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Report methodology 
Flashpacking is already an emerged trend in Singapore, but one that is still going strong and 

showing no signs of abating. The first beginnings of the flashpacking trend emerged in 

Singapore in 2011, based on its exceptional popularity in Japan. Through a systematic and 

inferential process, the team first introduced the trend by looking at how independent 

travellers choose to visit a particular destination or choose a specific type of tourism product 

based on a complex amalgam of needs. Next, the team analyzed the product and service 

attributes that flash packing hostels are catering in response to this trend. Delving deeper, the 

team then singled out a popular flash packing hostel, Matchbox the Concept Hostel, and 

applied the marketing mix (4Ps) analysis. Based on a detailed analysis of its 4Ps and 

consumer reviews from major travel aggregator sites, the team then proposed turnkey and 

practical recommendations. 

The Flashpacking Trend 
In uncertain times, consumer still buy things but what they buy changes. Their needs evolve 

and if businesses are able to spot those needs, they can survive. One thing is for sure – 

although standards of living is increasing, consumers are gravitating not to luxury products, 

but to simplicity and cultural experience. With this in perspective, flashpacking has been 

identified by Trend Hunter as one of the top trends in its “Top 20 trends in 2012 Forecast”.  

 

Flashpackers refer to comfort-conscious budget travellers who seek new ways of travelling on 

the cheap, but in style. These are people who embrace technology and desire to stay 

connected to the world throughout their travels. Like backpackers, they travel wherever their 

whims and fancies take them, but they bring along more technological gadgets instead of 

basic necessities such as toiletries, which they can purchase whenever the need arises. 

The	  Needs	  and	  Motivations	  of	  Flashpackers	  

Flashpackers enjoy a hybrid offering both the interactive and communal living of hostels with 

some of the comforts that can be found in a hotel. Personal satisfaction and experiences are 

becoming more important and consumers are more independent, involved, and discriminatory 

in the itinerary planning process. They are increasingly seeking experiences and fulfilment 

rather than places and things (J. King, 2001). Motivational theories have also been used to 

interpret tourist behavior. In 1987, Krippendorf placed Maslow's 'hierarchy of needs' in the 

context of tourism, arguing that there are a growing number of tourists seeking emotional 



recreation, satisfaction of social needs, and self-realization and fulfillment through travel (J. 

Krippendorf, 2003). Figure 1 outlines travel motivations based on Maslow's pyramid and 

offers a schematic of where certain tourism product segments might fit. Flashpackers are 

travellers who are more inclined to go on trips that are not fully planned out, with the element 

of exploration, fun and adventure. In short, they belong to the second largest group of tourists 

who seek “emotional recreation” in the form of activities that are not in the tourists’ regular 

lives. 

 

 

 

 

 

 

 

Technological developments and improvements have also contributed to changes in 

backpacking. Traditionally backpackers did not travel with expensive electronic equipment 

like laptop computers, digital cameras, and PDAs because of concerns about theft, damage, 

and additional luggage weight. However, the desire to stay connected, coupled with 

breakthroughs in lightweight electronics, has given rise to the flashpacking trend. In addition, 

the proliferation of online social media has given rise to technological navel-gazing. 

Youngsters who travel have a blog, a Facebook, and innumerable other "look at me" web 

services. Attention-seeking travellers need to have facilities that support the use of their 

technological gadgets in order to have every experience dutifully recorded and uploaded in 

real time. Hence, it is common amongst flashpacking hostels to provide high-speed wifi, 

personal lockers, iPod docking station and 24-hour CCTV monitoring for better security, on 

top of having a welcoming entrance, sparkling clean premises, a kitchen and a communal area 

for recreational activities such as pool, all for less than $50 a night. This assignment features 

Matchbox The Concept Hostel (hereby known as “Matchbox”) as its central topic, with 

comparisons made to some its competitors. 

Figure 1: The Market for Responsible Tourism Products, SNV Netherlands Development Organisation, 2009. 

 



Target	  Segment	  of	  Matchbox	  

With reference to the demographic data provided by Hostelworld.com, the target segments of 

Matchbox fall within two categories. Firstly, working adults aged 30-50 with an established 

source of income and secondly, college students with disposable income. Other than the 

differences in their demographic and socioeconomic profiles, these two groups share 

similarities in terms of their psychographics and behavioural patterns. Both groups are 

travellers who value privacy, hanker for the camaraderie that strangers may enjoy from a 

chance meeting, and are highly connected with the world via their technological gadgets 

wherever they go. Our interview with Magdalene Wan revealed that most of its travellers are 

from overseas, mainly Hong Kong, Thailand and Japan, with a fifth of its customers being 

Singaporeans on staycations. 

Industry Analysis 
The team invited members of the staff from Matchbox for a casual interview but was turned 

down. Although the team visited Matchbox at Ang Siang Road in hopes of speaking to the 

receptionists and resident flashpackers, it was denied a visiting entry. Without primary data, 

the team relied on cross-referencing several secondary data sources from online review sites, 

YouTube, flashpacking hostels’ websites, social media and news articles. The team believes 

that its sources of secondary data are reliable as they primarily consist of customers’ feedback 

from their previous stays, as compared to official statements released from the hostel itself 

which may be biased. 

