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STB expands its digital footprint in China for better visitor 

engagement and experience enhancement 

Multi-year partnerships inked with four major Chinese digital players; launch of new 

YourSingapore WeChat Service account and Baidu Connect service to provide in-

destination mobile services for Chinese visitors 

 

Singapore, October 21, 2015 – Chinese visitors can soon search for Singapore 

destination offerings, navigate Singapore and share their travel experience at their 

fingertips, as the Singapore Tourism Board (STB) launched today its most 

comprehensive suite of digital and mobile services for the Chinese market to date.  

 

STB today entered into four Memorandum of Understandings (MOUs) for the first time 

with online travel services Alitrip and Tuniu, and social review sites Dianping and 

Mafengwo, to curate and distribute compelling content on Singapore’s destination 

offerings over a period of two to three years. The signing took place at TravelRave 

ITB Asia’s Navigating China’s Digital Travel Landscape (领航中国在线旅游全景) MOU 

signing ceremony and panel discussion today.  

 

In addition, STB also launched a new YourSingapore WeChat Service account (新加坡

旅游局官方微信帐号) and Baidu Connect (直达号) service that will provide consumers 

with real-time location-based services via their mobile to explore Singapore with ease. 

Please refer to Annex A for more information on STB’s China digital 

initiatives launched today.  
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The integrated suite of digital and mobile services allows STB to extend its digital 

presence in the important key-source market of China, which has seen a surge in the 

number of Free and Independent Travellers (FIT)1 and the proliferation of mobile 

usage to search for travel information2. These partnerships will enable STB to engage 

these digital-savvy visitors at various junctures, from attracting them to visit Singapore, 

to delivering an enhanced visitor experience here, and encouraging them to share 

their experiences post-trip.   

      

The initiatives are also expected to amplify STB’s current digital marketing efforts for 

China, which include STB Weibo (440,000 fans) and WeChat Subscription3 (76,000 

followers) accounts, and collaborations with video portals such as Youku (11 million 

views for STB-commissioned micro-movies) to push out Singapore content.   

 

“We are seeing more Chinese FIT or free-and-easy visitors in Singapore in recent 

years4.  Besides the need for comprehensive information for trip planning, they also 

desire real-time useful tips, navigation, payment and translation tools to explore a 

                                                           
1  More than 65% of the Chinese travellers in 2014 were independent travellers (Source: China Tourism 
Academy; http://www.scmp.com/news/china/money-wealth/article/1862971/you-it-more-chinese-travellers-
take-tailored-tours-deeper) 
2 77%  of Chinese travellers would search for online travel services on mobile device.  Source: China Online 
Travel Market Overview in 2014 
3 The WeChat subscription account allows marketers to send information and updates on their products, and is 
different from the new WeChat service account function that allows companies to provide interactive content, 
customer, e-commerce, navigation and location-based services to users.  
4 63% of Chinese visitors to Singapore in 2014 are FITs. Those on free-and-easy packages (meaning flight and 
hotel only, or on-ground transport and sightseeing only) make up another 17% of the Chinese visitor arrivals in 
2014. Source: STB  

http://www.scmp.com/news/china/money-wealth/article/1862971/you-it-more-chinese-travellers-take-tailored-tours-deeper
http://www.scmp.com/news/china/money-wealth/article/1862971/you-it-more-chinese-travellers-take-tailored-tours-deeper
http://www.chinainternetwatch.com/11923/online-travel-market-overview-2014/
http://www.chinainternetwatch.com/11923/online-travel-market-overview-2014/
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destination independently,” says Mr Edward Chew, Regional Director (Greater China), 

Singapore Tourism Board (周振兴  新加坡旅游局大中华区首席代表兼署长).  

 

He adds: “China’s digital landscape is unique, and I am thus excited to work with some 

of the most influential Chinese digital players in the market currently to provide 

innovative content and services for the Chinese visitors. This includes driving 

awareness and conversion for Singapore pre-trip, to equipping the visitors with 

necessary tools to explore Singapore with ease, and sharing their experiences with 

the online community thereafter. We are definitely keen to work with even more 

Chinese digital players in the near future to further widen STB’s digital footprint in 

China.” 

 

The partnerships will help ensure Singapore continues to attract visitors from China, 

Singapore’s second-largest contributor of international visitor arrivals (1.7 mil) and 

tourism receipts (S$2.6 bil) in 2014. For 2015, the number of China visitor arrivals for 

January to August has increased by 19% year-on-year to 1,462,974.5 

 

Singapore’s tourism industry players are also expected to benefit from these digital 

partnerships with increased exposure to their product offerings in the Chinese market. 

