
24.10.23 | Tue

26.10.23 | Thu

61 101

w12

31.11.23 | Tue

02.11.23 | Thu

w13
07.11.23 | Tue

09.11.23 | Thu

w14

14.11.23 | Tue

16.11.23 | Thu

w15

10.10.23 | Tue

12.10.23 | Thu

19 32

w10

03.10.23 | Tue

05.10.23 | Thu

3 18

w9

17.10.23 | Tue

19.10.23 | Thu

33 60

w11

21.11.23 | Tue

23.11.23 | Thu

w16

timothy ho
design studio

102 129 130 144

145 161 162 186



term 2

Excitement is  in the air  for  this  project  as the group is   based 
on who we want to work with.  This  provides us an 

advantage to cooperate and col laborate with people that 
we bel ieve can workout as a team and contribute eff iciently 
wil l  be able to pull  my weight during our project  discussions 

and the workload. 
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week 9

about clubs
since clubbing is  the business ,  we 
needed to f ind the most relevant 

research possible about Drip and clubs 
in general
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research should be the main 
focus at  the start  of  the 2nd 
assignment and any ideas 
of  solutions should not be 
thought about yet .  Make sure 
there is  enough relevancy 
to design a service ,  build on 
existing core businesses to 
provide stronger ground.  Sit-
uational  leadership wil l  be 
based on the team members 
and their  main roles .  With 
teamwork is  good to have di-
verse personality types such 
as introverts  and extroverts 
as the work ethic  and style 

is  different . 

jason 
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IDEOmegan

timothy

stefani

yil in

collaborator
director

- organized person 

- loves to plan 

- able to team 
manage & bring pos-
it ive energy to the 
team

- creative director 

- concept and 
ideation 

- able to bounce of 
ideas ,  provide 
relevant feedback and 
a l istening ear  for  the 
team

- love to have the 
human connection 

- ful l  of  empathy 

- able to make 
connections among 
people in my group 
by putting empathy 
to each individuals

- I  would be the team 
supporter  and l isten-
er ,  l isten careful ly to 
everyone’s  opinions. 

-  work with a plan. 

-  love to looking at 
the nitty-gritty of 
needs and presenting 
my f indings in 
discussions to try and 
provide the team with 
some practical 
direction for  thinking.

experience
architect
caregiver

 col laborator
 hurdler col laborator

caregiver

Anthropologist , 
Hurdler , 

Caregiver
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brainstorm

‘Drip ’

When discussing a brand we wanted to elevate 
the experience for ,  we thought about what was 
not done before ,  and what can be a fun project 
to conceptualise . 

Thinking about the brand wasn’t  too hard but it 
was necessary for  everyone to be agreeable for 
a  nightclub to be our brand.  This  proved to be a 
good choice among the competit ion as there it 

seemed l ike no one else was going to do 
a nightclub
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nightl ife

parents

stigma

lifestyle

psychology

Reading from the articles there was alot  of  ques-
tions that we wanted to tackle such as the un-
derstanding of  nightl ife as a whole .  The notion 
of  bad reputation seems  to have stemed from 
news and the media painting it  in a bad l ight 
just  because of  a  few incidents that involved 
drunken individuals .  But no one actually ques-
tions what is  nightclubbing essential ly? could 
it  just  be an extension of  services of  l i fe  but at 
night? Why is  nightl ife painted in such a poor 
image?

There were a couple of  art icles that we looked 
at  showcasing how clubbing is  a  normal activ-
ity within certain famil ies .  This  gave us some 
insight on how we could maybe use it  to our 
advantage and challenge the stigmatisation of 
clubbing without our parents knowing.

A front that we wanted to emphasize was the 
stigmatisation of  clubbing to be of  bad 
influences and vices .  This  is  due to various 
relatable instances whereby going to clubs was 
seen as a rebell ious or  suspicious activity along 
with bad influence. 

We did some research about Zoukgroup’s  CEO 
and how he wanted to expand Zouk into more 
than just  clubbing.  The idea that a club could 
become a social  experience and his  definit ion 
was to establish the before ,  during and after 
sense of  l i festyle experience.  I  found this  to be 
incredibly inspir ing and meaningful .  

We also looked into the psychology of 
nightclubbing and clubbing in general  as part 
of  the understanding the ‘why’and tackl ing the 
rooted emotion,  using it  as  part  of  our prob-
lem statement perhaps? some of  our f indings 
included the l ink of  work and play,  along with 
destressing from a hard week or  mental ly t ir ing 
day.  I t  was a way of  expressing oneself  and un-
winding in a social  setting.  In addition to that , 
the club connects one with a l ike minded com-
munity of  people who are into music and an 
atmosphere of  fun with a sense of  freedom. 
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Drip
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Marquee



W9    W10    W11   W12   W13   W14   W15   W16

ARK11
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Cherry
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Zouk
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Prism
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Yang
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Headquarters
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Drip SWOT

ARK11 SWOT



Headquarters 
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Overal l ,  researching about different 
clubs al lowed us to better  understand 
the clubbing scene and come to grasp 
with various clubs and its  audiences .  We 
picked out what each club would be 
known for  and also did a SWOT analysis 
on which club would be best  suited for 
our project .
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week 10

about Drip
we were told to come up with as much 

research as we could about the brand 
and the company.  Or  whatever kind of 
useful  information and background 

there is  to know
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asking the r ight questions 
wil l  lead us in the r ight 

direction and can come up 
with viable solutions. 

Don’t  be too specif ic  with 
questions and yet not too 

general ,  create a good 
balance in between. 

remy
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What is  the next 
level  of  Drip?

All  about Drip-
>

-
>

-
>

Safer  space for  clubbing?

pain point s?

r esear ch point s

misc

We also looked into the psychology of  nightclubbing and clubbing in general  as part  of  the un-
derstanding the ‘why’and tackl ing the rooted emotion,  using it  as  part  of  our problem statement 
perhaps? some of  our f indings included the l ink of  work and play,  along with destressing from 
a hard week or  mental ly t ir ing day.  I t  was a way of  expressing oneself  and unwinding in a social 
setting.  In addition to that ,  the club connects one with a l ike minded community of  people who 
are into music and an atmosphere of  fun with a sense of  freedom. 

- Interview and cross reference why certain 
people go different clubs? Some key insights on 
different club goers? 

- Tea dance? How do we make use of  the space 

- Zumba research? Event experiences? 

- Special ly choreograph music based on the 
dancing? 

- Wholesome experience? Different experience? 

- Tomorrowland,  Coachella research on the ex-
periential  stage? 

-Think about our generational  habits  and l i fe-
style? What do people at  our age do,  can we 
f ind opportunities in that? 

- Trends about entertainment? 

- As a designer ,  how should we observe clubs 
and perform primary research?

-Drip is  a  k  R&B type of  f ield ,  target audience 
also based on community

- Drip organises catered events that are 
relatable for  people our age



W9    W10    W11   W12   W13   W14   W15   W16



W9    W10    W11   W12   W13   W14   W15   W16



W9    W10    W11   W12   W13   W14   W15   W16



W9    W10    W11   W12   W13   W14   W15   W16



W9    W10    W11   W12   W13   W14   W15   W16

if we want to observe what ’s  happen there: 
-  what age group 
- see what people are wearing (clothes ,  is  i t  ex or  just  casual)  + shoes 
- aware of  any tr ips 
- let ’s  say the 4 of  us wear different shoes :p  LOLL 
- see who they go there with  
-  see their  WALLLL 
- observe their  service+ security

ask people about their  experience at  drip : 
-  what makes you go here ,  and not other club 
- how was the staff/  service 
- is  it  worth it? 
- how bout the music? 
- wil l  you go again.  i f  yes ,  who wil l  u  ask to accompany you the next 
t ime you go? 
- ever  considered bringing your parents? 
- what do they think can be improve

pro obser vations

con obser vations

1. Reviews mostly praised the good ambience and aesthetics  of  the club  

1 .  Bouncer unprofessionalism,  rudeness or  racism,  were complaints among majority of  the 

2 .  Music  was praised for  being good even in some of  the bad reviews 

2 .  Hot and stuffy place with venti lation issues were pointed out  

3 .  Very thoughtful  lost  and found social  media service (hinting to the club’s  empathetic 

3 .  Music  for  some other reviews felt  l i tt le  to be desired? (Feels  more subjective ,  maybe an 

4 .  Staff  were fr iendly and helpful ,  including certain bouncers 

4 .  S l ippery f loors 

6 .  One of  the reviews mentioned HDL (Supper opportunity) 

6 .  Complaints about the staff ing were brought up in some reviews

5.  Drip seems to have made someone who felt  older ,  feel  younger in one of  the reviews 

5 .  Queueing experience for  t ickets were bad with no differentiation between pre pur-

7.  Younger target audience to relate to such as teenagers and youths (activit ies opportu-
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Drip night was fun and we had a great 
t ime together as a group doing our ‘ re-
search’  as well  as just  enjoying ourselves

f ield research in Drip

obser vation 1        (from Yi  Lin ’s  perspective)
be f or e
- t he s e c ur i t y is  qui t e f r iendly and pr o f e s sion al 
- t hey c he c k e d our ic  and b ags

a f t er 
- T he s t a f f s  be c ame mor e s er ious w hen i t s  t ime t o c lo s e .  T hey loudly spok e t o t he c us t omer s , 
“ t he e x i t  is  t h a t w ay ”,  and poin t e d t he dir e c t ion o f  t he e x i t .  ( Fe el  t h a t t hey c ould add mor e 
s igns poin t ing t o t he e x i t ,  e g ,  l igh t e d ar r o w s e t c .) 
-  s ome o f  us f el t  hungr y a f t er  c lubbing 
- i t s  v er y h ar d t o f ind a dr i v er  a t  t h a t t ime and loc a t ion ,  m any ppl  w er e s i t t ing on t he s t air s 
in f r on t o f  t he ga t e ,  s l igh t ly bloc k e d t he w ay t o e x i t  bc t hey ar e w ai t ing f or  t a x i . 
-  w e h a v e t o w alk t o t he ne ar e s t  t a x i  s t and t o t ak e t a x i ,  w hic h t ook us ar ound 7-8 mins t o 
r e ac h t her e . 
-  i t s  h ar d t o f ind a dr i v er  t hr ough gr ab ,  a f t er  f inding t he dr i v er s ,  w e w ai t e d f or  mor e t h an 10 
mins .