Industry	  Analysis	  Methodology	  

As the industry is still new for official statistics and reports, our team managed to work 

around this limitation by making logical inferences but affirm them by cross-referencing 

various secondary data sources. First, the team proceed to understand the needs and wants of 

flashpackers by differentiating them from backpackers before we can identify how 

flashpacking hostels position themselves. Next, to get the most accurate estimation on the 

number of flashpacking hostels in Singapore, the team relied on official statistics released by 

Singapore’s Hostel Licensing Board. From this estimation, we were able to differentiate 

flashpacking hostels and gauge the size of the flashpacking industry. Moving on, we were 

able to analyse both the industry and its competitive landscape. 



Differentiating	  flashpackers	  from	  backpackers	  

The convergence of technology and backpacking had led to the emergence of a new sub-

culture of backpackers who embrace technological innovations in their traveling lifestyle to a 

greater extent. These individuals are referred to as Flashpackers and can be considered part of 

the new 'mobile elite' (Bauman, 2007). They are technologically connected, have large 

amounts of disposable income, and on average travel for a shorter period of time. (Hannam & 

Diekmann, 2010). Backpackers on the other hand, has less ‘flash’ or ‘style’ to their travel 

lifestyle: Less expensive gadgets, less disposable income and typically travel for a longer 

period of time compared to flashpackers. Traveling is all about an experience and the 

advancements of social media and mobile technologies have dramatically changed how 

backpacking is done and experienced, how travel experiences are shared, and how 

communication and collaboration occurs before, during and after travel. The diagram below 

gives an overview of how the emerged but new flashpacker group is different from traditional 

backpackers in terms of their expectations on traveling experiences.  

 

 

 

 

 

 

 

 

 

 

 

The above diagram differentiates how flashpackers and backpackers perceive their 

independent traveling experiences should be and how much emphasis they give to meet these 

perceived needs for travel. The physical experience of traveling includes travel destinations – 

where to go, type of hostels, type of transportation, and the need for physical security for 

themselves and as well as their belongings. The social experience represent the degree 

travelers want to be immersed into the local culture, if they would like to meet other travelers 

along the way or is comfortable in staying with large groups of people as opposed to travelers 

who only want their own private travel time. The virtual experience includes the degree of 

Emerging sub-set of 

backpackers: Flashpackers 

Traditional 

Backpackers 

Figure 2: Adaptation from “Theoretical Framework of Backpacking Mobilities” (Source: Paris, 2010) 

 



connectivity and electronic gadgets needed for the travel such as email access, online 

communities such as Facebook, and travel blogging. It also includes the use of electronic 

devices such as laptops, tablets, smart phones, digital cameras and connections such as 

Internet, wifi, and broadband. As the diagram suggests, flashpackers are indeed a sub-set of 

Backpackers but with greater emphasis on virtual needs.  

Why	  use	  a	  venn	  diagram?	  

The three experience ‘areas’ have influence on one another. For example, traditional 

backpackers would not mind a budget hostel without Internet connectivity because their 

expected need for connectivity (virtual experience) does not ‘intercept’ with their expected 

physical experience. What traditional backpackers really want is a cheap hostel that allows 

them to meet other backpackers in maximized social spaces (When ‘Physical’ and ‘Social’ 

experiences intercept). As for flashpackers, their great need to virtually connect in order to 

share their travel experience can be seen by the ‘Virtual’ and ‘Social’ experience intercepted. 

All together, a flashpacker would be likely to choose a hostel that provides security for their 

expensive gadgets while also providing online connectivity services and minimal social 

spaces to meet other flashpackers. The minimal social spaces can be explained by how 

flashpackers stay more connected with their friends and family virtually and thus eliminates 

the great need to meet other travelers during travel. 

Differentiating	  flashpacking	  from	  backpacking	  accommodation	  providers	  

One of the limitations in our report is retrieving clear market numbers representing the 

flashpacking industry because flashpacking is considered a sub group and sub culture from 

backpacking. Hotel statistics in year 2012 provided by the Singapore Tourism Board (STB) 

2012 breaks down the hotel industry into four general categories/tiers: Luxury, Upscale, Mid-

Tier and Economy. (Singapore Tourism Board, 2012) 

 

Luxury - Includes hotels in the luxury segment and are predominantly in prime locations 

and/or in historical buildings. 

Upscale - Includes hotels in the upscale segment and are generally in prime locations or 

hotels with boutique positioning in prime or distinctive location. 

Mid-Tier - Includes hotels in the mid-tier segment and are primarily located in prime 

commercial zones or immediately outlying areas. 

Economy - Includes hotels in the budget segment and are generally located in outlying areas. 

