
66%
of Singaporeans
are using IVAs

Singaporean consumers’
interaction with brands

Our findings show that more than half of Singaporeans are 
currently using super apps, with a third keen on trying them in 
the next year.

By o�ering transactional capabilities across multiple needs 
and services within a single app, brands can o�er their 
customers a seamless experience while retaining their 
competitive edge over other players in the market.

Singaporeans are eager to adopt intelligent virtual 
assistants (IVAs), such as Siri, Alexa, and Cortana, with 
62% looking to purchase an IVA device.

From our study, we see that industries, ranging from 
home automation to healthcare and banking, should get 
ready to capitalize on this trend.

Building customer loyalty is essential to maintaining brand 
competitiveness. Our study highlights that three in four 
consumers would switch brands after a bad experience. 
Experience has become such a focal point for consumers 
that two in three are willing to pay a premium for superior 
customer experience.

Out of the 11 industries rated for their service expectations 
and actual experience, consumers indicated that none had 
managed to match or exceed their expected service level.

More than half of Singaporean consumers are willing to share 
their personal data in return for a degree of personalization. 

Although consumers are willing to provide their personal 
information,  protection and security remain a concern.

Singaporean consumers are
willing to share personal data
in exchange for personalization

Megatrend #5

New technologies will
accelerate change in the
digital payment space

Megatrend #6

Consumers in Singapore are eager to explore more 
e�cient payment methods, such as wearables, 
voice-activated payment, and social commerce 
platforms. These new technologies will play a crucial 
role in driving the growth of digital payment.

Retailers need to rethink their payment process to 
create a seamless experience for consumers, while 
payment providers should evaluate the trade o� 
between a simplified user experience and security.
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Consumer experience
will be at the epicenter
of business transformation

Megatrend #3

Singaporean consumers want the ability to shop seamlessly 
and expect retailers to provide a unified commerce 
experience. 78% of shopping journeys begin with online 
browsing, and it shifts between online and o�ine channels. 

Businesses need to harness the power of big data to 
understand customer preferences that can enable them to 
deliver a seamless customer journey across multiple 
touchpoints. In particular, consumers expect a seamless 
experience from the banking (46%), travel and hospitality 
(34%), and food and beverage (33%) sectors.

Frictionless experience is set
to move to the forefront of the
customer experience strategy

Megatrend #4

Wearables
e.g. smartwatches, rings

Mobile wallets
e.g. Apple Pay, Alipay,
GrabPay, Singtel Dash

Social commerce
e.g. WeChat, Alipay
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personal details
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implementation
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Lack of choice clarity
Range of new payment methods
available is a source of consumer
confusion
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A future enabled by voice
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