For instance, attractions such as River Safari and Gardens by the Bay will be featured 

in the new YourSingapore WeChat account, while the offerings of Sentosa-

                                                           
5 STB tourism statistics https://www.stb.gov.sg/statistics-and-market-insights 
 

https://www.stb.gov.sg/statistics-and-market-insights
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HarbourFront precinct will be detailed in the new Baidu Connect service. More 

precincts and attractions will be added to these two platforms at a later date.  

 

“We are very excited to be part of STB’s continued expansion into the Chinese digital 

marketing landscape. The Chinese visitors will be able to discover the many hidden 

gems of the Sentosa-HarbourFront precinct easily through the YourSingapore Baidu 

Connect service. This platform will open doors of opportunities for the businesses and 

attractions of the precinct to connect with the Chinese visitors and deliver in-depth 

experiences and storytelling services to them,” says Mr Khoo Shao Tze, Chairman of 

Sentosa-HarbourFront Business Association (邱韶智, 主席, 圣淘沙港湾商联会). 

 

STB will also continue to conduct its regular trade marketing workshops with the local 

industry to raise awareness of the various digital marketing platforms available. 

 

Mr Lionel Yeo, Chief Executive, Singapore Tourism Board (杨汉忠 新加坡旅游局局长) 

says: “The digital and mobile revolution has drastically changed the way visitors 

research for and consume travel products, and underscores how we must stay ahead 

of the curve to adapt to the changing needs of our visitors. Only by doing so are we 

able to ensure Singapore remains top-of-mind as a destination. Visitor-centric 

experiences and marketing are both integral to our drive towards Quality Tourism6; 

this expansion of digital services for China is a strong illustration of our commitment.” 

  

                                                           
6 Quality Tourism is a model of tourism development that emphasises strong economic contribution, 
innovative and productive enterprises and local engagement. 
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Reference materials: 

Annex A: Impact of STB’s China digital initiatives launched today  

Annex B: Quotes from Chinese digital players 

Annex C: Profiles of Chinese digital players   

 

 

 

 

 

For media queries, please contact:  

Ms Huang Huifen    
Manager 
Communications Division 
Singapore Tourism Board 
Tel: +65 6831 3357 
E-mail: Huang_Huifen@stb.gov.sg 
Or call the STB Media Hotline at +65 9011 2071 

 

   

 

About the Singapore Tourism Board  

Singapore Tourism Board (STB) is a leading economic development agency in tourism, 

one of Singapore’s key service sectors. Known for partnership, innovation and 

excellence, STB champions tourism, making it a key economic driver for Singapore. 

We aim to differentiate and market Singapore as a must-visit destination offering a 

concentration of user-centric and enriching experiences through the “YourSingapore” 

brand. For more information, please visit www.stb.gov.sg or www.yoursingapore.com 

 

  

http://www.stb.gov.sg/
http://www.yoursingapore.com/
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About TravelRave                                                                                          

TravelRave, Asia’s premier travel and tourism week, will take place from 19 to 23 

October 2015 with an exciting line up of quality events featuring thought-

provoking content, influential speakers and the chance to network with some of the 

leading names in the travel and tourism industry. Leveraging Asia’s growing 

potential, TravelRave 2015 will provide a dynamic platform for business leaders and 

industry professionals to convene, share knowledge and insights, network and 

discover new business opportunities and celebrate Asian tourism at its best. Find out 

more at www.travelrave.sg. 

 

  
 

  

 Download the new STB YourSingapore WeChat Service 

account (新加坡旅游局官方微信帐号) from this QR code 

 

http://www.travelrave.sg/
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Annex A: Impact of STB’s China digital initiatives launched today 

STB has launched a suite of digital and mobile services to target each step of the 

Chinese visitors’ consumer journey, from pre-trip, in-destination, to post-trip.   

 

 

 

 Source: STB 
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Annex B: Quotes from Chinese digital partners  

1. Mr Tony Duan, Strategic & Partnership, General Manager , Alitrip  

段冬东, 战略合作部总经理, 阿里旅行 
 

“Alitrip is very happy to partner the Singapore Tourism Board. We hope to fully 

leverage Alibaba’s eco-system and big data to jointly curate the best of Singapore’s 

destination offerings on the dedicated Singapore Alitrip microsite, thus allowing 

consumers to select the products and services that best suit their travel preferences.” 

