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Exploring the Singaporean Market:
Insights on Consumer Behavior Toward Imported Products

This report analyzes the differences in perceptions between domestic and imported
products, the categories of imported products that consumers have experience
purchasing, and the countries of origin that are highly recommended to family and friends.

DOMESTIC PRODUCTS VS. IMPORTED PRODUCTS

«” In all categories except for "price,” the majority of respondents believe there is no
significant difference between domestic and imported products.

«” Regarding "price,” both categories occupy a similar proportion of responses.

¥ This suggests that Singapore has a balanced market where consumers can freely
choose between domestic and imported products.

Quality/durability | 14.6% 42% 7%

Price 35.6% 22.9% 7.6%

Brand authenticity 19.7% 41.4% 7%
Sustainability = 15.2% 45.8% 14%

Safety 24.2% 44.5% 10.1%
Functionality = 10.8% 44.5% 13.3%

Ease of purchase 31.8% 15.9% 43.9% 8.2%
Design 37.5% 44.5% 10.1%
After-sales service/Warranty 19.1% 46.5% 9.5%
Uniqueness 8.9% 32.4% 48.4% 10.1%
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Domestic products are better I Imported products are better

No significant difference between the two No opinion/Not sure

TOP 5 EXPORTING COUNTRIES OF HIGHLY RECOMMENDED
|MPORTED PRODUCTS *Multiple-answer question

Japan stands out as the most recommended country, followed by South Korea, France.
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1 st: JAPAN ) ND: SOUTH KOREA 3 RD: FRANCE

35% 34%

4TH: US STH: ITALY

*Calculated based on the percentage of respondents who answered "Very highly recommend," "Highly recommend," or "Recommend."

CATEGORIES OF IMPORTED PRODUCTS WITH PURCHASE
EXPERIENCE *Multiple-answer question

Consumers show a particularly strong interest in grocery, clothing, and electronic appliances,
which lead the overall consumption trends.

1ST: Grocery 6TH: Entertainment products (CDs, books, toys, games)

D 49% 23%

2ND: Clothing 7TH: Sporting goods
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8TH: Furniture and interiors
3RD: Electronic appliances 12%

o
- 42% 9TH: Automobiles

4TH: Health and beauty products
a41% 10TH: Handicrafts, artworks

STH: Daily necessities 11TH: Other
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