dur ing

- w e smell  t he l inger ing smelling o f  smok e w hen w e en t er e d t he r oom
- t he t w o r oom s h a v e t o t ally di f f er en t v ibe and music s t yle 
- w hen i t  1050pm , ppl  w er e jus t  c h a t t ing ,  t he music s t i l l  no t t h a t loud ,  bu t w e s t i l l  f e l t  -  - 
h ar d t o he ar e ac h o t her 
- b ar t ender s w er e f r iendly 
- 11pm , suddenly a lo t  o f  ppl  appe ar e d on t he f ir s t  f loor 
- Fem ale s al w ays c ome w i t h t heir  boy f r iend t o a t  le a s t  one m ale ,  bu t t he m ale s al w ays -  
c ome a s a huge gr oup 
- W E C A N NO T L OCK T HE T OIL E T 
- t he age gr oup ar e pr e t t y mi x .  We me t a lo t  o f  c olle ge s t uden t s ,  young adul t s  ar ound 2 5 ,  - 
and a f e w adul t s  w ho look e d 35 + ye ar s old . 
-  t heir  ar e bloc k s f or  ppl  t o danc e on ,  w e s a w 3 ppl  sh ar ing one bloc k 
- ou t s ide smok ing ar e a ,  t her e ’s  no t r a sh c an ,  no s i t t ing ar e a ,  ppl  w er e s i t t ing on t he f lo w er-
be ds 
- Embr ac e t o all  ( L GB T QI A+ 
- Ppl  w alk e d up t he s t air s  c onne c t ing t he 2 r oom s and w e c ould ob s er v e t heir 
dis s a t is f ac t ion w i t h t he music in one r oom , s o t hey c h ange d t he r oom t o s t ay . 
-  S al t  r oom h a s 2 D Js ,  one c on t r oll ing t he music and on s inging on t he mic r ophone , 
-  moder a t ing t he a t mo spher e and in t er ac t ing w i t h t he audienc e . 
-  t he la t er  t he t ime ,  t he he a v ier  t he b a s s 
- t he D J  c on t r oll ing t he music r e c ei v e s c ue s f r om t he D J  w i t h t he mic ,  w hen t he one w i t h  mic 
shou t s “ D J ,  dj ” ,  t he music c h ange s , 
-  D J  c h ange d 18 s ongs w i t hin 10 mins ,  w hen t hey f ound t h a t t her e ar e le s s t h an a h al f  o f  ppl 
danc ing ,  i t s  t ime t o c h ange s ong . 
-  Dr ip us e s pla s t ic  c up s ins t e ad o f  gla s s c up s ,  a v oiding t he c up s dr opping and br e ak ing ,  t hen 
hur t  t he c us t omer s . 
-  T her e is  a  hole under t he s t age in t he s al t r oom , and c old air  is  blo w ing ou t f r om i t .  I s  i t  on 
pur po s e? ? 
- t her e is  ano t her hold on t he w all  ne ar t he t oile t ,  look s l ik e s omebody br ok e i t .  T he w all  is 
no t 
s olid . 
-  02 55 am t he l igh t s on 
- w hen t he l igh t s on ,  ppl  s t ope d danc ing on t he bloc k
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obser vation 2      (from Megan’s  perspective)
be f or e
- ar r i v e d a t  ar ound 10 : 30pm and t her e w a s no queue (c an s e e a f e w ppl  t r ic k ling in onc e in 
a w hile) 
- t hough t i t  w a s be c aus e t heir  busine s s w a s a f f e c t e d by t he opening o f  A RK 11 ne ar by a s 
long queue s a t  Dr ip is  qui t e a c ommon s igh t (t ur ns ou t t h a t t he long queue s t ar t e d a t  ar ound 
12 : 30A M-1 A M a s Dr ip po s t e d abou t t he queue on t heir  IG s t or y ) 
- t her e w er e ppl  w ai t ing a t  t he big ar e a ou t s ide o f  t he c lub pr ob ably f or  t heir  f r iends /  t o pr e-
dr ink 
- s a w a f e w t a x is  dr opping o f f  c lub goer s 
- f ir s t  t hey c he c k our nr ic ,  be f or e s c anning our t ic k e t s .  w e w er e t hen gi v en t he c hop + t he 
f r e e dr ink t ic k e t s 
- t hen c ame b ag c he c k and w e w er e t old t o emp t y our bo t t le s 
- s e c ur i t y and s t a f f  ou t s ide w er e pr o f e s sion al  and f r iendly 
- mo s t o f  t he c lub goer s s e eme d t o be ar ound our age

a f t er 
-  t her e w er e s oooo m any pe ople alr e ady ou t side t he c lub w hen w e e x i t e d .  ob v t her e w er e 
dr unk pe ople t oo 
- i t  w a s a f un nigh t w i t h my gr pm a t e s t ho ,  nic e t o s e e t h a t e v er yone w a s le t t ing loo s e 
- usually i ’ l l  go f or  supper a f t er  c lubbing bu t i  w a s s o t ir e d f r om being in s c h t he en t ir e day 
and t he c lubbing t he nigh t a w ay h ah ah a 
- w e w alk e d t o 313 ’s  t a x i  s t and t o book gr ab a s t he ou t s ide o f  t he c lub look s o v er w helming 
and i t  w ould pr ob ably be h ar d f or  us t o f ind t he dr i v er  w hen t hey ar r i v e .  t her e w er e qui t e a bi t 
o f  ppl  a t  t he 313 7/ 11 t a x i  s t and als o ( pr ob s jus t  f inish c lubbing als o bu t unsur e i f  t hey c ame 
f r om dr ip) 
- didn t h a v e t o w ai t  long t o f ind gr ab bu t t he pr ic e s w er e ins ane e e e

dur ing
- w hen w e en t er e d ,  t her e w er e no t muc h pe ople ar ound and no one w a s danc ing or  ga t her ing 
a t  t he dj  boo t h f or  bo t h r oom s .  ho w e v er,  t her e w er e gr oup s o f  pe ople dr ink ing a t  t he s o f a and 
t able s .  (a s i t  w a s s t i l l  e ar ly on in t he nigh t) 
- i t  s t ar t e d t o ge t c r o w de d f r om ar ound 11 : 30pm on w ar ds and t her e w a s a huge di f f er enc e in 
c r o w d f r om w hen w e f ir s t  en t er e d .
mor e pe ople w er e dr ink ing and ge t t ing dr ink s f r om t he b ar (ne e d t o queue bu t i t  w a s unc le ar 
w hic h p ar t  w a s t o or der t he dr ink s ,  w hic h p ar t  w a s t o r e de em t he dr ink s) 
- w e r e de eme d t he dr ink s a t  t he s t ar t  o f  t he b ar.  w hen w e w an t e d t o buy mor e dr ink s ,  app ar-
en t ly w e h ad t o go t o t he end o f  t he b ar,  or der and t hen c ome b ac k t o t he s t ar t  o f  t he b ar w i t h 
t he r e c eip t  be f or e ge t t ing t he dr ink s ak a w alk t w ic e & r epe a t or der t w ic e . 
-  w hen i t s  midnigh t ,  mor e pe ople ar e ga t her ing a t  t he dj  boo t h ar e a and danc ing .  a l t ho t her e 
w er e s ome ppl  jus t  s t anding ar ound (s ome t ime s in t he middle o f  t he c r o w d ) and no t doing 
any t h l ik e alone and jus t  bloc k ing t he w ay t bh . . . . . . . . . . . . . . . . 
-  w e spen t mo s t o f  our t ime a t  s al t  r oom a s t he music t her e w a s be t t er.  w e did w en t up t o 
m ain r oom t w ic e and s a w ho w t he c r o w d gr e w f r om e ar lier  bu t go t t ur n o f f  w hen pe ople 
s t ar t e d c h an t ing? ? ? ? ? (e v en t he djs  c alle d t hem ou t and s aid t hey w er e lame) s o w e w en t 
b ac k do w n w her e pe ople don t c h an t and jus t  enjoy t he music 
- s al t  r oom als o go t c r o w de d o v er t he nigh t (t her e w er e 2 djs  t hr oughou t t he nigh t ,  s ome 
s ongs w er e r epe t i t i v e and t he s e c ond h al f  go t hypem an) 
- l igh t ing and v isuals  w er e qui t e blinding i f  u s t ood a t  c er t ain plac e s ( l ik e t he la s er  k inda 
l igh t s ge t s in ur  eye s ome t ime s) 
- e z t o n a v iga t e t o t oile t  s inc e i  k ne w w her e t hey w er e a t  bu t e x per ienc e d bo t h t oile t  door s 
no t being able t o loc k f or  bo t h c ubic le s in m ain & s al t  r oom 
- a t  2 am w e w er e de f e a t e d and w e s a t  do w n on a s o f a ( luc k ily no one c h a s e d us a w ay s o w e 
w er e jus t  ob s er v ing t he c r o w d and e v en t r ie d t o air dr op our sur v ey h ah ah ah) 
- dj  m ade an announc emen t t h a t i t s  t he la s t  s ong and t hey ende d a t  3 am . he ade d up t o m ain 
f r om s al t  r oom t o e x i t  t he c lub .  a s  t he l igh t s w er e on ,  w e c ould s e e c le ar er  ho w t he c lub in t e-
r ior  ac t ually look s l ik e . 
-  bounc er s w er e “ f ier c er ”  a s t hey r e dir e c t e d ppl  t o e x i t  t he c lub in t he c or r e c t  dir e c t ion and 
t heir  t one s ounds annoye d w hen ppl  go in t he w r ong dir e c t ion .
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obser vation 3    (from Timothy’s  perspective)
be f or e
- P e ople h anging ar ound t o w ai t  f or  f r iends and s i t t ing a t  r andom spo t s a s t her e w er e no 
s e a t s ( poin t t o a w ai t ing ar e a ou t s ide dr ip? ) 
- No queue s a t  ar ound 1030 
- B ounc er s w er e f r iendly and pr o f e s sion al  (no t sur e i f  t hey w ill  be w hen i t  ge t s busy ) 
- C lub goer s w er e abou t our age r ange or  younger

a f t er 
-  T he end o f  t he nigh t ,  t he D J  on t he f ir s t  le v el  w a s pinpoin t ing t ho s e w ho c h an t e d a s 
imm a t ur e and didn ’ t  w an t t he c lub t o be a s s oc ia t e d w i t h t he l ik e s o f  t he gang 
- T her e w a s a w hole c r o w d o f  pe ople ga t her ing ou t s ide t he c lub sp ac e ,  w ai t ing f or  t a x is  or 
gr ab ,  s ome e v en w alk e d t o o t her ar e a s t o c a t c h a gr ab suc h a s 313 s omer s e t or  pla z a 
s ingapur a 
- S upper is  suc h a v ibe a t  t h a t t iming and I  w a s k e en on ge t t ing f ood s inc e im alr e ady ou t and 
abou t 
- Ta x is  and gr ab ar e h ar d t o f ind (oppor t uni t y f or  al t er n a t i v e s er v ic e? )

dur ing
- Club w a s emp t y a t  f ir s t  a s w e w en t in e ar ly 
- Ven t ila t ion and air c on f el t  pr e t t y good ,  no t t oo c old nor ho t ei t her 
- P e ople t h a t w er e e ar ly s a t  on s o f a s on t he f ir s t  le v el  and s ome w er e jus t  c hil l ing a t  b ar  t a-
ble s a t  t he ‘ s al t  r oom ’ ( le v el  belo w 1s t  f loor) 
-  St e f  h ad or der e d dr ink s f r om b ar s on bo t h le v els  and b ar t ender s w er e nic e and f r iendly 
o v er all 
-  St a f f  h ad k indly a sk e d us t o mo v e f r om our t able a s s ome one els e bough t a bo t t le s o pr ior i-
t y goe s t o t hem , he h ad t old me t h a t w e c ould us e t he o t her emp t y t able s un t il  ano t her gr oup 
buys a bo t t le t o sh ar e 
- D Js  on bo t h t he t op and bo t t om le v els  w er e alr  playing music and t he t ype o f  music  c h ange s 
b a s e d on t he t iming a s mor e pe ople c ome in a t  12 am ish 
- B o t t le s w er e e x pensi v e ,  s o w e didn ’ t  buy ,  bu t t he bigger gr oup s h ad bo t t le s on t he t able 
- Music  w a s meh t bh ,  t hey c ould h a v e done be t t er  w i t h a t r uly di f f er en t s t yle f r om f ir s t  f loor 
and under gr ound . .  In  t heir  de f ens e ,  f ir s t  f loor  w a s s t a t e d t o be mor e l ik e t op 4 0EDMs w hile 
t he bo t t om is  hip hop ,  r &b ,  pop v ibe s . . .  C ouldn t r e ally t ell  t he di f f er enc e be t w e en t he t w o 
o v er all  o t her t h an t he oc c a sion al  EDM s ong on f ir s t  f loor. 
-  A s t her e ar e t w o le v els ,  pe ople c ons t an t ly mo v e d be t w e en t he t w o a s di f f er en t music  w a s 
playe d 
- F ir s t  le v el  h ad gang c h an t s (m ajor i t y f r om guys ,  m aybe ar my guys)? s al t  r oom didn ’ t ,  w hic h 
i  f ind qui t e in t er e s t ing be t w e en t he t w o gr oup s o f  c lubber s 
- w hen gir ls  and guys w er e in a gr oup ,  t he guys c an be s e en look ing ou t f or  t he gir ls  s ome-
t ime s 
- T he dr e s sing o f  mo s t ppl  in t he c lub w er e ei t her r e ally hypebe a s t or  s e x y 
- T her e w er e alo t  o f  shoe s t h a t w er e plain and non e x pensi v e (s inc e i t s  a  c lub i  a s sume ppl 
s c ar e d t o be s t eppe d on w e ar ing e x pensi v e shoe s) 
- Many guys w er e b ar ely holding b ags (e xc ep t me) ,  w hile gir ls  h ad mini  pur s e s 
- Toile t  door loc k s w er e s t i l l  no t f i xe d f r om t he google r e v ie w s 
- Many pe ople w er e danc ing and k ne w alo t  o f  t he s ongs in t he s al t  r oom , pr ob ably mor e k ne w 
t he s ongs on t he f ir s t  f loor  s inc e i t s  suppo s e d t o be t op 4 0EDMs ,  v er y f e w w er e s i t t ing do w n 
ar ound ,  and nobody puk e d? 
- Dr ip ’s  o v er all  de sign c onc ep t in i t s  in t er ior  inc or por a t e s m any s t age-t ype ,  per f or m anc e 
sp ac e s w her e pe ople c an danc e in/on t o sho w t heir  mo v e s 
- Age gr oup ac t ually r ange d f r om our age and belo w,  e v en up a t  t ime s 
- Dr ip allo w e d f or  smok ing and v aping ,  no t sur e i f  i t  applie s t o all  c lub s?