 



At first glance, it might be tempting to fit flashpacking into tiers of “Luxury”, “Upscale” or 

“Mid-Tier” because these categories do have keywords associated with flashpacking such as 

“luxury backpacking”, “upscale segment”, “boutique”, “mid-tier”. Moreover, flashpacking 

had been associated with “upscale or luxury backpacking” with comfort needs such as air-

conditioning and cleanliness over the utility gained from backpackers traveling on shoestring 

budgets offered by the Economy tier. However, with careful consideration of the standard 

average room rates stated in STB’s hotel statistics, it is likely that STB considered 

flashpacking hostels under the “Economy” classification solely based on accommodation 

rates. For economy class accommodations, the average room rates ranges between 

$SGD105.60 to $SGD113.40. Please see “Appendix 1: Hotel Statistics by Tier” for more 
information. 

 

To solidify our assumption, we did a cross reference from STB’s brand destination website 

YourSingapore1 and found out that STB indeed classifies flashpacking hostels under the 

“Backpacking” category which is filed under the Economy tier of STB’s hotel statistics. 

(YourSingapore, 2012) Please see “Appendix 2: Accommodation recommendations under 

YourSingapore” for a sample search result. The report needs to differentiate flashpacking 

hostels from backpacking hostels as STB does not clearly define the boundaries between a 

backpacking and flashpacking hostel, and most backpacking hotels provides air-conditioning 

which may be a necessity in Singapore. One important point to note is that air-conditioning 

alone cannot differentiate flashpacking hostels from backpacking hostels in Singapore. 

 

As such, the report identifies flashpacking hostels by the below non-exhaustive features and 

services - Usually boutiques/themes based, offers superior service and accommodation 

experience (which includes air-conditioning) comparable to mid-tier hotels, and provides 

increased security features for flashpackers to protect their expensive gadgets such as laptops 

and DSLR cameras. These features fit the profile and needs of a flashpacker. 

Estimated	  number	  of	  Flashpacking	  hostels	  in	  Singapore	  

As flashpacking is a subset of backpacking, there are many overlaps in terms of attributes and 

services provided by flashpacking and backpacking hostels. Under the Hotel Licensing Board 

in Singapore (HLB), there are currently 39-registered backpackers accommodation hostels. In 

differentiating flashpacking hostels from these 39 backpackers hostels, we searched for their 
                                                
1 YourSingapore is an evolution of Uniquely Singapore, which remained Singapore's destination brand 

from 2004 to 2009. 



online presence such as Facebook pages and user reviews one by one and looked out for “Air-

conditioning, wireless Internet, spacious Lockers, theme-based or attractive interior design, 

strong online social presence, and physical security”. Following these attributes, we have 

come to an aggregate number of 8 flashpacking hostels2 in Singapore. However, to be more 

accurate with our estimation, we would estimate 9-15 flashpacking hostels in Singapore 

because we may be misled by the possibilities of bias user reviews, outdatedness of hostels’ 

websites and inactivity on their Facebook business pages. We also do not rule out the fact that 

some up and coming flashpacking hostels are currently in the midst of gaining their licenses 

from the HLB as it requires many approvals from various authorities (Janus Corporate 

Solutions Pte Ltd, 2010). From STB's statistics, there are approximately 900,000 available 

rooms in Singapore as of September 2012. STB segmented their hotel types into Luxury, 

Upscale, Mid-tier and Economy but did not state how many percentage each segment 

occupies for this 900,000 hotel/hostel rooms in Singapore. Therefore, based on the identified 

9 flashpacking hostels, we have estimated they provide 449 pods/beds in total with each 

hostel housing up to 40 pods/beds on average. This is a very plausible estimation because 

these hostels are converted shophouses located in the suburbs like Chinatown and Bugis. If an 

average of 40 pods/beds can be provided by each flashpacking hostel, the total number of 

flashpacking accommodations can be estimated at about 600 due to the previously estimated 

upper limit of 15 flashpacking hostels active in Singapore. As such, the flashpacking industry 

is supplying 0.06% of accommodations in Singapore. 

  

                                                
2 Backpacker's Hostel @ The Little Red Dot, Backpackers@sg, Betel Box Backpackers Hostel, Bunc 
Hostel, Five Stones Hostel, Footprints Hostel, Matchbox: The Concept Hostel, Rucksack Inn, Wink 
Hostel. 



 

Hostel Pods/Beds  
(Estimated) Types of Accommodation (Per Dorm or Room) 

Bunc 44 

12 beds, 10 beds, 8 beds, 6 beds, 4 beds, 3 beds, 2 beds. 

Backpackers@sg 36 

Betel Box 48 

Fivestones 48 

Footprints 44 

Matchbox 42 

Backpacker's Hostel 
@ The Little Red Dot 44 

Rucksack 95 (46+34+15) 

Wink 48 

Total (Est.) 449 

Average (Est.) 40 

The above estimated pods/beds per hostel is gathered from each hostel’s website and hostel 

booking/review aggregator sites. 

