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For the Ad Effectiveness Research, with the agreement of the client we selected to survey the 
markets of South Korea, Indonesia and Australia.  However, this is only pertaining to the survey.  For 
the entire campaign, please consult with Christine or SSS as they will have a better understanding on 
the markets that STB was targeting and why.   
 
Targeting international business travelers to raise the awareness among business travelers of 
Singapore as a compelling leisure destination.   Business Travelers usually don’t have a choice of 
business destination and they do not engage in pre-trip research.  Also during their trip, business 
travelers are time-strapped.  Through the advertising campaign with Bloomberg, STB hoped to shape 
perception of Singapore with the view of encouraging trip enhancement and influencing trip extension 
/companionship.   
 
Campaign objectives: 1) to encourage trip enhancement; 2) to influence trip extension; 3) to consider 
bringing a plus one.  In order to measure the effectiveness of the campaign, a custom ad 
effectiveness research was carried out to measure the differences between Bloomberg Audience vs. 
non-Bloomberg Audience in understanding how the Bloomberg campaign has impacted its 
audience’s perception on Singapore based on the key campaign objectives.    
 
 
Bloomberg audience was well engaged with the campaign.  In the survey when the audience was 
only shown screenshots of the TV Vignette of Chef Tetsuya (with the advertiser name hidden),  nearly 
50% of the Bloomberg audience in the sample remembered seeing the Vignette and 47% accurately 
attributed it to be for Singapore among a list of travel destinations they were given to choose from.  
And when the full TV Vignette video was played for the respondents, 61% remembered seeing the 
video on TV, and among the recalled audience, 92% said they had seen it on Bloomberg Television.   
 
Overall, 80% of Bloomberg Audience said the Vignette “provides inspiration and ideas for both 
business  and leisure travel to Singapore” and 75% said “it makes me want to extend my next 
business trip in Singapore with my family and friends”.   Meanwhile, 80% agreed “It makes me more 
likely to include non-business activities in my next business trip to Singapore, and 78% also said the 
vignette “is aimed at business travelers like me.  
 
The results are significant because it is able to convey the soft metrics of Singapore not only as a 
business hub but a place for entertainment and creativity to the Bloomberg audience.  The results 
show that 81% of Bloomberg Audience agreed Singapore to be a city “buzzing with creativity” while 
only 58% of Non-Bloomberg audience agree with this statement.  Meanwhile, 80% of Bloomberg 
Audience agreed that Singapore is “a place for unique shopping” while only 59% of Non-Bloomberg 
Audience agreed with this.  Additionally, 80% of Bloomberg Audience believed Singapore is has 
“great night life” while only 61% of Non-Bloomberg Audience agreed with this. 
 
And prior to taking the survey, 63% of the Bloomberg Audience had already carried out some actions 
as a result of the campaign on Bloomberg.  For example, 50% had visited blogs/other websites to find 
out more information about Singapore; 42% had visited Singapore Tourism Board’s website to find 
out more information; 44% said they had kept an eye on Singapore’s related articles/information 
when reading magazine/newspapers or surfing on internet and 34% had already mentioned 
something about the campaign on social media.  

 


