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Taiwan is a land with multiple cultures; the U.S.-based
Reputation Institute ranked Taiwan third in Asia and 25th in
the world among the 70 countries assessed in its 2016
Country Rep Trak Report. Besides, Taiwan are also highly
recognized by the world's largest traveler website and the
leading British travel guide publisher; they not only selected
Taiwan as the winner of the “world's friendliest country” and
“best place to live for expats”, but also included Taiwan

among its top-10 must-visit tourist destinations in 2017.
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In 2016, Taiwan's tourism industry entered a key
transition period; the new government promoted New
Southbound Policy for tourism, and actively coordinated
with the Ministry of Foreign Affairs (MOFA) to simplify visa
issuance for visitors to Taiwan, and increase the human

\ , < resources available for Southbound market visitor reception
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in order to actively develop opportunities in emerging

markets. Meanwhile, in order to expand the domestic
2016 ANNUAL REPORT ON
TOURISM TAIWAN, REPUBLIC OF CHINA tourism market, the new government simultaneously

promoted measures in three areas, including relevant

measures, trainings and subsidies to provide tour packages
with distinctive local features; in addition, the new
government also promoted a new National Travel Card
system and vigorously marketed the “Time for
Celebration—Taiwan Tourism Events,” as well as promoted
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r_[‘ai'“’a]_]_ ﬁﬁ%ﬁ%ﬁ%% %PI&:E 10107?r'§11ﬂ2U1;?E local ecotourism so as to broaden awareness of the beauty
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Foreword

Taiwan is a land of unique and manifold charm and one of Asia's favorite visitor
destinations. The U.S.-based Reputation Institute ranked Taiwan third in Asia and 25th in the
world among the 70 countries assessed in its 2016 Country RepTrak Report. The report has
had a positive and strong influence on Taiwan tourism. Taiwan also earned the distinctions
of “world's friendliest country” and “best place to live for expats” in a survey conducted by
the world's largest traveler website InterNations. Leading British travel guide publisher
Rough Guides described Taiwan as a beautiful country “long worthy of the world's attention”
and included Taiwan among its top-10 must-visit tourist destinations in 2017.

In 2016, Taiwan's tourism industry entered a key transition period under the impacts
of falling arrivals from Mainland China and travel safety incidents. The new administration
has responded with the New Southbound tourism policy to diversify tourism markets, boost
domestic travel, and comprehensively inspect travel safety. These measures helped to
restore growth in the tourism market, increasing the number of international visitors and
domestic travelers to record highs of 10.69 million and 190 million, respectively. They have
also brought greater diversity and structural balance to Taiwan's tourism market. From its
past reliance on the single source market of Mainland China, the industry is shifting to a
structure balancing Northeast Asia, Mainland China, New Southbound, Europe, the United
States, and other markets. Among these areas, the greatest growth momentum has come
from Northeast and Southeast Asia. Korea was the fastest expanding source market, up
34.25% during the year, followed by Japan and Malaysia, which gained by 16.5% and 9.95%,
respectively.
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The Taiwan Tourism Bureau took various actions to develop New Southbound markets.
It coordinated with the Ministry of Foreign Affairs (MOFA) to simplify visa issuance for
visitors to Taiwan. Visa-free entry is now granted to visitors from Thailand and Brunei, and
visitors from six ASEAN countries and India are eligible for conditional visa-free entry. In
order to meet the human resource needs for Southbound market visitor reception, the
Tourism Bureau provided assistance to attract recent immigrants and overseas Chinese and
foreign students in Taiwan to join the tour guide workforce. Moreover, regulations were
relaxed on foreign language speaking tour guides serving Southeast Asian visitors and
subsidies were provided for the expense of tour guides or translators speaking Southeast
Asian languages. The Tourism Bureau also assisted more than 100 businesses in obtaining
Muslim Hospitality certification to create a Muslim-friendly environment. We continued
as well to strengthen cooperation between the central and local governments to expand
regional joint marketing, jointly participate in overseas travel exhibitions, and develop
opportunities in emerging markets.

The Tourism Bureau also promoted measures to expand the domestic tourism market
in response to the impact from the declining number of mainland Chinese visitors on
Taiwan tourism. These measures included simultaneous promotion in three areas: training
assistance to businesses serving mainland Chinese tour groups to help them transform their
operations and expand market sources; subsidies for travel agencies and tour operators to
arrange domestic tourism; and integrated marketing and promotion. In addition, subsidies
were made available to travel agencies and tour operators for the development of tour
packages with distinctive local features to invigorate the local tourism industry and reduce
industry impact. The Tourism Bureau also promoted a new National Travel Card system
and vigorously marketed the “Time for Celebration - Taiwan Tourism Events,” as well as
promoted local ecotourism under the concept of “the more local, the more international” to
broaden awareness of the beauty of Taiwan.

Looking ahead to 2017, the Tourism Bureau is launching “Tourism 2020 - A Sustainable
Tourism Development Strategy for Taiwan” to respond to the impact of globalization,
digitization, and localization, as well as to the growing world trend towards sustainable
tourism development and localized travel. The plan aims to progressively realize the vision
of developing Taiwan as a “friendly, smart, and experiential important tourist destination in
Asia” through five development strategies: Development of Diversified Markets, Promotion
of Domestic Travel, Guidance for Industrial Transition, Development of Smart Tourism, and
Expansion of Experiential Tourism. We will continue to work hard to build a platform to
realize the Tourism 2020 vision of building a happy and sustainable local industry, creating
diverse tourism added-value, and promoting diversification of the tourism industry with
“smart travel and touching experiences.” These initiatives aim not only to add value to the
tourism industry, but also energize the local economy and social stability.

Compiled here for you are the achievements of the tourism administration in 2016. We

welcome your comments and suggestions.
YR €l

Joe Y. Chou

Director General of the Tourism Bureau,
MOTC,
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Chapter 5

Guidance and Administration of the Tourism
Industry

Section 1 Travel Agencies
Section 2 Hotels and Homestays
Section 3 Tourist Amusement Enterprises

Section 4 Educational Training and Talent Cultivation
for the Tourism Industry

Chapter 6
Tourism Information and Safety Services

Section 1 Travel Information Services
Section 2 Front-line Services at International Gateways
Section 3 Implementation of Tech-based Services

Section 4 Travel Safety and Accident Policy

Chapter 7
Plans for 2017

Section 1 Launching the “Tourism 2020: Taiwan
Sustainable Tourism Development
Strategy”, to achieve the vision of
establishing Taiwan as a main Asian
tourism destination

Section 2 Assisting industry transformation,
strengthening travel safety, and
promoting ecotourism

Appendixes

I.  Major Events

II. Organization Chart of the Administrative Organs
of the Tourism Bureau, MOTC

III. National Scenic Area Administrations

IV. Overseas Branch Offices
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Summary of
Important Policy
Achievements in
2016

I. Promoting a Top Quality, Special, Wise, and Sustainablea
Tourism and Tourism Diversification

The Tourism Bureau promoted a “Tourism Action Plan” based on strategies for “high quality,
unique, smart, and sustainable” tourism to turn Taiwan into a major visitor destination for “smart
travel and moving experiences.” In 2016, Taiwan received a new record of 10.69 million inbound
visitors, while the domestic travel market steadily grews to 190 million visitors. This led to vigorous
development in the overall tourism environment, facilities and services, tourism-related human
resources, employment, and service quality. Taiwan's tourism brand also gained visibility in the
international market and earned high marks from the international media. The world's largest
traveler website InterNations ranked Taiwan as the “world's friendliest country” and “best place
to live for expats”; and leading British travel guide publisher Rough Guides included Taiwan in
its 2017 list of top-ten must-visit countries in the world. At the end of 2016, the Tourism Bureau
formulated the “Tourism 2020 - A Sustainable Tourism Development Strategy for Taiwan” to
promote sustainable tourism development. The strategy involved five major action plans for “market
expansion and diversification, invigoration of domestic travel, guidance for industry transformation,
development of wise tourism, and expansion of experiential tourism.” Under these principles,
the Tourism Bureau will continue to build up a foundation for domestic tourism and develop
international markets with the aim of turning Taiwan into a “friendly, smart, and experiential” major
tourist destination in Asia. The achievements of the various programs under the Tourism Action Plan
are as follows:

I.  Top Quality Tourism
(I) Travel Industry Branding Program

1. The Tourism Bureau formulated the “Incentive Directions Governing Awards of the
Tourism Bureau, MOTC for the Brand-building of Travel Agencies” to help the travel
industry developing a high-quality brand and creating industry added value through
innovation. The incentives aim to enhance the international competitive advantages of the
travel industry, as well as promote industry optimization, transformation, and upgrading.
In 2016, guidance was provided to help 40 tourism businesses certify financial statements
and 12 businesses to conduct online operations. Specialty tours were also promoted,
including 243 tours for seniors, 10 barrier-free tours, and one T.Q. Golden Award tour.

2 . To improve the quality of mainland Chinese group travel and attract high-quality tour
groups to Taiwan, the daily quota for high-quality group visitors was raised on March 1,
2016, to two-thirds of the total. In 2016, a total of 25,855 high-quality tour groups visited
Taiwan, representing 587,000 visitors and 44.54% of all tour groups.

(II) Travelodge Industry Quality Enhancement Project

1 . The Tourism Bureau has selected “Taiwan Hosts” and provided assistance to 768 “Taiwan
Hosts” (including 70 new hosts in 2016).
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2. ARAEERAERERETYXEEERRSE > BN 105F 3 A 1 HREEESHEEE 2 . The Tourism Bureau completed its initial goal of identifying 490 hotels with evaluation —
ELGIBEE 2/3 0105 FHAE 2 B 5,855 BEE > 515 58.7 BAN KRS » HEEENE potential to improve accommodation quality at domestic hotels, assist hotels with market O
EE B 44.54% o positioning, improve service quality, and align with international standards. Since the
majority of hotels in Taiwan are small to medium-sized and require facilities improvement, £
the Tourism Bureau formulated incentive measures to help hotel operators participate in
(D) rBELEREsE evaluations, strengthen cooperation with local governments, and comb through various -'EE
draft directions to upgrade and improve the hotel industry. E
1. 7BmEE FERE > EWE 168 RFERE (HP 105 FMIB 70 X) o 3 . In February 22, 2016, revised regulations for Tourism Bureau subsidies to tourist hotels 5
- _ ‘ R were promulgated. The amended regulations extend the scope of subsidies to include =
2. %?E?‘I—IWE’E?E@E&E  BBREERTIZEA > IRAERFRE - LHEARKRZS local brand building with Hotel Star-Rating The Tourism Bureau held four seminars in }jﬁ
EEERVAREUAZTENEAORZER HEESEREEFEUHR/NESE > September 2016 to introduce the new regulations, including seminars in Kaohsiung,
> EER L 6y ﬁg&g B3¢ B AR R TS B Hi i 1 2 22 S R STEE « 1128 B 75 BT Taichung, Taipei, and Taitung. Subsidies were provided to 250 businesses. H
g BEURMIERBERERSE » I KIREEERATHE © 4 . Information disclosure and management was strengthened with the completion of bjz
z the Japanese version of the TaiwanStay website and “one hotel, one file” management
o 3.1055 2 A 22 HEMBELE 'RBEHEBRBENIREZRIRKEXmEIRFMENER » functions. %
S FREMIRERIF AL mRMAMENEE > WL 105 F 9 AENE® 2R BIARER #ﬁ
3 SEhhE R 4 12EREE o 7B 250 REE o (ITI) Project for Innovation in the Accommodation Industry -
o
z . e 1 . Seminars were held in Kaohsiung, Taichung, Taipei, and Taitung to help small hotels (those =
o 4 . 5eRk THREAE) BsBRRARIRE 1 R 1 EREEMEZEE > RIEEMBEREE with fewer than 15 guest rooms) reclassify as youth hostels or budget hotels. Teams were
= also formed to provide on-site assistance with transformation at three hotels in Miaoli
g (=) IR A Est = County, Taichung City, and Changhua County, respectively. ch
S 2 . Under the revised Tourism Bureau subsidy regulations for tourist hotels promulgated 3
> 1l ABEXEH ISEUT N REEN ASEREXTEERE  NeE-=P -=1Htk= on February 22, 2016, the scope of subsidies was extended to include the planning and 3
;T:' B (IR R e - YRR I VAR E B R AR > SRR B ERA =T design of renovations at small hotels and the development of local features at Hotel Star- o
= /(L BABEIE 3 UM o Rating. Four seminars on the new regulations were held in September 2016 in Kaohsiung, <
f‘z’ AL - Taichung, Taipei, and Taitung. The subsidies were provided to 250 businesses. o
m 2.105% 2 A 22 HEE %% [RIBHELERBBE N IREERKEXRERAMBNER » 3. On October 5, 2016, the amended Regulations for the Administration of Hotel Enterprises 3
é BN REE R BRI S RERIRES ST IS EMAFMBIEE » X 105 F 9 AR were promulgated, relaxing conditions for hotel industry registration, operation, and ]
A Bl Eh EINRERS BB 4 FRAY » B 250 REE o management. =
Q
i 3.1054F 10 B 5 AEES%E MREL IR0 HEREE PSR TSI RCSEIBE(EM o (IV) Quality Plan for the Tourism and Amusement Park Industries =1
; 1 . Quality Upgrading: Under the Project to Optimize Tourist Amusement Enterprises, the g
N (PO) EE i s B st 2 Tourism Bureau provided guidance to businesses on improving human resource quality, —
- o renovating facilities, and providing visitor shuttle and innovative services. It also arranged 2
" [ drills for mass injury emergency response to improve travel safety and create a high-quality
1. BEAM EB TRCERXERANE) > WEXEREBEANRERT  RIELHE  BE travel environment. In 2016, subsidies were provided to implement the optimization plan (jw>
EREHRAMBHERSEE  TREREAEGRIEZINARRESE > ARR at 20 tourist amusement enterprises, including Yun Hsien Holiday Resort. The Tourism =3
AikiELZEREEBBEIRIR o 105 FtABEWIEEE 20 REEFMEEEFE > WikH Bureau also proposed 17 innovative measures to help the amusement park industry build e
17 TEAISFIERE » B | By e BB BT RIFISIE - a high-quality tourism environment. (BD
S e i 2 . 2 . Supervision and Evaluation: The Tourism Bureau annually forms assessment teams 1)
2. BRI HARKERZEE > 851 joined by representatives of the central competent authorities, experts, and scholars =
BERPREEHRARERZEMHENE % to implement travel safety administration. The teams supervise and evaluate various v
INER > §+¥jgﬁt@m¥%§§§§@r‘j¥}]¥ﬁg aspects of operations in the amusement park industry and aim to create a high-quality -
EEEY BB REIELE > i and safe travel environment through a three-level management mechanism. In 2016, 8
EBERER R ‘mgi 105 RN the supervision and evaluation competition was joined by 23 businesses, including Yehliu e
7 =4 WHE S © = Ocean World, upgrading travel safety through healthy competition. o
*Dﬂ,’élﬁﬁﬁ% VREBMEBEBEEZZR

BRMBRFE > BAKELS o (V) Key Tourism Personnel Cultivation Plan

1 . Domestic Training: primary, intermediate-level, and high-level training was provided for
736 key personnel in 2016. Two tourism forums were also held (Tourism Brand Building
and Communication / Ogilvy & Mather Taiwan Chairman Joseph Pai; and E-Commerce