Competitive Landscape 
The team gathered review scores from major hostel review sites to get a rough idea on how 

these hostels compete against each other. These set of scores, however, are limited to the 

number of consumers who actually bothered to do a review, their different understanding of 

criteria such as “Cleanliness”, and the perception flashpackers used while consuming 

flashpacking services. Note: We did not include Tripadvisor.com because their rating is in 

terms of ranking and not by score. 

  



 

Hostel Review Score 
(Hostelbookers.com)3 

Review Score  
(Hostels.com)4 

Review Score 
(Hostelworld.com)5 

Review 
Score 
(Average) 

Wink 93.4% 94.0% 90.0% 92.5% 

Five stones 91.0% 96.0% 90.0% 92.3% 

Rucksack  
(Hongkong 
Street) 

93.3% Not yet rated 87.0% 90.2% 

Matchbox 89.8% Not yet rated 90.0% 89.9% 

Bunc 89.9% Not yet rated 88.0% 88.9% 

Backpackers@sg 90.9% 88.0% 84.0% 87.6% 

Backpacker's 
Hostel @ The 
Little Red Dot 

88.6% 86.0% 80.0% 84.9% 

Footprints 80.8% 83.0% 83.0% 82.3% 

Betel Box 71.4% 73.0% 84.0% 76.1% 

 
 
  

                                                
3 Based on attributes: Atmosphere, Facilities, Staff, Safety, Location, Cleanliness, Value. 
4 Based on attributes: Atmosphere, Facilities, Staff, Safety, Location, Cleanliness, Value for money. 
5 Based on attributes: Character, Security, Location, Staff, Atmosphere, Cleanliness. 



Value perceptual map (Based on “Value for money” attribute in user reviews) 
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Results	  

The flashpacking business in Singapore is getting more competitive as more concept-style 

hostels are joining into the industry. The review scores are very competitive as well, which 

shows how hostel operators are modelling each other to keep up with the flashpacking 

industry. By looking at the user reviews, the main few distinctions between these hostels are 

largely based on customer service, knowledge of local tours, and location with nearby 

ammenities. Physical security, cleanliness, Internet access, air-conditioning/good air 

ventilation is taken for granted. 

Discussion	  

Trend	  in	  Singapore	  is	  still	  growing	  

Singapore has seen a dramatic rise in the number of boutique hostels, aimed at the 

flashpacker, an emerging group of affluent backpackers who are well virtually connected and 

seeking a nomadic style of holiday like a backpacker but without comprising on luxury or 

style. Singapore is indeed leading this trend as flashpackers over the world are flocking to the 

city, attracted by its boutique style hostel designs with facilities and services eliminating all 

pain points of a flashpacker at fantastic prices. Air-conditioned rooms and complimentary 

breakfast are the norm and flashpackers receive free deals and discounts, queen size (private 

rooms) or single beds (dorm-style) with luxurious bed linen, soundproof walls, free wireless 

Internet access, and even the loan of netbooks or the free use of desktop computers. Latest 

boutique hostels such as Matchbox has flashy entertainment rooms with modern or flashy 

interior design for flashpackers to relax and socialise in, as well as offering guided tours to the 

city. (Perowne Charles Communications Ltd, 2011) 

 

Although there is a growing flashpacking trend in Singapore, only a few identified hostels are 

considered flashpackers’ hostels. The way hostel operators are shifting their business strategy 

from low-cost to differentiation shows that today’s independent travellers are expecting more 

and raising the bar of what constitutes as “basic needs”. The flashpacking trend, therefore, is a 

signal to a current market transition where all backpackers’ hostel operators must catch and 

flashpacker’s hostel operators must capitalize on. Fortunately, at current stage, the demand for 

flashpacking hostels may be greater than supply due to Singapore’s small geographical area 

and the various constraints imposed from the urban redevelopment authority (URA). 

  



Matchbox: Current Marketing Mix 
Matchbox the Concept Hostel is designed to meet the needs for young, trendy and technology 

savvy backpack travellers who value travelling with style and technology. 

Product	  

Matchbox gives a designer twist to the capsule concept originated from Japan and modified it 

into pod-style bed cabin. Each pod is equipped with a 3-pin power socket, adjustable reading 

lights, basic beddings, and clothes bar with hangers.  Travellers are self-sufficient staying in 

the individual pod-space created for them. Peep-through panels on the side of each pod is a 

good personal touch allows customers to have private conversations with their travel partners. 

Without a curtain at the end of the pod, travellers are not isolated from each other and still 

enjoy the backpacker’s community by interacting with fellow travellers. 

 

Matchbox has many complimentary offerings. Their customers can enjoy all-day breakfast, 

fast Wi-Fi Internet access, computers, foot and back massagers, custom-blend shampoo-

conditioner-shower gel and free laundry facilities. 

 

Matchbox balances both private and communal space to cater to different guests with 

different priorities. The communal area is filled with fun beanbag chairs. Entertainment 

facilities include the library corner and in-house movie selections. They allow fellow 

travellers to relax, mingle and socialize, converting Matchbox into a kind of “being space”. 