W9    W10    W11   W12   W13   W14   W15   W16
obser vation 3    (from Stefani ’s  perspective)
be f or e
- T he s e c ur i t y w er e c he c k ing ou t our IC /  S ingp a s s .  S inc e i t  w a s t he f our o f  us and t he t ic k e t 
is  c ompile d in t o one (a s l is t s)  i t  w a s f a s t  a s i t  only r e quir e one per s on only t o sho w i t  and be 
s c anne d . 
-  T hey w er e c he c k ing ou t our b ags .  T his  t ime ,  i  in t en t ion ally no t br ing any b ag and k e ep my 
belonging in my c ar go poc k e t s ,  t hey did no t c he c k . 
We ne e d t o t hr o w a w ay any o f  dr ink s t h a t w e h a v e ( pr ob ably t o pr e v en t any alc ohol  t o c ome s 
in) 
- O v er all  s er v ic e w a s meh .  No t v er y w elc oming bu t no t s o r ude ,  t he s er v ic e i t s el f  w a s ok ay f or 
t he en t r anc e
- a t  10 . 30 ,  no t s o m any pe ople c ame in and mo s t o f  t hem w ho alr e ady did w er e w ai t ing ou t-
side o f  t he c lub t o smok e and t alk e d t o one ano t her 
- Mo s t o f  t hem c ame t her e by c ar,  a s  a  f r iend gr oup (r ar ely s a w c ouple t her e) 
- T he queue i t s el f  w a s no t long w hen w e w er e ou t s ide 
- No t s o muc h o f  pr e-dr ink ,  bu t a lo t  o f  smok er s .  ar ound t he c lub <in f r on t o f  i t ,  t her e w er e a 
lo t  o f  s t air s > bu t none o f  t hem dis t ur b t he queue f or  en t er ing t he c lub 
- A ll  o f  t hem w er e youngs t er s ,  18-2 7,  or  pr ob ably c ool  aun t ie or  unc le a t  t heir  mid 30s 
- W hile queuing pe ople jus t  w ai t  w hile t alk ing w i t h one ano t her.  No t hing spe c ial  and jus t  w ai t 
f or  t heir  t ur n t o en t er  t he c lub

dur ing
- C omplemen t ar y dr ink s .  t he s t a f f  w er e v er y f r iendly and p a t ien t t o gi v e us r e c ommenda t ions 
o f  t heir  a v ailable dr ink f or  f r e e .  Ver y muc h pr o f e s sion al ,  w i t h smile ,  w elc oming .  A ll  o f  t he b ar-
t ender s w er e nic e 
- T he f loor  w a s a bi t  s l ipper y .  I  t bh almo s t f all  bc s o f  t he l igh t ,  a s  I  w a s queuing I  didn t s e e my 
s t ep and no t ic e t he di f f er en t le v el  o f  f loor 
- T he queue f or  t he b ar w a s v er y c r o w de d .  A nd t her e w a s no s ign on w hic h ar e a w e c ould buy 
our dr ink s (and no t t o e xc h ange t he c omplimen t ar y dr ink c ar d ) 
- W hile w ai t ing f or  t he queue a t  t he b ar,  pe ople w er e v er y nic e ,  t hey e v en gr e e t e d me w hen 
our eye s me t ,  no s t e aling plac e s and t hey w ai t  p a t ien t ly 
- F ir s t  c ome f ir s t  s er v e f or  t he s t anding t able .  f or  t ho s e w ho did no t buy bo t t le 
- T he l igh t s w er e no t c onne c t e d t o t he music i t s el f  (no t sync t o t heir  r hy t hm or s o)bu t blue 
c olor  or ien t e d 
- No t s o m any pe ople no t ic e d t he w all ,  t he ar t  p ain t e d by N A FA s t uden t s ,  bu t i t  de f  t ook s ome 
a t t en t ion f or  s ome 
- a t  10 pm -12 am ,  t he music w er e jus t  m a sh up and r emi xe s v er s ion o f  e dm . No t s o m any 
pe ople w er e enjoying t he c r o w d or  v ibe t o t he music ,  a s  t h a t w a s t he t ime f or  t hem t o dr ink 
12- end .  A lo t  o f  pe ople do t he gian t c h an t .  T hey s e em t o enjoy t he music t her e a s i t  go t mor e 
t o w ar ds pr ogr e s si v e ,  t e c hno ,  and r emi xe s o f  2000s music ( bu t t he Dj  f ound i t  v  lame f or  t hem 
t o k e ep on doing i t) 
-  T he s o f a t able w er e no t a s c r o w de d (no t m any ppl  f i l l  in  and p ay ) ,  bu t ar ound t he danc e-
f loor,  pe ople be v er y muc h v ibe in t o t he music and e v en m ak e ou t w i t h one ano t her ( bu t t her e 
w a s no f igh t ya) 
- No t m any pe ople u t i l iz e d t he pool .  We a s sume t h a t i t  w il l  be mor e t o be us e d f or  ins t agr am/ 
t ak ing pic .  Bu t t hey don ’ t  r e ally c ar e and jus t  v ibe on t heir  o w n .  I f  ppl  ge t t ir e d .
- T he f loor  w a s de f  s l ipper y ,  be c aus e a f t er  pe ople dr ink t hey pu t t heir  gla s s on t he t able 
w hic h s ome t ime s pour e d on t he f loor  ac c iden t ally by t he us 
- T her e w er e no t s o muc h o f  impr e s si v e de sign (e xc ep t f or  t he r andom alber t  e ins t ein s t a t ue 
a t  t he b ac k w hic h is  no t done ye t) ,  a s  pe ople jus t  be t her e f or  t he music and danc e 
- S ome o f  t he w all /  s t air s  go t hole (no t s o muc h o f  a f f e c t ing t he us e o f  i t  bu t i t  did a f f e c t  t he 
s ound dis t r ibu t ion) 
- P e ople w er e v er y mind f ul ,  r e spe c t f ul ,  and c he er f ul 
-  We c ould s i t  a t  one o f  t he t able ( i  don t t hink w e c ould ac t ually )  bu t t he bounc er s w er e v er y 
nic e t o le t  us do s o 
- a t  10pm-12pm , t he music w er e pop r emi xe s 
- a t  12-end .  T he music w a s mor e t o w ar ds hiphop ,  r nb and a bi t  s ensual .   Bu t t he t r ansi t ion 
w a s per f e c t  and smoo t h

-
>
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a f t er 
-  T HE T OIL E T WA S HORRIBL E FOR B O T H UP S TA IR S A ND DO W NS TA IR S .  SMEL L S L IK E PEE E V ER Y-
W HERE A ND T HE DOOR C A NNO T BE L OCK ED 
- E v en t hough t h a t t he f loor  w a s a bi t  s l ipper y ,  pe ople mind t heir  s t ep s o e v en w hen w e go 
up s t air s ,  t her e w er e no ac c iden t 
- W hen pe ople w alk e d ou t s ide ,  t hey s e em t o enjoy t heir  nigh t (smiley f ac e ,  e v en go t s ome 
r andom pe ople po sing w hile w e t ook pic) 
-  T he s e c ur i t y w a s v er y pr o f e s sion al  and v er y s t r ic t .  T hey r e ally t r e a t e d all  o f  us a s t hough 
w e w er e dr unk m aybe? s o m aybe s e em s a bi t  r ude bu t ac t ually t he nic e s t  s e c ur i t y a t  c lub t h a t 
i  e v er  enc oun t er e d 
- Many pe ople w er e w ai t ing f or  t heir  t a x i  t o c ome (no t s o muc h t o w alk t o w ar ds t r ain/  bus 
s t op) 
- A lo t  o f  s t or e s w er e c lo s e d alr,  only 7/ 11 t h a t s t i l l  open 
- We did no t f e el  hungr y ,  jus t  a  bi t  ga s sy? pr ob ably be c aus e o f  t he alc ohol  t h a t c ame in 
- Ta x i  w er e abi t  h ar d t o f ind (s inc e w e t hen w en t t o s omer s e t and i t  w a s als o t he c lo s ing o f 
ar k 11 c lub)
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week 11

Survey Results and more
this  week was about analysis  on craft-
ing our problem statement as well  as 
analysing what was necessary from the 
survey we created for  clubbers and non 

club goers .
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1 . 

2 . 

Understanding the audience is  key in 
this  research so we structured the sen-
tence in a casual  manner l ike asking 
‘how young are you’  rather than ‘how 
old are you’

“Hello!  We are a group of  NAFA Year 2 students from BA (Hons)  Design Practice . 
We are currently working on a service design project  with Drip Singapore as our 
selected organization.  Your participation in this  survey is  highly appreciated,  as 
it  wil l  help us gather insights and opinions on clubbing culture in Singapore.

It  is  important to note that we have no aff i l iation whatsoever with Drip Singa-
pore.  Our intention is  purely academic and not in any way connected to the men-
tioned organization.

Thank you!” 

sur veying
the audience

Another generic  question to general ise 
the audience. 
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3 . 

4 . 

5 . 

understanding what kind of  person the 
audience is ,  sociable/anti-social , 
introvert/extrovert . 

leading the question and identifying the 
type of  activit ies the audience would 
engage in ,  hoping to f ind opportunities 

keeping the question of  clubbing 
open ended so we can gain insight on 
clubbers/non clubbers impressions
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6. 

7. 

8 . 

looking at  whether people have a st igma 
or  are judgemental  toward club goers

due to our brand being about a club its 
only natural  to ask this  question.  also 
because its  not something for  everyone 
so its  useful  data to f ind out based on 
the number of  responses . 

asking this  question al lows us to gauge 
whether Drip is  known as a club and the 
impressions on those who have or  have 
not been to it .
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9. 

9 .1

9.2

gathering data on whether club goers 
have ever been to Drip and if  i t  is 
popular  at  al l

answering yes wil l  bring them to this 
questionaire page that leads to ‘ recom-
mending drip singpore’

this  is  to gauge if  the brand is  indeed 
good and recommendable to people 
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‘ans wering the specif ics  of 
ques tion 7 with a YES ’

7a.

leading question to help understand 
why individuals  go clubbing and see-
ing if  we can form a certain direction 
through these results
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the frequency wil l  help create the type 
of  experience based on the respons-
es whether it  should be something held 
frequently or  less

gauging if   Drip is  popular  as compared 
to other big names out there ,  especial ly 
when it  was recently opened in 2022. 

we wanted to know some personal  ex-
periences from various club goers that 
would help us determine what Drip 
should have or  is  missing
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‘ans wering the specif ics  of 
ques tion 7 with a NO ’

7b.

this is  to f ind out from individuals  who 
do not go clubbing because of  specif ic 
reasons due to it  just  being an activity 
or  anything else
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this was to create a possibi l ity of  in-
dividuals  who potential ly would know 
about clubs and to see if  the popular 
clubs would be chosen 
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‘ans wering the specif ics  of 
ques tion 7 with a USED TO 
BUT NOT ANYMORE ’

7c.

leading the question and asking further 
reasons for  stopping clubbing to mea-
sure what has changed and seeing if 
theres something to be done about it
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=RESULT ANALY TICS 
1. 

