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Limited visibility  Website lacks Low awareness  Weak digital

and complex user-friendly of TWC2’s presence,
brand imagery navigation support services particularly
and emotional among target for younger
connection users audiences
5.

Current media and outreach content fails to resonate deeply



High Demand for 2 e
Communication

In 2023, TWC2 handled over 50,000 inbound and
39,000 outbound messages without a dedicated
hotline, revealing a need for more accessible,
multilingual communication channels.

TWC2 Hotline Statistic in 2023

FB Bangla Voice Call
FB Tamil WhatsApp

FB Main Instagram
(English, some Burmese, Chinese)




CareFund expenditure, 2023

Medical
30.1%

77,506

Most individuals seeking assistance
were injured at work and needed
support in dealing with their employers.

Project Roof
17.7%

45,651

Research
& Insights

General
26.5%

68,222



Handled Cases by problem type, 2023

Injury at work
38.7%

Salary Claim
26.2%

Premature termination 4.6%
Investigation 4.4%

lliness 3.4%

Lesser Classification 3.6%

Others
10.5%

Research
& Insights



The Gare Fund 8 Insghts

depends on individual donations,
corporate sponsorships, events,
and crowdfunding.

10 sustain this, our strategy
focuses on hoosting donations
and raising awareness.

Integrated Donation Options
the TWC2 website and app for accessibility

Campaign ( “WhatTheCup x TWC2”) Awareness Video
Aimed at increasing donations, broadening TWC2's A short video to share TWC2’s mission and worker
visibility, and delivering accessible benefits to stories, encouraging public contributions and support.

workers.



The rebrand aims to make
TWG2 more approachable and
Known.

Purpose of the Rebrand

“To create an approachable, empathetic
brand that emphasizes TWC2’s dual focus on
advocacy and direct aid for migrant workers.”

Design Focus

Foster trust, improve accessibility, and create
a modern, resonant identity that strengthens

TWC2'’s presence and impact. Design Statement



Target Audience

Primary

They are the direct beneficiaries of TWC2’s
services, and the rebranding should build trust and
awareness within the community.

Secondary

Young
Generation

They are socially active and more likely to engage
with cause-driven organisations, particularly through
digital and social media platforms



Our Vision

.,‘ & E fg“’

The new brand identity will position TWC2 as a trusted,
compassionate organisation providing immediate aid while
advocating for systemic change.

We aim to increase visibility, improve outreach, and foster
a deeper connection with the community.









Logo Redesgin

A simplified, welcoming design that
has each letter of T, W ,C, and 2, Typeface |mna(;|

with Human symbol.
2nd Arial

ABCDEFGHIJKLMNOPQRSTUVWKYZ
abodefghijKImnopurstuwxyz Aa ESDE AL O W 2




Colour Palette

Calming sky blue, white, and grey to
convey trust, reliability, and empathy

White Sky Blue

#FFFFFF

# 3CB2E3

# 000000



Brand Identity Video
Click Here To Watch the Video


https://drive.google.com/file/d/1wnuI0KDbybXe6t_Im483mk-zOevTqi-a/view?usp=sharing

Brand ldentity Video
(Logo Animation)


https://drive.google.com/file/d/1FPTKIOavZjI_l8WiMlZjCv8a4eOIX2Uh/view

Sub-Branding for Clarity

TWG2 Aid

Direct Services

Projects: Roof Project, Cuff Road Project,
FareGo Program, Care Fund, Wednesday Clinic

TWCG2 Action

Advocacy

Policy Reform, Public Awareness,
Research & Documentation, Media Outreach



Touch Points



Digital Accessibility

Website & App

A simple and approachable
design with a multilingual
chat bot and “Share Your
Story” feature for direct
access to help.

TWC2 Rebranding
Touch Points






Mobile App

The TWC2 app is a secure,
multilingual platform designed to
support Singapore’s migrant workers
with resources, community features,
and advocacy tools.



Signing Up Page

Multi-language
Support

The app is available
in the languages
most used by migrant
workers in Singapore,
such as Tamil,
Bengali, Tagalog, and
Mandarin.

The signup process is designed to be welcoming, allowing
users to select options that represent themselves without direct,
potentially uncomfortable questions like “Are you a migrant
worker?” This approach prioritizes accessibility and respect.




Real-Time Assistance

Direct Consultation feature for
urgent issues, minimizing barriers to
communication for migrant workers.



Casual Community Hub

A Community Room section called
“Stories” allows workers to share
stories, post updates, and connect
informally. This space provides
emotional support and strengthens
community bonds.

. Translation Support

Automatic translation for common
languages used by workers.

e Like and Comment

The app allows others to like, comment,
or react with emojis to show support.

Anonymous Posting

The app enables anonymous
posting to encourage
openness without fear of
employer retaliation.



Direct Aid Requests

Workers can easily apply for aid
in housing, food, transportation,
medical expenses, or legal

assistance with simplified forms.

Policy Reform
Suggestions

The app provides a dedicated
space for workers to submit reform
requests, whether for workplace
safety, wage fairness, or additional
support.



Community Voting

If the writer allows it, requests and
suggestions are made visible for other
users, including citizens and fellow
workers, to show their support by voting.
This prioritizes issues of greatest concern
and brings them to the forefront for
collective action.

Progess Tracking

Each request or report is followed through

a 4-step status tracker, from submission to
action, helping workers stay informed on the
progress of their cases.




Website Redesign

Improve User Experience

:To ensure easy navigation, clarity of
services, and accessibility, allowing both
migrant workers and supporters to quickly
find the information they need.









Third Page



TWC2 Rebranding
Touch Points

By creating a multi-sensory brand experience,
we aim to build a deeper connection to the cause.



Objectives

To attract donations, raise awareness, and engage
both the general public and migrant workers with
TWC2’s mission.

Multi-Sensory Experience

Sight (short, compelling videos)
Touch (donation options)
Taste (fresh beverages as reward)

For the general public,
this machine raises awareness and
invites support for migrant rights.

For migrant workers, it provides a
tangible benefit, encouraging more
of them to engage with TWC2'’s
resources.



Purchasing Experience

Before selecting their drink and while they
are made, consumers view short, videos
about TWC2, highlighting migrant workers’
challenges and TWC2’s mission.

Your support makes a difference

Choose an amount

Scan the app or enter the unique
code to get a discount

Enter Unique code

Discounted Drinks for
Migrant Workers

Migrant workers registered with TWC2 can
use their TWC2 ID for a discount on drinks
and free water.

Donation Prompt

After a selection, customers are given an
option to add a small donation with their
purchase.

Location

They would be placed more in areas like
little India, Bendeemer, Farrer Park since
their dormitories are there and they often
spend time there during their breaks.



Poster Posters allow us to directly reach migrant workers where they spend
their free time, like MRT stations, community spaces, and popular
gathering spots, ensuring visibility and accessibility for those who may
not regularly access digital media.



Cup Design (Hot / Cold Drinks)

The cup design carries a collaborative What the Cup x TWC2
logo, which turns each beverage into a conversation starter,
further spreading TWC2’s message throughout the community.






Thank You.
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