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SINGAPORE — The Republic will now
be marketed overseas to potential
investors and visitors as “Passion
Made Possible”, under the “first uni-
fied brand” for the country launched
yesterday by the Singapore Tourism
Board (STB) and Economic Develop-
ment Board (EDB).

The brand was the result of “quali-
tative and quantitative research with
close to 4,500 respondents on what
Singapore stands for”, involving resi-
dents, industry stakeholders and in-
ternational audiences in Singapore
and across 10 countries, the agencies
said in a press release.

According to STBand EDB, the re-
spondents felt the themes of “passion”
and “possibilities” best reflected the
Singapore spirit. “While ‘possibilities’
was strongly associated with Singa-
pore as a destination, the ‘passion’ to
strive was what drove these possibili-
ties,” they said.

“Passion Made Possible was thus
derived to capture the spirit of the na-
tionina way that builds affinity, affilia-
tion and top-of-mind recall for choos-
ing Singapore as a destination to visit
and invest in.”

Reiterating that the brand is the
“embodiment of the country’s track
record and tenacity to fulfil passions
and continually ereate new possibili-
ties”, STB and EDB said: “By capturing
the spirit of the nation, the brand will
speak to Singaporeans and residents
alike to build affinity and affiliation.
For potential visitors and businesses,
it will also help entrench stronger top-

of-mind recall for choosing Singapore:

as a destination to visit and invest in.”

The push to refresh the nation’s
brand positioning — beyondits strong
reputation as a safe and stable global
business and tourism hub supported
by top-notch infrastructure — comes
amid intense global competition to at-
tract tourists and investments and a
much more complex media landscape,
STB and EDB said.

tthel: ‘h. Mini

Trade and Industry (Industry) (MTI)
S Iswaran said the new slogan “epito-
mises what Singapore stands for”.
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“It can be used to describe the
journey over the last 50 years. It is
also about the attribute that makes
Singapore what it is today. It is also

STB and EDB noted that visitors
haye become more discerning in their
travel choices, “seeking to immerse

themselves in cultures and build deep—

EDB chairman Beh Swan Gin de-
seribed the launch of the unified brand
as a well-timed move, given Singa-
pore ’s shift in strategy from being an

about what Singapore
what Singapore offers to the rest of
the world,” he said.

The economic agencies and the
MTT are looking at how they can adapt
the slogan for their use. The Ministry
of Communications and Information
is also exploring how it can be nsed in

that make a difference”.
The unified brand is aimed at help-
ing Singapore stand out on the inter-

“national stage, the agencies added.

As part of | the brand, a new logo
was also d. It features the “SG

the “larger government
said Mr Iswaran, who added that the
logo imple and very i

The touri
ing exercise was launched in’ 1984 un-
der thetagline “Surprising Singapore”.
Other past slogansincluded “New Asia
Singapore” and “Uniquely Singapore”.
The most recent brand, “YourSinga-
pore”, which was launched in 2010,
underpinned “Singapore’s strengths
as a destination; that is, an experience
which can be easily personalised”.

Latest figures from the STB
showed that between January and
March, international arrivals to Sin-
gapore increased 4 per cent com-
pared with the same period last year
to reach 4.3 million, while tourism re-
ceipts grew 15 per cent to S$6.4 billion.
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Mark” from the Republic’s “SG50”

- golden jubilee logo which was widely

used in 2015. The logo is “an emblem of
Singapore’s attributes as a place that
is always trusted to deliver, and can
be applied as a trust mark or a trust
stamp to connote quality and trust”,
STB and EDB said.

STB chiefexecutive Lionel Yeo said
the unified brand supports the telling
of many stories about Singapore and
its people.

“With Passion Made Possible, STB
is presenting a brand that can tell a
fuller Singapore story beyond just
tourism ... it will appeal to the more
soph!stlcated tounsr.s who are seek-

beand with destinations”. In- driven toone that
ternatlonal businesses, on the other wﬂlbeledhymnuvatlon “Localandin-
hand, “want to create new ter mp are seekmg to

tions that w1|l have a stronger impact
in Asia,” he said. “It is timely to send a
strong and clear signal that companies
can do this successfully from Singa-
poreand turn possibilities into reality.”

The Passion Made Possible glob-
al campaign will be unveiled across
cities around the world through con-
sumer launches, trade events, indus-

try partnerships and marketing initia-

tives featuring visuals and films that
e e

suing their passions in various fields.

The campaign will kick off in Ja-
‘pan today with Singapore: Inside Out
Tokyo, which brings Singaporean
and Japanese contemporary creative
talents together. It will be rolled out
across Asia-Pacific and longer-haul
markets such as Europe and the Unit-
ed States from next month.

The unified brand will also be

q

‘ing more 1 value proposi-

tions in t.heu' travel,” he added.

pted by other statutory boards
and agencies under the MTT.