The essence of a being space is a commercial living-room-like setting, where people are 

allowed to mingle through homely activities like watching a movie, reading a book or simply 

interacting (Trendwatching, 2006). By marketing the being space experience, Matchbox is 

effectively creating customer satisfaction, which influences how customers evaluate their stay 

and thereby creating the possibility of a revisit or a recommendation to their family and 

friends. 

 

Designer touch is reflected on every corner of Matchbox hostel. Matchbox adopts a fun and 

youthful theme by using bold and bright colors for the interior design. They are affiliated with 

a local furniture brand, Ministry of Chair, whose products exudes fun and youthfulness. The 

above strategies give a distinct and memorable brand personality to the hostel. Many 

customer and media reviews describe Matchbox as “fun”, “lively” and “playful”. Matchbox’s 

desirable brand personality increases brand familiarity for customers and thereby augments 

brand equity.  



 

Matchbox also has a team of friendly and approachable staff who adds a personal touch to the 

hostel’s environment. Many of them are willing to interact with travellers, and are often seen 

having casual chats with them. Travellers would in turn bond with the hostel on the emotional 

level which contributes to their brand loyalty towards Matchbox. 

Price	  

Matchbox is upscale yet reasonably priced for a hostel. The pricing for the traditional 

standard hostel arranges from $15-$30 per bed, whereas low-end hotel rooms, such as Hotel 

81 and Fragrance Hotel, cost $70-$150 each per night. The price for one pod (bed) at 

Matchbox is generally 1.5 times higher than that of a standard hostel bed, but lower than 

budget hotel prices. The quoted price on Matchbox official website for a single bed in the 

ladies’ dorm is $52 per pod per night. For a pod in the mixed dorm, it costs $45 per night. The 

couple bed for two persons in mixed dorm costs $88 per night. Due to capacity management 

issues however, Matchbox practises yield management pricing strategy, which the full quoted 

prices are not charged most of the time. Instead, it lowers pod prices during non-peak 

travelling seasons to encourage more bookings. Its off-peak prices, generally $25-$30 per 

bed, can be as competitive as prices offered by other standard hostels. Depending on market 

conditions, further price adjustments are also possible, allowing room for customers to work 

within their budget. 

Promotion	  

Matchbox offers a variety of product promotions. One such deal is the Bridal Hen’s Party 

Package, an accommodation package specially designed for brides-to-be and bridesmaids’ 

stay-overs, as well as for bachelorette parties. Another is a 10% discount off total bills for 

customers visiting Matchbox during their birthday week. For example, their specially 

designed two product promotions for bachelorettes and birthday girls or boys. The objective 

is to make the customer feel exclusive on that special day, which projects Matchbox as a 

place where fun memories are created. 

 

Matchbox has also achieved marketing success in terms of public relations. Matchbox has 

been featured in almost all established local newspapers and lifestyle magazines. Examples 

include LianHeZaoBao, The Straits Times and WoBao. The media coverage also extends to 

many overseas countries such as Hong Kong, Japan, Thailand, Australia, New Zealand, 

Norway, UK. Matchbox is one of the most recommended flashpacking hostels in Asia due to 

its novelty and service quality. Matchbox not only benefits from the high level of exposure as 



the media reach out to large customer base, but also gains from the significant influences of 

the media over customers’ lifestyle purchasing decisions. As travelling-related products are 

experience orientated, customers rely highly on the reviews and recommendations from 

famous commentators and prestige media sources for travelling and lifestyle advises. The 

local public relations success is evident in the fact that nearly 20% of the customers are locals 

who spend staycations in Matchbox. The media publicizes the novel capsule hostel concept as 

flourishing in the local scene and endorses the special staying experience as something which 

conventional hostels do not usually offer. This attracts the variety seeking local consumers 

who are drawn to “unique” and “different” experiences. 

 

Matchbox also adopts social media marketing strategies by using its Facebook page as a 

promotional tool. Its strong social presence makes Facebook a successful promotional 

channel.  Facebook content is organized carefully and constantly updated. Matchbox engages 

the audience perpetually by offering prompt and informative responses to enquiries from the 

audience. This allows Matchbox to build a positive and personal relationship with customers 

and potential customers and earn their trust. Furthermore, Matchbox creates an imaginary 

travelling-loving figure, “Twiggy”, who visits interesting places around Singapore and shares 

the local travelling tips with the audience in its blog, “Twiggy’s World”. Matchbox also 

shares the travel blogs on its Facebook page. By doing so, Matchbox successful creates social 

objects, local interesting to-go place, which foreign travellers have great interests in.  The 

social objects not only attract more traffic to the page, but also induce participation from 

audiences by offering discussion topics. 

Place	  

Matchbox adopts a lifestyle-marketing perspective in choosing its location.  Matchbox is 

strategically located at Ann Siang Road with the backdrop of heritage district of Chinatown, 

and is also surrounded by chic, upmarket, fun and quirky shops, cafes and bars. Adopting the 

Value And Lifestyle System (VALS), the young flashpackers which Matchbox targets are 

likely to be experiencers who are impulsive, offbeat risk-takers. They enjoy being trendy and 

indulge in the exciting city life. Also, they want to experience the unique Singapore culture 

which is distinctive from their home culture. By locating at the strategic location of Ann 

Siang road which offers both of these to its group of hip travellers, Matchbox successfully 

employs the lifestyle marketing which is the best way of segmentation in travel industry.  

