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Abstract  

Purpose- This study explored cycling tourists’ experience in Singapore using an 

exploratory case study. 

Design/ methodology/ approach- Tourist’s spontaneous reviews (N= 409) posted on 

TripAdvisor were collected and further analyzed through Leximancer.  

Findings- The software identified 31 concepts grouped into five dominant themes of 

tourists’ experiences. In order of relative importance, the themes were tour, bike, 

guide, experience, and cycling. Moreover, it also revealed that most of the tourists 

have a favorable impression of their cycling experience in Singapore. 

Originality/value- The findings suggest that cycling tours can provide tourists with 

pleasurable experiences. Tourists embark on cycling tours in Singapore to learn more 

about the city and enjoy new experiences. However, to meet tourists’ expectations, it 

is essential that bicycles are well-maintained and accessible. In addition, tour guides 

should be attentive and knowledgeable. These have direct effects on tourists’ 

satisfaction level with cycling tours. 

Paper type Research paper 

 

Keywords: Cycling Tourism, Singapore, User-Generated Content, Content Analysis, 

Tourists’ Review 
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Let’s Go Cycling: An Analysis of Tourists’ Experience on Online User-generated 

Content  

 

Introduction 

 While cycling is traditionally a form of transport, increasingly, it has also 

become a form of leisure and recreation. In particular, it is one of the most common 

sporting activities on travel trips with many tourists embarking on cycling tours 

(Ritchie, 1998, Lamont, 2009). Hence, it is not surprising that cycling tourism has 

become the subject of many studies. Most of these studies have focused on how 

cycling tourism can be promoted. As such, there are many studies examining the 

motivations of tourists, the evaluation of route attributes and the promotion of cycling 

tourism programs (Deenihan and Caulfield, 2015, Ritchie, 1998). 

On comparison, there have been fewer studies on the experiences of cycling 

tourists. It is noted that cycling tourism is mainly experience-based. From the tourists’ 

perspective, the attractiveness of cycling lies in providing a different experience such 

as offering a challenge or an overall feeling of relaxation and well-being (Lee et al., 

2014, Ritchie, 1998). Furthermore, tourists can explore indigenous culture and history 

to gain a better understanding of a destination (Downward et al., 2009). Therefore, 

studies in the experience of cycling tourists can extend knowledge in this area.  

For destination marketers and policy planners, examining cycling tourists’ 

experience is also important. This is because tourists’ experience can be critical 

antecedents of positive word of mouth and future intention (Volo, 2010). In recent 

years, technology has enabled many tourists to share their travel experiences on social 

media and other online sites. This has provided the means for obtaining a large 

amount of data cheaply for analysis. In this study, the experiences of cycling tourists 
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as shared on the website TripAdvisor will be examined.  

 

Literature Review 

Cycling tourism  

Cycling tourism has the potential to contribute to the economic, social and 

environmental development of a destination (Faulks et al., 2007). As such, policy 

makers and destination planners in some countries have invested heavily in cycling-

related infrastructure in their communities to promote the local development of 

bicycle tourism (Pucher et al., 2010). For example, some European countries, such as 

the Netherlands, Denmark, and Finland, have built bicycle trails and routes to boost 

the demand for bicycle tours and trips (Lumsdon et al., 2009). In comparison, cycling 

tours are a relatively recent phenomenon in Asia. Only a few Asian countries have 

recognized the potential in cycling tourism. For instance, Taiwan committed resources 

to develop bicycle-friendly infrastructure and a cycling route to stimulate cycling 

tourism and build up its image as a destination for cycling tourists (Lee and Huang, 

2012). 

