starting salary.

DPM Wong: Singapore must move
away from preconceptions that
academic success should prized
above all others

By The Online Citizen -1

Fresh Graduate Median Starting
Salary Comparison

3,600

Business Engineering nfo Comm Tech SINGAPORE — Deputy Prime Minister Lawrence Wong has said that Singapore must “move away from
preconceptions that academic success should be prized above all others” while remaining open and

continuing to attract the best companies and top talents to Singapore.

Sources: TodayOnline, ITE Graduate Employment Survey 2021, Seedly

The definition of success or individual's value shouldn’t only be
narrowly defined by their type of work. Hands on and heart work
are equally essential and irreplaceable in our society.

Brands can play a role in balancing hand and heart by showing
empathy for others beyond their consumers through social and
economic issues like diversity, equality, fair pay and inclusion.

Businesses that can thrive in the long run and withstand time are
ones that understand and are sensitive to their customers’ needs
and the struggles they faced.
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