(R) BREXMBASIESE

/

1. ERING : FREE - P SE24RIER > 105 FEEES 736 ARAEA » WHE 2 15 Applications in the Tourism and Hospitality Industry: Current Trends, Challenges, and
PN g (ﬁﬁ}_nnﬂgmg_ﬁg%;ﬁ/m;a&A (TINEREINESEEE  BAEREY Future Outlook / Prof. Hsing Ivan Wen of the School of Travel Industry Management at the

University of Hawaii).
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Inspection team for tourism industry




SRR MFERHO | B

RN

VNIHD 40 DI79Nd3Y¥ ‘NVYMIVL 9102 INSIYNOL NO L¥40d3Id TVNNNY

014

2. BISMIIAR © SREEAERSD > DRIBEEMRITER 19 REBARRSH > IREERBFILIREES
29 Bt RE B B BEHEE 20 RHEEZ2H > FE 1 BETREFIMAEEERRR

35t 69 RKELEIMNRERE o

el
(—) BE SRR ENErE

1

CBEREEE I BERERET - '

o HER 08 TG BN
% 6 AEHBEHER > HERDH
{3 o

CBRBESENESE A

R H AR B ETEESEM
B I05FEEZEBIEFE &
StEEEESRTH -

(D) FaeiytaEhkEstE

1

4

CHE 11 RERBEAESRERARE

AEWKBHRBIED  ERE
A EIR IR L8 ~ B i R PRI
AFIEE . EMEE 235 BABE
108 BE 23 B¥ I ERGRES
BERHE IR BB A5
EB = BAREN —ABEEH
B HE R E BN B E 235— 1
RENFEN FYERARKES
% BETTEREETERERE
THERHAAGERE o

CNEREE 10 HEABHIEEREA M

> aasEg2me  Elae
BES BREERIES FRAE
BEXIERAE TEERRERER
BEFH -SHREERFE LT
BEERERIERBRIIEE M
TERKBEMH - 2L ARER
2016 PR BIRIEFIREE o

EEERRESMNE  BRER

BREERESZE  RABRMEES S
B> R3] 120 AXR2

R TEEBAER) EFTHEE

i TEEEAFE mEES &
AmENZERREAESEMEEASE
RE > LEFmEEE RIRTHZ

RAM# ©

S RERRE L
Taichung Mazu International Tourism
Culture Festival

BEAPIRTRE
Kaosiung Neimen Battle Array

2

. International Training: A total of 69 high-level personnel participated in overseas training

and observation: 19 travel industry personnel went to Tokyo, Japan, 29 tourist hotel
industry personnel and 20 amusement park industry personnel went to the United
States, and one industry professional personnel went to Tokyo for a self-planned training
program.

II. Special Tourism
(I) Cross-border Spotlight and Characteristic Value Plan

1

. Cross-border Spotlight Plan: Six locations were selected for continued implementation of

the plan - Taoyuan City, Hsinchu City, Miaoli County, Changhua County, Yunlin County, and
Chiayi County.

. Value-added Tourism Spots Project: Subsidies were provided to local government to add

distinctive value to existing scenic spots. In 2016, 84 plans were approved and continued to
be promoted and implemented.

(IT) Projectto Foster Tourism Activities

1

. Guidance was provided to enhance the quality of 11 international tourism activities,

including the Yanshui Beehive Fireworks Festival, Taichung Mazu International Festival,
Song-Jiang Jhen Battle Array in Neimen, Taiwan Fun on the Tropic of Cancer, Solar Rotation
to 108 Degrees, Summer Solstice 235 - Tropic of Cancer Story, and Environmental
Protection Education Tour, Lugang Dragon Boat Races, Sanyi Wood Carving Festival - Slow
Woodcraft Carnival, Yilan International Children's Folklore and Folkgame Festival, Taiwan
Fun on the Tropic of Cancer - Qijin Black Sand Arts Festival, Taiwan International Hot Air
Balloon Festival, Keelung (Mid-Summer) Ghost Festival, and Chiayi City International Band
Festival and Asian Saxophone Congress activity.

. Supervision was strengthened for quality enhancements in 10 domestic tourism activities,

including Kaohsiung Lantern Festival, Yilan Green Expo, Miaoli Bombing the Dragon
Festival, Pingtung Bluefin Tuna Cultural Festival, United Harvest Festival in Hualien,
Kaohsiung Zuoying Wannian Folklore Festival, Taichung International Flower Carpet
Festival, Hsinchu International Glass Art Festival, Taipei Season of Hot Spring, and 2016
Cingjing New Year's Eve Party.

. Seminars on high-quality international events were conducted to enhance the quality

of international activities through professional lecturers and experience sharing. The
seminars attracted 120 participants.

. Publicity and marketing work for the “Time for Celebration - Taiwan Tourism Events” was

conducted to strengthen and expand awareness of the “Time for Celebration” brand, as
well as elevate the importance of the tourism calendar to event organizers to maximize the
benefits of brand awareness and creative marketing.

(ITII) Diverse Tourism Product Cultivation Plan

1

2

. International Spotlight Promotion Plan

The International Spotlight Plan aims to deepen the substance of Taiwan tourism by
holding nature, cultural, industry and other special events tailored to local characteristics
and locations and international visitor demands and preferences. The plan provides
guidance in internationalizing specialty products, improving the quality of Taiwan tourism,
providing packaging for domestic and overseas travel agencies, and increasing the
international competitiveness of Taiwan tourism and traveler revisit rates. The plan was
implemented from 2010 to 2016 and encompassed seven programs in northern (two
phases), central, southern, eastern, and island-wide (two phases), attracting a record
262,642 foreign visitors.

. Time for Celebration - Taiwan Tourism Events Promotion Plan

The Tourism Bureau collaborated with Google Taiwan to organize a global internet
video sharing activity on YouTube. Ordinary people and celebrities shared videos taken
at “Time for Celebration” activities, attracting more than one million views. The event
provided dynamic videos to promote Taiwan tourism events and attract international
visitor attention to these activities.

EMGelEY
Yilan Green Expo

2016 SNSRI PR M BN E R Y BB T B B T (ESS
2016 How to conduct international festival tourism
activity seminar & workshop
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(Z) BRIk EmARH ETE

1. BERAREHEERTE
B ERAFREEEBRARNE  KSEHFEEMRBEARKER RSN > M
BEESEEMBALER MEEEEXSFHRED > BERERCZERER  WREEHE
BmE  REBERIIMNRITHER  ERSEEEABRRRFNERTEERZAN ;
AEtEERE 99 FHKBE 105 FE2HNTE HAXER QH) FE-BHE R
ERFDE (2H) H 7% > BHIER 26 8 2,642 ARBEISMREZIFHCE ©

2 ESBNEERETE

8 Google EAF » BAF MBI EERS &M YouTube T3 » SRIEBH
BEAREANBAUEEIBATZER ST - MHR3 RHBETEREERLR XK
BREMESE BB S SHRN RS ERRER I E SRR FEIBAS o

3. BATEAREAHE

(1) B REEIFRED 5 ERRERERK —REDEREBEEETREE CHE (BBER
HER)HTEER  HE - BE - JFRE B A8 - RERAER -

(2) EAEER S 1FiEE
MTHREXEEHRIERERBRE SR > BEPR - ML REX=FH1
SERBRFARRT o

(3) EEEEE (R
MR ERNEERNZEENFEE - REZHAPGHEMERTSHZR > S HBER
FRETHEABRENEME  ZBHEEBFEMEESLBIINRRRIERELTE > BER
AEIMNEEE  IREAERAE B REMMIRE « 2EHERKE -

(W) EEHE AN EGEE
1. RIEBEREMESRE

(1) @h&FTi&E—Diversity Xk LifeStyle
RinEMEETBEGETLR REMEM  KE TEE iBIE -« B ~ HWl -~ H\k ~
NMEREBTEIR TEE235)FXE  UEHRIEABREGZ=ERMEER > BIEEKE

—
=)
Jb%ﬁ ©

(2) BEEFERNRS

B TESIUBACHARBEHBERASEER L HEBEAKMXE
KERRIE=ER) > EREARMRESHEY —RESEEGS; NEEEREEER
Festival ~ K{EEEEI K Hanatour ik B EH EIES) > IBAREI = K7+ % ; B Oakland
Zoo (EEBR=HEYE) S &£48%EE Sun Bear (FEIEE) 24} Earth Day (it
BkB) ~ Walk in the Wild (EATLE) 58 » UEBERESEBYREBHERE It
RZAEE Sun Bear Cam (BRER) PREIZED Taiwan Logo » {THEELR ; EHE
FELANHRASHIRE « EETBRSHMEESY > TR EHEKRES > AFEREAA
HNAEREBEEE N > TS ENHEHH !

2 . FERFHISEMFE

(1) ERAREA  BEXEAREXESHE  BAREA  EXRESREEEGHREFENE
HMIzETARA bx - BEREFERENS > IBEHSBFRESH R IREEIRHE
RERE ERSESWREZR - 258 > RIIBEKEKE - RETHHEZA
Malan Breton G1R AR HBHELHRA EFAEMNEZHMBBBERESF  BAEHE

3 . Tourism Platform Resource Integration Plan

(1) The Tourism Bureau collaborated with the Ministry of Foreign Affairs (MOFA) to facilitate
visa application procedures for high-quality group visitors from seven Southeast Asian
counties: Indonesia, India, the Philippines, Vietnam, Myanmar, Cambodia, and Laos.

(2) Joint Promotion with the Ministry of Culture (MOC)
The Executive Yuan Cultural Task Force met regularly to discuss inter-agency
cooperation and coordination of the central government, local governments, and
industry to provide complete international film and television services.

(3) Joint Promotion with the Ministry of Health and Welfare
Overseas offices arranged explanatory meetings and related promotional activities
for businesses and the public within their areas of administration. These events
publicized tourism and medical information to target customers and encouraged
Taiwan's medical industry to participate in overseas travel exhibitions and promotional
activities and continue to invite overseas media and tourism-related businesses to
report on Taiwan and visit related institutions.

(IV) Project to Promote Tourism Destinations in Taiwan
1 . Plan to Create Spotlights for International Promotion

(1) Brand Building - Diversity and Lifestyle
Promotional videos and other materials were produced and filmed on a range
of Taiwan-related themes, including “bicycle, transit, cruise ship, mountain ridge, and
waterside,” tourism, “island-round cycling,” the “Summer Solstice 235" activities and
other topics to promote Taiwan's brand spirit, creating a highlight in international
promotions.

(2) OhBear Spokesperson

The endearing “OhBear” mascot was served as an overseas spokesperson for
Taiwan tourism. He appeared with the Saitama Seibu Lions mascot at a “Taiwan Day”
activity during the Lion's baseball game, as well as joined the stage with Santaizi (“The
Third Prince”) at the Heartbeat Festival, Embassy Day, and HANATOUR International
Travel Show in Seoul, Korea. In collaboration with the Oakland Zoo, OhBear took part
in the Sun Bear Earth Day, Walk in the Wild, and other eco-education programs at the
zoo. The Taiwan logo also gained long-term exposure in the Sun Bear Cam this year.
In addition, OhBear appeared at travel fairs, promotional activities, and landmark
advertisements around the world. These activities were complemented with internet
promotions to personably publicize Taiwan tourism and bring up the Taiwan OhBear
tourism craze.

2 . Major Visitor Source Market Promotion Plan

(1) Spokespersons, horizontal alliances, and industry cooperation: The Tourism Bureau
continued to cultivate existing target markets, including Korea, Japan, North America,
Hong Kong, Singapore, and Malaysia, through spokespeople, horizontal alliances, and
industry cooperation. A Korean golf tour reality program was invited to film in Taiwan to
highlight the local golfing environment, cuisine, and LOHAS charm and attract Korean
visitors to Taiwan. In the U.S. and European markets, the Tourism Bureau teamed up
with celebrity Malan Breton to expand the visibility and penetration of Taiwan's tourism
brand through cooperation with New York Fashion Week and documentaries. The
Tourism Bureau also arranged fan trips, participated in travel shows, and arranged
promotional and informational events to tap emerging markets, including cruise and
Muslim travel.

(2) Promotions through International Media and Diverse Marketing Channels: The Tourism
Bureau invited foreign television production companies to jointly release programs,
as well as cooperated with internationally well-known travel book and magazine
publishers to market Taiwan. Internet promotions were expanded through cooperation
with major social media and travel sites, leveraging various types of outdoor media for
promotions. For example, in the Southeast Asian market, internet marketing and social
media fan operations were strengthened and special language site content was added.

017

9T0Z Ul Syusawanaiydy Ad1jod yuepodw| jo Atewwng ﬁﬁﬁ%%@%ﬁmmmm O | |
“

/



SRR MFERHO | B

RN

VNIHD 40 DI79Nd3Y¥ ‘NVYMIVL 9102 INSIYNOL NO L¥40d3Id TVNNNY

018
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(3
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(5
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BytmEraER2ES ; ZRNPEIRE - 2AKRERIHERERR - FIBMH KRB
WM ERETIS o

) EREIRREMZTITHENER | BRBEIINERHERFABSSIFHELEE » B&8EH
B2k EEHMEATSSETHEE > THERXESEELHRRRIRERILS(E
BAERER  ERZERINGREER » MIRFERHISMRMARITHELBRGRIEE
EMEHESELAS > MBFERE - B - MERIFFREE N ERIBEZTEX
B WEBRARBEEREISAE -

) BB AR ARES > RIEREREERE  BPRERH  EBGEES 2EATT
BEMFAMEES > WIIBERIIMNENE > REVCHE RN BERBESE -

) IR EEIEN > WEIBIERERE | B8 iPass —FRi@ ~ &Kilik « Wi-Fi %5 ~ RR5%
FRRARRE » URBIREY AR - BSMREHmRERE) - B RERIREEESEEREE -

) EFEREMBTHBEZHIGIIBEFARR - 105F 1 BE 12 AREMREFE 1,060 5 279 AR >
104 FEHAKK 2.4% > FXEBMHIEREMRK > Hd > BUNKEK 9.39% ; EE
miHH > REIKEK 57.26% ~ FFREEMK 23.89% ~ BRAK K 34.33% > HERIHS »
AMERAIUBHMEIABNINE > BIERERFEHKE > EUGHAENMEERZER -

) SEEBHEEFR > CHFBIRERBARKBIEINERA > HBEREEREALHHR
R o ITFRBEIIABERTEMIZERE  OXBRAZEERE > SEBRRER
McigzdsrE TABETk)  (Lonely Planet) sTERZE A T2 ARBERD BRI
B R D5 AR5 ML Skyscanner SHEZIE A2 IK+K TRt « EBBLARFR
(New York Times) Fri &2k 52 BRI R > 2ET /O EMIAE 11 2 - ZEER
BRMEM (CNN)BEREZRIRDEM > 2EEW > TEXRESEMIERE -
10 #5515 ° InterNations uf5ME A LFFREFEMGTLL - SEEEREE » EEX&R
HEEM - BB REUEIREMERAREERE  SREEATZATRE/NE L F5
EFRERXE - BAEBNEHERR > FEERRAER » BEEERREHKENEN
BHXE -

(R) &BNHERFARE

1

.EEmTHS SR EEINES(F ) BRI MNEERE 2R (Asia Cruise Cooperation, ACC) &l »

EEEE JFEE - BE - BEBKREFN 2016 FESEMHEETACCEFHEY » BHF
EEMRATNNRIERE » EnmMEwikiEEBpItERESEZIRD 105 FR5|IEER
IREIE 6 & 8,889 AR o

REIRET S  2MERNARBRER EREXRE FRCRUXERERFFE

105 FEHIRE| 4 & 2,663 AK o

BEIMTS L BERFRBIMER - ESRENBIMEIREE 104 X > THEHZ@ISUE

RRE  BEREMEERF TR EEREBHIMIRIE -

AEBIRTTHG | MEEEERETER RIEXELESH  BEINIFESRPHERRAT

105 F R3] 4 8 3,821 A% o

BIREEEREHNEN | 105 FEX1T 10 BREEF 5 BRk—F@ - 50 TER58

Bk IERS 3,000 R HERF3IBKR

Well-known bloggers in Thailand, Indonesia, Vietnam and the Philippines were invited
to post and link to related content and serve as spokespeople at Tourism Bureau
promotions.