Cycling tourism includes a spectrum of cycling activities. In part, this has created 

difficulty among scholars to agree on the definition of the term (Lamont, 2009, 

Deenihan and Caulfield, 2015). Some scholars have taken the cue from Gibson’s 

(1998) distinction between active and passive sport tourism, and applied it to cycling 

tourism (Lamont, 2009, Kulczycki and Halpenny, 2015). For instance, Ritchie, 

Tkaczynski, & Faulks (2010) defined cycling tourism as ‘tourism that involves 

watching or participating in a cycling event, or participating in independent or 

organized cycle touring’ (p. 411). Participation of cycling activities can include both 

competitive and non-competitive activities. Non-competitive (i.e. recreational) 
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cycling tourists are part of cycling tourism as the cycling activity is an integral part of 

the trip (Lamont, 2009). In this study, this definition of bicycle tourism is used as it 

focuses on the experience of tourists who participate in activities of independent and 

organized cycling tours. These activities include bicycle hires and pre-planned cycling 

tours during a trip on holidays (Ritchie, 1998). As such, these activities can contribute 

to the local economy and provide a green alternative for tourists to explore their 

destination city (Handy et al., 2012). 

 

Experience studies in tourism  

 Tourists’ experience has been identified as a pivotal concept in tourism research 

over the past few decades (Sharpley and Stone, 2014). Many scholars have argued 

that offering tourists with an opportunity to engage in favorable and memorable 

experiences is essential to the success of tourism businesses because it leads to 

beneficial outcomes through higher expenditure, repeat visits, positive 

recommendations and word-of-mouth (Prebensen et al., 2012). In addition, many 

studies have addressed the importance of service quality in such experiences 

(Kouthouris and Alexandris, 2005, Williams and Buswell, 2003, Jennings et al., 

2009). Specifically, Jennings et al. (2009) argued that tourists’ experience is 

significantly associated with the level of service/product quality, relationship quality, 

and environment quality. 

However, it is noted that tourist experience is a complex and overarching concept 

that consists of different constituent elements. Thus, it can be challenging to assess 

and measure an individual’s experience (Sharpley and Stone, 2014). Recently, the 

orchestrated approach has been proposed as a means to analyze tourist experience. 

This approach views tourist experience as consisting of multiple and coexisting 
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components; a blend of sensory, affective, cognitive, relationships, behavioral 

components that define the tourist’s world (Pearce and Wu, 2016a). These elements 

can vary in importance over the duration of the trip and work together to create the 

whole experience. As such, the experience of a tourist can be understood as analogous 

to a functioning orchestra with multiple contributors to the overall performance 

(Pearce, 2011). The orchestrated approach focuses on multiple experiential 

components that are fused to form the experience of the tourist. 

 This multiple components of experience can also be used to describe the cycling 

tourist. In accordance with the definition of cycling tourism proposed by Lamont 

(2009), Shipway et al. (2016) proposed a model that was based on the experiences of 

participants and spectators in a cycling race event. For both active and passive 

participants, it argued that the overall experience for sport tourists was built on the 

interaction between the destination; personal experiences &meanings; and identity 

and belonging. According to the model, destination is the “stage” for active and 

passive participants’ experience; personal experiences & meaning is constructed 

through the perception of activity participation on the destination, including 

atmosphere, emotion, physical challenge/bodily experiences; and identity and 

belonging refers to sport tourists’ sense toward the destination. Shipway et al. (2016) 

further argued that the interaction between these elements creates meaningful and 

authentic experiences for cycling tourists and reinforce their sense of identity and 

belong toward the destination. 

In summary, it is recognized that cycling tourists’ experience could be complex 

and derived from various sources. The way in which cycling tourists’ perception 

interacts with the destination and cycling activities will also contribute to their overall 

experience. Hence, the expressive elements constituting experience will be analyzed 
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from online evaluations from the cycling tourists’ perspective. 

To do so, the multiple experiential components will be analyzed using the 

computer software Leximancer. This software has been used in earlier studies to 

examine tourists’ multiple experiential components. For example, Pearce and Wu 

(2016b) adopted the orchestrated approach with Leximancer to assess tourists’ 

experience toward a romantic themed attraction through online reviews. The results 

found that tourists have different aspects of experience toward the attraction. 

Similarly, Chiu et al. (2016) used the orchestrated approach with Leximancer to 

explore international tourists’ experience of watching baseball games in Korea and 

found different themes from their online reviews. Accordingly, the current study will 

examine tourists’ experience of cycling in Singapore using the orchestrated approach 

and Leximancer software. The elements constituting experience will be analyzed from 

emic, online evaluations of cycling tourists. 