 

Matchbox is only featured in hostel specific booking aggregator sites instead of hotel booking 



aggregator sites such as Agoda.  Bookings for Matchbox are generally processed either 

through its own website or through the three most popular hostel booking websites, namely 

hostels.com, hostelbookers.com, and hostelworld.com. The hostel booking aggregator sites 

are the most critical distribution channels for hostels as hostels are usually unknown to 

foreign travellers unlike renowned five-star hotels such as Marina Bay Sands.  Thus, the 

hostel booking aggregator is the most important avenue to increase exposure among 

customers, which means that how the hostels present themselves on the aggregator sites has 

direct influence over sales. One of the advantages of travel aggregator sites is that they enable 

customers to view all available options all at once and make comparisons easily. Customers 

will naturally undergo categorization process for all the options available on the sites to better 

compare the alternatives. The superior features that are clearly reflected in the photos and 

detailed descriptions distinguishes Matchbox from the other hostels. Customers are unlikely 

to categorize Matchbox under the normal hostels which only offer the most basic features at 

the cheapest prices. Instead, customers are likely to create a new and upmarket product 

category for Matchbox, which is luxury hostels or “hostels for flashpackers”. They will then 

identify other flashpacking hostels which offer similar products as Matchbox which are the 

direct competitors of Matchbox, such as Wink Hostel and Fivestones Hostel. In order to make 

better comparison among competitors, customers will then create a product exemplar which 

best represent the products in the new category. Many Google search results for flashpacking 

websites are Matchbox related. Therefore, Matchbox is likely to be identified as exemplar 

product due public’s familiarity with it through its pervasive online presence and extensive 

media exposure. Being the exemplar product, Matchbox is able to generate top-of-mind recall 

more easily than other competitors. Also, customers are willing to accept the upmarket 

pricing as they feel the high price is justified for “flashpacking hostel” that Matchbox is 

belong to. 

 

For customers who are interested in Matchbox, they can further explore the service offerings 

on the Matchbox official website. As the nature of hostels is to attract travellers who are 

likely not to have personally visited the hostel, it is very important for hostels to reduce 

visitors’ functional risk by providing comprehensive information about their rooms and 

services, especially via online as it is flashpackers’ main source of information. Website 

design is simple and fun which is in line with the personality Matchbox tries to project to its 

customers. The website also offers panoramic views of dorms, living room area and bathroom 

to lower the functional risks of the customers in the pre-purchase phase. By simulating the 

real visiting experience, customers can more accurately anticipate the actual hostel 



environment and better manage their expectations. The online booking facility is user-friendly 

to guarantee an easy and fast booking process. Detailed question and answer section also 

helps to minimize audience uncertainties. Moreover, all the evidence of news exposure such 

as newspaper articles is put into the photo gallery for the audience to view. This also helps to 

reduce risks regards to the product choice. 

Analysis of Reviews 
Accommodation reviews are part of the information search that lie at the top of the purchase 

decision process. In addition, reviews are one of the most critical sources of information that 

flashpackers rely on. After all, if flashpackers do not like the reviews of a particular hostel, 

they can easily switch to an alternative with just one click away. Hence, to evaluate 

Matchbox’s execution of their marketing (promotional) strategy, it is important to measure 

customer satisfaction through the reviews. 

Since flashpackers tend to rely only on a few aggregator site for reviews, the focus of this 

analysis would be on 129 reviews from the flashpacker’s top four online travelling aggregator 

sites: Tripadvisor, Hostelworld.com, Hostelbookers.com and Hostels.com.  

 

Of the top three sites, Matchbox ranks high in overall rating. It is ranked top 10 from 

Tripadvisor, top 9 from Hostelbookers with an average overall rating of 90.1%, and top 5 

from Hostelworld with an average overall rating of 90%.  

 

Reviews are generally highly positive with some reviewers indicating strong interest of 

visiting again. Most customers point out that they are satisfied with the location of Matchbox, 

which is near three MRT stations. Good location also allows for easy access to food and 

shops. Most reviews also mention the friendly staff that makes their stay warm and enjoyable. 

High praises were also sung about the modern interior design and overall cleanliness of the 

place. Many also approved of the novel pod concept and the privacy it brings. Each pod also 

comes with a personal reading light, power plug and locker, which provided necessary 

security, something many feel thankful to have. Most also enjoyed the spacious and 

comfortable beds. Much was said about the homely lounge, which boasts an array of movies 

and board games. Some customers appreciate complementary offerings such as all-day 

breakfast and foot massagers. Some reviews also reflect that privacy is well protected. 

