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Citigroup Inc is an American multinational financial services company based in New York City. Citigroup 

was formed from one of the world's largest mergers in history by combining the banking 

giant Citicorp and financial conglomerate Travelers Group.  

On April 6, 1998, the merger between Citicorp and Travelers Group was announced to the world, 

creating a $140 billion firm with assets of almost $700 billion. The deal enabled Travelers to market 

mutual funds and insurance to Citicorp's retail customers while giving the banking divisions’ access to an 

expanded client base of investors and insurance buyers. 

Citigroup Inc. has the world's largest financial services network in the world, spanning 140 countries 

with approximately 16,000 offices worldwide. According to Forbes, Citigroup used to be the largest 

company and bank in the world until the global financial crisis of 2008. Today it is ranked 24th in size 

compared to HSBC as of 2011. The company employs approximately 260,000 staff around the world, 

and holds over 200 million customer accounts in more than 140 countries.  

Citigroup was heavily affected during the global financial crisis of 2008. In 2010, Citigroup returned to 

profitability and private ownership celebrating its first year in the black since 2007. It reported 

$10.6 billion in net profit, compared with a $1.6 billion loss in 2009. Late in the year, the government 

sold its remaining stock holding in the company, yielding an overall net profit to taxpayers of 

$12 billion. On January 16, 2009, Citigroup announced its intention to reorganize itself into two 

operating units: Citicorp for its retail and investment banking business, and Citi Holdings for its 

brokerage and asset management.  

Its largest shareholders include funds from the Middle East and Singapore. 

Citibank Singapore Limited is a division of Citibank N. A. of the United States and incorporated 

in Singapore on 28 June 2004. It has Qualifying Full Bank status which was awarded to its parent on 20 

October 1999, and the QFB status was transferred on the same day of its incorporation.  

The bank's headquarters is located at Millenia Tower. The main branch is at Capital Square at 23 Church 

Street. With the Qualifying Full Bank status, it can open up to 25 branches with up to 10 can be branches 

from 1 January 2005. 

As part of Citibank Singapore’s drive to target the private- banking segment, the Ultima credit card was 

launched. The card is offered to customers with minimum investible assets-under- management of S$5 

million. The card is exclusive and is offered by invitation only, despite the S$5 million criterion, 

restricting membership to a small group. 

Singapore is the first market in the Asia-Pacific that Citibank chose to launch the card having the highest 

growth in millionaire households. Citibank, with its global reach, provides even more reliability and 

protection than most other credit cards. One of the more exclusive credit cards, the Ultima Card is 

available in Russia, Germany, parts of Asia, and the Middle East. 

Diversifying into both retail and investment banking, Citibank’s participation in World Gourmet Summit 

focuses mainly on increasing the understanding and education of the general public to its products. 
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Citibank was the Presenting Partner and key collaborator for World Gourmet Summit 2011 (WGS 2011), 

along with Peter Knipp Holdings as the event organizer. As a key player in WGS 2011, Citibank’s roles 

and responsibilities in the event is to increase in magnitude simultaneously to the amount of visibility 

that it achieves vis-à-vis its contribution, both monetary and in kind. 

As previously noted, Citibank’s predominant role as the only Presenting Partner in WGS 2011 increased 

its visibility and obvious choice as a prime sponsor – one that Peter Knipp Holdings value highly, and 

notes as a key preference for Presenting Partner. Citibank’s contribution also allowed Peter Knipp 

Holdings to expand on exposure for both WGS 2011 as well as Citibank itself; this collaboration created 

synergies that would not have been possible without Citibank’s consumer reach and their willingness to 

provide high-quality support to WGS 2011 as an event, as well as the WGS 2011 team. 

A Clear Brand Vision & Objectives 

Through the event, Citibank provided a constant brand vision as well as clear objectives for the WGS 

2011 team to achieve.  This vision prompted a straightforward strategy for expanding the event’s reach 

to the targeted public of gourmet and lifestyle connoisseurs. 

Citibank employees’ education on WGS 2011 

Citibank employees’ (i.e. frontliners) were previously trained about the mechanics of WGS 2011 to 

better educate their respective clients about the event through-out their daily business dealings. 

At most events, Citibank was also provided a lounge area as an engagement platform for Citibank, 

existing consumers, and potential consumers. Representatives from Citibank were stationed at these 

counters were exceedingly knowledgeable about WGS 2011, as well as the bank’s products and services 

that Citibank offers exuding a well-rounded opinion of Citibank’s quality of employees and services. 