 

Online user-generated content  

 Due to the rapid growth of web 2.0 applications, Internet users are not only able 

to receive but also create information on the Internet. This has resulted in the 

explosion of online user-generated content (UGC) on websites such as travel blogs 

(e.g., TravelBlog), online travel communities (e.g. LonelyPlanet), tourist reviews (e.g. 

TripAdvisor), and social networks (e.g. Facebook). Lu & Stepchenkova (2015) 

described UGC as a “creative work that is published on publicly accessible websites 

and is created without a direct link to monetary profit or commercial interest” (p. 

120). UGC can come in various forms including text, photos, audio and video clips. 

Potential visitors to a foreign country have limited knowledge of destinations 

they have not previously visited. As such, they depend on information to shape their 
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destination image and inform their decision. The internet has become the main source 

of information for tourists. It has a substantial influence on their travel planning 

behavior through their ability to shape images and perceptions of travel destinations. 

Tourists take to social media to share their experiences of their travel and through this 

electronic word-of-mouth, affect the decision for other tourists by shaping perceptions 

of travel destinations (Volo, 2010, Munar, 2011). For example, a recent UK survey 

found that most of the consumers use online reviews from UGC websites to obtain 

information in planning their itinerary (eMarketer, 2015). This has led many tourism 

operators to integrate UGC websites into their online marketing strategies.  

 It must be noted that some researchers are concerned with the credibility and 

validity of UGC because of the subjective nature of online travel opinions and 

evaluations from unknown persons (Litvin et al., 2008, Leng, 2013). However, many 

studies suggest that this effect may be limited as there is a higher perceived credibility 

and validity of opinions expressed in UGC as compared with traditional tourism 

information sources, such as tour guidebooks, ads in papers or magazine, and travel 

agencies (Akehurst, 2009, Ayeh et al., 2013, GrØnflaten, 2009). Because UGC allows 

for the gathering of rich, authentic, and unsolicited customer feedback on visitor 

experiences in destinations, it can help marketers and researchers understand tourists’ 

opinions, experiences, and attitudes towards destinations better (Lu and 

Stepchenkova, 2015). 

Also, UGC plays a critical role in managing reputation and building image for 

both the hotel or the destination (Baka, 2016). Due to data availability and speed in 

data collection, many researchers in the leisure and hospitality domain have tapped on 

this source to collect and analyze tourist’s experience and behavior (Lu and 

Stepchenkova, 2015, Johnson et al., 2011, Lai and To, 2015). For example, Barreda 
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and Bilgihan (2013) gathered 17,357 online traveler reviews from TripAdvisor, 

corresponding to 3,124 hotels, and analyzed hotel experiences. Furthermore, Tseng et 

al. (2015) collected 630 blogs from TravelPod and TravelBlog and explored the 

destination image of international tourist toward China. Given the emergence and 

application of UGC, the current study collects and analyzes UGCs to gain valuable 

insight of tourists’ experience.  

 

Methodology 

Research context: Singapore 

Singapore was selected as the cycling tourism destination in this study. 

Singapore is one of the more popular destinations among Southeast Asian countries. It 

draws much attention from destination marketers and tourism researchers because it is 

able to attract relatively large numbers of visitors with high expenditures (UNWTO, 

2015). In a country with limited land space and relatively few natural and cultural 

attractions, this has been considered remarkable (Teo and Chang, 2012). According to 

a report by the Singapore Tourism Board in 2014, the number of annual international 

visitor arrivals reached a historic high in 2013 with over 15 million arrivals 

(Singapore Tourism Board, 2014). The contribution of the tourism industry to GDP in 

2014 was SGD 39.7 billion, accounting for 10.9 % of GDP (World Travel & Tourism 

Council, 2014 ). 

Moreover, Singapore is known as a cycling-friendly tourism destination. 

Singapore was nominated by CNN Travel as one of the best biking Asian cities 

because it provides smooth roads, beautiful views, and plenty of services (Lam, 

2010). Due to its geographic location, Singapore possesses a pleasant climate and 

suitable weather conditions which are critical attributes for cycling tourism (Lee et al., 
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2014). With the launch of the National Cycling Plan, the Singapore government has 

built a comprehensive cycling route network which enhances the environment for 

cycling. As such, it is considered as a suitable destination for this study. 