2 . 
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3 . 

4 . 
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5 . 

6 . 
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7. 

=other notes

-
>

There were many relevant 
results  that lets  us
understand the audience 
better.  So we tr ied to think 
along these l ines about 
what can be done to 
elevate the experiences
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inter view ques tions for 
club goer s

We wanted to f ind out more about 
the Drip club goers ,  so we decid-

ed to come up with some interview 
questions to see what kind of  an-

swers we would get for  people who 
have been to Drip and what kind of 

opportunities l ie . 
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How did you know 
about Drip?

inter view ques tion [1]

1.  yiming intro me

9.  Fr iends and social  media

5.  Ex

13.  From my fr iends

3.  yiming intro me

11.  Fr iends

7.  from a fr iend

15.  recommended by fr iends

2.  Megan

10.  through my fr iends

6.  social  media

14.  My fr iends brought me there

4.  I  knew about drip through insta

12.  because of  my fr iend

8.  from fr iends

16.  Word of  mouth

17.  Fr iends
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Why do you choose to
 go to Drip?

inter view ques tion [ 2]

1.  yiming ask me go

9.  bcs of  my fr iends

13.  l ike their  logo

16.  Fr iends wanted to go

15. It  was a new club and I  heard there was good music and a few different 
rooms.  There was hype when Drip f irst  opened

5.  i  only go during special  events

3.  cuz drip big n music pretty l it

11.  bcs Drip is  famous for  its  underground vibes (told by a fr iend) .  I  just  want 
to hang out with my fr iends,  my f irst  t ime of  going to club!

7.  the ambiance is  quite chi l l  and less intimidating than high end clubs. 
suitable for  early 20s

2.  Megan force me go

10.Wanting to try other clubs other than zouk/marquee

14.  their  fame

6.  i  am curious about the hype

4.  Ex

12.  Cause they say it  got alot  of  young ppl .  I t  was my f irst  t ime  going to club 
in Singapore since it  is  v  cheap the price entrance (compared to other club)It 
was my f irst  t ime  going to club in Singapore since it  is  v  cheap the price en-
trance (compared to other club)

8.  Because it  sounded fun at  the t ime 
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Please share your 
experience at  Drip .  (e .g 

what do you l ike or 
not l ike)

inter view ques tion [ 3]

1.  music  good,  f loor  too squeezy

9.  its  great i f  u come w great company

5.  i  hate the toi lets ,  very dirty and smelly  

3 .  l ike their  music  n space,  however their  f loors damn nasty n sl ippery

7.  the vibe is  fun however the space could be bigger

2.  Megan make me carry her bag

10.  the mix was nice but when It  was so packed and hot when I  v is ited,  salt 
room was too packed and got smoke everywhere

11.  I  real ly love how it  does not look l ike a “club” ,  more l ike a retro vibe.  The 
f irst  entrance was very much memorable ,  because it  real ly gives “fancy”
underground. 

12.  I  LEGIT LOVE THE VIBE!we usually go there at  10 then go home unti l  the 
l ights on!  Even after  club r ight ,  we sti l l  are energized because we real ly enjoy 
our t ime 

13.  I  had a lot  of  fun there ,  enjoyed dancing on the stage in saltroom. Also 
because it  has 2 diff  f loor.

13.  Bottle service took a while ,  but aside from that it  was real ly fun.  I  l iked 
the l ights and the interior  design,  i t  was interesting without being corny

14.  Don’t  l ike :  Quite boring LOL,  L ike :  2  f loors

6.   i  went drip twice only and the f irst  t ime i  got the drip virus that lasted for 
2 weeks and it  wasnt good.  the club itself  is  very mid and there r  alot  of  ppl 
my age,  which i  think is  quite icky and sometimes theyre creeps.  also dis-
gusting toi lets .

4 .  Bad music ,  t ight staircase

8.  I t  was terr ible so I  stopped going.  I t  was always overcrowded,  dirty ,  and 
messy.  Always having problems one.  And the drip f lu got me l ike bedridden  
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What do you typical ly do 
before visit ing Drip? (e .g 

dinner ,  pre-drink,  etc)

inter view ques tion [4]

1.  Dinner and pre drink

5.  i  dont do anything,  j  get  ready and go 

3 .  Work

8.  pre drink

2.  pre drink outside drip

10.  Pre drink!  cause i  wont buy anything there since it  wil l  be ex

11.  makeup and eat dinner

7.  I  stopped going to drip so this  isn ’t  before drip ,  this  is  before partying.  I 
usually have dinner a lot  while before .  Then I  get  ready and meet my fr iends 
for  pre game  

12.   -I  put on my favorite makeup and choker which I  rarely show up with. 
( Invit ing another me to come out)  -I  had a ful l  glass of  wine as my pre-drink
_   Also because it  has 2 diff  f loor.

13.  I  only went there once,  but I  just  met my fr iends there straight from home

14.  Drink in hal l/outside drip

6.  dinner and just  hangout with fr iends

4.  dinner n predrinks at  a  bar 

9 .  Eat  food!  fr  pre drink? depends.  I f  I  go with more than 5 ppl  then,  yes .  My 
fav part  is  to dress up/ make up together
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What activit ies do you 
engage in while at  Drip?

inter view ques tion [ 5]

1.  vibe to music

5.  s inging n dancing to da music 

3 .  have fun with fr iends and get the free bottle promo

8.  Dancing lor  

9 .  dancing,  prancing,  jumping,  drinking 

2 .  Drink,  dance and act  l ike an idiot

11.  Dancing,  taking picture and vibing with my fr iends.  Basical ly ,  be WILDIN

12.  Vibing,  going up and down to try their  different rooms

7.  dance and drink 

13.  the vibe

13.  I  was dancing from 11pm al l  the way t i l  2am, high-five and hugging other 
LGBTQ+ ppl 
   -I  bel ieve I  had 4 house pour drink (only)

14.  Piak piak uh

15.  Vibing with fr iends

6.   dancing with my fr iends and drink

4.  Fornication

10.  Sing along,  drinking,  and hyping people up
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What do you usually do 
after  leaving Drip? (e .g .  go 

home,  have supper)

inter view ques tion [6]

1.  supper

5.  GO HDL! ! ! 

3 .  most of  the t ime is  go home haha

8.  I  get  supper and wait  for  the f irst  transport  back 

14.  Swee choon then piak piak uh

9.  dependss go home if  im not broke,  s leep on streets i f  im broke. 

15 .  go home

2.  Eat  supper to replenish the lost  amino acids

11.  Supper!  cos we got hungry and t ired.  Then we go home by grab

12.  Supper ,  then go home by grab

7.  go home

13.  go home and relax ,  i f  I ’m drunk i l l  go home and sleep on the f loor  because 
I  can’t  take shower

13.  directly go to sleep without taking shower zzzzZZZZZ rest  for  two extra 
days to bring myself  back to this  god damn real ity .

6 .  i  usually always go home

4.  Home

10.  go home
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Do you prefer  spending 
more t ime in the main 
room or the salt  room?

inter view ques tion [ 7 ]

1.  salt  room

5.  main room cuz salt  room too smoldont r ly l ike the young crowd,  alot  of  yps 

3 .  main room

8.  I  don’t  remember which is  which because I  stopped going already

9.  main room obv

2.  Main room

11.  Supper!  cos we got hungry and t ired.  Then we go home by grab

12.  Main Room! cos downstairs  are too hiphop-ish.  BUT!  downstairs  r  more 
aesthetic

13.  saltroom

14.    -before drunk:  Salt  room, which I  consider private and comfortably 
crowded.  They got better  music  when I  was sober(  before 2am). 
   -After  drunk:  main room, cuz salt  room was too crowed that you can smell 
Ang mo sweat kind.  bass was too loud.

7.  main room

6.  salt  room

4.  Salt

10.  Main room

15.  The main room, the salt  room is  a  bit  sweaty. .

16.  Main room



W9    W10    W11   W12   W13   W14   W15   W16

Do you usually purchase 
additional  drinks besides 
the complimentary ones?

inter view ques tion [8]

1.  nope

5.  nope 

3 .  i f  not enough then i  wil l  go for  the jug

8.  No,  expensive.  But sometimes guys buy me drinks . 

9 .  occasionally 

2 .  Yes

11.  No,  ex

12.  too crowded,  we’re too lazy to queue

13.  Yes of  course

14.  Yes ,  high alcohol  tolerance

7.  depends

6.  nope

4.  No

10.  No

15.  Depends,  I  usually do when I ’m with my clubbing fr iends since they drink 
a lot

16.  No
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Why do you return to Drip 
or  what would motivate 
you to revisit  Drip? (e .g . 
free drinks ,  music ,  t icket 

price ,  etc)

inter view ques tion [9]

1.  i f  yiming j io  me

5.  music? but i  wouldnt r ly choose to go there if  i  had a choicei  l ike the inte-

3.  the free bottle promo quite worth

8.  Better  experience inside the club.  Drip underdelivers on expectations. 

9 .  fr iends 

2 .  Megan

11.  I  rarely go there ,  so i  dont real ly know

12.  yes ofc we wil l  revisit !  what motivates us the most is  bcs of  the song and 
the price!

13.  the vibe and music ,  when I  was in drip ,  I  real ly enjoyed dancing in the 
crowd

14.  -Escapism YES.  -Ticket price very affordable

15.  Honestly just  my fr iends wanting to go,  but that ’s  only because I  l ike 

15.  Drinks ,  cheaper price and better  musicclubbing

7.  music  and ambiance.  maybe can get a cute guy HAHAH

6.  the unique venue

4.  No,  i t ’s  expensive

10.  the vibe was nice everyone was so hype and around the same age



W9    W10    W11   W12   W13   W14   W15   W16

Is there any service that 
you wish was avai lable at 
Drip but currently isn’t?

inter view ques tion[10]

1.  free drinks

5.  just  cleaner toi lets  in general

3 .  idts  ah

8.  Games? Like beer pong and etc

9.  better  music

2.  Not real ly! !

7.  hmm noo

6.  not real ly

4.  Free water

10.  i  wish it  is  more l ike marquee’s  one.  For  them to have l ike a photobooth/
other game attraction (sl ides_

11.  locker/  anyplace for  us to store our bag during clubsfree food?:Dsnacks? 
place for  us to seat! !  even a small  one 
- ladies night ,  free f low drink? (from prism) l ike before 12,  they can buy 1 
glass and have a free f low drink

12.  I  wish the stairs  were wider because currently if  there r  a  lot  of  ppl  walk-
ing on it ,  i ts  easy for  us to stumble,  especial ly when we re drunk

13.  FREE WATER PLS 
   -  kick DJ ‘s  ass when they put on wrong/awful  beats to turn me off  terr ibly 
(Nice club with nice DJ  recommendation:  Roxie from Shanghai) 
   -  secret  spot where I  can kiss  my gf

14.  Piak piak uh

15.  No
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t icket pr icings
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We wanted to analyse the t icket pricings to compare market pricing among the 
clubs to gauge how Drip fairs  as a  club among the competit ion based on what 
they offer.  This  was also to f ind out more about what other clubs offer  within 

their  t icket pricings. 
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week 12

Solution and Branding
this  week is  al l  about establishing our 

solution and creating our brand 
identity for  the peer presentation deck 

that we were hard at  work on.
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‘out of  nowhere’  interview
TYLER - 24y/o 

