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ABSTRACT

This research studies the extent to which Singapore is marketing herself as a tourism destination through Internet usage. It analyses the Internet marketing approaches used by tourism organizations, and the degree to which Singapore tourism web sites meet travellers’ needs. Globalization and increased Internet awareness in the tourism industry motivated us to challenge the subject, in a bid to uncover new findings.

Fifty web pages from various sectors of the tourism industry were collected through the use of brochures, publications and search engines. These web pages were then analysed to examine the following: utilization of the Internet, sources of web traffic and interactiveness of web site features. 

Upon meaningful interpretations of the results, we observed that Singapore tourism sectors are not utilizing the Internet sufficiently to realize its full potential.  The accommodation and national tourist organization sectors are the most active in web marketing.  
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INTRODUCTION

            Advancement in information technology (IT) and increased accessibility to the World Wide Web (WWW) are changing the way consumers purchase goods and services worldwide. The convergence of IT and telecommunications has done much to remove geographical barriers.

          The tourism industry is also affected by this new technological revolution. Tourism organizations recognize the need to exploit the Internet in order to enhance their competitiveness. The WWW is an electronic marketplace with unlimited marketing opportunities. This new marketing distribution channel has seen a rapid increase in the number of travel-related web sites [Singapore Tourism Board, September 1999]. Promotion and distribution of tourism products online is gaining importance in many tourism organizations’ marketing strategies.

            In facing keen competition from numerous other tourism destinations in South East Asia and the lack of natural resources, Singapore has to maintain her appeal and keep ahead of competitors so as to become the tourism hub and gateway of the Asia-Pacific.  

            Programmes have been established by the government to capitalise on the usage of IT. Infocomm Development Authority of Singapore (IDA) is the leading agency in charge of National E-commerce Strategies and Programmes. IDA works closely with the tourism industry to formulate the Tourism & Leisure IT Masterplan. Another on-going programme is Singapore ONE - the “world’s first nation-wide high-speed network that delivers interactive, multimedia services to the workplace, the home and the school.”

            The Singapore Tourism Board (STB) has also used the Internet to market Singapore globally by launching the New Asia Singapore web site - a “one stop guide” that contains information for potential travellers. 

             With the entry into the new millennium, this technological wave and new era of challenges are set to change the course of tourism in the 21st century. This research studies the extent to which Singapore is marketing herself as a tourism destination through Internet usage. It also analyses the Internet marketing approaches used by tourism organizations, and the degree to which Singapore tourism web sites meet travellers’ needs.

The layout of this research is as follows. (Table 1)

TABLE 1: LAYOUT OF RESEARCH

Chapter One
Presentation of the relevant background information and literature review for this research. 

Chapter Two
Illustration of the research methodology used to identify a list of most frequently cited Singapore tourism web pages.

Chapter Three
Analysis of the identified list of web pages. It also explores how web marketing is being integrated with traditional marketing approaches. 

Chapter Four
Analysis of the major sources that drive web traffic to the web sites associated with the identified list while identifying web marketing tools utilized by the tourism organizations involved. 

Chapter Five
Examination of the features available on the identified web sites.

Chapter Six
Conclusions of this research together with future trends, challenges and limitations facing the tourism industry.

LITERATURE REVIEW

           Literature reviews were conducted with respect to Internet and Web marketing for the tourism industry. Different views were collected and consolidated as shown below.

Internet Demographics

Advances of the Internet would have a huge impact on the tourism industry as “travel usually rates among the top three products/service categories purchased online” [Weber and Roehl, 1999]. Typical consumers who purchase tourism products online have been identified as “males between 26 to 55 years of age; of high income; employed in management, professional, or computer-related occupations and have more years of experience online” [Weber and Roehl, 1999]. This points to “a well-educated and affluent group of consumers” [Cano and Prentice, 1998]. In addition, US has the largest proportion of Internet users among its population compared to other countries. [The Straits Times, September 1999] It is important to pinpoint these potential customers as relationship marketing can be implemented by personalizing information for segmented markets.  

Internet Marketing

Web marketing is “the combination of marketing and modern technology at its peak” [Rohner, 1998]. Marketers can convey a great deal of information without spending a lot [Bishop, 1998]. Offers can be made directly to the consumers and marketing messages can be “instantaneous, interactive and personal” [Murphy, Forrest and Wotring, 1996].  

Global trend in Internet Marketing

 “Consensual marketing” has been identified as a global trend, which means that consumers can decide the means by which to acquire “marketing information.” [Reid and Bauer, 1999].

Review of relevant literature

Elston [1997a] mentioned a two-stage web traffic plan to actively market web sites. The passive stage described registration of web sites in search engines and directories and announcements in discussion groups and announcement sites. The proactive stage, however, described more aggressive strategies such as targeting intended consumer segments using email marketing, discussion groups and traditional media. 

Elston [1997b] also developed a “traffic wheel” describing different methods of increasing web traffic. It is important to identify effective traffic sources so as to make better use of them and also to analyse sources which are not working well. Changes in marketing efforts can then be implemented to obtain better results. An analysis using a modified version of this traffic wheel can be found in Chapter 4.

Breitenbach and Van Doren [1998] identified three most popular Internet marketing techniques as: “in-depth product/company information, open communications and complementary services”. Over 50 homepages in various industries such as manufacturing and travel & transportation were visited and evaluated to identify these trends.

Thus, no Internet marketing technique is the best. Combining different techniques together to complement each other and not neglecting the targeted group of consumers are more important [Breitenbach and Van Doren, 1998]. 

Internet Use in the Tourism Industry 

Electronic visiting becomes available to tourists due to the web’s “bi-directional” and interactive nature [Cano and Prentice, 1998]. It complements traditional media such as newspapers, television and radio by introducing video clips, animation and even virtual tours to potential tourists. For instance, STB’s New Asia web site contains comprehensive information about Singapore. It complements STB’s traditional marketing mix as references are made of the web sites in brochures, printed materials and advertisements. These would encourage interested web users to visit the web page. 

           Online reservation systems like SABRE
 and local ones like ABACUS5 enable tourists to conduct transactions over the Internet conveniently. Lufthansa’s “seam- and paperless travel” scheme stores all Internet reservations on smart cards [Schertler and Berger-Koch, 1998]. Tourism organizations could make use of such advances in IT to their advantage.  

Global trend in Tourism

In a major international research sponsored by Arthur Anderson, the New York University for Hospitality, Tourism and Travel Administration and the international trade association Hospitality Financial and Technology Professionals (HFTP), findings indicated a trend towards “significant investment in technology applications to be used by consumers”. It also revealed that “some 90% of the companies surveyed have a web site, and the remaining 10% without web site plan to have one within the next two years.” 

Review of relevant literature

Several studies have examined the use of web marketing in the tourism industry and the degree of interactivity of the web sites. Murphy, Forrest and Wotring [1996] conducted a study to examine the use of the Internet in the food and beverage sector. The authors searched for restaurants on the WWW by entering keywords into four search engines. The research process involved “replicating what a typical surfer does. The research findings indicate that “some of the WWW restaurant guides are assembled by individuals or groups of individuals for the pure pleasure of having their own WWW page and without any profit motive”. The remaining portion does “have some type of profit motive”.

Murphy, Forrest and Wotring [1996] also analysed the level of interactiveness of the restaurant web sites according to the following features:

· Sites with e-mail                              

· On-line sales promo

· Frequent special

· Directions

· Reservations
· E-mail newsletter

· Franchising

· Coupon

· Recruiting

· Contest



Their findings reveal that the e-mail feature is available in more than two-thirds of their web sites.


In a study done a few months later, Murphy et al. [1996] attempted to analyse the “type of hotel-related sites that exist on the web”, as well as their web site features. Similarly, search engines and keyword search were adopted in the research method. In order to replicate the process of a typical WWW surfer, the authors “started from the top of each returned search list”. One requirement was that “a web site were categorized only once per search engine, regardless of how many times it appeared”. Questionnaires were also e-mailed to the 36 hotels to gain “insights on current and practical web applications”.

Direct on site visits were adopted to analyse the web site features. They were placed into four categories: “promotion and marketing, service and information, interactivity & technology and management”.

Adopting the same methodology, Pearce [1999] identified the leading marketing and management trends in the attractions sector. Fifty tourist attractions web sites were obtained from four sources: direct on-site visits, Internet reviews, accessing resources provided by the major international attractions associations and interviews with tourist attractions managers.

Another study done by Cano and Prentice [1998] involved looking at tourism web sites in Scotland and its presence on the WWW. They also examined the “regional diversity of sites and the extent of the development of a communication concept”, a concept which “tourism business facilitates and rewards interaction from the customer through the entire consumption experience”.

Cano and Prentice [1998] used three mechanisms to identify the tourism sites in Scotland: Search engines, manual searches through recommended sites in the specialized WWW press and sending of questionnaire to Scottish tourist boards and local authorities. 

In order to determine the development of communication concept of web sites, they are assessed according to the frequency of these web site features: “e-mail address, telephone, update notices, searching mechanisms and links to other related sites”.


The findings reveal that the web sites do not cater much to the needs of international tourists especially Continental Europeans. The web sites are mostly in English and non-English language sites should be set up to attract tourists of different nationalities. The “last updated date” and “free text search” features are absent from many of the web sites. Cano and Prentice [1998] observed that “in the absence of updates there is little reason for a viewer to return to a site.” Thus, the absence of a last updated date might cast doubts on the accuracy of the information at the site.

Closer to home, Reid and Bauer [1999] have studied the ways in which Singapore markets herself on the Internet. Their study consisted of an analysis of the web marketing approaches adopted by Singapore tourism organisations. Bibliographies generated by students’ projects from Nanyang Technological University, Singapore, were used in the identification of Singapore-based tourism web sites.