 

Information source and data collection 

 The information source for this research is from online user-generated reviews. 

There are various websites for tourist review (e.g., Google reviews, Lonely Planet, 

TripAdvisor, and Virtual Tourists). Among these websites, Tripadvisor was selected as 

the source of data because of its high website traffic. TripAdvisor branded sites make 

up the world’s largest travel community, reaching 375 million unique monthly visitors 

with more than 250 million reviews and opinions. More importantly, TripAdvisor’s 

terms of use allow for the collection of its reviews for research purposes (TripAdvisor, 

2015). 

 Tourists’ reviews on their biking experiences in Singapore were collected from 

TripAdvisor for this study. There were 429 reviews on local companies’ bike tour 

services in Singapore in various languages (e.g., English, Chinese, Japanese, Russian, 

etc.) on Tripadvisor on December 31, 2015 with the earliest review posted in October 

2012. Reviews that were not in written in the English language were removed from 

the analysis. The final number of reviews for analysis was 409 reviews. 

Besides the content of the reviews, additional information on the satisfaction 

level of reviewers, their date of posts, their country of origin and their level of review 

experience based on TripAdvisor’s classification were also collected for analysis. 

Each review was coded as a case in an excel document. Consequently, this resulted in 

409 review units with a total of 61,716 words. This is detailed in Table 1. 

[Insert Table 1] 
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Data analysis 

 The data collected from TripAdvisor were analyzed by Leximancer software 

version 4.0, which has received recent interest from researchers (Young et al., 2015). 

Leximancer is a text analytics tool that analyzes the content of textual documents in 

electronic format and explores the extracted information statistically and visually. It 

inductively identifies key concepts and themes appearing in a set of texts by analyzing 

words that frequently co-occur in an unsupervised manner (Smith and Humphreys, 

2006). The fundamental assumption of Leximancer analysis is that there are 

underlying meanings and structures in any texts such as the usage of words and order 

of sentences. Based on its analysis, it develops an overarching concept map which 

visually represents the strength of association between concepts and provides a 

conceptual overview of the semantic structure of the textual data (Crofts and Bisman, 

2010). 

The analytical process of Leximancer consists three steps. In the first stage, 

Leximancer identifies a ranked list of concepts using semantic and relational 

extraction from the information text (e.g. interviews, reviews, and focus group 

transcript) by calculating the frequency and the co-concurrence of words. Secondly, 

Leximancer applies these concepts to propagate a thesaurus of words that is closely 

related to the concepts, and thereby producing semantic and relational content around 

the concept. Finally, the program groups the similar and related concepts into theme 

level based on how often they occur together in the block of text (Crofts and Bisman, 

2010, Smith and Humphreys, 2006, Angus et al., 2013). Figure 1 shows the semantic 

pattern extraction process and also illustrates the three most critical units in 

Leximancer analysis: word, concept, and theme. Leximancer initially populates a 
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ranked list of terms (i.e., concept) using indirect and semantic extraction from the text 

(i.e., word). Then, the extracted concepts which co-occur frequently generate concept 

maps including different themes.  

[Insert Figure 1] 

The use of Leximancer can potentially overcome subjectivity in coding and data 

interpretation. This is because it is highly consistent in the analytical process and 

requires minimal manual intervention from researchers. Hence, it has also been 

suggested that Leximancer is suitable for exploratory studies and effective for 

analyzing large volumes of data (Sotiriadou et al., 2014). 

Leximancer has been used in several studies in the tourism field (Wu et al., 2014, 

Tseng et al., 2015, Tkaczynski et al., 2015, Chiu et al., 2016). In these studies, it was 

suggested that visual concept maps and statistical outputs generated from Leximancer 

can be useful in gaining greater insights and comprehension of tourists’ textual data 

such as reviews or comments (Wu et al., 2014). However, it should be noted that 

Leximancer is limited in its ability to capture the style or implied tone from the text. 

As such, the researcher’s skill in interpretation is critical to the success of these 

studies using Leximancer software (Hansson et al., 2010).  