-hip hop - drip offers  salt  room 
-enjoy and know that music  wil l  be good and predictable 
-would throw parties at  his  place but its  not everytime 
HIP HOP! 
-company,  convenience can just  buy there even tho its  ex (variety of  choices) 
-cleaning up 
-safety - staircase 
-queue management seems okay 
-dont eat supper 
-inflatable pop-up - is it  same dj????
-restrict ions of  that 
-run out of  energy, 
-the space doesnt make him feel  l ike he cannot let  loose

random idea#1
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problem s t atement 2

problem s t atement 3

1  nightl ife  to be considered a way of  l i fe  dancing and social is ing are an important and 
fundamental  part  of  the cultural  l i fe  of  c it ies  and we aim to make it  easier  for  people 
to change their  perspective and indifference towards clubs and their  activity .Tackl ing 
club culture and the st igma attached to it  while restoring it  as  a  space for  knowledge, 
social isation,  experimentation and freedom.  2  Dancing and social is ing are an important 
and fundamental  part  of  cultural  l i fe  of  c it ies  but there is  negative perception attached 
to the clubbing culture .  We want to reshape the narrative of  this  culture and foster  a 
more posit ive and open-minded perception among the general  public .  By changing the 
way people view clubs ,  we can create a more inclusive and vibrant clubbing culture .  3 
Dancing and social izing are important and fundamental  aspects of  c ity cultural  l i fe . 
However ,  there is  a  negative perception associated with clubbing culture .  Our goal  is 
to redefine this  narrative and promote a more posit ive and open-minded perception 
among the general  public .  By altering the way people perceive clubs ,  we can cult ivate 
a more inclusive and vibrant clubbing culture .  4  Dancing and social izing are essential 
and integral  aspects of  city cultural  l i fe .  However,  c lubbing culture is  often associ-
ated with a negative perception.  As the design team of Drip Singapore,  our goal  is 
to redefine this  narrative and promote a more positive and open-minded perception 
among the general  public .  By changing the way people perceive clubs,  we can foster a 
more inclusive and vibrant clubbing culture,  setting Drip Singapore apart  from other 
clubs.

1  oversaturation of  c lubs in s ingapore ,  making some clubs lose the appeal .  c lubbing to 
be viewed as a way of  l i fe  l imited space 2  In  recent years ,  there has been an oversatu-
ration of  c lubs in Singapore ,  leading to some clubs losing their  appeal .  With numerous 
options avai lable ,  c lubbing has become commonplace and lacks the exclusivity it  once 
had.  To revital ize the nightl ife  scene,  i t  is  crucial  to shift  the perception of  c lubbing 
from a mere activity to a way of  l i fe .  By emphasizing the unique experiences ,  music , 
and atmosphere that each club offers ,  we can reignite the al lure and make clubbing a 
sought-after  l i festyle choice once again.3  Our aim is  to revital ize the nightl ife  scene 
and shift  the perception of  c lubbing from a mere activity to a way of  l i fe .4  Clubbing 
and "nightl ife"  have traditionally been associated with negative perceptions.  As the 
design team at Drip Singapore,  our goal  is  to challenge these stereotypes and rede-
fine clubbing.  We aim to portray it  not only as a nightl ife activity,  but as a l ifestyle 
centered around music and dance.  How can we offer  more than just  clubbing culture 

and set Drip apart  from other clubs?

1  negative perception,  offer  more than just  c lubbing culture 2  C lubs and nightl ife  have 
often been l inked to stereotypical  v ices often involving alcohol ,  drugs and fr ivolous 
activit ies that paints it  in a  negative l ight .  That ’s  why Drip is  exploring various ways 
to enjoy clubbing and to help you appreciate the world of  sound and dance with your 
fr iends.3  C lubbing and ‘nightl ife ’  has long been associated with bouts of  excessive 
drinking,  drug abuse and fr ivolous activit ies that paint  it  in a  negative l ight .  That is 
why our creative team at Drip aims to explore ways to break the barr iers  on clubbing 
as a way of  l i fe ,  but a  space inclusive of  l i fe  itself.4Clubbing and "nightl ife"  have often 
been associated with excessive drinking,  drug abuse,  and fr ivolous activit ies ,  leading 
to negative perceptions .  As the design team at Drip Singapore ,  our  goal  is  to f ind ways 
to chal lenge these stereotypes and redefine clubbing not only as a  l i festyle but also as 
an inclusive space that celebrates l i fe  itself.  5  Clubbing and "nightl ife"  have long been 
associated with excessive drinking,  drug abuse,  and frivolous activit ies ,  leading to 
negative perceptions.  As the design team at Drip Singapore,  our goal  is  to challenge 
these stereotypes and redefine clubbing as not only a l ifestyle but also an inclusive 
space that celebrates l ife itself.  How can we offer  more than just  clubbing culture and 
set Drip apart  from other clubs?
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problem s t atement 4
1  Dancing and social izing are an important and fundamental  part  of  the cultural  l i fe 
of  c it ies .  We aim to make it  easier  for  people to change their  perspective and indiffer-
ence towards clubs and their  activit ies .  2  Dancing and social izing are an important and 
fundamental  part  of  the cultural  l i fe  of  c it ies .  As the design team at Drip Singapore ,  we 
aim to make it  easier  for  people to shift  their  indifference towards clubs and their  ac-
tivit ies .  So ,  how can we set  Drip apart  from other clubs?3  Dancing and social izing are an 
important and fundamental  part  of  c ity l i fe .  As the design team at Drip Singapore ,  we 
aim to bring clubbing culture that is  centered on dance and music  to the forefront .  So , 
how can we set  Drip apart  from other clubs?4Dancing and social izing are an important 
and fundamental  part  of  c ity l i fe .  As the design team at Drip Singapore ,  we aim to ele-
vate the clubbing culture by placing dance and music  at  its  core .5  In  Singapore,  a  city 
known for  its  vibrant nightl ife ,  there is  no shortage of  clubs.  With such a competit ive 
landscape,  i t  is  crucial  for  Drip to establish itself  as  a  long-lasting presence in the lo-
cal  scene.  6So,  how can we create unique experiences that sets Drip apart  from other 
clubs? In Singapore,  a  city known for its  vibrant nightl ife ,  there is  no shortage of 
clubs.  With such a competitive landscape,  it  is  crucial  for  Drip to establish itself  as a 
long-lasting presence in the local  scene.  So,  how can we create distinctive experienc-
es and cultivate a secure clubbing environment that sets Drip apart  from other clubs?

value proposit ions
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consulation
Presentation Notes

Reflection 

- Wil l  drip be safe and boring? 
- Is  drip opening on other days? 
- Find places which are important ,  interesting 
- What is  the direction? Alcohol? Relationship? 
- Something unique? 
- What is  the next level  of  c lubbing? 

- Club cannot lose its  identity and be too unsrisky 
- Should we f ind other days to open? (Focus point the 3 days 
open or  the rest  days) 
- Direction - activit ies and events (business - more related to 
service design) 
- What is  the journey of  our created events .  The quality

We decided to go with problem 
statement 3 '  Clubbing and "nightl ife" 
have long been associated with 
excessive drinking,  drug abuse,  and 
fr ivolous activit ies ,  leading to negative 
perceptions
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random idea#2

We decided to go with this  idea as we 
wanted to think about a way that Drip 
can go in a direction that would set 
itself  apart  from other clubs without 
being too much and completely 
changing the brand. 

This was when we had a lot  of  different 
ideas come together to form a whole 
journey and experience that we hope 
can elevate our brand and real ly make it 
a  special  journey. 
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slides
f low

So far  this  is  the f low of  s l ides for  our presentation that our group discussed 
about and how we wanted to structure it .  We bel ieve that it  would explain what 
was necessary about our project  and what we wanted to show.  We also had some 
research that would further boost our ideation processes
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some clubs

THAT CLOSED
As a problem statement,  we 
knew that we wanted some-
thing that was not entirely in 
depth as we didn’t  want to make 

clubbing look bad or  serious .

So we thought about how Sin-
gapore has many clubs,  but yet 
there are only a few clubs that 
are regularly mentioned when 

people think of  clubbing. 

We found out that there are a number of 
c lubs that are no longer around due to 
different reasons such as management 
and lack of  business . 

We knew that this  was an opportunity 
to explore the future of  clubbing so that 
Drip can be a part  of  the clubbing scene 
as one of  the go to clubs in Singapore. 
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Arena

This was one of  the f irst  c lub tenants as part  of  the newly-revamped Clarke 
Quay.  It  had l ive bands and some pretty trashy Top 40s tunes,  but it  was a hit 
with young clubbers .  The most memorable nights came when the club hosted 
its  shot competit ions on stage,  complete with vomit buckets on the side. 
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The But ter  Fac tory

The Butter  Factory:  One of  the frontrunners in changing the club scene when it 
f i rst  opened that offered things l ike bottle service and themed music rooms.  It 
was also an unofficial  gathering spot for  the LGBT crowd.  Its  relocation to One 
Fullerton was a swanky move,  and also how we last  remember it .
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Cafe Del  Mar

One of  the f irst  swish beach bars to open on Si loso Beach,  this  place was Ibiza 
transplanted to our shores .  While it  used to hold super cool  daytime and eve-
ning parties ,  the club-lounge quickly fel l  into disrepair  and was subsequently 
occupied by Mambo Beach Club,  which also closed.
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DBL-0

Remember when Roberston Quay was home to a bunch of  clubs? Well ,  this 
corner unit  c lub always had l ines out the door and people strewn al l  over  the 
streets ,  many of  whom were NSFs .
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Kandi  Bar  by Hed Kandi

This one’s  a  l itt le  hard to remember.  Occupying the narrow space in Clarke 
Quay,  it ’s  gone through a bunch of  tenants l ike Fi lter  and the Yel low Submarine 
Bar.  This  one had a huge international  record label  (the one that ’s  famed for  the 
i l lustrated women in fancy swimsuits)  behind it .
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Zirc a

Zirca was not one to disappoint .  Before Marquee Singapore appeared on our 
shores ,  this  massive three-storey establishment at  Clarke Quay was one of  Sin-
gapore’s  biggest partying spots .  There were a couple of  iconic cages that dotted 
the venue,  so if  you were looking for  some attention,  you could crawl into one 
of  them and shake your stuff.  The space has now been taken over by Zouk.
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Rebel

A subsidiary of  the more massive Zirca ,  Rebel  also boasted many vertical  rai ls 
that look l ike cages.  Revel lers  often showed up decked out in animal  prints—
leopard,  zebra,  t iger—to dance to its  l ine-up of  hip-hop and R&B tunes. 
Sadly,  Singaporean clubbers with a wild side no longer have a Night Safari  to 
cal l  their  own.
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Rebel

A subsidiary of  the more massive Zirca ,  Rebel  also boasted many vertical  rai ls 
that look l ike cages.  Revel lers  often showed up decked out in animal  prints—
leopard,  zebra,  t iger—to dance to its  l ine-up of  hip-hop and R&B tunes. 
Sadly,  Singaporean clubbers with a wild side no longer have a Night Safari  to 
cal l  their  own.
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Play

 used to stand where the current retro NINETEEN80 club is  along Tanjong Pagar 
road.  Queues would snake around the building on popular  nights ,  such as the 
start  of  semester  break for  university students . 
With a cover of  $15 inclusive of  a  drink,  this  gay club was a low-budget way of 
having fun and meeting potential  hookups if  men from Grindr weren’t  respon-
sive.
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Home Club

was the only club a hipster  would cal l  home.  With its  windows laminated in 
black ,  those not in-the-know might have missed it  along the Boat Quay r iver-
side.  I t  often brought in indie music  acts  and l ive bands,  giving our local  music 
scene a boost .  LASALLE and NAFA students dressed in black would often f lock to 
the club or  s imply smoke at  the r iverside while talking about their  latest  art is-
tic  endeavours .
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Avalon 

