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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. It'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

In recent weeks, almost every taxi and private hire
transport provider (Grab, Gojek, Tada, ComfortDelGro)
has announced fare increases to help drivers cope with
rising costs of fuel.

And - unlike almost every time a price hike of any sort is
announced in Singapore — they have actually not copped
flak for it. In Complaint Central Singapore, that's
refreshingly rare.

With the right framing, bad news doesn’t always
mean an angry internet.

What these providers have taken pains to explain
is that these fare hikes are

(a) because of circumstances beyond their
control,

(b) temporary,

(c) in support of drivers, not profit.

That's something brands and government
bodies can take a cue from, when
communicating what people don’'t want to hear.

SO WHAT
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WHAT

An Omega x Swatch collaboration of MoonSwatch
watches — retailing at $372 but being flipped secondhand
for thousands of dollars — drew snaking early-morning
queues at Marina Bay Sands and ION Orchard, and saw
over 100,000 online searches.

And that's even when Swatch announced that these are not
limited edition watches, and people posted about how the
product is not great.

There are strong shades of McDonald's x Hello
Kitty in such behaviour by Singaporeans. Is this
motivated by novelty, the scent of potential
profit, trophy value or simply boredom? That'’s
anyone’s guess.

But consumer brands planning such
collaborations might want to begin with the end
in mind: how would their merchandise be
described on Carousell?

SO WHAT


https://www.singaporememory.sg/contents/SMB-235cbaed-63f8-41ae-80ad-4b5aff897386
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WHAT

Out with the new, in with the old (normal). From 29 Mar,
Singapore will see its most significant easing of safety
measures to date. The latest announcement is perceived
as a major step towards living with COVID-19 - a
welcome move to, PM Lee Hsien Loong's words, ‘resume
more normal lives” amid the pandemic.

However, new normal habits die hard. Case in point: More
than /5 per cent of respondents in a_poll have expressed
reluctance over taking off their masks outdoors.

Source: CNA

With "normalcy” a flexible concept since COVID-19 hit,

brands can use the latest measures to not only re-
introduce pre-pandemic activities. This is a chance to
highlight their role in re-shaping the culture to ease
audiences into these ever-changing norms.

Moving forward, there are more opportunities to:

* Leverage phygital further while rethinking deeper
engagement in both realms

» Build stronger relationships beyond borders
through more in-person events of varied nature

 Become more flexible and attuned to the needs of
your audiences and employees as pre-pandemic
protocol slowly makes a return (e.g. return to

office).

SO WHAT


https://www.channelnewsasia.com/singapore/face-mask-outdoors-covid-19-rules-2590726
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