Special privileges to Citibank users and staff 

Special discounts and privileges were offered to Citibank customers when transactions concerning WGS 

2011 were settled using a Citibank Credit Card; this was also extended to Citibank’s staffs, who were 

allotted a special staff discount should payment also be made with Citibank Credit Cards. This provided 

an extensive customer base of potential WGS 2011 consumers, as well as increased the promotion of 

WGS 2011 and Citibank as major players in the lifestyle industry.  
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Citibank marketing collateral 

Citibank provided significant marketing collateral to aid in the visibility of the collaboration between 

WGS 2011 and Citibank.  

A few examples are as follows: 

1. Marketing Collaterals (Street banners at prime areas / Standing banners at events / Tealight holders 

placed around event reception areas)  

 This is in addition to the existing marketing collaterals produced by Peter Knipp Holdings for 

WGS 2011. 

 A collated list of collaterals produced is as follows: 

Event Booklet:                     

20,000 

Souvenir Magazine:             

10,000  

Menu Cover:                             

4,000 

Masterclass Recipe Cover:   

2,000 

 

Event Paper Bag:                    

4,000 

eDMs released:                               

9 

Street Banner:    

 Orchard - 40                                       

 Airport - 2                                            

 

Newspaper Advertisements: 

 The Straits Times     3                                  

 The Business Times     3                                

 Lianhe Zaobao    1      

Event Folder:                           4,000 

                           

 

 These collaterals added to the hype created about WGS 2011 nationwide, as well as the internal 

atmosphere at events.  

2. Usage of the Citibank Logo  

 All marketing collateral and correspondence 

contained the logo for Citibank as the Presenting 

Partner (as featured to the left). 

  Citibank’s logo is always featured where the World 

Gourmet Summit logo is seen;  promoting the 

partnership and strengths that each party may draw 

from each other and contribute towards the success 

of the event as a whole. This also aids in producing a 

constant image of the partnership. 



© All rights reserved    Peter Knipp Holdings Pte Ltd    As at 11 July 2011   Page 4 

Customer base and quality Citibank staff support 

Citibank extended their marketing collateral to their client bases, as well as those in the higher tiers of 

consumership – i.e. Citibank Ultima.  

As previously mentioned, Citibank trained their frontliners and other service staff about the mechanics 

of WGS 2011, for these staff to be adept at promotion for the event and answer client queries. Many 

distinct levels of the various banking arms were knowledgeable about the programme. As a Citibank 

staff discount was applicable should any Citibank staff make a transaction at any WGS 2011 event, this 

also played a part in the promotion of education of Citibank staff with respect to WGS 2011; the 

resulting effect of such a promotional program was self-propagating. 

As part of Citibank’s service to their customers, they included a Gourmet Concierge Service to Citibank 

Ultima clients. This added to WGS 2011’s target consumer demographic and increased reach.  

In addition, there is currently in existence a Citibank Gourmet Pleasures program. This program runs in 

support of Citibank credit cards. Citibank aims to expand its credit card segment by segmenting its 

position against competitors in the area of privileged dining. WGS 2011 was run and promoted by 

Citibank in relation to the Gourmet Pleasures program, hence also tapping on Citibank’s client base for 

credit cards and reaching out to a diverse stratum of consumers as Gourmet Pleasures is available from 

the basic tier of Personal Banking consumers. 

Advertising efforts 

A portion of Citibank’s contribution included an allocation to advertising efforts, and the production and 

dissemination of marketing collateral on the onus of Citibank. These advertising efforts were undertaken 

to promote, market and advertise WGS 2011 with full costs of borne by Citibank.  

Citibank produced a booklet for Gourmet Pleasures in Singapore, and distributed it to their local 

consumers. The material produced was consistent with those that were produced by Peter Knipp 

Holdings for WGS 2011, with content to be directed by Peter Knipp Holdings.  

Citibank presence at key events 

There was Citibank Ultima booths placed at the World Gourmet Summit 15th Anniversary Gala Dinner by 

Dietmar Sawyere, as well as the Spanish Gala dinner. These Ultima booths were designed, set-up, and 

run by Citibank. The arrangement went smoothly, and communication was optimum in creating this 

obvious visual placement at key events where their target demographic was. 

At other dinner events, there were special tables allotted to Citibank staff and their key clients. These 

were crucial in establishing the clients’ impressions the service that Citibank provided, as well as raising 

the networked potential of WGS 2011 and Peter Knipp Holdings.  



© All rights reserved    Peter Knipp Holdings Pte Ltd    As at 11 July 2011   Page 5 

Citibank has had a long-standing presence in the World Gourmet Summit Series. As the World Gourmet 

Summit Presenting Partner for the last 3 years (AY2009, 2010 and 2011), Peter Knipp Holdings and 

Citibank have established the benefits that the collaboration serves to bring. 

In return for the Partnership Title of “World Gourmet Summit 2011 – PRESENTING PARTNER”, Citibank’s 

package contribution was  

 Cash, Contribution Fee:   S$ 400,000 per year (excluding GST) 

 In-Kind, Media Buy:   S$ 200,000 per year (excluding GST) 

The media plan was structured such that any decisions were jointly determined between Citibank and 

Peter Knipp Holdings. 