 

Findings 

 42 concepts were extracted by the Leximancer program from 409 reviews of 

Tripadvisor at the first stage. However, not all these concepts are presented in the 

subsequent results as it is necessary to refine the major concept list (Crofts and 

Bisman, 2010). Adopting the guidelines by Pearce and Wu (2015) and Wu et al. 

(2014) and , the concepts generated from the analysis were assessed, and only 

significant concepts were retained. Accordingly, concepts that were simply destination 
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labels (e.g. Singapore, Merlion Park, and Marina Bay) were not included as they are 

not meaningful for our purpose of assessing tourists’ experience. By doing so, the 

results will be more focused on tourists’ experience through the analysis of 

Leximancer program. Moreover, concepts were not significant (e.g. visit, gave, and 

provided) were eliminated. Moreover, some similar concepts were merged (e.g. bike, 

bikes, and bicycles; cycling, biking, and riding; place and places; tour, tours, and trip). 

Finally, 31 major concepts were retained for the further analysis.  

 

Overall cycling experience in Singapore 

 Figure 2 illustrates the concept map produced by Leximancer. The map consists 

of the 31 concepts (shown as small gray nodes) which are grouped into five themes 

(indicated by the larger colored circles). The five themes and their corresponding 

connectivity rates (in parentheses) were tour (100%), bike (73%), guide (67%), 

experience (45%) and cycling (25%). Connectivity rate in the context of Leximancer 

analysis denotes the concepts in the theme which are mentioned together a specific 

percentage of times. The connectivity rates (in parentheses) indicate the relative 

importance of themes with the most important theme at 100%. These five dominant 

themes present tourists’ cycling experiences in Singapore. The connectivity rate 

percentages from Leximancer were calculated using the connectedness of concepts 

within these themes and indicated the relative importance of these themes within the 

dataset (Leximancer, 2015). 

[Insert Figure 2] 

 Tour was the most significant theme found in the tourists’ reviews of cycling in 

Singapore. The single word of tour was mentioned 466 times in the 409 reviews. This 

was not surprising as the data was taken from reviews of cycling trips or tours. As 
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such, the focus was on the tour itself. The tour theme included the concepts of 

morning, recommend, day, and group. 

Comments were on the tours that the reviewers went on i.e. what they saw and 

the places they visit. In particular, the advantages of a cycling tour were also 

discussed. Consequently, some reviewers may recommend the tour on their review 

depending on whether they were satisfied with the trip. Others provide suggestions as 

to the specifics of the trip. For example, due to the hot and humid weather in 

Singapore, some reviews recommended morning or night trips while others discusses 

the benefits of going on a group tour instead of a solo tour. 

I can't speak highly enough of the wonderful tour I had. It was a fantastic way to 

see and learn about Singapore. I recommend this tour to all. 

 

I ventured from Clarke Quay to Gardens by the Bay, Marina barrage, streets of 

Bugis including Haji Lane and lastly Chinatown! ... Highly recommend for 

adventurists who wants to visit Singapore city on bike!! 

 

The morning tours will be cooler and easier to manage if you suffer from heat in 

any way.  

 

The second theme is bike, which is linked to the concepts of rentals, time and 

ride. The word bike was mentioned 302 times in the 409 reviews. The reviews 

showed that for many reviewers, the quality of the bike including the level of comfort 

and maintenance is critically important. When the bikes are not in good condition, it 

can be upsetting for the tourists. In addition, it was also important to tourists that the 

bicycles are delivered in a timely manner as expectedly, this has an impact on the 
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tourists’ sightseeing plans. 

The bikes are very high quality for rental. They are also kept very clean and well 

maintained. 

 

The bikes are of good quality, light weight and even fold up if needed. Mine was 

dropped off and picked up from my hotel at no extra charge and I got to see so 

much of Singapore that I just couldn’t have on foot or by cab/train. 

 

The gear levers were difficult to turn and didn’t hit the entire range of gears from 

Low to High. We also had the chains come off both bikes a total of 4 times, from 

simple gear changes…The staff was very friendly and talkative, but the bicycles 

themselves were awful. 

  

The third largest theme is guide. The term guide is the second most frequently 

used word in the reviews with 322 counts. This theme is linked to other words 

including friendly, history, local, and interesting. The reviews showed that besides the 

condition of the bicycles, the quality of the local guide was important to the tourists’ 

experience of the bicycle tour. A guide who is friendly and knowledgeable about local 

history, food and stories has a positive effect on tourists. 