(3) Large-Scale Public Relations Activities to Heighten International Tourism Visibility and
Build the Taiwan Tourism Wave: The Taiwan Lantern Festival, Taiwan Cycling Festival,
and other large festivals were held to attract domestic and international visitors and
expand tourism spending and income to related industries.

(4) Incentives to Attract International Visitors to Taiwan: Incentives included iPASS cards,
EasyCards, Wi-Fi vouchers, fruit picking vouchers, and other gifts, as well as half-day
tours for transit visitors, rewards for foreign cruise ships visiting Taiwan, and charter
flights and incentive travel rewards.

(5) Inrecentyears, Taiwan has seen growth in the number of visitors from various markets.
In 2016, Taiwan received 1,690,279 visitors, up 2.4% from 2015, with growth in all major
markets. Arrivals from Europe increased by 9.39%. In Southbound Policy markets,
arrivals from Thailand rose 57.26%, arrivals from the Philippines increased by 23.89%,
and arrivals from Vietnam gained 34.33% to reach new highs. The influx of foreign
exchange from tourism created numerous jobs and spurred the development of
peripheral and linked industries.

(6) Publicity and promotions contributed to Taiwan's rising popularity as a travel
destination, while also generating foreign exchange earnings and expanding the scale
of Taiwan's tourism market. In recent years Taiwan's visibility has greatly benefited
from sustained notice by well-known media channels around the world. International
authoritative travel guide Lonely Planet chose Taiwan as one of the “world's top-nine
best value tourist destinations.” British travel service website Skyscanner selected Taipei
as one of the top-10 emerging travel destinations in the world. The New York Times
ranked Taiwan 11th on its list of “52 Places to Go,” and U.S.-based Cable News Network
(CNN) placed Taiwan at the top among food destinations in a reader poll, as well as
published a special report on ten areas in which Taiwan tops the world. In a poll of
expatriates by website InterNations, Taiwan was ranked as the best place to live in the
world. In addition, the website of Berliner Zeitung strongly recommended Taiwan in its
travel tips, describing it as a subtropical East Asian island combining traditional Chinese
food culture with Japanese and European cuisine to present ubiquitous feasts for the
mouth and eyes.

(V) High Potential Tourists Source Development Plan

1

. Cruise Market: The Tourism Bureau strengthened regional collaborations through the

Asian Cruise Cooperation (ACC), including an ACC promotional reception held jointly by
Taiwan, the Philippines, Hainan, Hong Kong, and Xiamen at Seatrade Cruise Global 2016
in Fort Lauderdale. Representatives of major cruise companies and the media were invited
to the event to announce the alliance's determination to cooperatively promote Asia as a
cruise travel destination. In 2016, Taiwan received 68,889 cruise visitors.

. Tourism Market Rewards: The Tourism Bureau attended four major international seminars
and professional exhibitions focused on the tourism industry. It arranged customized
cultural performances and provided souvenir gifts for a total of 42,663 people at these
events in 2016.

. Muslim Market: The Tourism Bureau actively sought to attract Muslim visitors. So far,
104 businesses have obtained Muslim hospitality and tourism certifications. The bureau
has also promoted the establishment of prayer rooms and washing facilities at transport
terminals and stations, scenic areas, and malls to create a Muslim-friendly environment.

. Educational Tourism Market: Subsidies were provided to schools in Taiwan to help cover
visitor reception costs and produce promotional souvenirs, as well as to overseas offices
for promotional and informational events. These activities attracted a total of 43,821
people in 2016.

. Overall Incentive and Promotion Measures: In 2016, a total of 100,000 EasyCards, 50,000
iPASS cards, 80,000 airport bus connection vouchers, 3,000 hot spring vouchers, and
30,000 fruit picking vouchers were issued.
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(Z) aEFmFHESS

REWMEFRD BT HEHESRERSE > BoRARBEARMEFR B B -BFEE
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P 104 FEHSHTEA (85 F %) ﬁ*“?%ﬁﬂlr‘ 2 BT PR 5T || 105
FifEE > 5 105 FPEHEPTHF (BE P E - R B 5) ;@%Wﬁzr‘zﬁﬁﬂ#
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H &T8E APP BB
TourTaiwan APP exhibition site

MEfMwL—AERRE > ARALNE ! | &S
“Information station - Lamp provides warm; you
ask, I'reply” press conference

[II. Wise Tourism
(I) Wise Tourism Promotion Plan
1 . Taiwan Tourist Information Website annually attracts over five million visitors.

2 . The Tour Taiwan app was launched. The app offers more than 20,000 location-based
services and has been downloaded more than 900,000 times.

3 . A Taiwan tourism information database was established, bringing together over 17,000
data files with information on attractions, food, events, and hotels from county and city
governments, various government ministries, and their administrative offices.

(IT) I-center Innovative and Upgraded Travel Services Plan

1 . Assistance to Public and Private Units to Establish Information Stations

To promote Taiwan's spirit of friendly greetings and fill in location and time gaps in
the “I-center” tourism services system, the Tourism Bureau planned a new mechanism for
private sector cross-industry cooperation and assisted and promoted cooperation between
units and local specialty product stores, convenience stores, B&Bs, travel agencies,
tourism factories, museums, police stations, and other partners. By the end of 2016, a
total of 200 information stations had been established. The stations provide Wi-Fi internet
access. Chinese, English, and Japanese language mobile Information Station websites
have also been launched, providing convenient access to Taiwan travel information for
free independent travelers (FIT) from other countries. Users can also download walking
maps for areas near information stations, as well as get integrated information on local
transportation on the highly localized tourist information platform.

2 . Mobile Tourist Info launched Friendly and Mobile Service Providers

In 2016, the Tourism Bureau launched two or more Mobile Tourist Info service routes
at each of 13 national scenic areas to broaden the scope of visitor center services. Mobile
Tourist Info personnel are equipped with information and communication technology to
provide five “SMART" services for travelers at popular visitor destinations and peak visitor
times: Share Wi-Fi (hotspot sharing), Map Pamphlet (provide map pamphlets), Assist
Photograph (help with photo taking), Recommended Schedule (suggest itineraries), and
Travel Consultation (answering travel-related questions). The Mobile Tourist Info services
puts everything within easy reach, from basic and travel-related information to Wi-Fi
internet access and a channel to share travel impressions.

(ITII) Taiwan Pass Promotion Plan

The Tourism Bureau planned assistance to county and city governments for the release of
smart travel passes combining transportation cards with food, accommodation, travel, and shopping
discounts and recommended tours. The “Taiwan Pass” makes it easy for visitors to explore Taiwan's
distinctive cities, with an emphasis on tours in designated areas and times. The plans submitted
by the Kaohsiung City Government (including Kaohsiung, Pingtung, and Penghu) and Yilan County
Government were selected in 2015 and implemented in 2016. In 2016, the Tourism Bureau selected
plans submitted by the Taichung City Government (including Miaoli, Taichung, Changhua, Yunlin,
Chiayi City, and Chiayi County) and Taitung County Government. On July 5, 2016, two limited edition
Taiwan Pass cards were officially released, including a “Central Taiwan” card and “Taitung Sports
Travel” card to help free independent travelers (FIT) to enjoy a seamless new travel experience in
Taiwan

IV. Sustainable Tourism
(I) Taiwan Tourist Shuttle Upgrading Plan

In 2016, the Taiwan Tourist Shuttle service consisted of 42 routes and 110 tours. Total
ridership reached 3.6 million passengers, up 7% over 2015. E-guide services were provided on 40
routes and Japanese and Korean language bus location systems were expanded to help domestic
and foreign visitors track shuttle arrival times.

105 £ |-center fRiEEARFS IS RIRF mEIRA N RERE
2016 I-center award ceremony for service
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Promote “Taiwan Tour Bus + High Speed
Rail Travel Pass”

(IT) Taiwan Tour Bus Service Renovation Plan

In 2016, guidance was provided to 26 businesses operating 105 package tours, including
itineraries to important attractions around Taiwan. These routes had a total passenger volume,
with international visitors accounting for 84,652 (about 59% of the total). Tour packages offered
included the “Taiwan Tour Bus Travel Pass” and “Taiwan Tour Bus + High Speed Rail Travel Pass.” The
service added free wireless internet access, Chinese, English, Japanese, and Korean language phone
guide services, and online transaction functions via the Taiwan Tour Bus website. Businesses also
received assistance to participate in domestic and international travel fairs and media Fam visits to
strengthen marketing.

(III) Hotel Green Service Project

Guidance was provided to 76 hotels to acquire star ratings, Certified Hot Spring, or Green
Mark certifications.

(IV) Barrier-free and Senior Tourism Promotion Plan

1. 0n May 5, 2016, the Tourism Bureau amended the “Key Points on Governing Awards and
Subsidies of the Tourism Bureau, MOTC for the Brand-building of Travel Agencies” to
incentivize investment by tourism businesses in the senior and barrier-freetravel market.
Subsidies were extended to cover expenses for rental of barrier-freeassistive devices,
employment of care providers, business-use barrier-freevehicle rental, and senior travel.
The subsidies substantively encourage the travel industry to develop high-quality travel
packages for specific focal sectors and age groups. In 2016, guidance was provided to 94
travel agencies for high-quality senior tours (243 groups) and barrier-freetours (10 groups).
The tours were joined by 8,850 visitors, including 5,826 seniors and disabled people.

2 . The revised Tourism Bureau subsidy regulations for tourist hotels were promulgated
on February 22, 2016. The new rules extended the scope of subsidies to include the
installation of barrier-free facilities at star-rated tourist hotels and other hotels. Four
meetings introducing the new regulations were held in September 2016, including
meetings in Kaohsiung, Taichung, Taipei, and Taitung. Barrier-free renovation plans at 19
hotels have been approved to date.

3 . Barrier-free tourism environments based on a travel route concept and universal design
techniques were established at 13 national scenic area administrations under the Tourism
Bureau. A total of 46 such routes were planned and established.

4 . The Taiwan Tourist Information Website added designated sections for and barrier-free
travel and senior travel. These resources are available for barrier-free and senior travel
routes at national scenic areas.

5 . The Tour Taiwan APP provides location-based information on public restrooms barrier-free
restrooms. The information can be used by the public as a travel reference for barrier-free
tours at national scenic areas.

(V) Indigenous Area Tourism Promotion Plan

The Tourism Bureau established the Council for the Promotion of Tourism in Indigenous
Areas and actively planned tour itineraries. It also provided training for 714 indigenous guides,
assisted 174 indigenous tourism businesses, and supported the creation of 584 jobs in tribal areas.
Moreover, to promote indigenous tourism activities and attract international and domestic tourism
visitors, the achievements of indigenous tourism were presented at the “Welcome to Explore the
Tribe” event held at Songshan Cultural and Creative Park in Taipei on November 19 to 21. The event
was joined by the Tri-Mountain, Sun Moon Lake, Alishan, Maolin, East Coast, and East Rift Valley
national scenic areas, as well as the Council of Indigenous Peoples, MOC (Ministry of Culture), and
Forestry Bureau of the Council of Agriculture. A total of 20,549 people participated.
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Yamanote sen bodywork advertising

II. Developing Tourism from New Southbound Markets and
Expanding and Diversifying Taiwan's Tourism Market

I.  Developing New Southbound Markets

The Tourism Bureau coordinated with the MOFA to simplify visa procedures in conjunction
with the New Southbound Policy for tourism. Since August 1, 2016, visitors from Thailand have
been allowed visa-free entry under a one-year trial program. The government also relaxed online
applications for conditional visa exemption and included Cambodia, Myanmar, and Laos among
countries eligible for simplified tourist visas for high-quality groups. Since October 7, travelers from
the Philippines have been eligible to apply for electronic visas. The Tourism Bureau also refined
the methods of its overseas promotions. Various ministries and departments, county and city
governments, and private associations combined resources to encourage Taiwan companies to
arrange employee trips to Taiwan and students studying abroad to return to Taiwan for travel. The
Tourism Bureau also strengthened promotion of Taiwan tourism through multi-level marketing
and promotion in metropolitan areas and communities of target visitor groups in various countries.
These campaigns included television ads, outdoor LED wall ads, MRT train car and station ads,
large billboards ads at airports and downtown areas, as well as exterior walls ads. In addition, the
Tourism Bureau reached out to new immigrants and overseas Chinese and foreign students to meet
shortages of service manpower and improve the environment for visitor reception. In 2016, Taiwan
received 1,653,676 visitors from Southeast Asia, up 16.02% from the year before, with arrivals from
Thailand and Vietnam increasing by 57.26% and 34.33%, respectively.

II. Developing the Muslim Market

The Tourism Bureau continued to promote a Muslim-friendly travel service environment in
Taiwan and arrange related promotional work. Prayer rooms and washing facilities were completed
at the High Speed Rail Taichung Station, Taipei Main Station, Kaohsiung Station, Hualien Station
and Qingshui Highway Rest Area, adding to similar existing facilities at the 13 national scenic areas
administered by the Tourism Bureau. In addition, the Tourism Bureau commissioned the Chinese
Muslim Association to provide guidance on certification and formulated the “Key Points for Subsidies
to Obtain Halal Food Certification.” In 2016, a total of 104 hospitality and tourism businesses in
Taiwan received Muslim Hospitality certifications from the Chinese Muslim Association or Taipei
Grand Mosque. The Tourism Bureau also participated in travel fairs in Southeast Asia and the Middle
East. Muslim gifts and guides for Muslim travel in Taiwan were distributed at these events to market
Muslim tours in Taiwan. Muslim television crews were also invited to film and broadcast Taiwan-
related programs to enhance Taiwan's image as a Muslim-friendly travel destination.

III. Expanding the Cruise Market

The Tourism Bureau sent a delegation to participate in the world's largest cruise industry
show, Seatrade Cruise Global 2016 in Fort Lauderdale, to continue raising Taiwan's visibility in
the cruise tourism sector. It also produced travel guides for the six major international cruise
ports in Taiwan as well as postcards publicizing streamlined visa procedures for Southeast Asian
cruise passengers and providing important visitor information to cruise passengers before and
after arriving in Taiwan. Incentive awards were provided under the directions for Tourism Bureau
incentives for overseas cruise ships visiting Taiwan. Furthermore, subsidies were granted to ports
or county and city governments to hold welcome events aimed at encouraging international cruise
companies to arrange cruise stops in Taiwan and deepen the positive image of Taiwan among
visitors. In 2016, incentive awards were provided for 15 cruise ship visits, attracting 21,500 visitors.

FEEIESRIEES
Thailand Visa-free press conference
and promotion conference

EBRABBKAREEFTEE
Prayer rooms at Qingshui Highway Rest Area
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III. Promoting “Measures to Expand Domestic Tourism” and
Assisting Industry Optimization

The Tourism Bureau responded to the impact and after effects of the reduction in mainland
tourist arrivals through carried out the simultaneous implementation of three measures: training
assistance to tourism businesses receiving mainland Chinese tour groups to help them transform
operations and develop new source markets; subsidies to encourage involvement of the travel
industry in domestic tourism; and integrated marketing promotion. The measures were aimed at
helping tourism businesses serving mainland Chinese tour groups to transform operations, diversify
markets and customer sources, and engage in domestic tourism to increase the domestic travel
intention and expand the domestic tourism market.