Web site models created by Buchanan and Lukaszewski [1998] and Elston [1997b] are used in their analysis. The first model adopts the “problem-driven approach” which involves “free registration with search engines and reciprocal hyperlinks from trade associations or business partners”. Another approach is the “promotion-driven approach” which includes “fee-based online advertising, banner advertising and traditional media publicity which makes use of web site address”. Elston’s traffic wheel model was mentioned in the earlier part of this Chapter.

Their findings indicate that most of the Singapore tourism organisations web sites are using the web marketing approaches mentioned by the two web site models. However, tourism organisations are under-untilising the use of press releases. Reid and Bauer suggest that press material could be submitted to press release databases. Tourism organisations should include additional web site features such as online discussion forums, mailing lists (Listservs) and chatrooms (Internet Relay Chat Services).

Advantages of Web Marketing with respect to Tourism

           The tourism industry is able to provide the newest promotions to potential tourists since postings and alterations can be done frequently and quickly [Resnick and Taylor, 1994]. Compared to brochures printed months ago, information provided on the Internet has the potential to be more up-to-date and accurate.

 
 Geographical borders are erased and the consumer base reachable is expanded. Anyone with Internet access would be able to see the web site [Spalter, 1997]. Audiences worldwide could be reached at a low cost compared to advertising using traditional media [Emerick, 1996]. This is also in line with Singapore’s Tourism 21’s concept of Tourism Unlimited: “Bringing the World to Singapore and Bringing Singapore to the World”. The aim is to attract visitors to Singapore and to increase Singapore’s participation in regional tourism development through win-win relationships.

               There is also the “leveling of the playing field” as small players can create a huge Internet presence and be on par with bigger players. Breaking into new markets is easier than before, when expensive large scale promotional campaigns and trade- shows have to be held [Resnick and Taylor, 1994]. For instance, STB has put in much effort in producing informative and comprehensive sites
 even though Singapore is small geographically.  

Disadvantages of Web Marketing with respect to Tourism
            Some consumers are uncomfortable with online transactions and reservation systems due to problems of security and privacy. They do not trust the systems enough to submit credit card numbers online. This feeling of “insecurity” is a “psychological barrier” due to a lack of experience [Bjork and Guss, 1998]. Also, they are wary of the organizations divulging the information to other parties. Unless these issues can be satisfactorily resolved, the full advantages of electronic commerce may not be realised. 

            The technical issues of “connection speed and browser compatibility continue to hinder the web” [Murphy et al., 1996]. A text-only page is boring but quick to download. However, interesting photographs and movie clips which delay downloading are likely to frustrate the visitor and could discourage repeat visits. 

           Web marketing costs include staff training, system maintenance, web site design and content maintenance [Cameron, 1996]. Tourism organizations with small budgets might be put off by the spending and effort involved.
Limitations of Web Marketing with respect to Tourism
Those without Internet access would not be able to see the marketing efforts of the tourism organizations. For instance, “More than 70% of Africa’s population is rural and access to telephones remains scarce.” In addition, “political and cultural reasons” are tough obstacles. The Mexican government “did not want the Internet to provide easy access to information about the opposition.” [The Straits Times, September 1999] The Chinese government has announced new measures to control information on the Internet
. This would surely impact Singapore’s tourism industry as China is an important market. Thus, the web can only complement the traditional media but not substitute it completely or remove all its shortcomings [Keeler, 1995]. 

             English is the predominant medium of communication presently but non-English web sites are increasing as the Web is of a “global nature” [Cameron, 1996]. However, with China’s online boom,
 English might not remain as the global language for long. Tourism organizations should construct non-English sites to cater to a bigger pool of potential tourists. STB has already established a Mandarin site for Taiwan and Hong Kong citizens and a Japanese version for the Japanese.
          It is challenging to attract web traffic amongst millions of similar sites. Much care and consideration should be put into the design and content of web sites to cater to visitors’ needs. Dedication, attractive product portfolios and adequate budgets are the critical success factors [Schertler and Berger-Koch, 1998].

Current trends in the Singapore Tourism Industry

           Singapore’s vision is to be a Tourism Capital, a leader in the industry. Hence the birth of Tourism 21 (Table 2), a blueprint for the regional development of the nation’s tourism in the 21st century. 
TABLE 2: TOURISM 21 (POINTS RELATING TO IT) 

i. Building superior information networks, through promotion of greater usage of IT in the industry and development of a computer network to enable electronic link-ups between players in the industry;

ii. Expanding the market base by creating a strong Singapore branding and creating an impactful presence in cyberspace.

Implications of Literature Review

              Literature which focus on web marketing for the Singapore tourism industry like Reid and Bauer’s study are few. Looking at present trends, Web marketing could potentially play a significant role in achieving Singapore’s tourism vision. 

With Singapore’s 6th Internet Service Provider (Cable & Wireless Network Services) becoming operational in the year 2000, Singaporeans’ Internet awareness and exploitation will definitely rise [The Straits Times, September 1999].


Singapore Telecoms and Cable & Wireless HKT are in talks to merge into Asia's largest international telecoms company with a combined market capitalisation of nearly US$60 billion (S$100 billion). Together, they can also embark on new region-wide initiatives such as Internet or e-commerce services, particular in the greater China region.

This can pave the way for more tourism organizations to become more actively involved in using Internet to complement its traditional marketing mix.

RESEARCH METHODOLOGY

The previous chapter gives an overview on the trends that are developing in the use of the internet in the tourism industry.  This chapter will state the objective of this project and give an account of how the research was conducted.

Research Aims

The purpose of this project is to:

(a) Identify Singapore tourism web pages which are most frequently cited by the media and search engines.

(b) Identify the tourism sectors that are exploiting the Internet using these web pages.

(c) Observe how Singapore tourism web sites are attracting web traffic.

(d) Examine the interactive qualities of the web sites as well as the type of e-commerce applications available.

Data Collection


This section will attempt to explain the rationale for the methodology in this research. To recap, a summary of the different approaches of collecting the relevant web sites are shown in Table 3. As seen from the table, 4 out of 6 of the studies collected the web sites using search engines. Since search engines appeared to be one of the most popular methods of collecting web sites, they were also used in this project.  Smith and Catalano [1998] also commented that “web users who look for certain kinds of sites almost invariably use search engines”.


In the two studies which employed direct on-site visit approaches, details of how those sites were selected were not stated, thus this approach was not used in this project.


Due to time constraints, the researchers for this project decided not to use questionnaires since much time would be required to survey an unbiased sample of tourists and compile the results.


The rest of the approaches in the table were all used by different studies and thus, it was uncertain as to which approaches were more popular. Therefore, the researchers for this project decided to be different by using printed media to see if the results obtained would be the same as the other studies.

TABLE 3: SUMMARY OF THE DIFFERENT RESEARCH APPROACHES

Approaches to Collection of  Web Sites
Pearce [1999]
Reid and Bauer [1999]
Breitenbach and Van Doren [1998]
Cano and Prentice [1998]
Murphy, et al.[1996]
Murphy, Forrest and Wotring [1996]
Total

Search Engines



X
X
X
3

Direct On-Site Visits
X

X



2

Questionnaires



X
X

2

Interviews
X





1

Manual Searches in Specialized WWW Press



X


1

Internet Reviews
X





1

Resources Provided by the Associations
X





1

Bibliographies from past tourism projects by undergraduates

X




1

Media

The media consisted of brochures, international and local publications. The National Library and libraries at Nanyang Technological University were visited during the period of May to June 1999. Key words like ‘web sites’, ‘tourism’, ‘internet marketing’, ‘web marketing tourism’, ‘online marketing web sites’ were entered into the OPAC system to search for publications but few suitable results were obtained. In addition, advertisements featuring Uniform Resource Locators (URLs) of web pages were often found in publications, but they were not indexed in the libraries’ databases. Thus, the shelves were browsed through manually for periodicals and books. Brochures about Singapore were also collected from various locations frequented by tourists such as shopping centres and hotels.

Search Engines

The four search engines used were: Altavista
, Excite
, Hotbot
 and Infoseek
. These search engines were chosen because they were voted the most popular web search engines by Relevant Knowledge and Media Metrix [Sherman, 1998]. Although the search engine Yahoo was one of the most popular engines, it is excluded in this project because it is a subject directory whereas the other search engines are not. Key words used (Table 4) and further details on the collection of relevant URLs (Table 5) are shown below. 

TABLE 4: LIST OF KEYWORDS USED IN THE FOUR SEARCH ENGINES

Singapore accommodation
Singapore holiday

Singapore attraction
Singapore leisure

Singapore beverage
Singapore map

Singapore cuisine
Singapore nightlife

Singapore culture
Singapore shopping

Singapore eating
Singapore sport

Singapore entertainment
Singapore travel

Singapore festival
Singapore travel agent

Singapore food
Singapore tour

Singapore hotel
Singapore tourism

TABLE 5: DESCRIPTION OF THE URL COLLECTION PROCESS

Source of URL
URL Collection Methodology

Search Engines
· The four search engines were used during the first week of December 1999.

· Key words (Table 4) were keyed into each search engine and the number of hits of each result was noted.

· The top 50 matches for each search result were identified and the relevant URLs noted.

· The relevant web pages were identified from their URLs and summary description given by the search engines.  When in doubt, the web page was visited to ensure that it is a Singapore tourism web page.  Even when a web page appeared more than once in the same search engine, the web page was counted only once.

· The search was redefined to ensure more accurate results by making use of advanced help features.

· Each keyword was keyed in as shown. For example, +singapore +attraction*.  In cases where the search engine did not have the wildcard * function, +singapore +attraction was used.



