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For context…

Science Centre's 
Commitment

Renowned hub for 
scientific exploration 

and education.

Committed to 
continuously elevate 

engagement quality for 
visitors.

Science Centre's 
Vision

Passion, Innovation, 
Professionalism, and 

Quality.

Aspiring to engage 
and reshape minds 
through interactive 
science exploration.

Strategies for 
Transformation

Actively embracing 
cutting-edge 
practices by 

blending 
technology, science, 

and industry 
methods for 
sustainable 

enhancement.
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Diving deeper into the problem and the personas.

V.E.T.C.



Minor Major
● Ticketing Process

● Unclear Signages for 
Navigation

● Crowds and Long Queues
 

● Technology Glitches

● Limited Dining Options 

● Categorisation of Tickets

● Slow Network
 

● Language Barriers

● Hidden Fees 

Challenges Faced 
(Visitor Experience)



Ticketing Process 
● Customers unaware of the digital ticketing system. 

● Limited payments options with only AMEX, Mastercard and VISA & 

WeChat are accepted. 



Categorisation of Tickets
● Confusingly diverse choice of tickets.

● Absence of clear headers. 



Unclear Signages for Navigation
● Guest overlook the key attractions.   

● Aesthetic limitation to the signages. 



Crowd and Long Queues 

● Extended queues during peak hours calls for efficient scanning. 

● Time consuming process of ticket scanning.

● Handheld scanner - 1.5 seconds to process each Gevme ticket.

● Self-scanning turnstile lacks the capability to efficiently scan third-party 

tickets.



Technical Glitches

● Laser Maze and Flight Crafter often experience technical issues.

● Laser Maze - alignment may occasionally go haywire.

● E3 Flight Crafter - Difficulties in ascending the plane with the aircraft, 

persistently crashing despite efforts.

https://docs.google.com/file/d/1cgaJpiyV4C7W3f_y6vmF_WcNHZtJ1_3u/preview


5 Primary Visitor Personas 
Occupation: Full-time Student

Media Consumption: 

Posts occasionally on Instagram & TikTok when she goes to 

cafes and hikes.

Needs & Expectations: 

● Ease of Payment Methods. 

● Prefer budget-friendly attractions or offer student discounts.

● ‘Instagrammable’  spots 

Filzah Syed, 18
(Student)



5 Primary Visitor Personas 
Occupation: Banker, Housewife 

Media Consumption: 

Informed about events and activities that captivate son’s 

interests.

Needs & Expectations: 

● Admission for Members (Old Family Membership) 

● Activities are safe for the well-being of their child. 

● Ease of Payment Methods.
David & Audrey Lim, 38, 36

(Family)



5 Primary Visitor Personas 
Occupation: Retired 

Media Consumption: 

Uses Facebook rarely and contacts her family via Whatsapp. 

Needs & Expectations: 

● Accessibility of Location. 

● Resting Facilities. 

● Ease of Payment Modes. 
Aminah Rossli, 68

(Seniors)



5 Primary Visitor Personas 
Occupation: Graphic Designer based in China.

Media Consumption: 

A travel enthusiast, shares her adventures and reviews by 

recommending places she has visited.

Needs & Expectations: 

● Multilingual Information & Support.

● Ease of Payment Methods.

● Informatively Diverse Exhibits.

Yin Xuan, 34
(Tourist)



5 Primary Visitor Personas 
Occupation: GovTech Senior Manager

Media consumption: 

Only uses WhatsApp for business use & Facebook for updates 

regarding industries and attractions.

Needs & Expectations:

● Fast Processes. 

● Easy Turnstile Access. 

● Strong Network. 

Chong Yun, 34
(Corporate Member)
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Ideas/Concepts that can be implemented.
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Expansion of Payment Options & Categorisation

● Offering alternative payment methods such as: 

● Implementing account-based ticketing.

● Avoids the need to repeat the entire procedure.

● Minimises the need for onsite purchases.

● Categorizing tickets neatly through grouping and bolded headers.

Solutions



Fig: An example of how 

tickets can be categorised on 

the website.



Fig: A wireless ticket kiosk 

that functions similarly to a 

tablet but takes Apple Pay, 

Visa, PayWave, and QR Pay.



Cost-Efficient Option 
Item: 
A standee with a tablet attached.

Price: 
Around $80 - $140 or cheaper.

Where can it be seen: 
Often used in Singapore Zoo.

Where it can be placed: 
Ambassador Front Porch

Function: 
Instead of sending them to the Visitor Service Centre (VSC) to use 
the tablet to book tickets in case they couldn’t, they can utilize this 
to book their tickets instead.



Inspired by Mandai Wildlife Reserve’s Ticketing Process

Fig: When entering their ticketing portal, everything is 
categorised into three headers.

Fig: Integrating their Member's Login portal directly into the ticket buying website rather than 
requiring a separate login on a different website.



Fig: To give clients an idea of how long it will take, the entire 
ticketing procedure is broken down into seven or eight steps.

Fig: Customers can choose from a variety of attractions on 
their website, either individually or in packages. 