 

“阿里旅行十分高兴与新加坡旅游局建立合作伙伴关系。我们希望充分利用阿里巴巴的

生态圈及大数据，通在消费者和商家之间搭建的平台，让新加坡当地最好的旅游产品

都能摆上阿里旅行的平台，让消费者可以在阿里旅行平台上选择最合自己心意的新加

坡旅游产品和服务。” 

View the Singapore Alitrip microsite at https://sg.alitrip.com/ 

 

2. Mr Donald Yu, Co-founder and CEO, Tuniu  

于敦德 , 联合创始人及首席执行官， 途牛旅行网  

 

“2015 has opened new frontiers in the digital travel landscape, and is the best 

opportunity for the digital travel industry to bring their businesses to new heights. 

Tuniu will continue to accelerate our product innovation to provide a more dedicated 

service to our consumers. The deepened partnership with Singapore Tourism Board 

will allow Tuniu to provide more quality and in-depth Singapore experiences to our 

consumers.” 

 

https://sg.alitrip.com/
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“2015年开启了旅游+互联网蓬勃发展的新纪元，在线旅游企业迎来了发展升级的最佳

时机。途牛将继续加快区域拓展，让更多用户享受到更贴近、贴心的服务。而随着与

新加坡旅游局移动互联合作的深入，途牛将为国内游客提供更多优质、丰富的新加坡

旅游产品和服务。” 

 

View the Tuniu Singapore site here: http://www.tuniu.com/guide/d-xinjiapo-3912/ 

 

3. Mr Tang Hao, General Manager of Overseas Department, Dianping  
唐灏， 海外事业部总经理，大众点评网 

 

“We hope that the partnership with Singapore Tourism Board will give travellers’ a 

more holistic and enhanced experience. At the same time, we hope to work with the 

Singapore merchants to provide higher quality products and services to travellers. The 

wide network of Dianping users and their food reviews will provide consumers with 

useful suggestions to plan their trips. Our promotions with the Singapore will also 

encourage more users to try the unique local food culture of Singapore.”  

 

“大众点评希望通过此次与新加坡旅游局的合作，为海外游用户提供更全更优质的体验，

同时也能够提高新加坡商家的积极性，一起为用户提供更具品质和特色的服务。大众

点评拥有庞大的用户体系，消费者可以从其他用户所提供的美食评论中搜寻建议。另

外，通过与新加坡当地商家的合作，推出‘团购’和‘在线买单’等活动，鼓励更多

的用户去尝试异域的美食，体验当地文化。” 

 

View the Dianping Singapore site here: http://www.dianping.com/singapore 

http://www.tuniu.com/guide/d-xinjiapo-3912/
http://www.dianping.com/singapore
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4. Mr Lu Gang, Co-founder & COO, Mafengwo  

吕刚，联合创始人及首席运营官，蚂蜂窝 
 

“Mafengwo is the leading digital tool for independent travellers. We offer a 

comprehensive array of user-generated content on travel products and itineraries, and 

not mere listing of attractions and prices. Our partnership with Singapore Tourism 

Board will bring forth more authentic and credible travel information for the 

independent travel segment to Singapore.” 

 

“蚂蜂窝在旅游自由行品类处于领先地位。我们为用户提供的绝不是简单显示位置及

价格，而是最大程度为用户搜索到他想要的旅游产品和路线。蚂蜂窝的用户本身就是

一个庞大的信息资源，我们与新加坡旅游局的合作，期望能带给前往新加坡的自由行

旅客，更多吃、住、玩、乐、购方面的真实可靠信息。” 

 

View the Mafengwo Singapore site here: http://www.mafengwo.cn/singapore.html 

 

5. Mr Anson Ling, Senior Product Architect,  Baidu  

凌超，高级产品架构师，百度 

 

“Baidu Connect is a mobile platform for businesses to connect and provide essential 

services to consumers on-the-go. Our partnership with Singapore Tourism Board 

allows us to provide an enhanced service to consumers, by leveraging Baidu’s   

http://www.mafengwo.cn/singapore.html
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strengths in the five key areas of wide user base, branding, big data, payment gateway 

and technology.”    