Media:

Brochures

Foreign/Local 

Publications


· Brochures were collected from various information counters in major shopping centres, hotels, cafes, retail outlets and tourist attractions in Singapore during May to June 1999. 

· URLs from the brochures were recorded down.

· The list of brochures browsed through are listed in Appendix 1.

· The reference section in the National Library as well as Libraries 1 and 2 in NTU were visited during May to June 1999.

· Business, Internet, travel, lifestyle and entertainment magazines and tourism books were manually browsed through.

· Relevant URLs which appeared in advertisements and articles were recorded.

· The search was restricted to those magazines published from 1997 onwards.

· The list of the publications that were browsed through is shown in the Appendix 2.

What Are Relevant Singapore Tourism Web Pages?

The relevant web pages in this project were those from various categories of the tourism industry: accommodation, attractions, transportation, travel agents, food & beverage, arts & entertainment, national tourist organization, exhibition & conventions. Web pages selected were designed by public or private organizations in the tourism sub sectors (Figure 1).  Personal homepages were excluded. The URL was not required to have a Singapore registered domain but its content had to be related to various sectors of the Singapore tourism industry. For instance, http://www.newasia-singapore.com does not have a Singapore registered domain, but  http://www.travel.com.sg has a Singapore registered domain. 

FIGURE 1: CATEGORIES OF TOURISM WEB PAGES


[image: image13.png]



Data Analysis

Similar to a study done by Pearce [1999], this research analysed 50 Singapore tourism web pages which are most frequently found in the media and search engines. The URLs of the cited pages were tabulated and ranked in descending order of frequency. Each web page was visited to check if the URL is working, and to determine the site content. The web pages were then classified according to different categories of the tourism industry.

In order to assess how these web pages were using Internet marketing, the “traffic wheel” by Elston [1997] was adapted and modified (Figure 2). The “traffic wheel” shows how web traffic converges to a web site from different sources. Components of Figure 2 will be further examined in Chapter 4.

FIGURE 2: TRAFFIC WHEEL (ADAPTED AND MODIFIED FROM ELSTON – http://www.trafficdigest.com/art-diversity.htm)
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The process for identifying the various sources of the web traffic can be found in Table 6. The process was adopted from a study done by Reid and Bauer [1999].

TABLE 6: PROCESS OF IDENTIFYING THE WEB TRAFFIC GENERATORS

Web Traffic Generator
Process of identifying Web Traffic Generator

Directory Links
Entered the name of each web page into Yahoo. *

Email Marketing
Searched the web site to see if there is an option for people to subscribe to “receive marketing messages via e-mail” [Briones, 1999].

Newsgroups
Searched DejaNews (www.deja.com) to see if web pages and their names are mentioned in online newsgroup discussions.  *

Online Transactions
Searched for online transactions at each web site.  *

Press Releases
Searched for press releases by entering the names of each web page into PR Wire press release database (www.prnewswire.com).  *

Searched for press releases by entering the name of each web page and the phrase ‘press releases’ into MetaCrawler (www.metacrawler.com).  * 

Media
Traditional media (publications and brochures) were browsed through to see if URLs of Singapore tourism web pages were mentioned.

Reverse Links
Entered the URL of each web page into HotBot (www.hotbot.com) to find out how many links there are to the particular URL [Sweeney, 1999].

Registration
Searched each web site to see if online registration was required before users were allowed to access the site [Stone, 1999].

* Process of identifying web traffic generator was taken from a study done by Reid and Bauer [1999]

Initially, the data analysis was based on individual web pages. However, in order to obtain more accurate results, the whole web site in which the URL was part,  had to be analysed. Table 7 shows a summary of the web site features mentioned in other studies. More studies mentioned features such as email, phone/fax, online transactions, feedback forms, multimedia, online discussion forum and last updated date. Thus, they could be more common features on web sites. This project will therefore see if the identified Singapore tourism web sites displayed such features. Other common features like promotions and email newsletter are omitted from this research dues to time contraints.

TABLE 7: SUMMARY OF WEB SITE  FEATURES MENTIONED IN OTHER STUDIES

Web Site Features
Reid and Bauer [1999]
Breitenbach and Van Doren [1998]
Cano and Prentice [1998]
Murphy, et al.[1996]
Murphy, Forrest and Wotring [1996]
Total

Email
X
X
X
X
X
5

Travel Information



X

1

Online Transactions  eg. Reservations, payments.

X

X
X
3

Own URL



X

1

Reservations Functioning



X

1

What's new

X

X

2

Promotions

X

X
X
3

Links to Partners



X

1

Feedback Form

X
X
X

3

Frequent-visitor Program



X

1

Multilingual Site



X

1

Download Or View Documents



X

1

Secure Reservation Payment



X

1

Employment Opportunities



X
X
2

Gift Certificates



X

1

Shareholder Information



X

1

Employee of the Month



X

1

E-mail Newsletter

X

X
X
3

Online Forum

X

X

2

Frequently Asked Questions

X

X

2

List of All Hotels



X

1

Links to Other Sites


X
X

2

Searching Mechanisms


X
X

2

Franchising




X
1

Contest

X


X
2

Coupon




X
1

Directions




X
1

Press Releases
X
X



2

Phone/Fax

X
X
X

3

Multimedia eg. audio, video

X

X

2

Registration
X
X



2

Directory Links such as Search Engines
X




1

Links at Other Sites
X




1

Online Advertising
X




1

Real-Time Discussion

X



1

Company Information

X



1

Update Notices


X


1


To sum up, the web site features which would be analysed in Chapter 5 are shown in Figure 3

FIGURE 3: FEATURES AVAILABLE ON THE WEB SITES
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Limitations of Research

The data collected for analysis was accurate at the time of research.  However, the use of different browsers to access the web sites might give different results due to varying loading speeds and the traffic on the web.  As the web sites could have been updated since the time of research, their contents could have changed since.

ANALYSIS OF FREQUENTLY CITED WEB PAGES

           This chapter will focus on the analysis of the 50 most frequently cited web pages. The first part of this chapter analyses tourism sectors which are exploiting Internet technology whilst the later part analyses the differences in research findings between the traditional and web marketing approaches.

            Table 8 as shown on the next page shows the list of most frequently cited web pages. Details of these web pages and their sector codes are shown in Appendix 3 and 4.
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Title of Web Page
Web Address
Frequency
Sector

Code

New Asia Singapore
http://www.newasia-singapore.com/ 
24
NTO

Guide for U.S. traveler
http://www.singapore-usa.com/ 
18
NTO

Guide for Canadian Travelers
http://www.singapore-ca.com/ 
17
NTO

Singapore Tourism Board
http://www.stb.com.sg/ 
14
NTO

Singapore Discovery Centre
http://www.sdc.com.sg
13
ATT

Singapore-Hotel 
http://www.singapore-hotel.com/
12
ACC

Singapore Zoological Gardens
http://www.zoo.com.sg/ 
11
ATT

Sentosa
http://www.sentosa.com.sg 
11
ATT

Orchard Hotel Singapore
http://www.orchardhotel.com.sg/ 
10
ATT

National Heritage Board
http://www.museum.org.sg/nhb.html
9
NTO

Singapore Tourism Board ( in chinese )
http://www.singapore.com.tw     
9
GEN

Singapore Gold Circle
http://www.singaporegoldcircle.com.sg/ 
9
GEN

Hotels in Singapore (Planet Holiday)
http://www.planetholiday.com/asia/singapore/
9
ATT

Singapore Cable Car
http://www.cablecar.com.sg 
8
NTO

Singapore Tourism Board ( in mandarin )
http://www.int-acc.or.jp/singapore/  
8
E&C

Singapore International Convention & Exhibition Centre
http://www.sicec.com/ 
8
ACC

Hotel Intercontinental Singapore
http://singapore.interconti.com/
7
TRA

Singapore Airlines
http://www.singaporeair.com
7
GEN

This Week Singapore
http://www.tws.com.sg 
7
GEN

Sino.net
http://www.sino.net/asean/spore.html 
7
ACC

Marriott.com
http://www.marriott.com/
6
ACC

Suntec City
http://www.sunteccity.com.sg 
6
A&T

Asian connection
http://www.travnet.com.sg/
6
GEN

Singapore Hotels (Holidaycity)
http://www.holidaycity.com/wheretostay/singaporehotels.html 
6
ACC

The Pan Pacific Singapore
http://www.panpac.com/singapore/singapore_city/hotels/hotel.html
5
GEN

SingaporeNET
http://www.s-pore.net/Travel_Guide/Entertainment/entertainment.html
5
A&E

RISIS Singapore
http://www.risis.com.sg 
5
A&E





















Title of Web Page
Web Address
Frequency
Sector

Code

The Singapore Food Tavern
http://www.singweb.com/
5
GEN

INFOHUB
http://www.infohub.com/travel/traveller/asia/singapore.html
5
GEN

Singapore Food 
http://www.singapore-ca.com/in-food.htm
5
F&B

Singapore Food Festival
http://www.singaporefoodfestival.com.sg/
5
F&B

Crazy elephant
http://www.crazyelephant.com
5
F&B

York Hotel Singapore
http://www.srs-worldhotels.com/singapore/singapore/hotel_sinyor.html
5
ACC

Grand Hyatt Singapore
http://singapore.hyatt.com/
5
ACC

Alana Hotel
http://home2.pacific.net.sg/~alanahotel/main.htm
5
ACC

NATAS
http://www.natas.com.sg/ 
4
TAS

Online street directory plus
http://www.streetdirectory.com.sg/ 
4
NTO

New Asia Singapore
http://www.travel.com.sg/sog
4
GEN

Singapore Infomap
http://www.sg/
4
GEN

Happening!
http://happening.com.sg/ 
4
F&B

Zouk Online
http://www.zoukclub.com.sg/ 
4
F&B

Singapore Feasting
http://www.feasting.com/
4
F&B

CHIJMES 
http://www.chijmes.com.sg
4
ACC

Royal India Hotel Singapore
http://www.royal-india.net/
4
ACC

River view hotel singapore
http://www.riverview.com.sg/ 
4
ACC

Grand Hyatt Singapore
http://www.hyatt.com/pages/s/sinrsj.html 
4
ACC

Hyatt
http://www.hyatt.com
4
ACC

Crown Prince Hotel Singapore
http://www.crownhotel.com/index.html 
4
ACC

Copthorne 
http://www.copthornekings.com.sg/
4
ACC

Hotel Hamilton
http://hotelhamilton.com.sg/ 
4
ACC

Analysis by Sectors of the Tourism Industry

         The results of the analysis are summarized and displayed in Table 9.