Fig: Prices for tickets are displayed clearly, with "Local 
Residents" and "Non Residents" bolded in the header.

Fig: Guests are prompted to choose their 
visitation date.



Fig: They can also enrich their experience with 
exclusive add-ons or press the “Skip” button.

 Fig: They are then required to manually input their details. If 
the customer has already purchased before and is buying again, 

their details will be saved for the next purchase.



Fig: Before payment, they are required to verify if their 
intended purchase is correct. Afterwards, they are to pay with 
the methods above and the tickets will be received via email.



Introduction of Eye Catching Signages
● Changing the colour and font for better visibility.

● High-contrast displays, such as light text on a dark background / digital 

signages.

● Wayfinding signages that highlight routes and current locations through 

prominent landmarks.

● Noticeably large icons alongside clear and concise headers and descriptions on 

the signages.

Solutions



Supplier: Canva Physical Signage (Customised) - $33 and above.







Eye-Catching Signages We Have

Fig: Digital Signage showing contrasting 
colours. Located at the Atrium.

Fig: Plan Your Visit Signage showing 
differing icons with vibrant colours. 

Located at VSC & Hall B.



Signages at Other Attractions

Fig: Resorts World Sentosa Fig: Singapore Zoo



 System Upgrade for Self-Scanning Turnstile & Hand Scanners

● Accelerating the scanning process for Gevme tickets.

● Reducing the number of pop-up windows on the handheld scanner.  

● Enablement of scanning third-party tickets for Self-scanning turnstile.

Solutions



Fig: Wireless Integrated Portable Gevme 
and Third Party Hand Scanner in which 
the processing speed for each ticket is 

immediate.

Fig: Self-Scanning Turnstile that is able 
to scan any QR Code regardless of 

third-party provider. Admission will be 
allowed as long as they have the correct 

ticket for the attraction entered.



Self-Scanning Turnstile at Other Attractions
Singapore Zoo 

Fig: The staff confirmed that the self-scanning turnstile can process tickets from various 
ticket providers like Klook and Agoda without the need for a hand-scanner, as it is 

integrated for both official website-bought and third-party tickets.



Digital Platform 
Integration

04.

Ways on increasing customer engagement & loyalty.
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Digital Platform Integration
Mobile App Integration
● Enablement of push notifications, mobile payments and location-based services.

● Integrate a separate portal for Annual Pass Members and Galaxy Rewards 

alongside purchases.

Chatbots and Virtual Assistants
● Provide real-time support and information to website visitors.

● Excel at managing routine inquiries, allowing staff to focus on more complex 

interactions.



Fig: A promotional poster for 

the Science Centre App.



Visitor’s Journey

V.E.T.C

Awareness Consideration Decision Usage / Visit

Post-Engagement



Visitor’s Journey

V.E.T.C

Awareness
● To raise awareness amongst families and schools, a more active 

presence in         &s       would be beneficial.

● Sharing of vibrant and colorful infographics, highlights & videos on 

the         account.

● On     ,  key attractions can be edited with a hue, in which swiping 

will reveal more images.



Fig: An example of a 

colourful infographic that 

can be showcased.



Visitor’s Journey

V.E.T.C

Consideration 
● Establishing collaborations with companies, stores and 

influencers can enhance exposure. 

● Galaxy Rewards may also distribute freebies on birthdays & 

special occasions. 

● A potential collaboration with                           is highly 

encouraged. 



Fig: A potential 

collaboration 

with Monopoly 

Teaser poster.

Fig: A sample 

of how the 

ticket rewards 

look like. 



Visitor’s Journey 
Decision 

● Targeted advertising is necessary to drive decision-making.

● Offer periodic discounts and/or including small gifts as bonuses 

with ticket purchases.

● Streamlining website content with concise information and images 

enhances understanding.



Fig: Before 
selecting 

tickets, a huge 
chunk of 

information is 
shown.

Fig: Before 
payment, a 

huge chunk of 
information is 
also evident.



Fig: Targeted 

advertising for 

Kids and 

Parents. 
(KidsStop)

Fig: Targeted 

advertising for 

Teenagers.
(Escape Room)



Visitor’s Journey 

● Adopting the User-Generated Content (UGC) approach.

● Marketing team can organise livestreams to showcase 

Science Centre’s offerings / products from the Curiosity Shop.

● Conduct interviews and post them – a modern trend seen in 

the Generation Z algorithm. 

Usage / Visit



Fig: A current 

trend of 

conducting 

interviews with 

passers-by.

http://www.youtube.com/watch?v=N70VgtLPr24&t=27
http://www.youtube.com/watch?v=N70VgtLPr24&t=27


Visitor’s Journey 
Post Engagement

● Sharing updates about upcoming events in social media, sparking 

anticipation & return visitors.

● Seeking feedback & ideas to enhance future attractions.

● Adopting Monopoly-inspired rewards for subsequent visits.

● Boasting incentives online creates motivation for customers to revisit.



Thank
You! 

The floor is  
now open for 
Q&As.

Pitched by Abdul, Adlina, Farah and Batrisyah.

Proudly mentored by Norlela, Solleh and Hayati.


