A NEW WAY TO SHOP

The SaleSale not only breathes life to past-season designer fashion, it also boasts a new retail concept
that addresses the needs and wants of the modern luxury consumer.

A NEW ERA OF LUXURY
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In Singapore, a new retail concept called The SaleSale

bridges accessibility with luxury fashion by offering
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Can you share how the idea for The SaleSale came about
and what its mission and long-term goal is?

Growing up in a family with a strong entreprencurial

background, I saw first-hand the grit and tenacity that goes

behind the scenes of a business venture. I was

spired by

my family’s passion and knew that while it was not easy,

ing a business of my own would be my greatest goal.

I seized a window of opportunity during the pandemic
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overseas retail and I wanted to bring that to Singapore.

Aligning both my interest in fashion and my penchant

. The SaleSale was born. The SaleSale is a brick-

ar store that offers high-end labels, but does

away with extravagant price tags. Moreover, The SaleSale

sources design bels that are not commonly available

in the Singapore market, such as Alaia, Marchesa, Zuhair

Murad, and Nacem Khan.
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These days, luxury brands are more inclusive rather than
exclusive. Can you comment on this and is this a direction
you see The SaleSale heading towards?
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As we slowly ease our way out from the shadow of the
pandemic, what do you think consumers are looking for
when it comes to retail and luxury experiences?
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creativity and offers a new experience for customers.
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always finding ways to elevate this experience.

For those who are looking to purchase luxury items from
past seasons - whether brand-new-with-tag or second-hand
- what should their approach/mindset be like?
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For more information
thesalesaleofficial

ollow The SaleSale on Instagram at