I.  Training Assistance for Tourism Businesses Receiving mainland Chinese tour
groups to Transform Operations and Expand Customer Sources

The Tourism Bureau provided guidance to the Travel Agent Association of R.0.C., Taiwan to
carry out six training programs for tourism businesses receiving mainland Chinese tour groups. The
programs were aimed at helping such businesses to smoothly transform operations, develop new
markets and customer sources, and strengthen their professional tour guide service knowledge.
It also planned six in-depth travel routes and two industry matchmaking events to help businesses
serving mainland Chinese tour groups transform operations for the domestic tourism market and
expand Southeast Asian visitor source markets. A total of 292 tour group businesses completed
training and developed domestic tour packages, representing 67% of all operators serving mainland
Chinese tour groups.

II. Subsidizing Travel Industry Involvement in Domestic Tourism

On November 4, 2016, the Tourism Bureau implemented guidelines for subsidies to help
affected tourism businesses serving people from Mainland China to tap new domestic tourism
demand. A total of NT$300 million in subsidies was made available to tourism businesses to develop
locally distinctive domestic tourism packages. By January 5, 2017, when the application period ended,
the Tourism Bureau had received subsidy applications representing 260,848 tour group visitors, and
a total amount of NT$338.27 million, more than the NT$300 million budgeted. The subsidies are
expected to generate more than NT$1.2 billion in tourism benefits and business opportunities.

III. Integrated Marketing and Promotion

The Tourism Bureau commissioned an advertising agency to carry out an integrated
marketing campaign aimed at expanding promotion of domestic tourism and invigorating the
domestic travel market, with emphasis on ecotourism and electronic stored value cards. The Taiwan
Ecotourism Association was also commissioned to select ecotour itineraries for promotion to the
Taiwan public. In 2017, the Tourism Bureau will hold a press conference for the launch of “2017
Ecotourism Year,” the prelude to the following Bay Tourism Year, Small Town Slow Travel Year, and
Mountain Ridge Ecotourism Year.

IV. Developing Local Characteristics for the Experience of New
Tourism Highlights

The Tourism Bureau planned experiential tourism demonstration projects according to
directives in the fifth focal point of the MOTC Work Report presented at the first meeting of the
Transportation Committee of the Ninth Legislative Yuan in May 2016, which called for, “delegation
of resources to the local government level and integration of local culture, art, industry, and other

R NMEABERIRITEERGE] S SR
Conduct “Expand domestic travel tourism service provider
tour operator” Mountain paths of Hehuan Mountain
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Penglai Nature's Kitchen

characteristic tourism plan in response to new development in the tourism industry, as well as
integration of the resources of various ministries and departments to promote local tourism,
encourage green ecotourism and wellness travel, and implement environmental education.” The
demonstration sites use locally distinctive tourism resources to promote in-depth travel experiences,
diversify the tourism industry, and stabilize the structure of local communities. The major work items
are as follows:

I Implementation Methods

(I) Provided assistance in identifying unique local resources and applying innovation and
creativity to develop those characteristics to create unique tourism attractions.

(II) Provided assistance and guidance to professional business organizations and guided training
talent to enhance the ability of villages to operate autonomously and attract young people
back to their hometowns.

(IIT) Provided assistance with the commercialization of distinctive resources and guidance on
development of distinctive industries, theme packages, in-depth experiential tours, promotion
of distinctive tourism activities, and use of internet marketing and various other channels to
strengthen publicity.

(IV) Made small-scale improvements to local travel service facilities to create a friendly and suitable
tourism environment.

(V) Appropriately planned the mechanisms and scale of external transportation links to effectively
protect ecological resources and maintain travel quality.

II. Six Demonstration Projects

(I) Shimen Fun with the Wind Songshan Thousandyear Rice” cultural experience project arranged
by the North Coast and Guanyinshan National Scenic Area Administration in Shimen District,
New Taipei City.

(IT) “Penglai Nature's Kitchen” slow food, slow travel project arranged by the Tri-Mountain National
Scenic Area Administration in Nanzhuang Township, Miaoli County.

(III) “Farm Fun in Zhongpu” platform integration project arranged by the Siraya National Scenic
Area Administration in Zhongpu Township, Chiayi County.

(IV) “Jump Together in Nanzhuhu” indigenous tribal tour project arranged by the East Coast
National Scenic Area Administration in Nanzhuhu, Taitung County.

(V) “Nanliao Farm and Beiliao Fishery Experience” farm and fisheries experience project arranged
by the Penghu National Scenic Area Administration in Huxi Township.

(VI) “Luminous Dongju Roselle Tour” battlefield life project arranged by the Matsu National Scenic
Area Administration in Dongju.

III. Project Achievements

(I) Fostered local tourism industry talent, enhanced local tourism characteristics, promoted in-
depth package tours, and increased the quality and production value of local industries.

(II) Provided guidance in local industry self-improvement, established cross-industry cooperation
mechanisms, promoted local economic development, and increased the willingness of young
people to return to their hometowns for employment.

(III) Through the return of young people to their hometowns, the programs promoted cohesion of
local community resources, while also addressing the issues of long-term care for the elderly
in remote townships, reactivation of idled school and community spaces, mudslide hazards,
and other public affairs to stabilize the local community and balance regional development
and the economic structure.

029

9T0Z Ul Syusawanaiydy Ad1jod yuepodw| jo Atewwng ﬁﬁﬁ%%@%ﬁmmmm O | |
“

/



SRR MFERHO | B

RN

VNIHD 40 DI79Nd3Y¥ ‘NVYMIVL 9102 NSIYNOL NO L¥0d3Id TVNNNY

030

= FEMRR
(=) BEEMBEEAS  BAEMRES G  EEREERERE (IRATHERZREREE -
(D) WEEMEXBRREA > BIUBESFERS) > (REDHEERRE > BNEFRBUESHE -

(Z) EREMBFRRE  EREMHEENEE » HERERBEANRPARE B EEADINRZEE
RER ~ HEFAEZER - URETARASFLHER > ULEEMMLE  IHEREHERKTHE

75 4k
BTEAERE o

f - (REBRBIIIT - WELRSFD:

— ERBNEEHE

10558 19HE 22 HRN EMBHREN 15
IEERENXSERE) c BE - HEHZRM
ENIRITE CREFFHAERFEEATHL
220828 ;BA 1178 B BRNEE—
FRSHSE BAEAIREHRELOBES
R BERTEBGAERMBRIER » UKF
BTEEMZMARERT - BREE (2EHA
ERNELBIBRNEEHESE) Fo B
#ZEMU TERAMNIBRER HHLHED
ERRM AEH o W EESEIOE
RS BEIRE  EAZHERIIR -

T ERBARREE

105F11B17THE1OHR =T M5E
Bl EEREARAGE) EREH (EFHHA
EX) Bg AL 2305A c ZEHHBEAX
TMEBHERRETR  BRE AR EAMT
BETHMAERY > BERIETEINRSTEILE
EMGRBERE  EBHNAERNSREERR
200 BARZERE o

=EHBAAFEER

15108 19BN SHEM TE5E=
BEIEGEER >  GRARELSFEE (1)
P EIREE AR ; (2) HEMERIED
1784 5 (3) MICBAAA BB K IikikE B Bt
THF - ABEERR ; (4) KRREE > £&
RTE; (5) HEENR BX -SWAEFEM -

AW ERRE

Taiwan-Japan Tourism Summit Forum

=RETRES
Taiwan-Korea Tourism Exchange Meeting

V. Promoting International Tourism Exchanges and Bilateral
Cooperation Meetings

I.  Taiwan-Japan Tourism Summit Forum

The Ninth Taiwan-Japan Tourism Summit Forum was held on May 19 to 22, 2016, in Yilan
County. The forum was attended by about 220 people, including Taiwanese and Japanese officials,
and leading figures in the airline, travel, hotel, and other tourism industries. Among the 117
participants from the Japanese side were Special Adviser to the Japan Tourism Agency Yoshiaki
Honpo, Japan Travel and Tourism Association Chairman Norio Yamaguchi, Japan Association of
Travel Agents Vice Chairman Kazuaki Maruo, and two representatives from Shikoku, which is bidding
to host the next forum (Ehime Prefecture Governor Tokihiro Nakamura and Kagawa Prefecture
Governor Keizo Hamada). This year's forum focused on the theme of “Rediscovering the Tourism
Charm of Taiwan and Japan: Deepening Bilateral Exchange.” The forum also looked at identifying
local tourism potential, attracting repeat visitors, and expanding exchanges between Taiwan and
Japan.

II. Taiwan-Korea Tourism Exchange Meeting

The 31st Taiwan-Korea Tourism Exchange Meeting was held on November 17 to 19, 2016,
in Taichung City. About 230 officials and industry representatives from Taiwan and South Korea
attended. The meeting discussed substantive issues related to tourism exchanges, including finding
ways to encourage visitors from both sides to deeply experience local attractions, jointly marketing
local tourism, experiencing scenic charms outside major metropolitan areas, and promoting local
economic development. The two sides also discussed ways to achieve the goal of two million
bilateral exchanges between Taiwan and Korea.

I[II. Taiwan-Vietnam Tourism Cooperation Conference

The “Fifth Taiwan-Vietnam Tourism Cooperation Conference” was held on October 19, 2016,
in Kaohsiung. The meeting reached resolutions on cooperation projects between the two sides,
including: (1) Sharing tourism information and development experience; (2) Jointly arranging
long-term marketing; (3) Strengthening tourism personnel training and exchanges between the
governments of destination counties and cities and industry associations; (4) Developing mutual
benefit and industry exchange platform at travel fairs; and (5) Promoting cruise ship, medical/
cosmetic, golf, and other tour products.

VI. “Planning for the Future, Moving Forward” Tourism Forum

L In response to the impact of falling tourist arrivals from Mainland China and market structural
changes, the Tourism Bureau held the “Planning for the Future, Moving Forward” tourism
forum on August 31, 2016. Minister without Portfolio Chang Jing-sen, Deputy Speaker of the
Legislative Yuan Tsai Chi-chang, Legislator Chen Ou-po, Minister of Transportation and
Communications Hochen Tan, Acting Tourism Bureau Director-General Wayne Liu, heads of
local government tourism agencies, and academic and industry representatives in the tourism
sector were among the more than 200 government, business, and academic representatives
at the event. The forum looked at three key issues for tourism development in Taiwan: “The
New Southbound Policy: Opportunities and Challenges,” “Good Management and Upgrading
in the Tourism Industry,” and “Key Issues for Future Tourism Development.” The participants
brainstormed strategic thinking for the decade ahead.

EUBNEFEE

Taiwan-Vietnam Cooperation Meeting
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“Forward-looking planning, great advance” Tourism
forum

II.  The forum concluded that, in facing the impact of the falling number of mainland Chinese
visitors, Taiwan's tourism industry needs to adjust its mindset and mode of operation. It must
commit to providing better service quality and increase the willingness of travelers to make
repeat visits. Superior development opportunities will come when Taiwan's tourist boom
returns. The new administration is promoting the new New Southbound Policy not to offset
shortfalls in the mainland Chinese visitor market, but to focus on the rapidly developing and
high potential Southeast Asia market and economy. In the future, Taiwan's tourism
development will actively move towards easing rules on visitor visas, attracting cruise
passengers to Taiwan, strengthening training of Southeast Asian tour guides, augmenting
tour guide and visitor reception manpower with foreign spouses and overseas Chinese and
foreign students, reviewing the tour guide and tour manager examination system, assisting
businesses in obtaining Muslim restaurant certifications, increasing budgets for international
marketing, strengthening cooperation between the central and local governments, expanding
regional joint marketing, invigorating the domestic travel market, and packaging local tourism
products.

VII. Establishing an Inter-Agency Consultation Platform to Resolve
Tourism Development Issues

At its July 10, 2002, session, the Executive Yuan directed that the Executive Yuan Task Force
for Tourism Development and Promotion established on November 21, 1996, be upgraded to the
Executive Yuan Tourism Development and Promotion Committee to resolve issues encountered
in tourism development requiring inter-agency consultations. The committee aims to integrate
the tourism resources of various ministries and departments, improve the overall environment
for tourism development, promote full utilization of tourist facilities, enhance domestic travel
willingness, and attract foreign tourism visitors to Taiwan. From its establishment to the end of 2016,
the committee convened 43 meetings and presented 341 reports. In 2016, the committee met twice
and proposed 14 motions. Its major achievements are as follows:

L Directed the MOTC and MOL to promptly hold consultations on easing regulations on
applications for internship and work in Taiwan by overseas Chinese, Hong Kong, Macao, and
foreign university students after graduation, as well as enriching training of New Southbound
talent to lay an important foundation for promotion of the New Southbound Policy.

II.  Requested that the MOEA promote measures for ASEAN business visitors to join tours during
stays in Taiwan and formulate clear performance indicators for active promotion.

IIl.  Requested that the MOC actively assist the export of high-quality films and television programs
to ASEAN and formulate performance indicators for various promotion measures.

IV. " Coordinated the nine largest counties and cities impacted by the falling number of mainland
Chinese visitors to recommend attractions and preferential measures and participate in overall
marketing and promotion.

V. Requested that the Financial Supervisory Commission and Bankers Association of the R.O.C.
assist the hotel industry in accessing capital through refinancing and investing NT$300 million
to assist recovery of the tourism industry in central, south, and eastern Taiwan, promote the
new National Travel Card system, and continue to assist transformation and recovery of the
tourism industry.

VL. Requested that the MOL provide initial education and training prior to promoting the “one
fixed day off and one flexible rest day” system to help businesses adapt to the law.

VIL. Requested that the Hotel Association of the R.O.C. report as needed on hotel industry labor
shortages and that the Tourism Bureau and MOL support labor matching to resolve labor

shortages.
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BES WA BN EERE
Actively promote and improve the quality of
domestic accommodation

VIILInspecting Travel Safety and Strengthening Promotion

In response to the mainland Chinese tour group bus accident on July 19, 2016, the Tourism
Bureau, based on the principle of caution at the outset, convened several review meetings and
expert forums, and conducted rolling reviews of safety issues. It also proposed promotional actions
in a “Comprehensive Inspection of Domestic Tourism and Travel Safety” report presented to the
MOTC in August 2017 for approval. The major promotional actions are as follows:

I.  Travel Safety

(I) Supervise the tourism industry to provide safe tour products, formulate the “Directions
on Planning and Review of Reasonable One-day Itineraries for Domestic Tour Groups,” as
well as strengthen travel agency inspection mechanisms, thoroughly investigate high-risk
tourism products, require improvement or removal of such products, and regularly announce
inspection results.

(II) Establish an Advisory Group on Tour Coach Promotion Work to advance information and
policy direction planning for tour bus safety promotion work.

(IIT) Recall old vehicles for inspection, disclose tour bus evaluation results, and supervise
improvements by companies with poor evaluation results. At the same time, thoroughly
investigate high-risk driving and urge businesses to truly comply with labor and traffic laws to
protect drivers' labor rights and public safety.

II. Scenic Site Safety

(I) Formulate travel safety tips and a travel safety logo, designate the third week of March each
year as Travel Safety Awareness Week, and continue to strengthen various travel safety
activities.

(II) Strengthen safety management at scenic sites, formulate visitor safety and management
plans, regularly check or patrol scenic site facility restoration, and strengthen patrols and
enforcement in hazardous areas.