TABLE 9: SUMMARY RESULTS (BY SECTORS)

Classifications of 

the 50 Tourism Web Pages
Summary

Accommodation
16 (32%)

General
10 (20%)

National Tourist Organization (NTO)
7  (14%)

Food and Beverage
6 (12%)

Attractions
5  (10%)

Arts and Entertainment
3  ( 6%)

Exhibition and Convention
1  (2%)

Transportation

Travel agents
1  (2%)

1  (2%)

Accommodation (ACC)

Key Finding 1: Accommodation emerged top among tourism sectors in the exploitation of the Internet.

           This indicates that the hotel industry in Singapore has recognized the potential of the Internet as a new, powerful and profitable distribution channel. A recent study mentioned an increasing trend for hospitality companies to increase spending in technology [WebTravelNews, 1999].

          With increased globalization and Internet access, travellers can place hotel reservations online, rather than with travel agents. The hospitality industry has been investing in technology to achieve a competitive edge and differentiating their services from that of their competitors due to stiff competition.

Key Finding 2: Independently run hotels (12%) and large international chain of hotels (14%) constituted similar significant proportions of the Accommodation sector.

This finding reinforces the advantages of web marketing, whereby “a level playing field” is created (Table 10). Independently run hotels have smaller budgets and hence unlikely to outdo larger hotel chains using traditional marketing tools. Furthermore, web marketing requires less spending and the potential in reaching a larger consumer base is tremendous.  

Also, small independently run hotels lack the strong global branding and integrated networks of the larger hotel chains. In order to be competitive, the smaller hotels have to establish a strong presence in cyberspace.

Another interesting finding is that Hyatt International contributed three of its web pages to the list of frequently cited web pages. Two of the web pages     

http://singapore.hyatt.com/ and http://www.hyatt.com/pages/s/sinrsj.html lead to the same Hyatt Singapore web page while http://www.hyatt.com leads to the international site. This finding will be explained in a later section.

TABLE 10: ACCOMMODATION WEB PAGES

 AND THEIR SPONSORING ORGANIZATIONS

Accommodation
Sponsoring Organization
Classification





http://www.singapore-hotel.com/
NA.
Directory

http://singapore.interconti.com/
Bass Hotels and Resorts, Inc
International

http://www.marriott.com/
Marriott International
International 

http://www.panpac.com/singapore/singapore_city/hotels/hotel.html
Pan Pacific Hotels and Resorts
International 

http://www.srs-worldhotels.com/singapore/

singapore/hotel_sinyor.html
SRS-World Hotels
Directory

http://singapore.hyatt.com/
Hyatt International Corporation
International 

http://www.royal-india.net/
Royal India Hotel Pte Ltd
Independent

http://www.riverview.com.sg/ 
River View Hotel Singapore
Independent

http://www.hyatt.com/pages/s/sinrsj.html 
Hyatt International Corporation
International 

http://www.hyatt.com/
Hyatt International Corporation
International 

http://www.crownhotel.com/index.html 
NA.
Independent

http://www.copthornekings.com.sg/
CDL Hotels international Ltd
International 

http://hotelhamilton.com.sg/ 
NA.
Independent

http://www.orchardhotel.com.sg/ 
NA. 
Independent

http://home2.pacific.net.sg/~alanahotel/main.htm
NA.
Independent

http://www.holidaycity.com/wheretostay/

singaporehotels.html 
Holiday City Pte Ltd
Directory

Findings of the research were compared with a survey of leading hotels in Asia [Business Traveller, 1998]. From the survey, the top five leading hotels in Singapore are Ritz-Carlton Millenia, Oriental, Shangri-La, Hyatt-Regency and Inter-Continental. Only the last two hotels' web pages are among the frequently cited web pages. This may be attributed to the different marketing strategies adopted. Individual hotels are likely to choose their target markets in order to achieve their operation objectives [Leong, 1999]. International hotel chains like Ritz-Carlton are likely to practise niche marketing, targeting business and luxury travellers who can afford the high rates charged by these hotels.

On the other hand, some independently run hotels target budget travellers and backpackers. Such travellers seek budget accommodation and their main concern is with pricing and not comfort. Hence, it is likely that they will surf the Internet for pricing information. There is also an increasing number of organizations that only exist on the Internet. Three of the web pages from the accommodation sector 

(http://www.holidaycity.com/wheretostay/singaporehotels.html ,

http://www.singapore-hotel.com/ and 

http://www.srs-worldhotels.com/singapore/singapore/hotel_sinyor.html) are not set up by the hotels themselves but by these organizations.

 Attractions (ATT)

Key Finding 3: Paid-Access Leisure Attractions are most frequently cited by both the media and the Internet.
        All the attractions are paid-access leisure attractions: Singapore Discovery Centre, Sentosa, Singapore Zoological Gardens, National Heritage Board, and Singapore Cable Car. Further analysis was conducted to compare whether these frequently cited attractions were also recommended by the Singapore government (using Singapore 1999, a government publication, as shown in Table 11) and visitors to Singapore (STB statistics, as shown in Figure 4).   

TABLE 11: ATTRACTIONS RECOMMENDED

BY GOVERNMENT

Paid-access Attractions
Free access Attractions

Sentosa Island
Little India

Singapore Zoological Gardens
Chinatown

Night Safari
Orchard Road Area

Jurong Bird Park
Singapore River

Singapore Science Centre
Clarke Quay/Boat Quay/Robertson Quay

Singapore Discovery Centre


     Source: Singapore 1999

FIGURE 4: STB SURVEY OF OVERSEAS VISITORS 1998
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Source: STB Overseas Survey of Overseas Visitors 1998

*Includes Underwater World, Images of Singapore, Asian Village, The Merlion, Fort Siloso, Fantasy  

  Island, Volcano Island, Wonder Golf, Others in Sentosa 
            Sentosa, Jurong Bird Park and Singapore Zoological Gardens are the attractions recommended simultaneously by the government and visitors. An interesting finding is that though Jurong Bird Park was frequently cited by media and search engines (Table 12), it was not accessible when the research was conducted. Lack of resources, budget or manpower may be some reasons for not maintaining the web page. 

TABLE 12: WEB PAGES WHICH ARE NOT ACCESSIBLE

Web address
Frequency
Sector

http://www.birdpark.com.sg
8
ATT

http://www.singaporeair.co.th/
7
TRA

National Tourist Organization (NTO)

Key Finding 4: Singapore Tourism Board web site is the most frequently cited by both the media and the Internet. 

          This acknowledges the effort made by STB in “Bringing Singapore to the world and Bringing the world to Singapore”. Both the international and local media cited this web page most frequently, hence indicating its popularity and usefulness. “Wired” travellers can have easy access to information about Singapore just by visiting this web page.

 In line with Tourism 21, Singapore is set to develop into a tourism capital. Global travel makes web marketing a necessity in every destination's marketing strategy.

Key Finding 5: The STB official site for US visitors was most frequently cited, followed by Canada, Taiwan and Japan.

             One possible explanation for this finding is that US remained relatively unaffected by the currency crisis that took place in 1997. Unlike Asian countries which were adversely affected by the currency turmoil, US enjoyed positive growth in its economy. With a relatively stronger dollar, American travellers have thus found Singapore an attractive destination. US is also one of Singapore's twelve major visitor-generating destinations. The Singapore Tourism Board’s statistics show that during this time period, visitor arrivals from North America increased by 8.9% [STB, 1999]. This explains why Singapore's tourism industry is actively marketing Singapore to the Americans. Appendix 5 shows the statistics for visitor arrivals for January to September 1999.

          The degree of Internet connectivity across the globe can also be used to explain the above finding. 26.3% of the U.S population are Internet users, the highest as compared to the rest of the world. (Table 13) [The Straits Times, September 1999]

TABLE 13: GETTING ON THE NET

Regions
Regional population (as a percentage of world population)
Internet users (as a percentage of regional population)

United States
4.7
26.3

OECD(excl. US)
14.1
6.9

Latin America/Caribbean
6.8
0.8

South-east Asia/Pacific
8.6
0.5

East Asia
22.2
0.4

E.Europe and the CIS
5.8
0.4

Arab states
4.5
0.2

Sub- Saharan Africa
9.7
0.1

South Asia
23.5
0.04

World
100
2.4

Source: NUA 1999, NETWORK WIZARDS 1998 and IDC 1999
The Internet is a powerful marketing tool for STB to reach out to its American visitors. STB can also use the Internet to promote Singapore as a tourism destination globally.

Analysis by Type of Organization

Key Finding 6: Majority of the frequently cited web pages are owned by commercial organizations.