 

On the other hand, there is some dissatisfaction voiced by a few customers. While the reviews 



mention many different sources of dissatisfaction, the most relevant areas in which Matchbox 

can remedy are its lack of variety in breakfast choice, an unstable WIFI, and an 

unknowledgeable staff force. Regarding breakfast, most flashpackers are actually happy with 

the free all day breakfast. However, what the flashpackers were dissatisfied with was in the 

variety of breakfast options available. There were only cereals, bread, and an assortment of 

condiments to go along. In short, flashpackers expected more out of the breakfast than what 

Matchbox actually provided. The second issue lies with an unstable WIFI network. There 

have been mixed reviews pertaining to the WIFI network, with some flashpackers getting 

good speeds and others not being able to connect at all. From a technical perspective it 

appears that Matchbox did not have sufficient WIFI routers and they were not well placed to 

provide the comprehensive coverage needed to the whole dorm. Lastly, most reviews have 

pointed that Matchbox has a staff force that is friendly and helpful. However, the problem 

was that not all of them were well trained and could not provide relevant recommendations to 

the flashpackers who were seeking for advice.  Please refer to “Appendix 4 Quantified 

review analysis” for an overview of our review analysis. 

Recommendations 
As one of the market pioneer for Flashpacking hostels in Singapore, Matchbox has proven 

that there is a demand for a more upscale and novel hostel. However, there exists a fierce 

competition in this market and hence, Matchbox should not rest on its laurels. The team 

recommends that it focus its attention on two of the marketing mix: Product and Promotion. 

Price is excluded because it is the commodity of attraction for the industry: 

Backpacker/Flashpacker hostels. Hence, any strategy that distorts prices is likely to risk a 

price war that is detrimental to the industry as a whole. Place is also not considered because 

Matchbox is already in a very desirable location on Ann Siang road with a lot of heritage and 

character. Due to its already central location in Singapore, opening more branches in 

Singapore does not justify the increased costs for Matchbox, especially since it may dilute the 

“boutique” and “quaint” feel Matchbox exudes. 

Product:	  Finding	  a	  Niche	  

The main strength of Matchbox lies in its novelty and first mover advantage. However given 

time, it will erode as competitors incorporate similar concepts in their hostels. In this regard, 

we recommend that Matchbox finds a niche in the market such as targeting groups of 

flashpackers rather than the individual, for example, groups of students on their graduation 

trips. Matchbox can differentiate itself as being group friendly, in a way which no other 



flashpacking hostels have done. It can offer to add value to the group’s stay by assisting them 

in preparations such as planning; reserving tickets and getting discounts for the attractions 

they are interested in.  

 

Another way of differentiating itself from others would be for Matchbox to can to focus on 

their service. With increasing competition and more discerning, experienced consumers, 

customer satisfaction in the tourism industry is critical than ever. We recommend that 

Matchbox tie-up with the cafes and bars located nearby to offer its customers unique monthly 

offerings that are encoded in QR code information placed at the entrances of their dormitories 

or the lobby. The novelty of such an idea will strongly appeal to the tech savvy flashpackers. 

Tie-ups should be made with F&B companies instead of tourist sites as flashpackers generally 

do not go to the regular tourist attractions. With that said, the discounts that Matchbox visitors 

get for the Singapore duck travel is not a very strong offering and should be replaced with 

more lifestyle offerings such as discounts at Arab Street to experience its unique dining and 

shisha concept.   

Promotion:	  Pre-‐purchase	  and	  Post-‐purchase	  Focus	  	  

All things being equal, younger, better-educated people enjoy the shopping/fact-finding 

process and tend to conduct more information search. It has been estimated that 90% of 

purchasing decision for overseas accomodation being online (Forrester, 2010). Taking into 

account the fact that flashpackers place more emphasis on evaluating potential hostels through 

online reviews, it is critical that Matchbox focuses on their online presence. We recommend 

that Matchbox regularly monitor feedback on travel sites, since most travellers are influenced 

by the reviews of their fellow peers. Currently, other than responding to enquiries on 

Facebook and email, they generally do not address negative feedback on social media, and 

have ignored the fact that bad word-of-mouth on social media can be perpetuated 

exponentially. In the event of a complaint or unsatisfactory stay, Matchbox could respond on 

the site itself, either by addressing the misconception or in the case where it has indeed failed 

to meet customers’ expectations, make an apology and promise to increase service standards. 

While it may not do much to appease the disgruntled traveller, it does portray the image that 

Matchbox cares for its travellers even when they have left the hostel, which creates a good 

impression for people who are thinking of visiting Matchbox. In addition, we feel that 

Matchbox can further improve their main website, as this is ultimately the best source of 

information for potential customers. For example, it should provide panoramic views for all 

three types of its dormitories instead of just the mixed dormitory to reduce the functional risks 



that many travellers face when making a commitment to their accommodation. They can also 

select memorable testimonials by previous visitors and post them on their main website where 

potential visitors have direct access to.	  