[II. Amusement Park Industry Safety

(I) Implement three-tier management in the amusement park industry, require that specific
activities be reported to the competent authority for approval and recording, urge businesses
to conduct self-inspections and strengthen regular and irregular inspections by local
governments and follow-up handling of violations to ensure safe and secure tourism and
amusement facilities.

(IT) Deliberate authorizing local governments to handle examination of business proposals,
business establishment, and licensing in the amusement park industry to upgrade the
authorities and duties of local governments in amusement park industry administration.

IV. Hotel Safety

(I) Append provisions of the Statute for the Development of Tourism to strengthen county and
city inspections and administration of illegal hotels and continue to crack down on illegal day
rental hotels to improve traveler hotel safety.

(II) Collect information on overseas practices in response to accommodation sharing platforms
and reach consensus through talks with both sides to ensure that marketing activities in
Taiwan are limited to legal hotel businesses.
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Section1l The Global Travel Market

According to World Tourism Organization (UNWTO) statistics, the global total of international
tourist trips reached an all-time high of 1.235 billion in 2016, up by 3.9% from 2015. Among regional
markets, the Asia and the Pacific was top performer, with an 8.6% increase in international tourist
visits, with Oceania recording the biggest increase of 9.4%. The second best regional performer was
Africa, with an 8.1% increase led by a 10.5% gain in the Sub-Saharan region. The Americas gained of
3.5% and Europe 2.1%, while the Middle East recorded a decrease of 3.7%. (Source of figures: UNTWO
Tourism Highlights, 2017 Edition.)
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(I) Japan's Tourism Market (source: Japan National Tourist Organization

1= Y 24 = S . . -
Outbound trips from Japan in 2016 totaled 17,116,413, up 5.6% from 2015, while inbound
/ visits totaled 24,039,053, up 21.8% from 2015. The main source countries (or areas) of visitor arrivals
were Mainland China (6,372,948 arrivals), Korea (5,090,302 arrivals), Taiwan (4,167,504 arrivals),

Hong Kong (1,839,189 arrivals), and the U.S. (1,242,702 arrivals). Visits from all of these main source
markets were up year on year, with the biggest growth coming from Taiwan at 13.3%.

F—H ZHRETHS

RIFHRE BB (UNWTO) M5t > 2016 FRHKEIRKEARSELNS > E 12.35FBAR

2015 FHILER3.9% -MEREMIHMS ' DAMERREATRE » 2016 FRIPRIREFKLE 8.6% » 30.3%
Hop U XFEM & REBR R 9.4% ; ERZIEMMERL R 8.1% » H A B USRI A F it & & B 5Y ﬁ';g =
£10.5% ; %‘%ﬁ‘Hﬂﬂ@ﬁE% 3.5% ; E’}x’ﬁ‘“ﬂﬂ@ﬁi% 2.1% ; EP%MJ@E\UE%EZ‘E 3.7% ° Céf*—l'%‘;}?\ : Sou;i{orea
UNWTO Tourism Highlights, 2017 Edition) . 21.8%
Epzaifw
7.7%
st (s —— s 4.0% 38y
(_) Ezlxgﬁtr'ﬁiﬁ (ﬁﬂ%?ﬁ . E$B§Eﬁ7‘ﬁ*ﬁ?&%*§) o Singapore = * o
-4.5% . P EAR
2016 FHAHBEAHA 1,711 8 6,413 AR > 8 2015 F&K 5.6% ; BHAARH A 2K WE® B8 ' . Helniana (e
402,403 9,053 A% > 82015 EME 21.8% > A EEFFEER HE) ARKFEBF SxmaT i L 4
EIARE (637 2,948 A%) ~ 38 (509 B 302 AR) ~ B (416 8 7,504 AK) ~ &% (183 % 0
£ 9,189 AR) KERE (124 8 2,702 AR) ; UEEST  TERFEEREMRE » HF ¢
EEBME 13.3% °
038 105 FEAREGAMED 039

2016 Osaka proganda public relation activity
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(D) BBBHS (BREER | ERIREERD)

2016 EEEERHEIBEASS 9,175 &8 8,331 A > #2015 F & 3.0% © 2016 Fit#
R4 5,665 8 4,903 AX > & 2015 FEMK 4.5% > NBRKE PR KERSE (4,277 & 8,145
AR) BZA 1,387 8 6,758 A > liE 3.1% - MWIiRBEEERAR &) 2> $EBETEZTR
EZR &) kFADEARE (4,277 8 8,145 AR) =& (201 & 1,428 AR) K#EHE (139
B 2,367 AR) ; UBERDH > UIERE (12.4%) &S > ERAZEKREE (12.3%) » =
EABERE 0.2% °

(=) BEH TS (BRRR | BEE Q)

2016 FREERHBIEASA 2,238 & 3,190 AKX > 8 2015 FEE 15.9% © 2016 F£AIE
BRERES 1,724 & 1,823 AR > 82015 FHE 30.3% - FEFREAR &) KkEFEATE
APBE (806 B 7,722 A%Xx) ~ B (229 8 7,893 A%) K= (86 8 6,186 AX) » =4 83
B 3,465 AR HIRE 48 LBEREDH » UEE (60.8%) &E  HXAME (54.5%)

(F9) s e s (BRRIR @ MKk )

2016 SR E A 1,640 & 2,593 AR » 82015 K 7.7% © ##FHMEEERE
BxR (&) kFEAENE (289 & 3,614 AX) ~ PEIARE (286 & 3,582 AR) KEKAL (115
B 1,480 AR) » EEA 398 4,173 AR ; URERXRER » LUFE (84.6%) &E » HX AT
B AFE (36.0%) » =&A 4.3% o

() BRAEBILHS (BRKR | BRERRLRE)

2016 FEERAERE S 2,675 8 7,392 AKX > 2015 FHE 4.0% o BRERAREE
ZRER (&) KFEAHME (1,327 & 2,961 AX) ~EIJE (304 & 9,964 AR) RPEK
BE (2128 4,942 AR) » EEA30E 861 AR ; UREERHER > UHKHE (32.5%) &5 H
RARE (27.0%) KRAPBIARFE (26.7%) » £2E% 6.2% °

(7%) FEIARREER Y TI% (BEEKIR | PEREHE) (2016 FEHAEAH LF¥F)

2016 F EFFH AR APERTIREAS 6,787 EAR > REFERAMK 3.8% c HA : SME
AL34TEBAR K 9.0%; F# 4,003BAR > &K 2.2% ; EFI 1,158 AR > fli & 3.5%;
EEB2T9BAR > &k 5.8%°

STH RERDETHS

105 FRERZT LS 1,069 B 279 AKX > B 104 FHE 2.4% > IEIFE 258 494 AKX ; H
FENXEMNRRES 756 B8 753 AKX > B 104 E K 0.74% > HERE AKX 70.73% > 105 F&
BETBERPBEAEEZREREIN  RHYAERE > EhUBEHIEMRE 34.25% &E ° HA
(16.50%) KERFEEE (9.95%) HIBAIDEHE 2 RFE 3l -

RIBREHRHES PREAME3S1E 1,734 AR (BERERE 134 B 7,433 AR) » 4
F—AREIREMH (& 32.85%) > 104 FHEREKE 16.07% ; ERAHZK 189 & 5,702 AXK (&4
17.73% > A& 16.5%) ~ 78 161 & 4,803 AR (&5 15.11% » A& 6.69%) ~ 52 88 & 4,397
AT (5 8.27% > A& 34.25%) ~%EE 52 & 3,888 A% (5 4.90% > & 9.27%) ~ BEARFEI: 47
B 4,420 AR (4 4.44% > B 9.95%) Bedrhni 40 & 7,267 AR (5 3.81% » & 3.62%) o

(IT) Hong Kong's Tourism Market (Source: Hong Kong Tourism Board)

Outbound trips by Hong Kong residents in 2016 totaled 91,758,331, up 3.0% from 2015.
Visitor arrivals totaled 56,654,903, down 4.5%. Deducting the 42,778,145 coming from Mainland
China leaves a total of 13,876,758 arrivals, up 3.1% year on year. According to the visitors' country
or area of residence, the main source of arrivals was Mainland China (42,778,145 visits), followed by
Taiwan (2,011,428 visits) and Korea (1,392,367 visits). The biggest year-on-year growth rates were in
visits from the Philippines, up 12.4%, and from Thailand and Indonesia, both up 12.3%, while visits
from Taiwan were down 0.2%.

(III) South Korea's Tourism Market (Source: Korea Tourism Organization)

Outbound trips by Korea residents in 2016 totaled 22,383,190, up 15.9% from 2015. Visitor
arrivals totaled 17,241,823, up 30.3% year on year. The top source of visitors was Mainland China
(8,067,722 visits), followed by Japan (2,297,893 visits) and the U.S. (866,186 visits), while Taiwan
ranked fourth with 833,465 visits. Visitor arrivals from Taiwan showed the biggest year-on-year
growth rate, up 60.8%, followed by Vietnam at 54.5%.

(IV) Singapore’s Tourism Market (Source: Singapore Tourism Bureau)

Singapore received 16,402,593 visitor arrivals in 2016, up 7.7% from 2015. The main sources of
visitors were Indonesia (2,893,614 visits), Mainland China (2,863,582) and Malaysia (1,151,480), with
394,173 arrivals from Taiwan. Visitor arrivals from Iran showed the highest growth rate, up 84.6%,
followed by Mainland China at 36.0%, with arrivals from Taiwan up 4.3%.

(V) Malaysia's Tourism Market (Source: Malaysia Tourism Promotion Board)

Malaysia received 26,757,392 visitor arrivals in 2016, up 4.0% from 2015. The main visitor
sources were Singapore (13,272,961 visits), Indonesia (3,049,964) and Mainland China (2,124,942),
with 300,861 arrivals from Taiwan. Visitor arrivals from Thailand showed the highest growth rate, up
32.5%, followed by Laos (27.0%) and Mainland China (26.7%), with arrivals from Taiwan up 6.2%.

(VI) Mainland China's Tourism Market
(Source: Mainland China National Tourism Administration)

Mainland China received 67.87 million visitor arrivals in the first six months of 2016, up 3.8%
from the same period in 2015. Among these, there were 13.47 million visits by foreign nationals, up
9.0%; 40.03 million visits by Hong Kong residents, up 2.2%; 11.58 million visits by residents of Macau,
up 3.5%; and 2.79 million visits by Taiwanese, up 5.8%.

Section 2 Taiwan’ s Inbound Tourism Market

In 2016, Taiwan received a total of 10,690,279 visitor arrivals, up 2.4% from 2015 with an
increase of 250,494 arrivals. Tourist visits totaled 7,560,753, up 0.74% from 2015, and constituting
70.73% of all arrivals. While visitor arrivals from Mainland China decreased, those from all other
source markets increased, topped by 34.25% growth in visits from Korea, followed by growth rates
of 16.5% in arrivals from Japan and 9.95% in arrivals from Malaysia.

The main source market figures are: 3,511,734 from mainland China (including 1,347,433 in
tour groups), as the biggest source market, making up 32.85% of all arrivals, but down 16.07% from
2015; 1,895,702 from Japan (17.73% of arrivals and up 16.5%); 1,614,803 from Hong Kong and Macau
(15.119%, up 6.69%); 884,397 from Korea (8.27%, up 34.25%); 523,888 from the U.S. (4.9%, up 9.27%);
474,420 from Malaysia (4.44%, up 9.95%); and 407,267 from Singapore (3.81%, up 3.62%).

Purposes of visit were divided into 7,560,753 arrivals for tourism, the biggest component at
70.73% of the total, followed by 732,968 arrivals for business at 6.86%. Females constituted 52.96%
of arrivals, with those aged 30-39 the biggest age segment at 21.05%. The average length of stays
was 6.49 nights.
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MRZEBNA > N8B BNRZ 5t 756 B 0,753 AR » EWHBEBAI70.73% » HR A T
#1 B89 5t 738 2,968 AR > 5 6.86% ; REREHH 52.96% A » FE AL 30-39 &
&% 5 21.05% FIEBREAH 649K -

FSRBENE THERE 105 FRERBABRGOFATRS) BRETR > REREHAN
TBITRE  IMERKRBFAIMIRTHZHREZBE) (5 44%) - TBEITRETRE > FHRITH
ZHHEE (RAGTHE) 1 (30%) &k M2INRITHAREINITIE - BRITHEMN 24%) BAE; %
BEFENZ) 2 TRXRE) ARSIREREECER > M MY ~ TEERH &k IB28HEER)
ARFEERIEEY  RETEIBZHEBEIMERNU IRH1 (BEAE 84 AR) BE > AR
&F#A T2 101 (BEAB 56 AR) ~ THEEYER (BEAB 42 AR ~ THELIE) (B
BAB3BBAR) R Thipy (BEABE3RAR) F-MmBAE ~ Thipy ~ TH#&E ~ TET
BERAE « TKEE - XR#F) &k THEWL) MAKEEBEREMRE (BELEAFIIF7E 20% X
£) -

REHREERERMEER 98%; ¥ NKITHRERERE) BREMEES 6%, H kel (F
BFRERSCAREE  —ARERCIREE SR —ARIREE) EBEEIEREES 90% ; ¥ TRE MEER 91% -

105 FRERF HEME
2016 Breakdown of Average Spending by Inbound Visitors in Taiwan

1% G

= 3y BRRHE

S Miscellaneous Expenses

= 13% EERARBE
Transportation within Taiwan

16, TEEESMERRE

Food and Beverage Expenses Outside the Hotel

LY/

Shopping Expenses

30%

37% HREE P H B

Total Hotel Expenses

According to the findings
of the Tourism Bureau’'s ROC
2016 Survey Report on the
Consumption and Activity of
Visitors to Taiwan, 44% of visitors

traveled to Taiwan independently e
and, after arriving, did not request Business
local travel agencies to arrange S
any travel activities; 30% self- Hith
planned their itineraries but Others

requested travel agencies to

arrange accommodation (and/

or book flights); and 24% joined i
b

package tours arranged by travel

agencies. The main attractions

Pleasure

that drew visitors to Taiwan were =N oo = =

culinary fare (fine food or special
snacks) and scenic landscapes,

105 FREMEZRHIZARRRRERLHE

Graph Depicting Inbound Visitor Arrivals and Growth Rates in Taiwan by Country of Origin in 2016
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2016 Inbound Visitor Arrivals
in Taiwan by Purpose of Visit
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EERCEMEEIE 05% UL ; UPBEKERE RN IRERS

Hﬂ]ﬂH

MEEHIHDM > RER
(MEEIR 99%) -

RIERREES  REBSERRZINENKREKFS R (BRAAB61AR) ~ TEKKE)
(BEABS6 AR ~ TABKRRE] (BEAB48AR) ~ MERHI (BEAB39IAR) R E
FRX) (BEAB2TAR) Fo

15 FREMRBZFBABHFIIHEINTTE IEREERREBEXLE > REFR
A 7.26% > T‘E}iﬁﬁﬁﬂilﬁﬁ?r‘%ﬁﬁwﬁ (&5 30%) ~REEAIHE (& 37%) ~ IREEIMNEERE (4
16%) ~EZHRAIEE (4 13%) ~REE (45 3%) REE (4 1%) ; #EEFEEINERAE
133.74 {837t (AL 7.05%) > IIEEMEE 4,322 87t > BB EFRD 5.82% °

F=EH BALETRS

105 F B A B H 51,458 8 8,923 A k> B 104 F N 140 5,947 AR K E
10.66% ° X E B 89 (DI E IhIREM) O BiFENMEARS » 51 1,353 B 9,067 AR
(5 92.80%) » HXAZEMNME 62 & 3,191 AKX (& 4.27%) ~ BN E 25 & 8,087 AR (&
1.77%) ~ K3FEMHE 158 7,726 AR (5 1.08%) ~ JEMME 5,206 Ak~ Hfthith & 5,646 AKX

REIZR (thi&) 247 > EH 74 429 8 5,240 ARARZ » HRKFAPBEAME (368 & 5,477
AR) ~&H (190 & 2,647 AZx) ~ 58 (80 & 8,420 A%&) ~®F9 (59 & 8,850 A%) o

FIREE T THERE 105 FRIARERTAETRS ) LR > 105 FEIARSE HEREE
WOTES e RENERS (712%) » HREKFA 1851 (5 16%) ~&FKFHHEK (5 11%) ~5E
BB REBREM (5 1%) ; MEXENKRFHETZRERS HREBLN  M17E > BRER
R1E) ~ TEERERA - ﬁﬁ@@jh - TIREEE) K TEY. Fo

I5FEAAHBEUEGHAE (349%) % HREKFRAPBEKESE (24.6%) ~FHB
(6.7%) ~§8E (5.9%) ~EE (4.4%) KRFRE (3.4%) % ; 2FEHBERRRIA - fkilEZHLL T2
BB AR ~ BN EIBFIRDE ) (4 31%) &% > HRKFR RELRITHAH > 2EETEH

105 FEIAHEB®N

6. 1172

I%

RSy Ty [k Rt hiRibE

REB R HAth Visiting Business Sightseeing
Relatives

Study Tours or Studying
Abroad and Others

and their main activities in Taiwan were shopping, going to night markets, and visiting historic sites.
The main tourist spots they visited, in order of popularity, were: night markets (84% of visitors),
Taipei 101 (56%), National Palace Museum (42%), Chiang-Kai-shek Memorial Hall (38%), and Jiufen
(32%). The places they visited and liked the best were Sun Moon Lake, Jiufen, Pingxi, Kenting National
Park, Taroko Gorge + Tianxiang, and Alishan (all with a ratio of likes above 20%).