This club opened to much hype,  but it  was short-l ived.  Alongside the “f loating” 
Louis  Vuitton store in front of  Marina Bay Sands,  one could often see the laser 
l ights f ir ing in the club after  11pm. It  was rumoured to be the favourite hang-
out of  SQ gir ls ,  who deserve a fun night out in their  home country after  dealing 
with diff icult  passengers .  But alas ,  i ts  r idiculous cover charge and expensive 
drinks made it  less of  a  destination for  average Singaporeans,  leading to its  de-
mise.
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Pangsea

With a name l ike that and a location in Marina Bay Sands,  i t  could only mean 
one thing:  Pangaea catered to the crazy r ich Asians of  Singapore.  You needed 
to have a certain net worth to enter  the club,  or  knew someone who worked in 
the company.  The luxe space was decorated with gorgeous marble f inishes and 
20,000 l ight bulbs to make everybody feel  a  l itt le  more atas .  Apparently ,  the 
l ikes of  Eduardo Saverin (Facebook’s  co-founder)  hung out there .
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Mink

Was one of  the few clubs that favoured an older crowd.  Located in Pan Pacif ic 
Singapore,  the minimum age for  guests to enter  was 21 for  women and 23 for 
men.  It  was also marketed as a high-SES club,  but not as exclusive as 
Pangsea.  This  club brought in some of  the world ’s  best  DJs  and its  resident DJs 
were well-loved by EDM fanatics .
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Helipad

Rumour has it  that this  nightspot on the rooftop above a car  park used to be a 
real  hel ipad,  hence the name.  Hel ipad’s  f ire escape staircase was also said to be 
a hookup spot for  Singaporeans who could not tame their  loins . 
I ts  resident DJ ,  DJ  Ohan,  spun the greatest  house hits  but you can’t  party with 
him any longer because he has since gone overseas—although probably not 
by hel icopter.
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process :  f ir s t  per sona
After  establishing the closed clubs,  we decided to start  on the visual  aspects of 
the projects ,  looking at  different art  directions while Yi  L in creates a unique per-
sona that can represent our brand as a club. 

We wanted to make sure our perso-
na represents a regular  club goer 
and wanted to make sure it  was clear 
enough to the audience. 
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process :  dance defense
we talked about how our idea 
or  solution could be a unique 
club experience while also 
thinking about what peo-
ple do at  the club and what 
they do not do.  One of  these 
things we thought about was 
about the direction of  the 
solution.  How can it  be fun 
and yet encourage clubs to 
feel  safer?

Dance defense was going to 
be a unique take on dancing 
as a form of  body language 
toward the people around.
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process :  branding
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process :  branding

INDIVISIBLE

Stevie sans
Indivisible is  a  good sans 
serif  font for  header as it  can 
create a sense of  boldness 
with the different styles and 
the sizing of  the fonts . 

Stevie sans is  a  good font for 
text  as it  is  very balanced 
even as the font size increas-
es or  the font is  used as a 
subheader
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process :  branding

The colours we wanted was similar  to drip as we 
wanted blue in both dark and bright blue,  along with 
grey to create a balance. 

colours
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research:  types of  clubs

tuff  c lub

upstairs  by the council

This is  a  pop-up nightclub is 
held twice every week

In 2017,  Headquarters add-
ed this  new room upstairs , 
i t  is  for  ppl  whoever feel 
t ired in the red “cage” 

downstairs  to relax .
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1-Altitude Coast

Ce La Vi

Located at  the top of  the 
hotel ,  this  c lub is  a  rooftop 
bar and also a growing club. 
There are swimming pools 
with views of  the Singapore 
Strait  and quirky food and 
cocktai ls ,  as  well  as  class-
es such as sunrise yoga and 
meditation.

One of  the top clubs,  i t 
boasts 360-degree views 
of  Singapore and celebrity 

regulars  dressed up.
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tanjong beach club

Lavo

Beach club in Sentosa.  Of-
fering exquisite dishes 
and creative cocktai ls  from 
around the world ,  custom-
ers are advised to wear 
beachwear.

Trendy New York at  Ma-
rina Bay Sands is  divided 
into restaurants that focus 
primari ly on guests dining 

and dancing.
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consulation
 Presentation Notes 

Reflection

-Problem statement a l itt le  too broad and not an actual  issue 
to tackle 
-No clear  direction 
-Not a unique experience that already exists  (eg why go there 
when can go bar?) 
-What is  the future of  clubbing in a sense? Safety?

- Think about a direction that feels  unique 
-Dance oriented activity? Fitness? 
-Our pop up should be more special? 
-How to connect the experience as a whole
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my process :  pop up space



W9    W10    W11   W12   W13   W14   W15   W16

my process :  pop up space

I  was in charge of  the pop up design and i  wanted 
elements that would seem abit  more street culture , 
while establishing a sense of  luxury 

I  tr ied to think of  different types of  exterior  while 
considering the fact  that it  should be easy to build 
and yet offer  a  unique spatial  style . 

I  l iked the usage of  the curtains ,  the scaffolding,  the 
concrete and the materials  used for  the space so I 
stuck with the concept of  these 3 types of  materials 
and elements that would go well  with them   

I  also wanted everything to be blue and grey tones 
to create a contrast  while keeping in l ine with 
DrIp 's  branding. 

inspirations
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When creating the popup I  wanted to show a cer-
tain luxurious aspect while pushing for  a  construct-
ed element,  making it  match with the street culture , 
sketchy vibe of  Drip 's  younger audience.  The pop 
up was meant to be a space to incorporate different 
activit ies and be easy to build as a seperate enti-
ty from Drip as well  as  being a once in a few months 
type of  service . 

sketch 

my process :  pop up space
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my process :  pop up space

With this  concept ,  I  wanted to push the boundary 
of  sustainabil ity and thought of  using fences as a 
structure .

But I  think it  would distract  from the overal l  concept 
of  a  pop up space unless its  elements of  the inte-
rior  were going to be alot  more prominent ,  as  I  st i l l 
wanted a curtain design.  Furthermore,  i t  is  impracti-
cal  in public  due to the chance of  rainfal l .

random caged idea
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my process :  pop up space

this  would be the visualisation of  how i  wanted the 
pop up to be,  having a concrete f looring,  a  metal 
scoffolding type of  structure as well  as  curtains to 
create a sense of  luxury.

draft  of  main idea
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my process :  render

our peer presentation i  wanted to include the exte-
rior  render so that people could understand how our 
solution would be l ike alongside our pop up. 

I  also photoshopped the logo of  drip onto the pop up  
to create a sense of  real ism. 

draft  for  peer presentation
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process :  alcohol  s t icker 

The alcohol  patch was meant to create awareness 
for  safe drinking and curate a safe drinking type of 
souvenir.  The idea was that the alcohol  st icker  patch 
wil l  glow once a person's  l imit  reached.  so these are 
some examples of  inspirations

inspiration
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process :  pop up icons 

we wanted to create a simple design for  the icons so 
that it  is  easi ly recognisable .  Yet  we didnt want the 
designs to feel  too l iteral ,  so we decided on these to 
segregate our 3 pop ups 

pop up activity icons 
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We discussed on the art  direction and mainly I 
suggested some i l lustrations based on pinterest  and 
how I  would imagine Drip to do i l lustrations if  they 
did . 

Many of  the design direction ideas would come from 
both Drip 's  current instagram and based on how Drip 
would design their  col larterals . 

We wanted to create a monotonous type of  direction,  where blues and cool  co-
lours would stand out .  We also planned to design our elements inspired by the 
way drip has already established that street ,  nostalgia type of  identity .

process :  ar t  direc tion
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process :  f inal  per sona

After  much discussion of 
our art  direction,  we de-
cided to create the perso-
na again so that its  in l ine 
with the new art  direction 
and also the colour scheme 
that we wanted. 

In the end we wanted the 
design to not be so sketchy 
or  feel  too drawn as I  be-
lieved there is  a  differ-
ence between i l lustration 
drawing as well  as  i l lus-
tration design.  And I  think 
as a group we managed to 
f inal ise our persona de-
sign with this  image. 
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week 13

 Peer Presentation and Changes
peer presentation is  here and we of-
fered up our solution to much interest-
ing comments and opinions.  There was 
much work to be done and we were pre-

pared to deal  with it
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peer present ation
1.

2 .

‘ t it le ’

‘about drip ’
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3 .

4 .

‘why’

‘oversaturation’
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5 .

6 .

‘competitor  analysis ’

‘c lubbing concerns ’
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7.

8 .

‘opportunities ’

‘persona’
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9.

10.

‘how might we’

‘customer journey’
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11.

12.

‘ the solution:  drip tr ip ’

‘dr ip tr ip pop ups x3’
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13.

14.

‘alcohol  patch,  photobooth’

‘dance defense’
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15.

16.

‘bar  and snacks ’

‘conclusion’
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17. ‘ thank you’

With Drip tr ip ,  our goal  was to create a pre club ex-
perience,  and offer  additional  aspects to clubbing in 
the form of  a  journey that connects with the 
audience. 

We wanted to curate aspects of  the club experience 
and integrate fun ways of  al lowing the club experi-
ence to feel  more secure fulf i l l ing.  
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f irst  draft 

my process :  interior

with the interior  i  knew that we wanted to create a 
bar  for  the space as well  as  establish a simple design 
concept applied to it .
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present ation feedback

Presentation:

1 .  Who goes out for  clubbing?

2.  Dance defence can be helpful  but can also be provoking (tone down demon-
stration using elbow str ike and narrator  concept) 
 
3 .  Good to have as a system 
 
4 .  Not much added innovation in terms of  the clubbing experience 

5 .  Revival  for  Drip to make it  enticing for  people  
 
7.  What can bring people together in that space?  
 
8 .  What does our young target audience need to have a better  experience in 
this  space?  
 
9 .  S l ides are not clear  enough

Reflection:

1 .  What else can we bring to the actual  Drip club?

2.  How can we enhance the club experience beyond its  current state?

3.  Make the sl ides more clear  with the detai ls
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pop up
tes ting to audience

1.  Alcohol  Patch
- Cool  idea to manage alcohol  level
- would love to have the cutomized shapes of  it
- may not be practical ,  won't  it  be wet when is  worn? 
(since of  the sweat)
 
2 .  Dance defense 
- As a gir l ,  i  would usually just  go when someone 
was trying to vibe with me.  The dance moves may 
not be practical  as  I  would be panic as hel l  and run 
away 
- I  would love to have it  as  an additional  marketing/
promotion for  me to buy drinks and food only.  But I 
won't  use it  at  the club.

3 .  Food and drink 
- since it 's  free,  i  would go.  i f  not ,  i  might just  have 
the pre-drink with my fr iends in front of  drip la 

Feedback:

Alcohol  in the clubs are incredibly expensive for  no reason,  which makes me 
lazy also to buy.  Please give us more service related to the drinking. . . 
Regarding the dance defense,  i f  you guys real ly want to create that "secure" 
for  gir ls ,  can provide us a f lashlight or  anything that wil l  help us notify faster 
towards the security ;  that way it  wil l  be more eff icient rather than doing some 
dance moves in the middle of  "dancing"
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consult ation feedback

- Whats the main intention  of  the idea? 
- Works better  as a separate event  type of  thing 

- Test  bed for  a  s l ightly different experience 
- Cal ibrate it  in a way that doesnt ki l l  the fun 

-  Run through the experience with club goers on 
what is  natural  or  not natural 

-  Don’t  be too restrictive 
-  How close should it  be  to the clubbing experience? 
- What should be  taken out  of  the usual  equation of 

music  dance and alcohol? 
- What is  there to change if  there is  nothing to 

change  and how can we improve? 
- Alcohol ,  music ,  dance,  interior 

- Should our project be very similar  to clubbing? 
- Solution or  direction to st i l l  be dealing with alco-
hol ,  music  or  dance? It  doesnt need to be entirely 

club related? 
- Other case study of  safety? 

- Take  alternative days  and implement safer  club-
bing? Certain time,  certain day  wi l l  attract  a  differ-

ent crowd? 
- Additional  services  to use the space rather than 

relying on the current activity? 
- We are known for music,  space  and how other way 

can we make it  Drip specific? 
- Tie back  to the company? 

