STUDY ON SINGAPORE’S PRO-FAMILY BUSINESS ENVIRONMENT

The Ministry of Community Development, Youth and Sports conducted the Study
on Singapore’s Pro-Family Business Environment in 2005. 300 business outlets,
1,200 households with young children and about 500 senior citizens were
interviewed for the Study.

Objectives of the Study:

a. Assess the current state of family-friendliness in the business sectors;

b. Understand how businesses view family-friendliness, especially their
perceptions of the benefits and barriers to becoming more family-friendly; and

c. ldentify customers’ needs in terms of family-friendly attributes.

Pro-Family Businesses make more money
- Retail Businesses that are Pro-Family enjoy 5 — 10% more sales

- F&B Businesses that are Pro-Family enjoy 15% more sales

Most businesses in Singapore are not Pro-Family
But in Singapore, only 25% of retail businesses and 30% of F&B businesses are

Pro-Family today.

What is stopping businesses from turning Pro-Family?

Pro-Family businesses make more money. Most retailers interviewed claimed

they know that but are not able to turn Pro-Family because:

a. They lack knowledge of what young parents need (About 15% — 30% of
businesses feel this way)

b. Space prevents them from providing more Pro-Family features. (About 35% —

40% of businesses feel this way)



For PARENTS, what does it mean to be Pro-Family? (In order of priority)

S/IN RETAILER F&B
1. A place to sit Kids’ menu
2. Discounts & promotions for parents | A special area for kids
and/or child
Ease of shopping with pram Special attention to children
4. Fun events for the children Baby chairs
Customer service connects with parent | ‘Noisy’ zone for Families
and/or child
6. A special area for kids Children toilet and/or wash area

For SENIORS, what does it mean to be Pro-Family? (In order of priority)

S/IN RETAILER F&B

1. A place to sit Safety from falls

2. Safety from falls Drinks with no or less sugar

3. Discounts & promotions for seniors Health conscious menu
4, Mobility supports Flexible seating

5. Wider aisles and gentle leveling Staff knows basic care for seniors
6. Helpers and guides for seniors [N/A]

The 15 dimensions of Pro-Family Business Practices

INFRASTRUCTURE SERVICE STRATEGY

1. Space Layout 1. Greeting & Send-off 1. Mission Statement

2. Flooring 2. Attitude 2. Product & Service Mix
3. Safety & Security 3. Extra Assistance 3. Discounts & Promotions
4. Cleanliness 4. Emergency Processes 4. Marketing

5. Access to Information | 5. Feedback 5. Performance Review




Some interesting figures from the Study

RETAIL
Grocery Non-Grocery Food courts, Fast food &
Shopping Shopping hawker other
centres & restaurants
coffee shops
Amount spent by young $1.5 billion $820 million $1.2billion $720 million
parents annually
% of parents who bring 58% 58% 50% 80% - 100%

kids along

% of young parents who
are willing to switch to
more parent-friendly places

33% - 54%

43% - 54%

15% - 16%

14% - 17%

Amount spent by seniors $840 million $300 million $440 million N/A
annually
% of seniors who are 9% - 14% 3% - 11% 13% - 17% N/A

willing to switch to more
senior-friendly places*

*Although the % of seniors who are willing to switch to more senior-friendly
places is lower, this % is likely to increase over time with Singapore’s growing
senior population



Other interesting findings from the Study:

a. Retail businesses that are very pro-family enjoy significantly more word-of-

mouth publicity than less Pro-Family retailers.

b. Retail businesses that are very pro-family reported higher sales per

customer than less Pro-Family retail businesses.

c. 75% of parents interviewed enjoy going to Food Courts with their kids but only
45% of parents said the same for local ‘coffee shops’.

Most young parents want and are willing to pay more for a kids’ menu that is
specially tailored for kids (in terms of quality / taste) instead of merely in terms of
portions.

d. There seems to be a lack of meals that suit the senior's need. i.e., low

cholesterol, low sugar and low sodium foods.

e. The primary decision factor for seniors when selecting shopping and F&B

spending is location of the businesses.

f. There are very little senior themed activities and packages across the

travel, leisure and entertainment sectors.