Visitors' overall satisfaction rate on their experience of coming to Taiwan was 98%; their overall
satisfaction rate on travel agency and tour guide service was 96%; their overall satisfaction rate on
hotel accommodation (including international tourist hotels, general tourist hotels, and ordinary
hotels) was 90%; and their satisfaction rate on homestays was 91%.

For main visitor source markets, visitors' overall satisfaction rates on their experience of
coming to Taiwan were all above 95%. Visitors from Mainland China and Europe expressed the
highest satisfaction rates, both at 99%.

For the surveyed experience of coming to Taiwan, visitors’ deepest impressions of Taiwan
were its scenic spots (61%), food & cuisine (56%), friendly people (48%), night markets (39%) and
coastal scenery (27%).

Visitors to Taiwan in 2016 spent an average of US$192.77 per person per day. Affected by
the depressed global economic conditions, this was 7.26% lower than in 2015. Visitors spent their
money in Taiwan on shopping (30%), hotel expenditures (37%), food & beverages outside hotels (16%),
transportation within Taiwan (13%), entertainment (3%), and miscellaneous expenses (1%). The
year's foreign exchange revenue from tourism is estimated at US$13.374 billion, down 7.05% from
2015; or at its equivalent of NT$432.2 billion, down 5.82% from 2015.

Section 3 Taiwan's Outbound Tourism Market

In 2016, Taiwan's citizens made 14,588,923 trips abroad, an increase of 1,405,947 trips or
10.66% from 2015. Their destinations (the first destinations of their outbound flights) were mainly in
Asia, which was the destination of 13,539,067 trips (92.8% of the total), outbound with 623,191 trip
to the Americas (4.27%), 258,087 trips to Europe (1.77%), 157,726 trips to Oceania (1.08%), and 5,206
trips to Africa, with 5,646 trips to other regions.

Among destination countries and territories, Japan led with 4,295,240 visits, followed by
Mainland China (3,685,477 visits), Hong Kong (1,902,647 visits), Korea (808,420 visits) and Macau
(598,850 visits).

According to the findings of the Tourism Bureau's ROC 2016 Citizen Travel Survey Report, the
main purpose of citizens' overseas travel in 2016 was tourism (72%), followed by business (16%),
visiting relatives and friends (11%), and short-term study trips, going to school or other purposes (1%).
The main reasons for going abroad for tourism were the invitation of relatives or friends, curiosity
and the wish to experience the way of life in a different country, going away to gain relief from
pressure, the low cost of travel, and shopping.

In 2016, Japan received the highest proportion (34.9%) of ROC citizens' overseas trips, followed
by Mainland China (24.6%), Hong Kong (6.7%), Korea (5.9%), the U.S. (4.4%) and Thailand (3.4%).
Of all overseas trips in the year, 31% were arranged as group trips or incentive trips, 35% were
arranged entirely independently without using a travel agent, 24% were arranged partly through
travel agents, and 10% were purchases of independent travel or flight + hotel packages.

In 2016, ROC citizens spent an average of NT$49,463 per person per trip overseas, 1.83%
less than in 2015. The total of their outbound travel expenditure for the whole year is estimated at
NT$721.6 billion, up 8.64% from 2016.
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(&5 35%) ~ MERFERITHAMBOEEEE (4 24%) & BEEHTHSMEMEITEZ] (&
10%) o
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Major Indices of the Inbound Visitors in Taiwan in 2016

Number of arrivals of

2016 versus 2015

visitors to Taiwan 10,690,000 visitors 10,440,000 visitors ~ Up 2.40%
Zg;:::r?’ :giﬁ:m US$13.374billion  US$14.388 billion ~ Down 7.05%
receints (NT$432.2billion)  (NT$458.9 billion)  (Down 5.82%)
Average expenditure

per person per visit to US$1,251 US$1,378 Down 9.22%
Taiwan

FuErEge Iength_ el 6.49 nights 6.63 nights Up by 0.14 nights
of visitors to Taiwan ’ ’ ’

Average expenditure

per person per day for  US$192.77 US$207.87 Down 7.26%
visitors to Taiwan

.'F‘al;vrc‘abrf]io"rft‘(’)'z':; o 7,560,000 visitors 7,510,000 visitors  Up 0.74%
Average expenditure

per person per day for  US$197.65 US$214.04 Down 7.66%
tourist visits

Rumber OfVISIST0 — 730,000visitors  760,000visitors  Down 3.429%
Average expenditure

per person per day for  US$220.21 US$232.80 Down 5.41%
business visits

001:/ ;;?:L?s?;f%m:nrate 98% 97% Up 1 percentage point
FELIO e bR 37% 34% Up 3 percentage points

to Taiwan

REHREAR 1,069 BAR 1,044 BAR R 2.40%
s g LS 1,378 %57 H 9.22%
ﬁ%gzzﬁ%& 6.49 & 6.63 & W 0.14 |

Note: The data for the number of arrivals of visitors to Taiwan, the average length of stay of visitors
to Taiwan, the number of visits to Taiwan for tourism, and the number of visits to Taiwan for
business are sourced from the Tourism Bureau’s annual reports on tourism statistics.
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RERE Major Indices of Outbound Travel by Taiwan Citizens in 2016
" 192.77 £7% 207.87 %7t B 7.26%
TIEAGENE =7 =7 P 1.26% 2016 versus 2015
BEREAR 756 BAR 751 BAR & 0.74% Ratio of outbound
travelers to total 28.4% 27.4% Up 1 percentage point
Sz = population
BXBERE _ _ .
197.65 %= 214.04 == D 7.66%
TiEASE N =7 =7 P T.66%
- - . Total ber of
EBEWREAR  T3BAXR 76 BAR D 3.42% outbound trips by
i i cludi 14,588,923 trips 13,182,976 trips Up 10.66%
%ﬁﬁﬂ'\]ﬁﬁg - _ . citizens (|ncu Ing
T A S AN 220.21 &7t 232.80 =T B 5.41% those under 12)
REMREEBHEE  98% 97% 1 EES R

Average number of

IREREERELE  37% 34% 10 3 HE S outbound tripsper ¢ ¢ ¢y, 0.56 trip Up 0.06 trip
capita (including

citizens under 12)

i REREAX ~ REREFIEERH ~ EABNREAR & EHENRE AR

ZERRIREARXIBE L BEARTER o
Average length of

19%JB N WSIINO] 9Y) JO 21e1S oyl SO B |-
g\\w
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stay per trip 8.05 nights 8.33 nights Down 0.28 night
105 FEA L EREEZRFRTR
EHB 105 & 104 & 105 81 104 FEHE Average expenditure = NT$49,463 NT$50,384 NT: Down 1.83% (%)
, ; per person per trip (US$1,532) (US$1,587) (US$: Down 3.47%)
RN
%g%%tﬂ@m‘m 28.4% 27.4% 70 1.0 {EE D
Total outbound travel
B A B EAB AR . - i
(2% 12 gER) 188923 AR 13,182,976 AR P& 10.66% SPREMEhiLiE NT$721.6 billion  NT$664.2 billion NT$: Up 8.64%
(including figne  (US$22:346 billion)  (US$20.918 billion)  (USS: Up 6.83%)
Elzi’iﬁktlji’)'{%( Internatlona (0] t
. i 0.62 & 0.56 &k 110 0.06 X tickets)
(BFxm 12 ZER)
o Note: 1.The data for the total number of outbound trips by citizens and the average length of stay
7 $4{= B8 N 7|y . . . L.
FIERR 8.05 & 8.33 % H0.28 |/ per trip are sourced from the Tourism Bureau's monthly tourism statistics.
= . = — —_— — - . 2.symbol: (%) Denotes that there is no significant difference after applying the t-test based
U =itk =il = iR 3
ﬂAﬁ_A el 49’46375 i 50’38175 SRR 1.83%(0%) on a 5% significance level.
FIGHES W ((%£1,5327) ((%£1,5877t) (X% B8R 3.47%) _ , »
3. The ratio of outbound travelers to total population refers to the percentage of citizens who
HEREH BB HMEE 721687 WHEK6,642E7x  HMEE K 8.64% traveled abroad at least once during the whole year.
(BZEFRHER ) (%% 223.46f87m) (%%£209.1885) (x& - Al 6.83%) 4. The average number of outbound trips per capita = the total number of outbound trips by
citizens + the total population of the state.
301 TRAHBEAEAZ B TEYE8Ren BRKR | K@PELEE %t (BT) - 5. The average expenditure per person per trip includes international flight costs, visa fees,
hotel charges, and all overseas consumption expenditure, but does not include related
2.() FF5% ; X RIS BEKET Kt T EREEEER o pre-departure and post-return spending.

3. |':|:|I @ﬁﬁﬁtt$1%;l§§&%ﬂzmdn:¢% Hjjjﬁiﬁ_? 1 ZK%E"J IJ_'_Il:t o 6. The NT$-US$ exchange rate averaged 31.752in 2015 and 32.292 in 2016.

4. FHIBANBERB=FALEBAR - ZEBAOHK -

5. BABRTIPHEXHEIERHES - RRE  IREERFAARIMNHESHE » EFEE
HETTRI R EIE® 2 BRI H -

6.104 FREMEBRIAERIERS 31,752 105 F2EMERRMESERS 32.292 -
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105 FEEME 306 R E &I
AEEI 5 BZHFRAIATE ¢

i}

SEMERBNENEREETARER—BER
BHERE

Forest Recreation Areas

o ok Mo

2,245,787 1,626,030 297,736
&l = e o b b T RASMNEER FELUERSHBRE
i:{s%_‘ﬂ'lgzl fﬂﬁ ﬁ?gfﬂ 3 Shitou Forest Taipingshan National
i Recreation Araa Forest Recreation Area

Recreation Area

Bk

Beaches
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799,593 H268,355 105,843

T R T S BT HRER NENESENE
it it Kenting Beach Green Bay

Fulong Beach

050 EEAAYEEE

Shitou Forest Recreation Area

H:+ 228,074 8B 5,275 A&k >

i
Ti

266,181
B AR R G A RE

Aowanda National Forest

Raecreation Area

57,200
7 4 kAR
Toucheng Beach

BT EKBS
Kenting Beach

BREEE

B/ BEAE
Number of Visitors

1

204,222
AELUBEFSHENE
Dasyueshan National Forest
Recreational Area

B /BT A
Number of Visitors

46,043
BhaRERNE
Mashagou Coastal
Recreation Area

Section4 Taiwan's Domestic Travel Market

In 2016, there were 280,745,275 visits to 306 tourism and recreation areas in Taiwan. The five
most visited places in each category of recreation area were as shown below:

The Five Most Visited Places in Each Category of Taiwan’s Tourism and Recreation

Areas

REBAE

Privately Owned Tourist Attractions

2,582,857

16101475 %
Taipei 101 Cbservatory

= i BRI R Hith

Temples, Heritage Sites, Historical Buildings, and Others

2,528,040
+4538%
Shihfen Waterfall

9,773,500
MR

Daitianfu Temple,
Nankunshen

+9B%
Shifen Waterfall

7,747,587

L

Foguangshan

1,438,172
PRI RN
Leofoo Village Theme Park

6,081,000
IEHBER
BeiGang ChacTian
Temple

B BHTHE
The Pier-2 Art Center

B ) RN
Number of Visitors
T~
” l .
1,000,515 914,578
EALER i S
Janfusun Fancyworld Lihpao Resort
B BEEAH
Number of Visitors

W W

4,553,901 352,388
ok R S_EiHE
Tamsui Golden Coast The Pier-2 Art Center

S 3 g O B g
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Tourism and Recreation Areas in National Scenic Areas

6,393,095 5,086,839

AEHLERE
S ERE i
A = Mt. Bagua
Lion's Head Mountain Seenic Area
Scenic Area : :

HERABEABAERE

Tourism and Recreation Areas in National Parks

"o
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2,437,498 1,700,795

o : B MEARAR
S RERIE i
Scenic Areas along i
Provincial Highway No.8 Visitor Center

052 JEHLEARE

Mt. Bagua Scenic Area

Taroko National Park

3,727,828
BENERE
Sun Moon Lake
Scenic Area

1,507,657
MEAA]
Yangming Park

B / RN

Number of Visitors

Al "

2,862,045 1,649,663
FHHEEAN 5 )35 2
Yeliu Scenic Area Guguan

Recreation Area

B/ BEEAR

Number of Visitors
1,480,575 1,212,097
MR E R aE
Maobitou Park Eluanbi Park

ABBER QBRI
Taroko National Park Visitor Center

Public Tourist Areas

10,775,803
REBTESRE
REU#EE
Dongfong Green Bikeway
and Houfeng Bikeway

BHRARBEEE

County/City-level Scenic Areas

2,963,392

AEERE
Meiwan Scenic Area

EuhELEE

1
’

8,485,847
RiEiE
Calligraphy Greenway

1,441,281
tETARE
Qixingtan Scenic Area

Chiang Kai-Shek Memorial Hall

ERRZYN

Number of Visitors

)

3 b ) /|

i ;
¥ L}

6,953,671 6,246,672 5,053,000
HiusELssE mRETn fRERE
Chiang Kai-Shek Dr. Sun Yat-sen Cijin Seaside
Memorial Hall Memarial Hall

B/ BEAH

Number of Visitors

ama —— =
e
1,420,762 1,415,402 747,388
[ WMFHERE A T
Lantan Guanzi Hot Spring Longtan Lake

Scenic Area Spring Area

tE2ERRE
Qixingtan Scenic Area

S S g O g
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19)Je N WSIINO] 9yl JO 9181S 2yl