- “ZoukOut ” is  technically a new experience
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Camp + pop up 
Based on the feedback we got ,  our group decided that drip tr ip was not enough 
as a experience to be unique.  As jason questioned if  i t  was more of  programe 
design so we decided to keep thinking of  a  new solution that would enable us 
to create a unique experience which is  more substantial .  We also decided to 
create a seperate experience that would involve workshops spaces .
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new research:  event s

c amping 
and raving

Due to our change of  solution,  our 
group decided that we needed to learn 
more about events and how they cre-
ate unique experiences for  consumers . 
I t  was important for  us as it  requires 
us to scrap some of  the ideas that were 
init ial ly introduced

one of  these ideas was 
dance defense,  although we 

wanted to let  it  continue,  we 
couldn't  and had to let  go of 
the designs and i l lustrations 

for  that . 
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sleeping where the party's  at" 
 
a  col laboration between local  col lective Ice Cream Sundays and Hong Kong-based 
FuFu creative 
 
what 's  there : 
mix of  l ive acts  and DJs from a variety of  countries including Indonesia ,  Thailand, 
Vietnam, Malaysia ,  Austral ia ,  Japan,  and Singapore. 
a  mindfulness meditation session by Ryan Grimes, 
Chinese tea-tasting by Tea Jockey 
a sound healing session by Amanda Ling, 
a  cosmic soul  expression session by vocal ist  ArunDitha of  the band Mantravine. 
Chi ldren can look forward to a scavenger hunt hosted by the artist  col lective Play! , 
and a craft  workshop by artist  Pol ina Korobova ( ‘Gl itter  Queen’) . 
a  panel  on music col laboration featuring the performing artists . 
 
 
Food: 
Offtrack and Maxi  Coffee working together to serve up Asian-inspired dishes paired 
with coffee. 
 Monument Lifestyle wil l  be presenting a special  menu of  sandwiches and ice popsi-
cles 
Puck Provisions together with Boujee Botanicals 
Amanita Kombucha wil l  be your go-to vendor for  (vegan food) . 
S idecar Handcrafted. 
Drinks 
Onsite bars l ike Bombay Sapphire Bar  and Heineken Si lver  wil l  quench your thirst .
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yoga is  a  l i festyle that taught to encourage l iving  
 
Tradit ional  yoga philosophy 
posit ive thinking  (ahimsa,  non-violence) 
Vegetarianism 
 
— starting with how you spend a weekend night out . 
Instead of  hitt ing the clubs and getting sloshed l ike you usually do,  why not grab 
your fel low yoga-practicing buddies and go to a "yoga rave"? 
 
WHat 's  there : 
fun upbeat music  ravers can dance to ,  " rock mantras"  or  yoga chants fused with rock 
beats . 
 
Food: 
indian and organic food 
 
Drinks : 
non alcohol 
 
i t 's  definitely a great idea for  making yoga a social  event and bringing more atten-
tion to this  wonderful  practice . 
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What do people do at  Coachella? : 
 
Shows wil l  take place on multiple stages throughout the festival  over  the course of 
the day 
Attendees can also enjoy large-scale art  instal lations 
Food from some of  the country's  most famed restaurants
 
What people do when they camp:
 
 There are free showers 
 Barber shop and beauty bar
 
People can watch from home:
 
Stream on youtube for  the l ive performances 
Shows people what coachella is  l ike without being there
 
Stuff  about Coachella :  
Hol lywood stars  pioneer new fashion trends wil l  make their  presence known through 
bold,  unconventional  looks that wil l  eventually be tamed and tr ickle into the fashion 
cycle . 
Coachella once was a small  t ime music festival  that struggled to take off 
Coachella is  held in Coachella val ley (Greater  Palm Springs)  Indio ,  Cal ifornia at  Em-
pire Polo Club.  Festival  is  in the middle of  nowhere,  hence guests camp or  s leep in 
their  cars . 
Coachella influences future fashion trends 
Coachella features A l ist  celebrit ies and artists
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ETHANOL PRODUCTION PROCESS
The type of  alcohol  in the alcoholic  drinks we drink is  a  chemical  cal led ethanol .
 
FERMENTATION
For ethanol  production,  you need to put grains ,  fruits  or  vegetables through a pro-
cess cal led fermentation (when yeast  or  bacteria react  with the sugars in food – the 
by-products are ethanol  and carbon dioxide) .
 
DISTILLATION 
Disti l led spir it ,  a lso cal led disti l led l iquor ,  alcoholic  beverage (such as brandy,  whis-
ky,  rum, or  arrack)  that is  obtained by disti l lation from wine or  other fermented fruit 
or  plant juice or  from a starchy material  (such as various grains)  that has f irst  been 
brewed.  The alcoholic  content of  disti l led l iquor is  higher than that of  beer or  wine.
 
MATURATION 
Maturation provides whisky with a mild and smooth texture by removing the irr itat-
ing alcoholic  f lavor.
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BASIC
 
Bounce to the beat 
bend your arms and move them up and down 
Nod your head 
rol l  your shoulders 
rol l  your hips 
 
FEW "ADVANCED" MOVES
 
do the two step 
try the step behind 
do the step drop 
circle turn 
 
#other t ips
 
watch videos of  club dance moves 
tape yourself  dancing?! 
go with a group of  fr iends
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Beatmatching:  Getting two songs to play at  the same beat and tempo 

EQing:  Changing frequencies to blend audio tracks or  highlight certain sounds 

Phasers :  Modifying the depth to create a more synthesized sound ( l ike a robot ’s 

voice) 

Compression ratio :  Reduces the space between a sound’s  quietest  and loudest level 

Reverb:  Trying to mimic how sound bounces off  of  walls  to place something farther 

away or  closer  to you

Once you’re ready to start  mixing your tracks ,  ask yourself  the fol lowing questions: 

1 .  Would the vocal  l ine of  the f irst  song’s  chorus sound good over the instrumental  of 

the second song? 

2 .  Where might I  add instrumental  breaks or  vocal-only sections? 

3 .  Does each song maintain its  feel  even at  s l ightly faster  or  s lower tempos?

Keep your ski l ls  sharp and your creative energy f lowing by: 
1 .  Mixing music in a different genre 
2 .  Getting inspired by experienced DJs on YouTube l ike Mix With the Masters or  Waves 
Audio 
3 .  Taking a DJing class on Ski l lshare to pick up new techniques 
 
becoming a DJ  takes t ime,  practice ,  and patience.  But ,  i f  i t ’s  something you’re pas-
sionate about ,  i t ’s  more than worth the effort .
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process :  ac tivit ies

we felt  that alcohol  tasting would be a fun activity that people would be inter-

ested in participating in just  because its  an expensive and novel  type of  activi-

ty that provides variety due to the many different types of  alcohol . 

Our group also took into consideration the pricing of  the activity at 

approximately $58 per person
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process :  ac tivit ies

alcohol  making would definitely be popular  due to it  being a social  activity 

that can show off  cocktai l  making ski l ls .  I t  also teaches people to learn some-

thing that clubbers would normally just  consume and nothing else . 
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process :  ac tivit ies

Tattooing is  popular  among youths and sometimes they don't  want to get a 

permanent one so this  activity aims to offer  that alternative in which people 

can just  get a temporary jagua tattoo.  we included this  activity as we did not 

want everything to be club related.
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process :  ac tivit ies

Everyone enjoys l istening to music ,  and at  the club that is  pretty much al l 

there is  to it .  Learning how to DJ  can be cool  and often t imes its  a  unique swag-

ger to have.  I t  is  something that we bel ieve al l  kinds of  clubbers wil l  enjoy
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process :  ac tivit ies

because its  a  club camp,  we wanted to introduce the idea of  s leeping within the 

premises to music  that could perhaps create a good environment to relax . 

Or  even create a col laboration with an affordable hotel  so that it  connects as an 

experience. 
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process :  ac tivit ies

Mocktai l  making as an idea is  considering the fact  that there are also clubbers 

who do not drink alcohol  and wanted to offer  something that is  s imilar  to 

alcohol  making



W9    W10    W11   W12   W13   W14   W15   W16

week 14

More into the solution
Drip team set our minds on this  idea, 
and we were not going to move from it 

as  a  solution. . .Other than minor 
additions to create a stronger direction 
and establish a clearer  service design.
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‘Exterior ’

my process :  pop up 

I  made some changes to the pop up by making it  longer and wider in size . 

This  was so that we could think about f itt ing more people inside the space 

if  we wanted a few activit ies inside.  Our solution sti l l  involved some of  the 

things that was seen in the previous solution l ike the alcohol  st icker  patch 

and photobooth and we wanted to keep it .
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‘ Interior  Redesign’

my process :  pop up 

I  made more changes to the layout of  the interior  by clearing seperating 

the lounge area from the bar.  As the space is  bigger there was a better  rea-

son to do so.
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‘Bar  Redesign’

my process :  pop up 

I  changed the orientation of  the bar and created more elements so that it 

looks more interesting and tr ied to imagine the design of  the shelving to be 

similar  to the cement blocks .  The orientation was to also include a photo-

booth in the back as part  of  the spatial  usage.
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‘Photobooth’

my process :  pop up 

Our pop up was to have a photobooth so that people could take a memo-

rable photo for  the event that happens once every few months throughout 

the year. 
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consult ation (cr is t abel)

Consultation:

the secure part ,  i t  is  more towards l ike the parents '  concern rather than our 

persona/ target market .  S ince maybe not so many people are care about 

their  safety 

sg club= boring;  bcs it  s  too safe alr  HHAAAA 

we make use of  the space during day t ime to make this  club different than 

other clubs,  coz we corporate with the educational  part ,  there s  an opportu-

nity. 

Different approach to what is  happening now 

Create a better  naration and back it  up with data,  survey,  interview.  analyze 

the keywords 

be more specif ic  on the analyze.  for  example:  how does have fun with 

fr iends mean for  them? 

 

Reflect : 

maybe connect al l  with being responsible and education? 

how to elevate Drip? 

what is  this  experience connect with the tangible experience? 

how does al l  our possible solution del iver  their  needs.

Cristabel  happened to be at  tb so we asked if  we could consult  with her and 

she agreed to it .  we needed a second opinion apart  from our lecturers and 

we were glad she could help 
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framing the problem

we were told by cristabel  that we could think about framing our problem 

statement to curate a perspective that would be suitable for  our solution 

because we have already gone in depth with it
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how might we?

our group wanted to create our problem statement as well  as  our how might we 

together so that it  would create a better  connection to be more cohesive .  We 

wanted to make sure that the wording sounded good and didnt want to make it 

too much of  a  severe problem. 
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consult ation
Feedback: 

having a stakeholders for  s leeping is  ok ,  HOTEL 

Small  capsule? only a small  space to sleep. 

creating a comparison between the tradit ional  and our service . 

the yoga or  coorporating with the personal  growth is  ok .  because it 's  also be 

l ike the oppostie of  the negative section of  the club. 

"we chooose this  pricing cos we already test  it  to our peers and they are buying 

the idea.  they are wil ing to pay this  much" 

 

Reflection: 

is  it  service design? 

wil l  i t  be helpful  for  the regular  club goers 

target audience,  define the persona 

budget 

- its  al l  about the organisation rejuvenating 

- How do u measure success? With membership? 

- Comparing before and after  experience.  What is  our reimagined journey to 

the club experience? 

- what is  the service design approach? 

- How to reframe the clubbing experience 

- Is  it  possible to curate an experience with selecting activit ies as a “personal 

it inerary”? 

- define the persona further ,  regular  club goer and non club goer? 

- sober clubbers ,  regular  clubbers? 

- provide some variety for  our design to divide into different type of  personas 

for  different people to personalise their  c lub experience? 

- zouk mambo jumbo? 