TABLE 14: TYPES OF ORGANIZATION

Types of Organization
Summary


Type of Organization
Summary

Commercial (35 out of 50)

Accommodation 

Attractions 

Exhibition and Convention 

Food and Beverage 

General 

Arts and Entertainment 

Transportation 
70%

32%

6%

2%

8%

14%

6%

2%
Government (15 out of 50)

Attractions 

Food and Beverage 

General 

NTO 

Travel Agents 
30%

4%

4%

6%

14%

2%

             As seen from Table 14, all the Accommodation web pages are owned by commercial organizations. These organizations are profit-driven and they need to market themselves well to consumers. STB's web pages (14%) topped the ranking under government organizations and this indicates that the government is playing an active role in exploiting Internet technology. STB's policies are likely to “closely reflect the concerns and policies of the Singapore government.” [Lew, 1999] As such, it can be gathered that the Singapore government is actively encouraging travel-related companies to go online. 

Analysis by URLs (Domain Names)


Research findings indicate that tourism organizations are using multiple URLs to market their web pages to visitors. Some tourism organizations will register various URLs for the same web page while others will have many web pages to promote their travel products and services. This is due to product branding, which is one of the main marketing strategies used by the companies. A travel web page is similar to a travel product and “registering domain names are similar to defending brand online” [USWeb and Bruner,1998]. 

               Both STB and Grand Hyatt have more than one web page on the frequently cited list. This is illustrated in Table 15 together with their registration dates.

TABLE 15: WEBSITE WITH MULTIPLE DOMAIN NAMES

Tourism Organizations 

That have multiple urls
URLs
Created Date

Singapore Tourism Board
http://www.newasia-singapore.com
16-Mar-96.


http://www.travel.com.sg/sog
14-Mar-96

Grand Hyatt Singapore
http://singapore.hyatt.com
NA


http://www.hyatt.com/pages/s/sinrsj.html 
13-Feb-91

Source: http://www.networksolutions.com/cgi-bin/whois/whois, http://www.nic.net.sg
  One possible explanation for STB and Hyatt's multiple domain names is the maintenance of corporate branding. Promoting the “New Asia – Singapore” branding on a global basis is one of STB's marketing strategies while Hyatt is an internationally reputable hotel chain.

Comparison of findings between Traditional Media and Web Marketing Tool

 The top 10 frequently cited web pages of media, search engines, and the summary results are shown in Tables 16, 17, and 18.

TABLE 16: WEB PAGES CITED BY MEDIA

Name of Web Page
No. Of

Times cited
Tourism

Sector
Government/

Commercial



New Asia Singapore
22
NTO
Government

Sentosa
11
ATT
Commercial

Singapore Discovery Centre
10
ATT
Government

Singapore Cable Car
9
ATT
Commercial

Guide for Taiwanese Travellers
9
NTO
Government

Guide for Canadian Travellers
9
NTO
Government

Guide for US Travellers
9
NTO
Government

Guide for Japanese Travellers
8
NTO
Government

National Heritage Board
8
ATT
Government

Singapore Tourism Board
8
NTO
Government

TABLE 17: WEB PAGES CITED BY SEARCH ENGINES

Name of Web Page
No. of times cited
Tourism Sector
Government/Commercial

Guide for US Traveller
9
NTO
Government

Hotels in Singapore - Planet Holiday
9
GEN
Commercial

Singapore-Hotel
8
ACC
Commercial

Guide for Canadian Traveller
8
NTO
Government

Hotel Intercontinental Singapore
7
ACC
Commercial

Sino.net
7
GEN
Commercial

Marriott.com
6
ACC
Commercial

Asian Connection
6
GEN
Commercial

Singapore Tourism Board
6
NTO
Government

The Pan Pacific Singapore
6
ACC
Commercial

TABLE 18: SUMMARY RESULTS

Traditional Media
Summary

(%)
Search Engines
Summary

(%)

Sectors

Attractions

National Tourist Organization

Type of Organization

Government

Commercial
40

60

80

20
Sectors
Accommodation

National Tourist Organization

General

Type of Organization

Government

Commercial
40

30

30

30

70



           One distinct trend in the media list is that the top 10 pages are dominated by  NTOs (60%) and Attractions (40%). 80% of the web pages are under government management. For search engines, the private sector (70%) plays a more active role in using the web, with web pages falling under the Accommodation and General sectors. Guide for US Travellers, Guide for Canadian Travellers and Singapore Tourism Board are the only web pages that appear in both top pages of media and search engines and all three are sponsored by STB.

             This finding reveals that STB has been successful in using both traditional and online marketing tactics to market Singapore globally. With the launch of the comprehensive web site “New Asia Singapore”, it is keeping itself ahead with the rest of the world. Being the National Tourist Organisation of Singapore, it has a responsibility to sell Singapore to the rest of the world by using different taglines. Besides making its presence felt in the media like brochures, local and international publications, STB has used the web to complement its marketing efforts. 

               The research also indicates that different marketing approaches are adopted by government and private sectors. As shown in Table 19, the top 6 pages by brochures were sponsored by STB. This indicates that STB prefers printing their own brochures, rather than advertising on publications. This is in line with STB's global advertising campaign which involves printing advertisements in publications. Brochures provide useful, updated information and are able to complement traditional media like newspapers and magazines.

TABLE 19: WEB PAGES CITED BY BROCHURES

Name of Web Page
No. of times cited
Tourism Sector
Government/Commercial

New Asia
13
NTO
Government

Guide for USA travellers
8
NTO
Government

Guide for Canadian travellers
8
NTO
Government

Guide for Japanese travellers
8
NTO
Government

Guide for Taiwanese travellers
8
NTO
Government

Singapore Tourism Board
8
NTO
Government

           In contrast, local and international publications cited web pages of other sectors of the tourism industry e.g. Attractions and Airlines. (Table 20)

TABLE 20: WEB PAGES MOST FREQUENTLY CITED BY LOCAL AND INTERNATIONAL PUBLICATIONS

Name of Web Page
No. of times cited
Tourism Sector
Government/Commercial

New Asia
9
NTO
Government

Singapore Discovery Centre
8
ATT
Government

Singapore Airlines
7
TRA
Commercial

Sentosa
5
ATT
Commercial

Singapore International Convention & Exhibition Centre
5
E&C
Commercial

This Week Singapore
5
GEN
Government

            Compared to the earlier finding, the STB is generating less advertisements and articles when compared to the private sector. Driven by the profit motive, commercial organizations would be willing to promote themselves through advertisements and articles. 

            Another interpretation is that this finding gives a local and international perspective from the media's point of view. The web pages cited in these publications are recommended by the journalists themselves. This serves as a good indication of the popularity and usefulness of these web pages.

           Further analysis is conducted and findings reveal that local publications favoured attractions. (Table 21) 

TABLE 21: WEB PAGES MOST FREQUENTLY CITED BY LOCAL PUBLICATIONS

Name of Web Page
No. of times cited
Tourism Sector
Government/Commercial

Singapore Discovery Centre
8
ATT
Government

Singapore International Convention & Exhibition Centre
5
E&C
Commercial

Sentosa
5
ATT
Commercial

This Week Singapore
5
GEN
Government

            As STB’s pages are mainly targeted at a non-local audience, it is not surprising that fewer local publications cite STB’s pages. This shows that the two attractions in the top list (Singapore Discovery Centre and Sentosa) are generating many advertisements and articles in local publications. By citing their URLs frequently, these organizations hope to attract more Singaporeans as well as tourists. 
            Another interesting observation is that the most frequently mentioned web sites in international publications consist of only the well-established 'branded' organizations. (Table 22)

TABLE 22: WEB PAGES MOST FREQUENTLY CITED BY INTERNATIONAL PUBLICATIONS
Name of Web Page
No. of times cited
Tourism Sector
Government/Commercial

New Asia
5
NTO
Government

Singapore Airlines
3
TRA
Commercial

Hyatt
2
ACC
Commercial

          This could be due to higher advertising fees of international publications and bigger advertising budgets of larger organizations.

          Another possible interpretation could be that these three organizations are internationally recognised and they are known for delivering good quality service. Hence, they are recommended by international publications. As seen from the survey, Hyatt International has four of its hotels in the list of leading hotels in Asia-1998 [Business Traveller, 1998]. Appendix 6 reveals the ranking. Singapore Airlines has been voted the “Best Airline” in five leading surveys conducted by leading publications [SIA, 1999].

             This research does reveal that search engines produce different results when compared to the media. The top two web pages cited by search engines, Guide for US travellers was specially created by the STB for US travellers and Hotels in Singapore-Planet Holiday is a US based site.  In a study done by Lawrence and Giles [1999], search engines are “more likely to index US sites than non-US sites”.  Hence, it is not surprising that these two web pages headed the list generated by the search engines.  This observation also confirms our earlier findings that STB is aggressively marketing itself to the US audience through the web.
              The search engines used seldom locate web pages in other languages. STB's guide for Japanese and Taiwanese travellers registered zero hits in the research. This suggests that tourist destinations have to consider language differences in their web sites’ contents.

             However, search engines have the advantage of highlighting more relevant pages that answers tourists’ needs. During a search for “singapore food”, pages of recipes like http://www.singapore-ca.com/in-food.htm actually appeared among the results rather than the main page of tourism web sites (http://www.singapore-ca.com).
Though New Asia Singapore was most frequently cited, search engines cited it only twice. The above advantage may explain the discrepancy in findings. During the data collection, only the first 50 relevant web pages listed by each search engine was compiled. New Asia Singapore could have been ranked beyond the relevant range and thus excluded. Furthermore, the data collection was based purely on the frequency of the web pages instead of the web sites. Thus, even though other web pages which are also part of the New Asia web site appeared 16 times (Table 23), they were not included in the calculation of the frequency of the New Asia web page.  