Our guide was really friendly and knowledgeable. The tour stopped for a snack 

in the morning at a local place for Kaya toast and sweet tea, it was delicious! 

 

Our guide Tony was great - stopping regularly to point out interesting places, 

buildings, temples and tell us the history of the area. 
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 It was noted that history had a high number of connections with the word city. 

These two words co-occurred 51 times. This suggests that tourists considered biking 

as a good way to know the city and its history. Clearly, this is also dependent on 

having a guide that is knowledgeable on the history of the city. 

Great way to see the city and learn about the history and various cultures in 

Singapore. 

 

Our tour guide was fantastic, explaining every artifact and building with such 

passion and love for his country. 

 

 The fourth theme is experience, which was used 89 times in the 409 reviews. The 

word experience was connected to nouns like places and things. It was also connected 

to adjectives best and nice, indicating tourists’ favorable perceptions of their 

interactions with places and things while on a cycling tour in Singapore. 

The morning was a nice ride around the streets, we covered a lot of ground and 

saw a lot of landmarks. 

 

We saw some of the city’s highlights, plus more local areas. The trip through the 

residential areas and hawkers market was great. We also stopped for a 

Singaporean breakfast and a glass of sugarcane juice. Wonderful experience! 

 

The final theme was cycling, which is used 104 times in the reviews. This theme 

includes the words easy, ride and hours. This theme is on the cycling experience itself 

i.e. whether it was easy or too long. It is close to the themes of bike and experience 

which suggests that whether the cycling was easy or enjoyable was dependent 
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primarily on the quality of the bicycle. 

The ride was easy and we did it at a leisurely pace in under 3 hours. 

 

The bike is easy to handle and comfortable to ride for long hours. 

 

The pace was really comfortable and the rest stops were great… 

 

In addition, as reported in Table 1, most of the tourists (83.8%) had excellent 

biking experiences in Singapore. Further analysis by Leximancer’s Sentiment Lens 

identified 591 positive terms but only 14 negative terms (see Figure 3). This suggests 

that many of the tourists had a favorable impression of their cycling experience in 

Singapore. 

[Insert Figure 3] 

The small number of negative experiences is due mainly to the poor quality of 

the bicycles. The importance of good quality bicycles to the overall experience of the 

bicycle tour was discussed earlier. Companies offering bicycle tours or rental services 

need to ensure that their bicycles are well-maintained as these can positively affect the 

level of tourists’ satisfaction during the biking tour. 

…Tires were well worn and the chain was rusty! The seat height adjustment 

would not hold and had to be adjusted. The seat tilt could not be adjusted. The 

handle bar post was wobbly and could not be adjusted which made steering 

imprecise. The rear brake was inoperative!!!!...dangerous! The derailleur was 

frozen in 5th gear. Finally the right grip slid off of the handle bar while riding. 

I'll not be renting here again. 
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To a lesser extent, a guide that is not attentive can also affect the experience of 

tourists. The earlier section discussed how a knowledgeable and friendly guide is 

essential to the tourist in learning more about the city and experiencing its sounds and 

sights. In this theme, it can be seen that an attentive guide can make the trip less 

strenuous by slowing down the pace, highlighting difficult stretches of the trip. When 

the guide is not attentive to the needs of the tourists, the trip will be uncomfortable 

and unenjoyable.   

…Tour Guide was not attentive to his group while riding around the city (i.e. 

letting them know there is a sharp uphill/downhill, or a sharp left/right turn). 

 

…The guide forgot to give us the bottle of water that comes with the tour until 

the end.  

 

 In summary, the findings demonstrate that tourists had positive cycling 

experiences in Singapore and recommended the cycling tours highly. More 

importantly, it is worth noting that the quality of bicycles and guides plays a major 

role in influencing the experience of tourists. The objective for tourists going on a 

bicycle tour was to learn more about the city and enjoy new experiences. Clearly, it 

also means that tourists want to achieve this objective that meets their expectations in 

terms of responsiveness and comfort. To do these, tourists require tours that provide 

new knowledge and experiences, bicycles that are well-maintained and easily 

accessible and finally, guides that are attentive, friendly and knowledgeable. Through 

these, tourists will then be able to enjoy their cycling experience.  