053



SRR MFERHO | BB

RN

VNIHD 40 DI79Nd3Y¥ ‘NYMIVL 9102 NSTYNOL NO L¥0d3Id TVNNNY

054

& THRERE 105 FRAKRERTATRS ) ERET > 105 FEAFIE5 AR A REREH
#39.04 R > #EE 105 F 12 R U LB ABARiEEREA % 19,038 BERR (&K 6.64%) °

BAZFABRNEHHRFEANME (5 57%) > HRZFABFER (4 31%) ~BEERH
(5 12%) ; REEBRANKESXASER TBTRETERE (5 90%) ; BEREERE
BRRKFZR EEFN) ~ TmEXER) ~ TREE > &) k AEEEF) F; REHMEIA
R B E BRI EE A 97% ©

105 FRABARESABRTIITEEAMER 2,086 7t (K 3.42%) ; TEEMEBEKRFRAR
BB (45 24%) ~BRE (527%) BYWE (522%) ~EBEE (4 17%) ~RE%EE (5 6%) RHE
the (4%) ; WAEZFERABRNRESHESTAMEE 3,971 Bt (&K 10.27%) °

105 FE A B AR EEIEIRA TR

EH 105 & 104 & 105 F 62 104 £ HE®
EIPNE2)indlidntzs 93.2% 93.2% R
F9E N FRilEREL 9.04 ;& 8.50 kX 110 0.54 &

EAPNE i3 &N 190,376,000 fix%x 178,524,000 ik Y& 6.64%

TIEERE 1.44 K 1.44 X BFE
B B R = 68.8% 68.7% +0.1%(3%)
TR AEE 97.3% 97.4% — 0.1%(3%)

M= 1,449 7T =M 1,401 T WME R 3.42%

S AEHIKETHER

(%% 44.877T) (E£44.127T) (E£ R 1.70%(%))
‘ =5 2,086 7T =W 2,017 7T = D R 3.42%
V=l W=/ "7 34 ’ )
N SR i (% 64.60 7T ) (% 63.527T) (EF B 1.70%(%))
EAENRsamE s 39T ATEN 3,601 T ATEN | AR 10.27%

((%£ 122.97187T)

(E£ 11341 B7x)

(%% : pik 8.43%)

According to the findings of the Tourism Bureau’s ROC 2016 Citizen Travel Survey Report,
Taiwan citizens made an average of 9.04 domestic tourism trips per person in 2016, with citizens
aged 12 and above making an estimated total of approximately 190.38 million such trips during the
year (a growth of 6.64%).

The majority of citizens (57%) made domestic tourism trips on weekends or Sundays, while
31% did so on ordinary weekdays and 12% on national holidays. The vast majority (90%) opted to
self-plan their domestic travel itineraries. The main factors they considered when choosing where to
go were, in order of importance, the ease of traveling to and from it, if it had food treats to sample,
curiosity about somewhere not previously visited, and if it had a special event or activity. Their overall
satisfaction rate with the places they visited in 2016 was 97%.

In 2016, citizens' average spending per person per domestic tourism trip was NT$2,086, up
3.42% from 2015. Their spending consisted of transport costs (24%), food and drink costs (27%),
shopping (22%), accommodation costs (17%), entertainment costs (6%), and other expenditures (4%).
Citizens' total domestic tourism expenditure for the whole year is estimated at NT$397.1 billion, up
10.27% from 2015.

Major Indices of ROC Citizens’ Domestic Tourism Trips in 2016
2016 versus 2015

Ratio of citizens who took

0 0
domestic tourism trips 93.2% 93.2% Unchanged

Average number of trips

per person 9.04 trips 8.50 trips Up 0.54 trips

Total number of citizens'

. . o
domestic tourism trips 190,376,000 trips 178,524,000 trips ~ Up 6.64%

Average length of stay per

trip 1.44 day 1.44 day Unchanged
am o ame
Overal lev i‘;ﬁi;asmfac“o” 97.3% 97.4% 0.1%(%)
CUEITEIER MOMET TS NT$1,449 NT$1,401 NT$: Up 3.42%

spending per person per

SH S g e B g
NN
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day (US$44.87) (US$44.12) (US$: Up 1.70%(3%))
3 L AATHRAER 12 %L °
: FEEHSAER RS LER Average spending per NT$2,086 NT$2,017 NT$: Up 3.42%
2.() R X RRESW BEKET  KtEETREREER person per tourism trip (US$64.60) (US$63.52) (US$: Up 1.70%(3%))

3. BRI RFIERREEFED BERAMRD 1 REMSLE
4. BABETIIREER = BASRHPHESRE +~ SABRIKREFIIEEREHK -
5104 F2FHMEKIMESETA 31.752 ) 105 FRENSBRINESEES 32.292

ROC citizens' total
spending on domestic
tourism trips

NT$397.1 billion NT$360.1 billion NT$: Up 10.27%
(US$12.297 billion)  (US$11.341 billion)  (US$: Up 8.43%(3%))

Note: 1. The survey was conducted on citizens aged 12 and above.

2. symbol: (3¢) Denotes that there is no significant difference after applying the t-test based
on a 5% significance level.

3. The ratio of citizens who took domestic tourism trips refers to the percentage of the whole
population who took at least one domestic tourism trip during the whole year.
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FhE BAHEEZEE (BAEFHER)

105 FEABERAS T ERBHSEHEIERMBRABB AFHI TSA2008 (The Tourism Satellite
Account: Recommended Methodological Framework 2008) #&%Y 103 E=EEHEHERE o
103 FEEBABERPAABLZHIRRA 2EREE | IREEBERS - BRRT  RETEH
R (P LEERS MEFERS - K LFERS ) SBHERS  IRITIRTS - REAKRRE R
5 BYRT - THEALE - BARRA (B2EAKIBR) RAERRE 34 > SR IREEE
BZEHNIZE - k% 103 F2EBLHERNSESE > 103 FHRECTHEREH 10,046.95 E7T
HpAIRREX HE&E » EHE 5,380.59 87 ) BABARERCZHRZ » A2 3,393.4
B HhESERREHIIH 1,236.68 87T > BRKEEH T H A 2,156.72 €75 ; AAHER
BT HINEWRSE 1,272.96 BT - I3 FEHAEREBEEY > IRFEHRBABNIZIHZEKX

IHE » §25.42% > RABYIARTS > & 18.95% > BERARFE & 16.90% » MkE(FBEARTE S 8.85% ©

103 FH I EIEMINEEELRE (TDGVA) A% =1 3,750.02 87t » SEF 2B GDP 2 2.33% »
BRI FTEIERIME A S A 379,268 A > HALBAEEZBAMEANTS » BERERZ >

BREAHEEREE -

98 £ FE 103 FHIZ MR
Tourism Spending Statistics, 2009-2014

B hEBET
Unit: NT$100 Million

Em 103 & 102 & 101 & 100 £ 99 & 98 &

Item 2014 2013 2012 2011 2010 2009

k= {E®ARFS Accommodation  903.04 773.88 725.88 167.47 598.53 527.99

Z 8N ARTS Food & Beverages 2,379.94 1,954.05 1,768.04 1,845.41 1,517.93 1,275.80

IRFIEEIBRFS Transportation 2,641.41 2,546.39 2,844.28 2,506.00 2,330.76 1,881.21
P = 1EARFS Land Transportion  993.42 872.16 1,132.74 1,056.58 890.15 722.63
frZe = EARFS Air Transportion 1,646.91 1,641.87 1,711.54 1,449.42 1,440.61 1,158.58
7k _EZFEARTS Ship Transportion 1.02 32.36

REMERRT Car Rental 228.02 218.74 312.45 242.10 227.58 211.58

AT AR TS

Travel Agency Services 416.81 411.12 300.76 202.05 187.19 165.70

YR LK R AR 5

Entertainment & Recreation 336.38 286.69 426.88 467.89 312.81 229.71

BBYIARTE Shopping 2,388.96 2,579.05 2,170.14 2,053.39 1,764.33 1,402.10

H{ER ¢ ZE M Others 237.83 179.92 159.75 180.08 146.39 133.13

Btz Has

Total Travel Spending 10,046.95 8,949.84 8,708.18 8,264.41 7,085.51 5,827.21

u)thHojud 12.67% 16.05%  17.25%  14.93%  18.19% 19.14%
FARY LB EAPNE] o o o o o o
Ratio, by Type  Domestic 33.78% 34.06% 33.65%  37.84%  34.80% 35.29%
%é%ﬁiﬁ 53.55% 49.89%  48.80% 47.23% 47.01% 45.57%

056

4. The average tourism trip spending per person per day = the average consumption
spending per person per trip + the average length of stay (days) per person per trip.

5. The NT$-US$ exchange rate averaged 31.752 in 2015 and 32.292 in 2016

Section5 The Economic Impact of Tourism
(Tourism Satellite Accounts)

The compilation of Taiwan’s 2016 Tourism Satellite Account is based primarily on the 2014
Tourism Satellite Account that was produced in accordance with the TSA: RMF 2008 (the Tourism
Satellite Account: Recommended Methodological Framework 2008) as developed by the UNWTO
and other international organizations. The commercial services included in the tourism expenditure
account are: traveler accommodation services, food and beverage services, traveler transportation
services (consisting of land, air and water passenger transportation services), car rental services,
travel agency services, entertainment and recreation services, and shopping services. Tourism
spending in Taiwan is further divided into the three categories of citizens' overseas tourism, citizens'
domestic tourism (including one-day and overnight trips), and visiting foreign tourists. According to
the 2014 Tourism Satellite Account, tourism spending that year reached NT$1.004695 trillion, the
greatest share of which was inbound foreign visitors' spending of NT$538.059 billion, followed by
citizens’ domestic tourism spending of NT$339.34 billion (composed of NT$123.668 billion for one-
day trips and NT$215.672 billion for overnight trips), with citizens’ overseas tourism spending at
NT$127.296 billion. Among the spending on tourism services in 2014, transportation services took
the largest share at 25.42%, followed by shopping services at 18.95%, food and beverage services at
16.9%, and accommodation services at 8.85%.

In 2014, Taiwan's tourism direct gross value added (TDGVA) was approximately NT$375.002
billion, constituting 2.33% of that year's GDP. Tourism generated employment for 379,268 people,
the majority of whom were employed in tourism industry jobs, followed by those employed in the
catering industry, and close behind that by employment in the accommodation services industry.

98 &£ F 103 FH N EIZMIINEEELE (TDGVA)
Taiwan's Tourism Direct Gross Value Added (TDGVA), 2009-2014

B . EBET
Unit: NT$100 Million

SRR SR . AEEHNEOEESE GOP i
Added(TDGVA) Share of TDGVA to national GDP

98 £F /2009 2,223 1.71%

99 £ /2010 2,853 2.02%

100 £ /2011 3,301 2.31%

101 £ /2012 3,226 2.20%

102 £F /2013 3,326 2.18%

103 ££ /2014 3,750 2.33%

*2014 FREBXERZRZ EHUECEEMINEBEEEGLE

*From 2014, tourism industry output is calculated as tourism direct gross value added (TDGVA).

t: T103 EESBEAEERE H2H TSA2008 MR K E SRR EH B
(%87 TTSA2016) > 103 EEABEIRGEAERNRE THE -

Note: Under the 2014 Taiwan Tourism Satellite Account Project, the TSA: RMF 2008 was taken as
the basis of reference and adjusted according to Taiwan's data situation to create the Taiwan
Tourism Satellite Account 2008 (TTSA2008), which was used as the framework for calculating
Taiwan's 2014 Tourism Satellite Account.
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105 FHAMIBZEMN EBRE-SF B E£58 - Xb) A2X# > BERAMEEFERSI
EMREREZ ZNEETE o HFERBEBRIT  RENIRE  EFRNAREE X EESEHHR
mOBEMEAT N RITH - EHEEER ’Eﬁﬁﬁﬁ?ﬁﬂé;% H oA EARZEHEEL 'Meet
Colors ! B AFE > MHESHKAELAZEERLT
EBIEEERHEEE Instagram E’J%ﬁ%ﬁ i ¥
FERZUERNEGSEEHL ; FEEAERITHR
LR ITIH R RIRITHBEBERBAXESE > B2E
REENER; GESHTERA2MEMIREKIE
EES > MEAXMBREENTHELER » FEK
WER; BERA EHEINERIRERSZENER)
FHEATERSZEIRDE - RIBEAERKRITERS
(JATA) #HHEETEERITHRAT S EEHES

EILERIRR ITF ESmpEE
Opening Ceremony of Taiwan Hall of
Taiwan International Travel Fair ITF

105 FEARREBARES
2016 Osaka Proganda Public Relation Activity

(@)
>
o
©
—
o)
=
2

International
Tourism
Advertising and
Promotion

Section1 Bigstridesin raising the market image of
Formosa worldwide

(I) Japan

In 2016, the Tourism Bureau continued to focus promotion in the Japan market on fine dining,
romance, LOHAS, shopping, ecology, and culture, employing a variety of promotional activities
to attract Japanese tourists to Taiwan. There was continuation of efforts to develop study tours,
incentive travel, and sports tourism, as well as exchanges in historic, cultural, and other realms,
integrating the resources of airlines, travel agencies, and media to actively promote and market
Taiwan tourism. Actress and model Masami Nagasawa was recruited as a spokesperson under the
theme of “Meet Colors! Taiwan,” combined with harnessing popular celebrity Naomi Watanabe's
social media influence through Instagram, to vigorously promote Taiwan as a tourism destination
for young Japanese women. The Bureau also maintained collaboration with large travel agencies
and travel agencies adept at online marketing to carry out plans for attracting more tourists and to
consolidate and develop new customer sources; linked up with local governments to participate in
local travel fairs and promotional activities to introduce new travel resources to Japanese and boost
travel products; and utilized the Directions on Awards for Promoting Foreign Incentive Travel to
Taiwan to induce Japanese companies to arrange incentive travel to Taiwan. According to a poll of
member travel agencies by the Japan Association of Travel Agents (JATA), Taiwan remained the first
choice for overseas trips in the Golden Week, popular because of its nearness, safety, and suitability
as a travel destination for all age groups. In 2016, Taiwan received 1,895,702 tourist arrivals from
Japan, up 16.5% from 2015.

(IT) Korea

To appeal to Korean tourists, the Tourism Bureau continued to promote Taiwan under the
core theme of “LOHAS, fine dining, and culture,” utilizing diverse media for publicity. The Bureau
recruited Korean idol Yeo Jin-goo as spokesperson, to appear in micro movies and take part in local
PR events as a means of using his good image to promote Taiwan tourism. The 31st Taiwan-Korea
Tourism Exchange Conference, organized by the Taiwan Visitors Association (TVA) in conjunction
with the Korean Association of Travel Agents (KATA), drew more than 230 participants from
government and industry in both countries, who discussed substantive issues of tourism exchanges,
encouragement of in-depth visits by each other’s tourists, cooperative marketing of local tourism,
experiencing settings outside main cities, and promoting the development of local economies. They
also discussed how to reach the targeted two-way flow of two million tourist visits. In addition, the
Bureau actively cooperated with major Korean travel agencies, such as Hana Tour and Mode, signing
plans for expanding tourist visits. Thanks to the success of the Bureau's publicity and promotion
strategies, along with the recovery of the Korean economy, airlines’ substantial increase of flights,
and low-cost airlines’ provision of charter flights between Korea and Taichung, the number of tourist
visits to Taiwan by South Koreans reached more than 880,000, a year-on-year increase of 34.25%.