TABLE 23: OTHER WEB PAGES WHICH ARE PART OF THE NEW ASIA WEB SITE

URL
Frequency

http://www.newasia-singapore.com.sg/sections/3a/1,1138,298,00.html 
3

http://www.newasia-singapore.com/sections/3c_we...621,320,00.html 
2

http://www.newasia-singapore.com/ltours/template/5a/0,1391,134,00.html
2

http://www.newasia-singapore.com/sections/articles/4a/1,1176,525,00.html
1

http://www.newasia-singapore.com/sections/articles/4a/0,1176,406,00.html.cmd
1

http://www.newasia-singapore.com/sections/3a_ltours/0,1408,252,00.html
1

http://www.newasia-singapore.com/sections/3a_brochures/1,1630,321,00.html
1

http://www.newasia-singapore.com/sections/3a/1,1138,340,00.html 
1

http://www.newasia-singapore.com/hotels/locatio...Orchard,00.html 
1

http://www.newasia-singapore.com/hotels/details/1,1438,248%20122,00.html
1

http://www.newasia-singapore.com/calendar/details/0,1431,337 149,00.html
1

http://www.newasia-singapore.com/calendar/details/0,1431,304%2063,00.html
1

Total
16

Also, the frequency was split between the two URLs: http://www.newasia-singapore.com/ and http://www.travel.com.sg/sog (Table 24). 

TABLE 24: FREQUENCY COUNT FOR THE TWO URLS OF NEW ASIA WEB SITE

Web Pages Beginning with:
Frequency

http://www.travel.com.sg/
29

http://www.newasia-singapore.com/
40

Grand Total
69




TRAFFIC WHEEL ANALYSIS

No matter how well-designed a web site is, it is useless if few people know about its existence. A web site should be more than just “a signboard that points visitors to your products and services” [Shiva, 1997]. 

Since the two stages in Elston’s web traffic plan [1997a] and the traffic wheel [1997b] overlapped each other as mentioned in Chapter 1, a modified version of the traffic wheel (Figure 2) was utilized and the 50 frequently cited web sites from Chapter 3 were analysed according to it. The results show the extent to which these web sites are increasing their web traffic.

FIGURE 2:TRAFFIC WHEEL (ADAPTED AND MODIFIED FROM ELSTON – http://www.trafficdigest.com/art-diversity.htm)
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TABLE 25: SUMMARY OF TRAFFIC WHEEL ANALYSIS

Web Traffic Generators
Summary




Directory Links (Yahoo!)
33 out of 50 web sites (66%) were mentioned in Yahoo!

Email Marketing
15 out of 50 web sites (30%) used email marketing

Newsgroups (Dejanews)
18 out of 50 web sites (36%) mentioned by URL, 

1 out of 50 web sites (2%) mentioned by name

Online Transactions
21 out of 50 web sites (42%) included online transactions

Press Releases (PR Wire & MetaCrawler)
1 out of 50 web sites (2%) mentioned by name in PR Wire, 

1 out of 50 web sites (2%) mentioned by URL in PR Wire, 

9 out of 50 web sites (18%) mentioned by name in MetaCrawler

Reverse Links (HotBot)
41 out of 50 web sites (82%) included as a link on other web pages

Registration 
2 out of 50 web sites (4%) used registration mechanism

Directory links

From Table 25, 33 (66%) out of the 50 web cites were mentioned by Yahoo!
. This shows that the majority had tried to increase web traffic by registering with it. Yahoo! was chosen as the basis for analysis as it is the largest directory available and does not solely rely on automated spiders (a search engine mechanism which searches the Web and index pages in a database) [USWeb and Bruner, 1998].  It also has a category
 which specifically caters to travellers interested in Singapore. This also explained why it is the preferred directory among the top 50 web sites. 

Email marketing

30% of the 50 web sites offered regular updates and newsletters by email for visitors who displayed interest in the organization by providing their email addresses to the webmasters. The latest information is delivered directly into the consumers’ mailboxes and this encourages repeated visits to the web sites. Such a mailing list allows the organization to test offers and understand whom their target audience should be [Elston, 1997b]. This is especially crucial to tourism organizations due to the many activities and promotions throughout the year. If the traffic does not improve, a better-phrased email can be quickly sent out to remedy the situation. If resources allow, several competing emails could be sent to test the response of the targeted audience [Lewis and Murphy, 1998]. Despite these advantages, two-thirds of the web sites did not used email marketing. 

Newsgroups

The DejaNews
 web site (a search engine specially for newsgroups) was utilised to search for messages which contained information of the 50 web sites. Only the Sentosa site was mentioned when the names of web sites were keyed into the search function. However, URLs of 18 web sites were mentioned when all 50 URLs were searched instead of the names. It appeared that majority of the 50 web sites were mentioned by their URLs rather than by their names. This frequent usage of hyperlinks makes it easy for readers of the messages to click on the URL and be transferred to the particular web site immediately, thus increasing web traffic. Therefore, organizations should include URLs in their messages. Signatures containing an organization's information such as phone and fax numbers, email address and URL of web site, could be included so that every contribution to the newsgroup is like a “mini-advertisement” [Shiva,1997]. This would be useful especially in newsgroups such as soc.culture.singapore, rec.travel.air and rec.travel which in total had 180 messages citing one of the 50 URLs (Appendix 7). It is because these newsgroups are frequented by active and potential travellers as well as people in the tourism industry [Shiva, 1997].

Online transactions

42% of the web sites enabled visitors to perform transactions such as the reservation of hotel rooms. The Internet, as a new marketing channel, has many strengths (i.e. cut costs and save time) which were mentioned earlier in the Literature Review. For web-based organizations e.g. Holiday City Pte Ltd, online transactions are the only sales channel available. For organizations which are already established, this is a chance to improve and expand existing products and services by including online transactions in their marketing strategies [Adam and Westberg, 1998].   

Press releases

PR Wire, a “popular press release service”, and MetaCrawler, an “all-encompassing” search engine were used to search for online press releases [Smith and Catalano, 1998]. The Marriott Hotel’s web site was the only organization which has submitted press releases to both press releases. In addition, the Marriott's web site also contained a section on press releases. As an international hotel chain, it would have more resources dedicated to marketing and public relations than other tourism sectors. The finding also showed that other web sites are not using press releases to reach out to existing and potential tourists.  

Media

Electronic marketing has “levelled the playing field” as mentioned in the literature review, resulting in an increase in competition. Thus branding and positioning is becoming more and more important so as to stand out from the rest. In order to do so, marketers could increase advertisements in different media, both traditional and on the Internet [Adam and Westberg, 1998]. For instance, URLs and email addresses can be broadcast using traditional media which include brochures, newspapers, magazines, radio and television. By using “cross-publicizing”, they would know the existence of a particular web page and might visit the web site to find out more about the organization [Shiva, 1997]. 

Reverse links

41(82%) of the 50 web sites appeared as a link on other web sites. Majority of the web sites had make good use of the hyperlink function, which brings in traffic from many sources [Elston, 1997b]. For example, the Marriott web site was linked to 959 other web sites. This could be compared to 959 points of entry into the Marriott web site. As the number increases, more visitors would “chance” onto the Marriott web site compared to that of Hotel Hamilton, which was not linked to any web site according to HotBot
. However, the traffic could ”vary tremendously depending on the affinity site’s quality and the character of its audience” [USWeb and Bruner, 1998]. 

Registration

2(4%) of the web sites used the registration mechanism in order to collect valuable information from an exclusive group of consumers, who volunteered their personal information to join the group. In exchange, the organization provides updated and privileged information for these special members. Few web sites are using this mechanism fearful of rejecting visitors who dislike “being forced to” volunteer their personal information to the organization [Stone, 1999]. 

Other sources of web traffic 

Advertising banners containing links to the advertiser’s web sites could be a web traffic source. However, “fewer than 10% of web marketers buy banners”. The reason given is that “they aren’t noticed” unless they appear in “prime locations such as the homepage of major search engines” [Lewis and Murphy, 1998].

Implications

The best method to attract web traffic is to give visitors a reason to visit the web site by offering “something of value for free”. Frequently updated web sites with the latest news definitely encourages repeated visits [Shiva, 1997]. The STB’s New Asia web site is a good example. The liberal use of multimedia and the wealth of information available are pull factors for visitors who are interested in Singapore. However, an effective web site should be complemented by aggressive marketing using both traditional media and the Internet. The above findings show that the 50 web sites could improve in many areas such as the usage of newsgroups, press releases and the registration mechanism. These organizations might not have sufficient resources to market their web sites so aggressively but they should certainly give it a try.

WEB SITE ANALYSIS

This chapter analyses the features available on the tourism web pages identified in Chapter 3.  Emphasis will be placed on analysing the entire web site. This means that not only the web page the URL led to will be looked at; the whole web site which the URL belongs to will be analysed. 

As mentioned in chapter 3, two of the tourism organizations have more than one URL appearing in the top 50 list (Table 15).  However, since this analysis will be conducted on web sites, Singapore Tourism Board and Grand Hyatt Singapore will be considered to be having one web site each instead of two each. Hence, the top 50 list is reduced to 48.

In addition, since this analysis will be done on web sites written in English, the STB’s web sites written for Japanese and Taiwanese travellers will not be included in the analysis.  Thus, the final analysis will only be made on 46 web sites.