 

Discussion and Conclusion 
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Cycling is considered a common leisure activity and an important component of 

many tourist experiences (Ritchie et al., 2010, Kulczycki and Halpenny, 2015). The 

aim of this study was to examine tourists’ cycling experience from online reviews 

because online communications are less restrictive when compared to structured 

questions in traditional surveys. Hence, this allows tourists to share a broad range of 

sensory, affective, cognitive, relationships, cognitive, behavioral components of their 

cycling trip, culminating in an orchestrated approach to defining their cycling 

experience (Pearce, 2011, Pearce and Wu, 2016a). 

By using Leximancer in analyzing the data, the study was able to analyze a large 

amount of data efficiently as the software was able to provide an analysis of tourists’ 

cycling experience in Singapore by generating both visual diagrams and lexical 

concepts. By analyzing the themes generated by Leximancer, the study found five 

dominant themes in the reviews of cycling tourists on TripAdvisor: tour, bike, guide, 

experience and cycling.  

Cycling tours can be a viable form in exploring an unknown destination. Tourists 

can visit many different places and experience the city from a different perspective. It 

is a great way to easily travel around a destination and closely explore the indigenous 

people, culture, and history (Downward et al., 2009). This was evident from the 

findings of this study. Singapore is a small country, spanning about 50 km from east 

to west and 30 km from north to south. It is also a modern city state with an extensive 

public transportation network. As such, it is not difficult for tourists to explore 

Singapore and visit the shopping belt in Orchard Road and other tourists’ attractions. 

However, cycling tours allow tourists to visit many places of cultural and historical 

interest more closely. For example, cycling tours allow tourists to explore Chinatown, 

Bugis and old housing estates more thoroughly. They also allow cycling tourists the 
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opportunity to experience local life and fare.   

Even so, the findings suggest that the quality of the bicycles available to tourists 

is an important factor. The quality of the bicycles affects the comfort of tourists and 

the ease in cycling. This has a direct effect on the satisfaction level of tourists as they 

will be on the bicycles for a prolonged period of time. In addition, guides can play an 

important role in affecting the experience of the tourist. A knowledgeable guide can 

help tourists understand the local culture and history better. More importantly, as 

cycling is a physical activity which can be strenuous for some tourists, an attentive 

guide can make the experience for tourists more enjoyable by ensuring that the pace is 

appropriate and scheduling sufficient stops. 

The findings echo with the experience model proposed by Shipway et al. (2016). 

Most of the themes and concepts extracted from Leximancer were relevant to the 

personalized experience and meanings from tourists. Moreover, various emotional 

concepts contribute to tourists’ experience. The themes experience and cycling 

indicate various pleasant atmosphere and emotions (i.e., nice, best, and enjoyed) as 

well as bodily experience (i.e., easy) perceived by tourists during the cycling trip. It 

can be found that these themes contained many positive emotional terms. It indicates 

that tourist’ emotional expression significantly contributes to their overall travel 

experience (Nawijn et al., 2013). Moreover, the concept tour is closely related to 

group, indicating the experience of social interaction which enforces social identity 

and belonging among tourists. Clearly, the interaction between tourists, guides, and 

bicycles largely contributes to tourist experience (i.e., themes of guide and bike). 

It also found that these themes and concepts are significantly associated with the 

bicycle rental services. These findings are supported by previous studies where 

service quality was found to be key to tourists’ holistic experience (Kouthouris and 
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Alexandris, 2005). In particular, tangible service quality (i.e., bicycle) plays a more 

significant role in tourists’ perception during the trip (Kouthouris and Alexandris, 

2005, Williams and Buswell, 2003, Jennings et al., 2009). Furthermore, some studies 

emphasized the essential role of tour guides in the success of the tourism industry and 

positive experience of tourists toward a destination (Mak et al., 2011). The quality of 

interaction between guides and tourists can have an influence on the travel 

experience. Although Singapore has a conducive cycling environment for tourists 

(Lam, 2010, Lee et al., 2014), the findings of this study suggest that tangible quality 

(i.e., bike) and interaction quality (i.e., guide) both significantly contribute to tourists’ 

positive experience.  