Fine-‐tuning	  execution	  of	  marketing	  strategy:	  Addressing	  customers’	  specific	  gripes	  

Although Matchbox has been receiving overall positive evaluations on the abovementioned 

online travel sites, we noted that customers have specific gripes. In this, we feel that such a 

service inconsistency is a threat to Matchbox's potential market share as it negatively impacts 

their brand image. 

 

Upon closer examination of the reviews, which are attached in Appendix 3, certain pertinent 

issues consistently turn up. The most prominent causes of dissatisfaction come from a 

disappointing breakfast, an unstable WIFI, and a staff force that is unfamiliar with the local 

attractions. Such issues lie in Matchbox’s less than satisfactory execution of its marketing 

strategy. Regardless of how well a marketing strategy is planned, its effects are limited by its 

execution. In this regard, it is recommended that Matchbox improve its execution to deliver 

superior customer value amidst the competition as follows. 

Breakfast:	  

Improvements 

To increase the variety and quality of breakfast available, Matchbox would have to incur 

additional costs that will ultimately be passed down to the flashpackers. Moreover, as evident 

in the reviews, most flashpackers only desire a decent breakfast, contrary to a fantastic 

breakfast. Hence, we do not recommend Matchbox to improve its breakfast offerings as it is 

not a core need that justifies the added costs. 

 

Managing customer expectation 

From the reviews, there appears to be an expectation dissonance between the flashpackers and 

Matchbox. Flashpackers were not satisfied because they felt that the breakfast did not match 

up to their expectations. Hence, we recommend that Matchbox provide more information 

about their breakfast instead of just stating it is an all all-day-breakfast. By informing 

flashpackers of what to expect Matchbox can mitigate the negative effect of the expectation 

dissonance. Moreover, if Matchbox can provide a better than expected offering, flashpackers 

would be even more impressed, leading to higher customer satisfaction.  



WIFI:	  

Improvements 

While fixing up the WIFI may involve significant changes to the infrastructure and high costs, 

we felt that the costs will be justified in the long term. A flashpacking hostel that does not 

provide a stable WIFI will not be able to retain their share of flashpackers and will not survive 

the harsh competition. Since being connected to the internet is a core characteristic for 

flashpackers which Matchbox did not manage to provide, we recommend Matchbox to 

directly address the issue. It can do this by responding directly to the negative reviews and 

state that they are fixing up their WIFI. This not only serves to appease the dissatisfied 

flashpacker but also serves to display Matchbox’s commitment to its customer. 

 

Managing customer expectation 

Lastly, as mentioned, having a good and stable WiFi network is one of the most basic feature 

that flashpackers look out for. Therefore, we do not recommend Matchbox to downplay 

consumers’ expectations regarding its WiFi service. 

Service	  Staff:	  

Improvements 

From the reviews, flashpackers actually highlighted the friendly nature of the service staffs. 

However, most felt that the staffs could do more by providing more information and 

recommendations for their day trips. Hence, to add more value to their customer’s stay, we 

recommend Matchbox better train their staff to go the extra mile. Moreover, it requires very 

little resources to tweak the level of service provided, making this course of action a given 

necessity. With regards to unsatisfactory services, we recommend Matchbox respond to the 

affected reviewers by thanking them for their input and promising to improve on service 

standards.  

 

Managing customer expectation 

It is unlikely that flashpackers would prefer to stay in a hostel where customer service is not 

up to standard. Hence, we do not recommend Matchbox to sell themselves short on service 

quality. 

Conclusion 
Increasing modernization has made more people unwilling to settle for less-than-comfortable 

living thus raising the bar of what basic needs and wants are for independent travellers. This 



had led to flashpacking hostels constantly revamping and redesigning their product offerings 

such as theme-based dormitories. However, there is always a limitation of how much 

improvement can be made on the products such as accommodation facilities due to cost, 

regulatory, and physical considerations. Therefore, it is common to see flashpacking hostels 

practicing product bundling such as including fringe product offerings like spacious lockers 

and free wireless Internet access as part of their main product offering. This industry practice 

has led to more competition as backpacking hostels noticed this trend and starts to product 

bundle. However, attracting flashpackers with product offerings is not enough. Successful 

flashpacking hostels constantly market and engage its consumers through social media such 

as Facebook, Twitter and blogging. At times, the marketing and engagement is so successful 

that potential consumers have very high expectations on flashpacking services. This is 

however a double-edged sword. Failure to meet these expectations on site is detrimental to the 

hostel’s image. Moreover, if a flashpacking hostel positions and differentiates itself based on 

good service, it is even riskier because service is often intangible, perceptual and relative to 

inherent expectations. 

 

Overall, flashpacking hostels should be beware of the increasing expectations from today’s 

independent travellers and at the same time be tactful in managing expectations both through 

social media and on site. 
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Appendix 1: Hotel Statistics by Tier 

 

 

 
 



Appendix 2: Accommodation recommendations under YourSingapore.  

 

  
 

 

 

 

 

 

 

 

 



Appendix 3: Negative Matchbox Reviews: Tripadvisor, Hostelworld, Hostelbookers 
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Appendix 4 Quantified review analysis
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