TABLE 15: WEBSITE WITH MULTIPLE DOMAIN NAMES

Tourism Organizations 

That have multiple urls
URLs
Created Date

Singapore Tourism Board
http://www.newasia-singapore.com
16-Mar-96.


http://www.travel.com.sg/sog
14-Mar-96

Grand Hyatt Singapore
http://singapore.hyatt.com
NA


http://www.hyatt.com/pages/s/sinrsj.html 
13-Feb-91

Source: http://www.networksolutions.com/cgi-bin/whois/whois, http://www.nic.net.sg

FIGURE 3: FEATURES AVAILABLE ON THE WEB SITES
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Email/Enquiry/Feedback

Providing email addresses and feedback or enquiry forms allow web surfers to post queries to the web masters as and when they like. For surfers using public terminals to access such web sites, online forms would allow them to contact the relevant authorities through such online forms without using their personal terminals.  Surfers who use web-based email accounts can also email these organizations on public terminals. Therefore, it is not surprising that 44 out of 46 sites (96%) have this function.

TABLE 26: SUMMARY RESULTS OF WEB SITES WITH

EMAIL/ ENQUIRY/ FEEDBACK FEATURE

Tourism Sectors
Email/Enquiry/Feedback

Accommodation
15 (100%)

Attractions
5 (100%)

Exhibition & Conventions
1 (100%)

Food & Beverage
6 (100%)

General
8 out of 10 (80%)

National Tourist Organizations *
4 (100%)

Arts & Entertainment
3 (100%)

Transportation
1 (100%)

Travel Agents
1 (100%)

Total
44 out of 46 (96%)




* 2 out of the 7 web sites which are not written in the English language were excluded in the analysis. 


From Table 26, two web sites from the general sector did not provide any email address or enquiry or feedback forms.  They are http://www.sino.net/asean/spore.html and http://www.travnet.com.sg/.  These sites provide only information to visitors and do not actually sell products. However, the inclusion of this feature on other sites indicates that it is an integral part of the online marketing tool. 
Phone/Fax

By providing contact numbers on web sites, businesses allow web visitors to make instant contact with another human being should such a need arise.   Thus, it is not surprising that all the sites from the accommodation and attractions sectors provide phone/fax numbers (Table 27).

TABLE 27: SUMMARY RESULTS OF WEB SITES WITH PHONE/FAX FEATURE

Tourism Sectors
Phone/Fax

Accommodation
15 (100%)

Attractions
5 (100%)

Exhibition & Conventions
1 (100%)

Food & Beverage
4 out of 6 (66.67%)

General
4 out of 10 (40%)

National Tourist Organizations *
2 out of 4 (50%)

Arts & Entertainment
2 out of 3 (66.67%)

Transportation
1 (100%)

Travel Agents
1 (100%)

Total
35 out of 46 (76%)




* 2 out of the 7 web sites which are not written in the English language were excluded in the analysis. 


However, for the food & beverage, general, NTO and arts & entertainment sectors, the telephone/fax numbers are omitted.  There could be several reasons for this observation. 

For the food & beverage sector, the two sites which omit the contact numbers provide general information about food in Singapore and do not promote any food & beverage establishment in particular.  Thus, it may not be worth the cost of providing contact numbers when email addresses are already provided.

For the general sector, more than 50% of the web sites do not have phone/fax. This could be due to the nature of the web site. These web sites tend to provide general information that tourists to Singapore might be interested in. Tourists who are searching for specific information would be referred to specific sites where further information could be obtained.

Last Updated Date

Web surfers visiting a web site are concerned with how up-to-date the information displayed is.  Updating a web site means to “correct changed, moved, or expired hot links” as well as to “edit outdated or incorrect text and alter graphics, audio, or video”.  Sites which are frequently updated would be “added to bookmark lists for ease of reference” by surfers for future visits [Murphy, Forrest and Wotring, 1996].  Cano and Prentice [1998] observed: “In the absence of updates there is little reason for a viewer to return to a site.”

TABLE 28: SUMMARY RESULTS OF WEB SITES WHICH DO NOT STATE LAST UPDATED DATE

Tourism Sectors
Last Updated Date

Accommodation
14 out of 15 (93%) did not state

Attractions
4 out of 5 (80%) did not state

Exhibition & Conventions
1 (100%)did not state

Food & Beverage
3 out of 6 (50%) did not state

General
7 out of 10 (70%) did not state

National Tourist Organizations *
3 out of 4 (75%) did not state

Arts & Entertainment
3 (100%) did not state

Transportation
1 (100%) did not state

Travel Agents
0 out of 1 (0%) did not state

Total
36 out of 46 (78%) did not state




* 2 out of the 7 web sites which are not written in the English language were excluded in the analysis. 


Hence, it is rather unexpected that most web sites do not mention the last updated date (Table 28). Those sites with this feature are all updated in 1999.  In addition, even the sites under the NTO sector do not state the last updated date.  Nevertheless, a site without this feature need not necessarily be out-dated. As long as the information provided remains relevant to the web user, the site will still be visited.  For instance, most of the hotel sites omit the last updated date, but random checks reveal that the information on the hotel (eg. location, room rates, amenities) remains relevant to tourists.   
Online Discussion Forum 

Only a few web sites from the food & beverage, general, and arts & entertainment sectors have online discussion forums (Table 29). These online forums are used by visitors to post messages or queries. Other visitors who are interested in answering might reply by posting replies on the board for all to see. The organization managing the forum might also post answers to some of the queries.  

TABLE 29: SUMMARY RESULTS OF WEB SITES WITH ONLINE DISCUSSION FORUM

Tourism Sectors
Online Discussion Forum

Accommodation
0 out of 15 (0%)

Attractions
0 out of 5 (0%)

Exhibition & Conventions
0 out of 1 (0%)

Food & Beverage
2 out of 6 (33%)

General
1 out of 10 (10%)

National Tourist Organizations *
0 out of 4 (0%)

Arts & Entertainment
1 out of 3 (33%)

Transportation
0 out of 1 (0%)

Travel Agents
0 out of 1 (0%)

Total 
4 out of 46 (9%)

* 2 out of the 7 web sites which are not written in the English language were excluded in the analysis. 


Multimedia

TABLE 30: SUMMARY RESULTS OF WEB SITES WITH MULTIMEDIA

Tourism Sectors
Graphics
Sound
Animation
Movie clips

Accommodation
15 out of 15 (100%)
0 out of 15 (0%)
2 out of 15 (13%)
1 out of 15 (7%)

Attractions
5 out of 5 (100%)
1 out of 5 (20%)
3 out of 5 (60%)
1 out of 5 (20%)

Exhibition & Conventions
1 out of 1 (100%)
0 out of 1 (0%)
1 out of 1 (100%)
0 out of 1 (100%)

Food & Beverage
6 out of 6 (100%)
1 out of 6 (17%)
3 out of 6 (50%)
0 out of 6 (0%)

General
9 out of 10 (90%)
0 out of 10 (0%)
3 out of 10 (30%)
0 out of 10 (0%)

National Tourist Organizations *
4 out of 4 (100%)
1 out of 4 (25%)
3 out of 4 (75%)
2 out of 4 (50%)

Arts & Entertainment
3 out of 3 (100%)
1 out of 3 (33%)
2 out of 3 (67%)
0 out of 3 (0%)

Transportation
1 out of 1 (100%)
0 out of 1 (0%)
0 out of 1 (0%)
0 out of 1 (0%)

Travel Agents
1 out of 1 (100%)
0 out of 1 (0%)
1 out of 1 (100%)
0 out of 1 (0%)

Total
45 out of 46 (98%)
4 out of 46 (9%)
18 out of 46 (39%)
4 out of 46 (9%)







* 2 out of the 7 web sites which are not written in the English language were excluded in the analysis. 





As seen from Table 30, all web sites have graphics on them with the exception of one site from the general sector. This shows that most web designers have recognized the importance of exploiting the web’s wide audience coverage by displaying photographs of attractions and sights. Even if there are no attractive pictures on display, the web sites also displayed colourful icons which present the web site in a more attractive light. The site http://www.sino.net/asean/spore.html from the general sector was supposed to display icons but none appeared when the page was loaded.  Such web pages which are not properly linked to their graphics files give web visitors a very bad impression.


Less than half of the 46 web sites studied included sound, animation and video clips as part of their multimedia presentation. Such multimedia features, if done properly, will improve the viewing pleasure of the web sites. But loading such features require time. For instance, viewing the New Asia web site includes automatic downloading of a real audio file, which is time-consuming.

During the research, a few of the sites’ animation and video clips could not be viewed due to some browser incompatibility and network problems. Different browsers can cause the same web site to look differently. This could be why most of the sites did not have these features.  However, with the improvement in technology, web surfers could come to expect such multimedia and those web sites without them might be skipped by surfers.  

Press Releases

TABLE 31: SUMMARY RESULTS OF WEB SITES WITH PRESS RELEASES

Tourism Sectors
Press Releases

Accommodation
2 out of 15 (13%)

Attractions
2 out of 5 (40%)

Exhibition & Conventions
1 out of 1 (100%)

Food & Beverage
2 out of 6 (33%)

General
0 out of 10 (0%)

National Tourist Organizations *
3 out of 4 (75 %)

Arts & Entertainment
0 out of 3 (0%)

Transportation
1 out of 1 (100%)

Travel Agents
0 out of 1 (0%)

Total
11 out of 46 (24%)




* 2 out of the 7 web sites which are not written in the English language were excluded in the analysis. 



Table 31 indicates that only 11 out of the 46 web sites display press releases. This could be that the organizations have not yet understood the usefulness of providing news on their web sites. 

Online Transactions

As expected, all, except one, of the hotel sites have some sort of online reservation service which web surfers can use (Table 32).  As the number of web savvy travellers increase, hotels are likely to see an increase in the number of online reservations.  The hotel without this feature may simply be using the web as an advertising tool. Thus, an email address for queries would be sufficient.