 

Practical implications  

This study also provides many practical implications for tourism marketers. The 

findings evidence that cycling tours not only facilitate tourists to visit an attraction, 

but also can provide pleasurable experiences for the tourists. In particular, Singapore 

is a city where is suitable for the development of cycling tourism due to its geographic 

location and comprehensive cycling routes. Therefore, the findings from this study 

suggest that there is potential for Singapore to develop cycling tourism further as 

tourists can have positive experiences from this activity. Positive comments on 

experiences with bike tour in Singapore can play an important role in influencing 

other potential tourists’ to visit Singapore. As such, the government may need to 

consider enhancing its cycling-related infrastructure and bicycle route networks to 

reach various local areas of interests within Singapore to attract more tourists to take 

up cycling tours. 

Second, the study suggests that companies offering bicycle rental services and 
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guided bicycle tours can play an important role in developing cycling tourism. There 

are not many companies operating cycling tours in Singapore and most of these are 

small outfits. As such, the number of planned trips offered by the companies are 

usually small but because of their small size, the companies are also able to offer 

customized cycling tours. Consequently, these companies may not have established 

processes for ensuring maintenance of bicycles, established service standards or well-

trained guides. In addition, the industry may not be well-regulated given its small size. 

This study suggests that companies operating cycling tours need to ensure that their 

bicycles are of good quality and well-maintained. In addition, they need to consider 

their level of responsiveness to the needs of tourists including the delivery of the 

bicycles and the training of guides to be both attentive and knowledgeable.  

Moreover, it is suggested that local hotels can collaborate with these bike hire 

companies and provide visitors an alternative way to explore Singapore. This strategic 

alliance between the hotel industry and bike rental companies would not only 

facilitate the development of Singapore tourism but also offer better service packages 

which can contribute to hedonic tourist experience. Hotels and bike rental companies 

can work together and help tourists explore various attractions in Singapore.  

As the quality of bicycles and guides are critical to the bicycle tourist, it further 

suggests that policy makers may need to engage providers of bicycle rental and guide 

tours more proactively. By doing so, it can ensure that there is an adequate level of 

quality and that tourists’ experience remain positive. The Singapore government has 

always taken a proactive role when it comes to tourism. It makes considerable effort 

to make Singapore tourist-friendly (Wong et al., 2008). As such, it is possible to 

envisage the government engaging commercial operators to provide tourists better 

experiences in this area in future. 
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Limitation  

 There are several limitations in this study. Firstly, this study did not examine for 

differences across gender and age. Secondly, as only reviews written in English were 

collected and analyzed in this study, it did not consider the experiences of tourists 

who have submitted reviews in different languages. This is also a limitation in earlier 

studies using data from UGC (Schuckert et al., 2015). It is possible that visitors from 

a different demographic segment or region may offer a different perspective. Without 

diversity in the sample, there may be limited opportunities to seek out deviant cases 

and identify a full range of factors and characteristics for this study (Mason, 2002). 

Lastly, as the data was collected from Tripadvisor, it is subjected to self-selection bias, 

and it was not possible to probe respondents for further clarification or verification. 
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Table 1  
Information of the tourists biking in Singapore 

Demographic Dimensions 
Number  
(n = 409) 

% 

Satisfaction level  Excellent  344 84.1 

 Very good 59 14.4 

 Average, poor and terrible 6 1.5 

Year of posting 2012 (from October) 14 3.4 

 2013 106 25.9 

 2014 91 22.2 

 2015 (until December) 198 48.5 

Tourist origin Asia 94 23.0 

 North America 74 18.1 

 Europe  72 17.6 

 Oceania 87 21.3 

 Other parts of the world 5 1.2 

 Not specified 77 18.8 
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Figure 1 Simplified model of semantic pattern extraction in Leximancer (Adopted 
from Crofts and Bisman 2010) 
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Figure 2 
Overall representation of the biking experiences in Singapore 
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Figure 3 Positive and negative terms  
(NB: The scores represent the relevance weightings associated with positive and 
negative terms respectively) 
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