- the future of  clubbing? Anticipating the next pandemic 

- who are the cl ientele?

reflection:

We decided to scrap Drip camp and thought of  a  different way to present our 

solutions.  We decided to create a clubber identity type of  experience with our 

workshops that we have established.



W9    W10    W11   W12   W13   W14   W15   W16

new ideation:  as you are 

Our research and idea leads us to empower people who may or  may not go to 

clubs and we wanted this  idea to hone in on the identity of  the person club-

bing.  Are they the type that would dance alot ,  or  are they the type to not 

drink? In that sense,  our design and solutions would create a curation of  activi-

tes based on a quiz that acts  l ike a personality test . 
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quiz for  solution
the answers :  +new one= jaguar tattoo,  coaster  making 
a .  the sober one (mocktai l  making,  jaguar tattoo,  dance) 
b .  the wild dancer (dance,  dj ,  cocktai l  making) 
c ,  the r ich for  the night (cocktai l  making,  coaster  making,  dj) 
d .  the social  butterf ly ( jaguar tattoo,  dance,  cocktai l  making) 

e .  the can't  stop drinking (cocktai l ,  coaster  making,  mocktai l  making)

questions: 
1)  when you go to a club whats your preferred choices of  drink 
a .  Non alcoholic  beverage 
b .  craft  beer 
c .  a  c lassic  cocktai l 
d.  i  l ike a variety of  drinks 
e .  shots al l  the way 

2)  Whats your go to dance move on the dance f loor? 
a .  wild and unpredictable dance moves 
b .  I  mix it  up and dance to the music 's  vibe 
c  i  prefer  to watch on the side l ines 
d .  the classic  two step 
e .  breakdance and fancy footwork
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3) how do you dress for  a  night out at  a  club? 
a .   i  adapt my style to match the theme of  the club 
b .  streetwear and sneakers 
c .  comfortable and casual 
d .  glamorous and attention grabbing 
e .  chic  and styl ish

 
4) what 's  your favorite type of  music  to dance to at  the club? 
a .  hip hop and rap 
b .  i  enjoy a mix of  music  genre 
c .  i 'm not a fan of  loud music 
d .  pop and hit  mainstream music 
e .  edm and electronic beats

 
5)  how late do you usually stay at  the club? 
a .  i t  depends on the night and my mood 
b.  unti l  midnight 
c .   i  leave early 
d .  unti l  the after-party ends 
e .  unti l  the club closes

6) what 's  your favorite part  of  the club experience? 

a .  enjoying the atmosphere and music 

b .  showing off  your dance moves 

c .  avoiding the crowds and chaos 

d .  meeting new people and making fr iends 

e .  being the center  of  attention

7) how do you react  to an invitation to a night out 

a .  reluctant you'd rather stay in 

b .  excited and ready to go 

c .  interested but not overly enthusiastic 

d .  absolutely and you start  planning out for  night away 

e indifferent but you might consider it

we would have done more questions if  we had the 
idea earl ier  on we knew that we could produce more 

personality types as well  along with additional  ac-
tivit ies .  T ime was short  and we had to make do 

with it .
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process :  cus tomer journey

saw the pop-up on the street

cecilia went in 

cecilia uses the machine

cecilia cecilia takes the quiz

questions of the quiz

final result of the quiz: "the wild dancer"

saw some queuing and saw someone bring the 
card and on their way to Drip, cecilia was 
curious and came into the popup

cecilia was looking at the 4 machines and 
observing people tapping on the screen

the card has the detail of the stamp, and also 
got the alcohol patch

awareness

consideration

purchasing

staff at the pop-up will tell Cecilia about how 
the activities+stamp+lucky draw+ ticketing 
works

pasting the alcohol patch at pop up

cecilia go out and on the way to drip

cecilia arrived at Drip
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cecilia make a new friend, interact with the 
audience at the activities

cecilia doing #1 dance

cecilia gets stamp

cecilia doing #2 dj workshop

cecilia doing #3 mocktail making

cecilia went to the pop up to redeem the food 
and drink

cecilia gets stamp

cecilia wins prize, free sofa

cecilia gets stamp

lucky draw at Drip 3 chances

go to Drip

party

retention

Cecilia show alcohol patch to get her "secret 
drink"

Cecilia's alcohol patch glows

shes having the best time of her life and will 
recommend it to her friends

advocacy
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week 15

Phase 1 Production
As we have established our concept it 
is  t ime to put it  into the desiging and 

actual  consideration of  our solution
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‘ inspirations ’ 

my process :  s t icker patch 

I  was inspired by various ways that would represent a patch or  a  st icker  in a 

sense,  fun ways to create individuality within the sticker  patch as we 

wanted a few variations and not just  one.  So i  looked at  puddles ,  paint ,  bar 

codes and plasters as references to funny aspects of  st icker  design.
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‘ init ial  designs ’ 

my process :  s t icker patch 

here was the f irst  draft  of  patches that were designed with different fonts 

that were interesting looking as well  as  adapting the ideas of  plasters or 

barcodes,  I  also attempted to combine the two together to create

 something new
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‘own type and drafts ’ 

my process :  s t icker patch 

i  decided that there wasn't  any font that was going to represent a l iquid 

adaptation i  wanted,  so I  decided to create my own typography f irst  and 

then warp the text  to create different variations of  st icker  patches
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‘ f inal  designs ' 

my process :  f inal  s t icker 

I  continued creating shapes and puddles of  l iquid whilst  playing with the 

orientation of  the text  unti l  I  was satisf ied with the result . 
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‘ f inal  product ' 

my process :  f inal  s t icker 

our group discussed and we found that having holographic st ickers would 

be the best  way to showcase the sticker  patch as a product .  I t  almost has 

this  element of  oi l  based design and goes well  with the l iquif ied shape. 
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‘s ite photo & exterior  revamp’ 

my process :  pop up 

our pop up needed to be placed somewhere,  and we had already planned for 

it  to be outside takashimaya area which is  on the way to Drip .  The original 

s ize of  the pop up was bigger than the actual  space we found so I  had to 

scale it  down to size in terms of  width.
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‘ interior  revamp’ 

my process :  pop up 

because the exterior  changed the interior  had to shift  its  layout as well ,  so I 

made sure that we were able to adjust  that to suit  the interior.  We also add-

ed a kiosk for  the quiz that people would need to take before going for  the 

activit ies .
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process :  s toryboard

She’s  horribly drunk

she says that she want to go club,  her 

fr iend replies “ learn how to manage 

your alcohol  consumption f irst ”

She uses the kiosk to take the quiz

she went to the pop up

She gets her  card

She feels  boring and texting with her 

fr iend
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She picks her  alcohol  pitch

She walks from the pop up to drip

Gets the second stamp by attending DJ 

class

Attends the f irst  activity - dance ac-

tivity and gets a stamp

Attends the last  cocktai l  making activ-

ity and gets the ful l  of  3 stamps

And paste it  on her arm
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She gets 3 chances to join in the 

luck draw

At night ,  she went to drip and enjoy 

her prizes

She enjoy the drink and the night ,  her 

alcohol  pitch glows

And she also gets one free special 

drink by showing her alcohol  pitch to 

the bartender

And successful ly gets 2 prizes ,  free 

sofa and free drink



W9    W10    W11   W12   W13   W14   W15   W16

process :  f inal  quiz
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process :  result s  of  quiz

Original ly there was plans to create the actual  in-
teractive quiz on Ipad but due to t ime restraint  and 
issues considering the program we wanted to uti l ise 
we were unable to put it  out . 

‘quiz  interactive ’ 



W9    W10    W11   W12   W13   W14   W15   W16

process :  ac tivity cards

these were the f inal  design of  the cards ,  and they 
turned out well

' f inal  products ’ 
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process :  f inal  s toryboard

she says that she want to go club,  her 

fr iend replies “ learn how to manage 

your alcohol  consumption f irst ”

She uses the kiosk to take the quiz

she went to the pop up

She gets her  card

She feels  boring and texting with 

her fr iend
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She picks her  alcohol  patch

Attends the f irst  activity - dance ac-

tivity and gets a stamp

Attends the last  cocktai l  making activ-

ity and gets the ful l  of  3 stamps

She walks from the pop up to drip

Gets the second stamp by attending 

DJ  class

She gets 3 chances to join in the 

lucky draw
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And successful ly gets 2 prizes ,  free 

sofa and free drink

And she also gets one free special 

drink by showing her alcohol  pitch to 

the bartender

At night ,  she went to drip and enjoy 

her prizes

She enjoy the drink and the night ,  her 

alcohol  patch glows
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week 16

Phase 2 Production
In deep with our process and solution, 
i ts  grind t ime and theres no t ime to 

waste near the f inish l ine. . .
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my process :  site+pop up

‘photoshopped exterior ’ 
I used photoshop to create the i l lusion of  the pop up at  the site using warp. 

The images were also brushed over with l ight yel low and made to look 

brighter  as the original  image renders had more sunlight than the actual 

ion orchard. 
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my process :  site+pop up

‘photoshopped interior ’ 
I used photoshop here to warp the perspective of  the background. . .  and its 

a  l it le  imperfect  st i l l  managed to create the i l lusion of  perspective .  I t 's  a 

combination of  two images on both sides and not a s ingle image outside 

takashimaya.
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process :  t icket pr icing

‘ inspirations ’ 
we had looked at  two ways we wanted to represent our t ickets ,  one was in 

the form of  a  receipt ,  that notes down the detai ls  of  what you get ,  while the 

other was more in l ine with what drip already does as cards . 
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process :  t icket pr icing

‘ f i rst  drafts ’ 
this  design t ies more into the way that Drip had already done their  cards ,  so 

we decided to go with a different approach as to the way the t ickets would 

be created. 
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process :  t icket pr icing

‘ f inal  designs 
hence on the f inal  design of  the t ickets ,  we decided to go with a receipt  as a 

fun nod to t icketing.  I t  would note down what kind of  t icket you bought as 

well  as  the activit ies that go along with it . 



W9    W10    W11   W12   W13   W14   W15   W16

process :  slide deck
‘ t i t le ’

‘about drip ’

1 .

2 .
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‘why people into clubbing’

‘what do you know?’

3 .

4 .
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‘before and during’

‘c lubs are spaces ’

5 .

6 .
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‘opportunities ’

‘persona’

7.

8 .
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‘how might we?’

‘as  you are ’

9 .

10.
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‘exterior ’

‘ interior ’

11 .

12.
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‘quiz start ’

‘quiz question’

13.

14.
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‘quiz results ’

‘activity card from result ’

15 .

16.
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‘alcohol  st icker  patch’

‘cocktai l  making’

17.

18.
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‘DJ  workshop’

‘dance workshop’

19.

20.
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‘ jagua tattoo’

‘diy coaster ’

21 .

22.
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‘mocktai l  making’

‘ lucky draw’

23.

24.
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‘t icket pricings ’

‘storyboard’

25.

26.
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‘play video’

‘ thank you’

27.

28.
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when thinking about the sl ide deck,  we 
knew that we wanted it  to be 

memorable to look at  and yet we didn't 
want the sl ides to be f looded with 
information,  yet create a sense of 

clarity which can help compliment our 
verbal  presentation.  Hence every sl ide 

was made in photoshop with aspects of 
imperfect  design created to form an 

i l lusion of  real ism.  
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process :  website
‘home page’

‘as  you are ’
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with the website ,  we tr ied to blend a 
mix of  design elements so that there 

was a certain sense of  consistency 
without creating one singular  identity . 

I t  would be easy to read and 
understand while experimenting with 

white spaces 
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process :  A1 board



W9    W10    W11   W12   W13   W14   W15   W16

the A1 board was designed in a grid 
square based format,  to showcase the 

organisation of  things and yet not 
making it  look too corporate and 

proffessional  we wanted it  to display 
the quiz as well  as  the activity cards , 
activit ies alcohol  patch,  and pop up. 

Overal l  a  visually intensive board that 
al lows us to display everything we did . 

The minimal usage of  text  was also 
important as we didn't  want people to 
get stuck in reading unecessari ly long 

amounts of  information.
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