TABLE 32: SUMMARY RESULTS OF WEB SITES WITH ONLINE

TRANSACTIONS

Tourism Sectors
Online Transactions

Accommodation
14 out of 15 (93%)

Attractions
2 out of 5 (40%)

Exhibition & Conventions
0 out of 1 (0%)

Food & Beverage
1 out of 6 (17%)

General
2 out of 10 (20%)

National Tourist Organizations *
0 out of 4 (0%)

Arts & Entertainment
0 out of 3 (0%)

Transportation
1 out of 1 (100%)

Travel Agents
0 out of 1 (0%)

Total
20 out of 46 (43%)




* 2 out of the 7 web sites which are not written in the English language were excluded in the analysis. 


Implications

Based on this project, it can be observed that most organizations have recognized the importance of providing email addresses, contact numbers and graphics on their web sites. The other features seem to suffer from lack of usage. However, it cannot be ascertained for sure that the lack of usage of such features affects the attractiveness of the web sites. A good interactive travel site should be user-friendly and allow interaction between the tourists and the tourism organizations. 

CONCLUSION AND RECOMMENDATIONS

This research has shown that Singapore tourism sectors are not harnessing the full potential of the Internet. Only the accommodation and NTO sectors are actively  including the Internet in their marketing mix. Be it small independently run hotels or international hotel chains, both have established a cyber presence. International hotel chains have better access to resources and expertise in maintaining the web sites. 

 The NTO (STB) is actively promoting the theme New Asia Singapore in both traditional media and the Internet, portraying Singapore as a “cosmopolitan and tropical city state that enjoys a rich and diverse cultural heritage” [The Straits Times, November 1999]. This packaging and branding is reflected in both the literature and web sites generated by the STB.

Many web traffic mechanisms such as, press releases and newsgroups are either poorly used or not at all. Well-written press releases that are widely distributed would definitely boost the reputation and image of an organization. Usage of newsgroups to provide potential travellers with useful information would enhance Singapore’s image as a tourist destination. In spite of these advantages, these mechanisms were utilized by few tourism organizations. 

Directories, site-maps and search functions can be included to improve navigation within the web sites. However, these would increase the costs involved and a balance must be struck between the costs and benefits obtainable. The cost and time factor could be the main reason in the lack of these features on the web sites.

Although the government has actively promoted IT usage, the success of web marketing on Singapore depends on the combined efforts of the various sectors of the tourism industry. The Internet should be viewed as a part of the promotional mix, but certainly not a replacement. The human touch still plays an important role in the delivery of the whole travel experience.

Future Trends in the Tourism Industry

To distinguish themselves from others, Singapore tourism organizations need to spot tourism trends and preferences of potential tourists in order to attract them and cater to their needs. Future tourism web sites should cater to different tourist segments and language usage. 

Shifts in market and global demographics will affect the travel patterns of tourists. In addition, advances in technology will introduce virtual reality tours, teleconferencing, and possibly space travel [The Straits Times, February 2000]. 

Possible Areas for Further Research

Since limited research has been constructed on the effective use of web marketing by Singapore’s tourism industry, a detailed assessment of the individual tourism sectors could be conducted. Since Hong Kong has been selected as the destination for DisneyLand, it may pose a serious threat to Singapore's tourism industry. Hence, comparative studies on Hong Kong, Malaysia and Singapore's tourism industry and their use of the Internet for marketing purposes, would be beneficial.

Surveys could be conducted among tourists in Singapore, to determine whether they had visited Singapore tourism web sites before their arrival. Their comments on these sites would also be of value. The cost of maintaining web sites, as well as employing traditional non-online advertising, could also be studied.
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TABLE 8: MOST FREQUENTLY CITED WEB PAGES








� Source: “E-commerce development”, Infocomm Development  Authority of Singapore, 


  � HYPERLINK "http://www.ida.gov.sg/Website/IDAhome.nsf/Home?OpenForm" ��http://www.ida.gov.sg/Web site/IDAhome.nsf/Home?OpenForm�


� � HYPERLINK http://www.sabre.com/ ��http://www.sabre.com/�, a system which electronically links travel agencies, corporations and consumers to travel suppliers worldwide.


5 � HYPERLINK https://www.abacus.com.sg/ ��https://www.abacus.com.sg/�, a leading provider of global travel information services to the Asia-Pacific region.








� Examples are : � HYPERLINK http://www.stb.com.sg/ ��http://www.stb.com.sg/�, � HYPERLINK http://www.travel.com.sg/sog ��http://www.travel.com.sg/sog�, � HYPERLINK http://www.cybrary.com.sg/ ��http://www.cybrary.com.sg/�


� source: http://news2.thls.bbc.co.uk/hi/english/world/asia%2Dpacific/newsid%5F619000/619521.stm


� source: http://news2.thls.bbc.co.uk/hi/english/world/asia-pacific/newsid_609000/609971.stm


� source: Third strategic Thrust, � HYPERLINK http://www.stb.com.sg/t21/st3.stm ��http://www.stb.com.sg/t21/st3.stm�





� source: http://business-times.asia1.com.sg/2/nfrnt/nfrnt01.html


8URL: http://www.altavista.com


9URL: http://www.excite.com


10URL: http://www.hotbot.com


11URL: http://www.infoseek.com





� http://www.yahoo.com





� http://travel.yahoo.com/Destinations/asia/countries/singapore/


� http://www.deja.com


� http://www.hotbot.com/





PAGE  

[image: image11.png]


[image: image12.png]


_1012506724.ppt






General

Accommodation

Food and Beverage

Attractions

Transportation

Travel Agents

Arts & 

Entertainment



Categories

of  Tourism Web Pages

National

Tourist

Organization

Exhibition &

Conventions








_1012551883.ppt




WEB TRAFFIC

Email Marketing

Discussion

Groups

E-commerce

Applications

Press Release



Other links

Registration

Directory Links

Media










_1012552416.ppt




Web Site Analysis

Eg.graphics,

animation, movie clips and sound.



Online 

Discussion

Forum

E-mail 

Address

Last Updated

Date

Online 

Transactions

Feedback

Forms

Fax

Phone

Multimedia

Eg. Shopping and

 online reservation








_1012550288.ppt




WEB TRAFFIC

Email Marketing

Discussion

Groups

E-commerce

Applications

Press Release



Other links

Registration

Directory Links

Media










_1009459978.xls
Chart1

		Sentosa Island

		Singapore Cable Car

		Night Safari

		Jurong Bird Park

		Singapore Zoological Gardens

		Haw Par Villa, Tiger Balm Gardens

		Singapore History Museum

		Mandai Orchard Gardens

		Singapore Art Museum

		National Orchid Garden

		Chinese/Japanese Garden

		Crocodile Farm



Paid Access

%

31.5

20.7

14.8

8.6

7.8

4.4

3.1

2.8

1.3

1.1

1

0.9



Sheet1

		Sentosa Island				31.5

		Singapore Cable Car				20.7

		Night Safari				14.8

		Jurong Bird Park				8.6

		Singapore Zoological Gardens				7.8

		Haw Par Villa, Tiger Balm Gardens				4.4

		Singapore History Museum				3.1

		Mandai Orchard Gardens				2.8

		Singapore Art Museum				1.3

		National Orchid Garden				1.1

		Chinese/Japanese Garden				1

		Crocodile Farm				0.9

		Orchard Road Area				81.6

		Chinatown				43.3

		Boat Quay				22.2

		Little India (Serangoon)				20.5

		WTC/Harbour Pavilion/ Cruise Centre				17.8

		Bugis Street/Bugis Junction				13.4

		Botanic Gardens				9.6

		Singapore River				8.3

		Mount Faber				6.7

		Arab Street				5.6

		CHIJMES				4.7

		Marina Bay/ Marina Village				4





Sheet1

		



Paid Access

%



Sheet2

		





Sheet3

		






_1012506721.ppt




Web Site Analysis

Eg.graphics,

animation, movie clips and sound.



Online 

Discussion

Forum

E-mail 

Address

Last Updated

Date

Online 

Transactions

Feedback

Forms

Fax

Phone

Multimedia

Eg. Shopping and

 online reservation








_1012421160.doc
[image: image1.png]






_1009459975.xls
Chart2

		Orchard Road Area

		Chinatown

		Boat Quay

		Little India (Serangoon)

		WTC/Harbour Pavilion/ Cruise Centre

		Bugis Street/Bugis Junction

		Botanic Gardens

		Singapore River

		Mount Faber

		Arab Street

		CHIJMES

		Marina Bay/ Marina Village



Free Access

%

81.6

43.3

22.2

20.5

17.8

13.4

9.6

8.3

6.7

5.6

4.7

4



Sheet1

		Sentosa Island				31.5

		Singapore Cable Car				20.7

		Night Safari				14.8

		Jurong Bird Park				8.6

		Singapore Zoological Gardens				7.8

		Haw Par Villa, Tiger Balm Gardens				4.4

		Singapore History Museum				3.1

		Mandai Orchard Gardens				2.8

		Singapore Art Museum				1.3

		National Orchid Garden				1.1

		Chinese/Japanese Garden				1

		Crocodile Farm				0.9

		Orchard Road Area				81.6

		Chinatown				43.3

		Boat Quay				22.2

		Little India (Serangoon)				20.5

		WTC/Harbour Pavilion/ Cruise Centre				17.8

		Bugis Street/Bugis Junction				13.4

		Botanic Gardens				9.6

		Singapore River				8.3

		Mount Faber				6.7

		Arab Street				5.6

		CHIJMES				4.7

		Marina Bay/ Marina Village				4





Sheet1

		



Free Access

%



Sheet2

		





Sheet3

		






