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Introduction
Sensory marketing uses sight, sound, smell, taste, and touch to influence attention, memory,
emotion, and brand meaning. Aviation is especially suited to this approach because a passenger buys
an experience that cannot be fully inspected before purchase. Singapore Airlines has long used the
“Singapore Girl” as a central brand figure, including in the 2011 advertisement “Across the World with
the Singapore Girl.” The advertisement relies most directly on visual imagery and sound, while touch,
taste, and smell are suggested through fabric, food, service objects, landscapes, and remembered
experience (Singapore Airlines, 2011; Krishna, 2010). This distinction is important because a screen
cannot literally transmit every sense. Instead, the campaign encourages viewers to imagine how the
journey might feel. Landscapes, music, movement, close-up detail, uniform, and service gestures
combine to present travel as calm, refined, attentive, and globally connected. The sensory strategy
therefore works by turning an intangible service into a vivid anticipated experience rather than by
communicating only aircraft specifications, fares, or route information.

Sight, Sound, and Imagined Sensation
Sight and sound carry most of the advertisement’s immediate sensory work. Destination imagery,
architecture, color, close-ups, pacing, and the recurring figure of the Singapore Girl create continuity
across changing locations. The visual style is uncluttered and polished, which helps represent luxury
as calm attention rather than conspicuous excess. Music guides emotional interpretation by linking
otherwise separate scenes and encouraging a reflective rhythm that contrasts with the queues,
security procedures, delays, and crowding that can characterize real travel. Touch is implied through
fabric, careful handling of objects, cabin materials, and bodily comfort, while food imagery can
stimulate remembered taste and aroma. Smell is especially dependent on association because
ordinary video cannot deliver fragrance. The effectiveness of these cues depends on prior experience
and imagination, so viewers may respond differently. Sensory marketing is therefore not a
mechanical process in which every cue produces the same emotion. It creates a structured invitation
to anticipate the service through a coordinated set of perceptual signals (Schmitt, 1999).

The Singapore Girl as Brand Icon
The Singapore Girl is the campaign’s strongest human and cultural symbol. Her sarong kebaya,
controlled gestures, service role, and repeated visual presence give the airline a recognizable identity
centered on hospitality rather than machinery. That icon has strategic value because competitors can
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copy colors, music, or cabin features more easily than they can reproduce decades of accumulated
association. The symbol is also contested. It can communicate regional design, grace, care, and
professional service, yet it can also narrow hospitality into an idealized image of the young, elegant,
deferential Asian woman. Cabin crew perform safety, emergency, communication, and operational
duties that exceed the emotional labor emphasized by advertising. A contemporary analysis should
therefore separate brand effectiveness from the politics of representation. Heritage can be retained
without presenting femininity, ethnicity, or service as fixed traits. Inclusive branding can acknowledge
male crew, varied ages and bodies, professional authority, and the broader workforce while
preserving recognizable design elements. Cultural identity is most credible when it reflects
professional competence rather than stereotype.

From Advertisement to Customer Journey
Sensory promises are sustainable only when the actual customer journey supports them. The
experience begins with search, booking, price transparency, mobile design, and customer support
before a passenger reaches the airport. Check-in, signage, lounges, queues, staff communication,
boarding, seat comfort, lighting, sound, food, cleanliness, temperature, and personal space then
determine whether the advertised atmosphere becomes believable. After the flight, baggage delivery,
complaints, loyalty communication, and disruption handling continue to shape brand memory. This is
why sensory marketing cannot compensate indefinitely for operational failure. Elegant imagery may
raise expectations and therefore make poor recovery during delays or cancellations feel more
disappointing. Brand consistency does not require every touchpoint to look identical, but the service
values implied by the campaign should remain recognizable across channels. A calm premium
identity, for example, should be reflected in clear information and respectful recovery when the
journey becomes stressful. Sensory marketing supports the service proposition; it cannot substitute
for reliability, staff capacity, or fair customer treatment.

Measuring Sensory Marketing Effectiveness
The effectiveness of a sensory campaign should be measured rather than inferred from the airline’s
reputation or financial performance. Useful outcomes include advertisement recall, brand association,
emotional response, search behavior, booking conversion, customer preference, repeat purchase, and
willingness to recommend. Experiments can compare versions with different visuals or soundtracks,
while surveys can test which cues viewers remember and how strongly they associate them with the
airline. Operational data are also important because an advertisement may generate interest without
producing loyalty when price, schedule, route network, or service experience does not meet
expectations. Profitability cannot be attributed to sensory marketing alone; fleet economics, fuel,
labor, capacity, pricing, demand, network design, and broader economic conditions also matter. A
rigorous analysis therefore distinguishes communication outcomes from business outcomes. Sensory
strategy is successful when it creates distinctive, relevant brand meaning that survives contact with



Copyright © 2026 Academic Master. | 3

the real service. Personal attraction to the soundtrack or imagery is useful reflective evidence, but it
is not a substitute for systematic audience research.

Inclusion, Ethics, and Environmental Tension
Ethical sensory marketing must also consider inclusion, autonomy, and environmental tension. More
stimulation is not always better: strong fragrance, bright screens, loud sound, constant interaction, or
crowded visual design can create discomfort for passengers with allergies, migraine, anxiety,
disability, or sensory-processing differences. Good service design offers clarity and control rather than
maximizing intensity. Emotional influence should also remain compatible with truthful pricing and
claims. Beautiful images of distant destinations should not distract viewers from material restrictions
or be used to support vague environmental promises. Aviation contributes to greenhouse-gas
emissions, so campaigns centered on pristine landscapes carry an unavoidable sustainability tension.
Responsible marketing should describe environmental initiatives accurately and avoid implying that
aesthetic association with nature proves low impact. Digital extensions such as personalized content,
virtual tours, or recommendation systems create further privacy questions because they depend on
customer data. Sensory appeal is ethically strongest when it respects accessibility, evidence, consent,
and the customer’s ability to evaluate the service clearly.

Conclusion
“Across the World with the Singapore Girl” demonstrates how sensory marketing can give an
intangible airline service a recognizable emotional form. Sight and sound are delivered directly
through color, landscape, uniform, movement, editing, and music, while touch, taste, and smell are
represented through visual and remembered associations. These cues help Singapore Airlines
communicate a promise of attentive global hospitality, but the promise becomes meaningful only
when booking systems, airport service, cabin experience, disruption handling, and customer support
deliver compatible quality. The Singapore Girl remains a powerful brand icon, yet her effectiveness
should be analyzed together with gender, culture, labor, and professional identity rather than
celebrated without qualification. Measuring recall, preference, conversion, and loyalty is also
necessary before claiming that sensory advertising explains financial performance. Ultimately,
sensory marketing is not strongest when it overwhelms every sense. It is strongest when a coherent
set of cues creates memorable expectations that are inclusive, ethically presented, and reliably
fulfilled across the real customer journey.
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