 

“百度直达号是商家在百度移动平台的官方服务账号，让用户随时随地直达商家。我

们致力从连线用户和信息，扩向连接用户和服务。与新加坡旅游局的合作，一方面为

用户提供更便捷的商家搜索服务。另一方面，百度直达号作为一个平台，整合百度在

流量、品牌、数据、支付和技术方面的五大优势，能够为新加坡旅游产品转型互联网

+提供可行方案，深度连接人与服务。” 
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Annex C: Profiles of Chinese digital players 

1. ALITRIP  

1.1. Corporate Profile 

Alitrip (formerly known as Taobao Travel) is a leading platform for China’s online 

travel sector. The creation of the business was first announced in October 2014 as a 

marketplace platform under Alibaba Group. Alitrip currently has over 10,000 

merchants on its platform, providing airplane tickets, vacation packages, and hotel 

booking services, visa application services and tour guide services.  

As part of Alitrip’s efforts in the future, the business focuses on four main areas such 

as Mobile Services (Booking of taxi, cancelling of trips, mobile promotions and flight 

seating preferences),  Product and Service Innovations (Customers can utilize a 

feature to pre-order and reserve travel products through their Yu’e Bao account, a 

money market product), Platform Expansion (Hong Kong’s flagship air carrier Cathay 

Pacific Airlines and Asia’s leading hotel-booking site Agoda.com have signed 

agreements to join Alitrip) and Consumer Protection (Offer no-questions-asked 

refunds to consumers for tickets or hotel reservations within one hour).  

In 2015, TravelPort (a travel commerce platform based in United States) signed a 

new content and data partnership with Alitrip, allowing the company to expand its 

merchant and customer base offerings beyond China.  

 

  



                                                                                          

 
 
 

  
                                                                                                                                                                                                                                                      
Page 13 of 19 

 
                                                                     

 
 
 

1.2. Company Executive Bio 

Mr Tony Duan, Strategic & Partnership, General Manager, Alitrip  

段冬东, 战略合作部总经理, 阿里旅行 

Mr Tony Duan is the Head of Strategic Partnership 

Department of Alitrip. He has extensive experience in 

marketing and operational management in travel industry, 

and rich overseas working experience as well. 

From 2009-2014, Mr Duan was the COO of Baicheng.com. 

From 2005-2009, he was the Co-founder & COO of Yatour 

Online. Mr Duan joined BTG Group in 1998 and served as the 

Deputy General Manager of the Outbound Department at 

Beijing China Travel Service. Mr Duan holds an MBA Degree 

from University of Northern Virginia. 
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2. TUNIU  

2.1. Company Profile 

Tuniu, founded in Oct 2006, is the second largest online travel agent in China. Tuniu 

provides one-stop leisure travel solutions to over 5 million registered members online 

and 6 million APP users. Tuniu offers over 80,000 tour packages covering over 70 

countries worldwide and popular tourist attractions in China. It provides one-stop 

leisure travel solutions and a compelling customer experience through its online 

platform and offline service network, including over 2,463 staff, a 24/7 call center 

and 89 branch offices pan-China. The website receives more than 2 million daily 

page views. 

In August 2013, Tuniu raised US$60 million from Temasek Holdings and DCM (a 

U.S.-based venture capital firm) in its fourth funding round. Tuniu, financing $ 117 

million commenced on NASDAQ Stock Market on 9 May 2014 with a listing under the 

symbol TOUR. Tuniu was appointed as the SIA authorized sales agent for Eastern 

China since July 2014. 

On Aug 2015, Tuniu received the insurance license, and became the first online 

travel agency to enter the commercial insurance market. 
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2.2. Company Executive Bio 

Mr Donald Yu, Co-founder and CEO, Tuniu  

于敦德 , 联合创始人及首席执行官， 途牛旅行网  

Mr Donald Yu was born in Shandong Province and 

graduated from Southeast University with Bachelor 

degree of Mathematics. In 2004, Mr Yu started his 

business as technology director in 博客中国，which was 

one of Top 100 worldwide online company during that 

time, financing at $10 million. In 2005, he joined Yu Er 

Wang (育儿网) as Chief Technology Officer. In Oct 2006, 

Mr Yu founded Tuniu together with partner, Mr Yan 

Haifeng.   On 3 May, 2012, Mr Yu was listed as 10th of 

the Top 40 Corporate Elites under Age of 40 (”中国 40位

40岁以下的商界精英榜单") by Fortune. 
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3. DIANPING 

3.1. Company Profile 

Headquartered in Shanghai, Dianping is the leading local review site in China, with 

almost 100 million monthly active users who access the website for reviews and 

discounts for food and entertainment. As of 2014, Dianping's mobile app users 

reached 200 million, covering approximately 2,300 cities globally. Dianping website 

and app have more than 12 billion page views monthly, of which, over 85% comes 

from mobile users. 