WGS 2011 had a revamped partnership structure in comparison to previous editions of World Gourmet 

Summit. Through Citibank’s various contributions, Citibank’s efforts has proven invaluable additions to 

WGS 2011, taking partnerships and brand exposure as a collective entity to a whole new level.  

As a Presenting Partner, Citibank presents itself as the main player on the World Gourmet Summit 

platform. The Presenting Partner is on a distinct level that equates with that of event organizer, bringing 

Citibank to the upper echelons of exposure that is only available to that of its unique tier. 
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Goals 

World Gourmet Summit editions perpetuate the main goal gaining recognition, not just in the local 

market, but also in the international arena. The World Gourmet Summit showcases Singapore’s 

increasingly exciting culinary scene and affirms our reputation as a leading culinary capital. World 

Gourmet Summit features top notch quality events and powerhouse gourmet icons, boosting efforts in 

attracting top chefs and strong international food and beverage players to Singapore. Steadily over the 

years, WGS has significantly contributed to making this city state known in the world map as the hub for 

culinary excellence and innovation. 

The goals for World Gourmet Summit are as follows: 

 To set the foundation for establishing Singapore as a centre for F&B creativity, innovation, 

research and learning 

 To introduce novel and exciting gourmet cultures to Singapore 

 To increase public exposure to global dining 

 To recognize culinary talent – i.e. Through Awards Of Excellence 

 To put Singapore at the centre of Asia’s gastronomic scene 

 To cultivate widespread appreciation for fine cuisine and wine 

 To promote gastro-tourism with award-winning chefs and restaurants in Singapore on an 

international platform 

 To maintain the event as a platform for F&B professionals from around the world to convene, 

network, knowledge exchange and showcase of skills to discerning consumers and traders 

 To establish a landmark in a world recognized event 

Citibank has set out a vision to reinforce its position as the leading trademark for banking services. 

Showcasing Citibank’s quality products on an international platform in marketing collaterals and events 

organized by WGS would have benefitted Citibank in gaining much recognition and public awareness. 

Citibank seeks to optimize branding exposure at the various events with booths and advertisements set 

up. Well attended by a good mix of consumers and trade professionals from the different industries, 

Citibank is able to reach out to a large crowd and to its respective target groups. 

The goals for Citibank as a Sponsor to World Gourmet Summit are as follows: 

 To increase recognition and exposure by increasing awareness for Citibank’s products and 

services. 

 To establish a unique privilege program for Citibank consumers – i.e. WGS 2011 offers Citibank 

Credit Card members special discounts, priority needs, and privileges at selected premier 

establishments. 

 To cement its current market share and loyalty through having dedicated Citibank events for 

Citibank credit card members 

 To explore a different target market for previously untapped potential – e.g. Through World 

Gourmet Summit’s established relationships with prominent hosting establishments that 

already hold Citibank’s desired target market 



© All rights reserved    Peter Knipp Holdings Pte Ltd    As at 11 July 2011   Page 7 

 To increase brand exposure – i.e. Through all marketing collateral acknowledgement and 

prominent logo exposure 

 To increase international knowledge and media exposure – i.e. acknowledged in public relations 

programs locally and abroad 

Targeted Successes 

The targeted successes for World Gourmet Summit are as follows: 

 Sales - More than 92% of the Summit’s core event tickets were sold 

 Positive response from up to 20 award winning participating chefs 

 International exposure – Increase in the number of foreign participants in WGS 

 Planned activities were carried out smoothly  

 Assisted Spanish Media in accomplishing their mission of tasting local cuisines 

 Inviting proposals that brought in many partners and hosting establishments 

 Elevated Singapore’s culinary image 

 Established as a leading F&B consultancy in the region gathering the world’s top companies to 

generate creative concepts 

The targeted successes for Citibank are as follows: 

 Figures of the numbers of tickets sold via the Citibank Credit Card 

 Increase in the sign up for Citibank Credit Cards during the World Gourmet Summit period 

 Increased exposure for Citibank products 

 Booths set up at the events to showcase Citibank’s products 

 

o Citibank’s branding was seen on the WGS 2011 collaterals 

o Special privileges at WGS 2011 Dinners for Citibank card members 

o Press releases to local and international media 

o Citibank hyperlink in the reservation page 

o Citibank lounge / Concierge at various venues 

Citibank, as the presenting partner for the WGS 2011, would have received abundant publicity and 

recognition. Having much advertising, broadcast and media coverage, Citibank would have been given a 

mass amount of exposure. The branding of Citibank seen on collaterals (e.g. street banners) allows the 

targeted crowd to know about the company’s participation. 