In addition to merchant information and consumer reviews, Dianping also offers 

group-buying, online restaurant reservations, take-out services, e-coupon 

promotions, and other online-to-offline services. 

 

3.2. Company Executive Bio 

Mr Tang Hao, General Manager of Overseas Department, Dianping  

唐灏， 海外事业部总经理，大众点评网 

Mr Tang Hao graduated from Tong Ji University (同济大学) in 

Shanghai. He manages Dianping’s development and oversees 

three divisions - technology development, product development 

and business operations. 
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4. MAFENGWO  

4.1 Company Profile 

Chen Gang and Lu Gang founded Mafengwo in 2006. In 2010, they registered a 

company for business operation. As of February 2015，Mafengwo had obtained 

more than 80,000,000 users, 80% of whom are mobile users. 

With their travel social network and travel big data, Mafengwo established a unique 

business model - FIT trading platform. From the massive user-generated content 

data processing, content will be generated to connect users with personalized FIT 

products and services based on user preferences. Through accurate matching, 

Mafengwo offers significant cost savings to suppliers such as OTA, agents, hotels 

etc.  

 

4.3 Company Executive Bio 

Mr Lu Gang, Co-founder & COO, Mafengwo  

吕刚，联合创始人及首席运营官， 蚂蜂窝 

Mr Lu Gang is the Co-founder and COO of Mafengwo, and is in 

charge of the hotel booking, FIT and Advertising Departments. 

He is a senior expert in Internet operation since 1999, especially 

skilled at social network sites data integration and business 

operation. In addition, he is a travel enthusiast.  He used to 

drive across America and Africa, and is a professional at 

motorcycle riding, skiing, photography, diving, etc.  
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5. Baidu 

5.1. Company Profile 

Baidu was founded in 2000 by Internet pioneer Robin Li, creator of visionary search 

technology Hyperlink Analysis, with the mission to provide people with the best way 

to find information and connect users with services. Over the past decade, Baidu has 

strived to fulfil this mission by listening carefully to users’ needs and wants - to 

provide intelligent, relevant search results for the tens of billions of queries that are 

entered into its search platform every day. Baidu focuses on powering the best 

technology optimized for up-to-date local tastes and preferences. Their deep 

understanding of Chinese language and culture is central to their success and allows 

them to tailor their search technology to their users’ needs.  

Primarily focused in China, Baidu is the largest search engine with approximately 

63% of market share. Similar to Google, it searches the Web for content and offers 

a wide array of products, including maps, news, video, encyclopaedia, anti-virus, and 

internet TV. Baidu generates revenue with an ad revenue system very similar to 

Google's. Advertisers bid on the keywords that will trigger the display of their ads. 

Advertisers can also pay for priority placement in search results.  

Baidu provides users with many channels to find and share information. In addition 

to their core web search product, Baidu powered many popular community-based 

products, such as Baidu PostBar （百度贴吧）, the world’s first and largest Chinese-

language query-based searchable online community platform, Baidu Knows （百度知

道）, the world’s largest Chinese-language interactive knowledge-sharing platform, 

and Baidu Encyclopaedia （百度百科）, the world’s largest user-generated Chinese-

language encyclopaedia. Beyond these marquee products, Baidu also offers dozens 

of helpful vertical search-based products, such as Maps, Image Search, Video 

Search, News Search, and more.  
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With the world’s largest Internet user population – 564 million as of end 2012 – and 

a long way to go to reach internet penetration levels of developed countries, China’s 

internet is growing in both influence and sophistication. And as more Chinese go 

digital, Baidu continues to innovate to meet their increasingly diverse tastes. With 

their goal of best serving the needs of the Chinese users and customers with 

intelligent and relevant solutions, Baidu looks forward to a robust future. 

5.3. Company Executive Bio 

Mr Anson Ling, Senior Product Architect, Baidu  

凌超，高级产品架构师，百度 

• Born in Shanghai. 
• CIO for Bingdian.com, one of the largest Chinese mobile booking platforms. 
• Senior Product Architect in Baidu, defining developing strategies for Baidu 

Cloud system with top management. 

 