In 2016, global political turbulence continued to affect economic conditions. With wars flaring
ceaselessly in Central Asia, exacerbating the refugee problem in mainland Europe and indirectly

105 FERREGARES
2016 Tokyo proganda public relation activity
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FREA B R E 3 > BRI - K2 R0 Ao FHEBRRERRS > 22 ETEILAIER - 105
FHATIHREMRETE 189 & 5,702 AR » K 16.5% °

(Z) #BE

105 FREHHEEEU 1875 28 X1 ZREH@EZRO > LERSTREEE » B&H
BEBGILNAAE > LRARSARBEUER  2HBEEMAMES > BEAESABRTR > E
BEEE, MERI EBEBEARNREE  ERES (EFHEER) BGAHN230HA-F
RHHBNABEREETR > XBELRERAMT » SETHMSEX > BERTEEI
FUESR > MeEMGEHEERE > HBNAUBREREERN 200 EARZER o LI > MiFHHA
REEMAIMREESIEN - HANA TOUR » MODE TOUR % » E5TIBKEREE - AEEHESR
BRI 0 BN ERREAEENR - MEA B KIEEIE AR B A Hl 2= S RATE T AR %5 A8 58D
RENMREE 88 BERAR » iR 34.25% ©

—~ErxE

105 FRKBABERETLELERE > bk
Hh (& B A R o EERPE S RRIEMA - M IR AL
HEFRENZEF > BUAKEI AT MU KRBT
HMEFNSE TR ERTRIEMRTERE ; ZEA
EFTEHAER) I EE > HBURAKRIE U TERAM
FHIZHRERFEE  EERFHNBZERREE
PR - RItEBR 2z BARBERRIAKESHE
HIHHREE > LA MTaiwan-The Heart of Asia T2
BELOBEE) M MMime for Taiwan IRK1ITE B
& - MERE THEEEE > WERAXE-EEB e A
CRKREEFENAETH > REFR -NMEXZE - BEKRZEZEETERETHRETES  EELRRE
HEE > BiF BARKERERERE EAQAMAQTMAEEHEXENMBISIEE  BiRITHLH
MEABZEEHEE  2EEMEERERE > WHEREIBREERTINEGRSE  USTAER
EEERXRMEL > BIRMEMREREERRE > EMARKREREAZIER - 105 FEMtE
K=E=Z 630,085 AR 8 104 FRLE 10.52% > BUMM & SR ZHREFE 299,756 ARE 9.39% HIE K »
BEMZEREZRABBRREES -

i

=B

AEMSUBRTRERERSEREE  FEEFIAREANTRUIBNCRERER T > HH#E
HEEERDE ; THES RE -RREBES > BERFEGRQMREE » AINEREEE ; ER
B MREAMNEFSAEERFESHREERE > TEESNIEEESHEEREN - BAKSKE
EE 0 105 FARKE 161 & 4,803 AR » BREFRHAMEK 6.69% ©

Y « FrEamhi%

BB RLURY 10 BREE « FABHE - EEHBAMATE » IR EREITIZHER
MiEmEER  HFh SR SBAFERRELMERB +BREREHEDR » HE T I
(—) /D258 PEHR | PRETINIZAN BIRAEEESN » 105 FF 8 A 1 BB NZRE ~ SEKREREZRE > 9
A 1 BiERK 6 AREERRAERGEERKITEEFR (REFER) » 10 A 7 BEEFFREWN
ABFHIBEAER -

105 FEESIZMEZAEZR
San Francisco Toronto Taiwan Night

precipitating the UK's launching of the Brexit process, political and economic uncertainty and the
sharp depreciation of the euro and pound impacted tourists' willingness for long-haul travel. In
the United States, the difficulty of predicting the policy decisions of newly elected President Trump
caused a heavy wait-and-see atmosphere to descend on markets, with American travelers tending
toward conservatism in all decision making. Under these circumstances the Tourism Bureau
maintained its long-term market promotion strategy, continuing with the “Taiwan - The Heart
of Asia” brand plus the “Time for Taiwan” mobile slogan, and drawing on the four main themes
of culture, fine food, ecology, and LOHAS for advertising, promotional, and marketing activities
in major source markets such as the United States, Canada, Germany, the UK, and France. Such
activities included advertising promotion through global mainstream media; hiring public relations
firms to strengthen media and industry member PR network building; carrying out promote
in cooperation with travel agencies and airlines; participating in major on local travel fairs; and
organizing promotional events as well as education and training for industry members. These
activities were aimed at strengthening Taiwan tourism’s brand exposure from diverse angles and
vigorously promoting the sale of travel-to-Taiwan products so as to achieve substantial growth in
the number of tourists coming to Taiwan. In 2016, Taiwan'’s visitor arrivals from the U.S. and Canada
reached 630,085, up 10.52% from 2015, while visitor arrivals from Europe reached 299,756, up
9.39%, as inbound tourism from the whole European and North American market exhibited a strong
growth trend.

III. Hong Kong and Macau

In the Hong Kong and Macau market, where free independent travelers (FIT) and repeat
visitors were the targeted tourist segments, the Tourism Bureau continued to invite celebrities
and experts to lead the way in spreading information about the attractions of visiting Taiwan,
and to energetically promote theme tours. Promotional and PR activities were flexibly employed
to innovatively create subjects for repeat visits, with LOHAS, agritourism, fruit picking, and flower
viewing as the primary focuses. Use was made of diverse channels and audiovisual multimedia such
as television, the internet, and social media, accompanied by a variety of promotional events and
special promotions, to fan inclination for visiting Taiwan. In 2016, Taiwan received 1,614,803 visitor
arrivals from Hong Kong and Macau, up 6.69% from 2015.

IV. New Southbound Markets

The New Southbound tourism markets encompass the ten ASEAN member states, India,
and Bhutan. For the mature markets of Malaysia and Singapore, the Tourism Bureau concentrated
on enhancing the promotion of in-depth tour itineraries to raise the repeat-visit rate. For the
other markets, the Bureau carried out the following actions to match the government policy of
continuously easing and simplifying visa issuance for visitors from the ASEAN Ten:

(I) Reducing visa barriers: In addition to Malaysia and Singapore, visitors from Thailand and
Brunei were added to those granted visa-free entry to Taiwan with effect from August 1, 2016.
From September 1, conditions were relaxed for visa-free entry of individuals from the other six
ASEAN countries and India, and for issuing tour group e-visas. From October 7, the Philippines
was included among the countries whose citizens were eligible to apply for e-visas.

(IT) Raising international marketing and promotion synergies: Setting sights on installing Outdoor
advertising in the living circles of the newly affluent, in the second half of 2016 the Tourism
Bureau placed an LCD ad on the exterior wall of a shopping mall in Jakarta, Indonesia, that
was the biggest such ad in the world, and also placed car body ads on the BTS Skytrain mass
transit system in Bangkok, Thailand. The Bureau also collaborated with popular local travel
program producers, inviting Thailand's Travel Notes, Vietnam's VTC, Indonesia’s Trans7, the
Philippines’ GMA News TV, and India’s Bollywood stars to come to Taiwan to make travel
programs as a means of enhancing promotion to consumers in those countries. In addition,
the Bureau brought together the resources of relevant central government agencies, local
governments, and private associations to participate in overseas travel fairs and conduct
promotional activities; welcomed visits by groups of Taiwan's past foreign students and family
members of current foreign students; and encouraged Taiwanese firms in ASEAN countries to
arrange incentive travel to Taiwan for employees or local subcontractors.

(III) Assisting travel firms to adjust their business orientation: The Tourism Bureau commissioned
or assisted domestic associations to conduct education and training courses, hold explanatory
meetings on the New Southbound Policy, and conduct inspection of domestic travel
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itineraries, with a total of 15 related events held in northern, southern, and central Taiwan.
The Bureau also provided subsidies for travel firms to set up web pages in Southeast Asian
languages and use e-commerce for product marketing, to encourage them to seek business
in the New Southbound markets.

(IV) Improving the environment for visitor reception: The Tourism Bureau sought to enhance
the quality of visitor reception with the launch of support programs such as subsidies for
translators to accompany Southeast Asian tour groups. The Bureau also worked to enhance
bilateral linkages and product cooperation among travel industry members, by arranging
for Thai and Indonesian travel associations to come to Taiwan for exchanges with domestic
travel associations and by inviting overseas travel firms to come on inspection visits to Taiwan.
The Thailand Travel Agents Association (TTAA), for example, responded by bringing about
150 travel industry personnel on two visits to Taiwan in July and November 2016. The Bureau
also kept on working to create a Muslim-friendly travel environment; and by the end of 2016,
98 restaurants had obtained halal certification. In November 2016, when the Association of
Indonesian Tour and Travel Agencies (ASITA) brought around 200 industry personnel and
media representatives on a visit to Taiwan to inspect tourism resources, the Bureau arranged
an in-depth travel program for them in central and southern Taiwan, and set up discussions
for them with domestic travel firms, to enable them to develop travel itineraries to match
the preferences of Indonesian tourists and better equip Taiwan's tourism sector for receiving
Muslim visitors.

In 2016, the number of tourist arrivals from New Southbound markets reached 1,653,908,
up 16.02% from 2015. Arrivals from Malaysia and Singapore’s mature markets grew steadily, while
arrivals from Thailand grew 57.26%, arrivals from Vietnam grew 34.33%, arrivals from the Philippines
grew 23.89%, arrivals from Indonesia grew 6.18%, arrivals from Cambodia grew 93.38%, and arrivals
from Myanmar grew 25.24% - all very good results.

V. The Mainland China Market

Travel in Taiwan for tourists from Mainland China has been gradually shifting toward in-
depth experience and quality enjoyment. Hence, the Tourism Bureau has continued to promote
high-quality itineraries and exert efforts to lure more Mainland Chinese free independent tourists
to Taiwan with innovative tour themes and packaged feature products. Using market promotion
in collaboration with Mainland Chinese tour organizers, enterprises, media (participatory media),
and internet celebrities, utilizing diverse channels, internet/social media, and television programs
for promotional publicity, organizing promotional meetings and forums, inviting visits by travel
bloggers, internet celebrities, tour organizers and media, and participating in international travel
fairs, the Bureau has continued to deeply cultivate the market for high-end and special-theme (such
as fine food, family, indigenous tribal, cycling, and meditation) travel products. In 2016, Taiwan
received 3,511,734 visits by Mainland Area residents, down 16.07% from 2015. Among these, there
were 1,308,601 visits by free independent tourists, down 1.96%.

Section 2 Animating marketing to highlight strongest attractions

I.  Strengthening of six major themes for feature-focused marketing
(I) Focus on ecological beauty in developing theme tourism groups

1 . While continuing to use the thematic global promotional videos rolled out in 2015 to
promote Taiwan to the transit, cycling, cruise and other specific visitor market segments,
in 2016 the Tourism Bureau concentrated its promotional focus on mountain climbing
and water activities, targeted at international visitors with the ability, expertise and love
of challenge needed for climbing mountains and engaging in water activities of mid-level
difficulty and above. The global promotional videos shot for this purpose, respectively on
themes of mountain and water activities, were conceptualized to present the actual and
full face of Taiwan, framing scenery and people in a series of lively and expansive images.
The videos were released in 2017 after post-production editing had been completed.

2 . To enhance the promotion of Taiwan’'s ecotourism and firefly watching, the Tourism
Bureau commissioned the ROC Firefly Conservation Association to produce a map of firefly
watching in Taiwan, with versions in Chinese, English, and Japanese. These maps can be
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3. i Discovery TLC iz ERIESENIE (REEXE) > BAERBENBT I HETRE provided to people outside Taiwan who enjoy watching fireflies, to attract them to come to
?El?anﬁﬁ B> —EBBEES > UARABRAEETHARS IR  HENAEBEERSI AN AE Taiwan to enjoy the beauty of its natural ecology.
EEEE . TEEBEFE) - T2EEE 235 RIEE & F;f;‘ 1TEE) F EX 3 . The Tourism Bureau collaborated with the Discovery Travel & Living channel to produce IZ%
SEIEN O AHEERTEESE » HEHERFINDG KIRERERE and broadcast the Fun Taiwan Adventures series, in which well-known vloggers from 3k

different countries were invited to come to film programs in Taiwan, traveling together
around the island. The programs were framed around six main tourism promotion
themes, introducing large-scale events and activities with strong international appeal,
including Taiwan Tourism Events, Taiwan Fun on the Tropic of Cancer, and the Taiwan
Cycling Festival. With these programs being broadcast around the Asia-Pacific region, they
are an excellent form of promotion for attracting the region’s travelers to visit Taiwan.
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(IT) Publicizing feature events, to raise Taiwan'’s international visibility

1 . Taiwan Lantern Festival
Selected by the Discovery Channel as one of the world’s best festivals, the Taiwan
Lantern Festival is a main highlight of Taiwan's festive and celebratory tourism events.
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Besides actively publicizing the festival and promoting product sales, the Tourism Bureau
produced special Oh Bear key rings and local souvenirs to boost sales promotion in 2016.
The festival attracted up to a hundred international media journalists and was attended by
close to 65,000 foreign visitors.

2 . Taiwan Fun on the Tropic of Cancer

In the international promotion of the annual Taiwan Fun on the Tropic of Cancer
season in 2016, the National Geographic Channel filmed a program along the Tropic of
Cancer across Taiwan. Under the title Taiwan - Tropic of Extreme, the program incorporated
the theme of extreme sports, which have become increasingly popular in recent years, by
taking the audience to experience excellent extreme sport locations and special activities
along the Tropic of Cancer. It took in the innovative sport of flyboarding in Chiayi's Budai
Port, parkour on Mt. Jade footpaths, paragliding over the beautiful scenery of the East Rift
Valley, learning to canoe in the rushing waters of the Xiuguluan River in Hualien, and finally
rock climbing at Longdong (“Dragon Cave”) Cape on the Northeast Coast, to complete a
thrilling tour of Taiwan's extreme sports traversing sea, land, and air. The program was
broadcast worldwide on the National Geographic Channel and Nat Geo People channel, as
well as on the Fox Sports 3 channel in Southeast Asia and Hong Kong.

3 . Taiwan Cycling Festival

The Taiwan Cycling Festival is the focal event of cycling tours in Taiwan, actively
promoted to the world as a combination of cycling and LOHAS travel. It consists of four
main series of events: the Taiwan KOM Challenge, the Formosa 900, the Sun Moon Lake
Come! Bikeday, and the OK Taiwan Bike and Horse Riding Tour. In 2016, foreign tourists
from 37 countries took part in these events, with Japanese, Koreans, and Americans as
the largest contingents of foreign participants. To coincide with the festival, the Tourism
Bureau produced three promotional films for the round-the-island Cycle Route No. 1. One
of these, a tourism advert for cycling around the island (with 30-second, 60-second, and
3-minute versions), was produced with versions in Chinese, English, Japanese, Korean,
and simplified Chinese, and was broadcast in the Asian region on the National Geographic
Channel, the Nat Geo People Asia channel, and Fox Sports. The second film was a 2-minute
Cycling Diary with four parts covering Hualien-Taitung, Kenting, Tainan, and Sun Moon
Lake, respectively which were broadcast on Fox Sports channels in Malaysia, Singapore,
Hong Kong, the Philippines, Indonesia, Thailand, and Vietnam. In addition, because the
two aforementioned ads received wide praise after being broadcast, a 12-minute English-
language tourism promotion program on cycling around the island was also made to
enhance Asian audiences’ impression of the wonderful experience of bicycle touring in
Taiwan, and was broadcast on Fox Sports in Asia. Altogether, this promotion reached
audiences in 41 countries and territories in Asia, the Middle East, and Oceania.
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received more than 500 million exposures (views and impressions), while its official Google
Plus page accumulated more than 1.35 million active followers, far ahead of Thailand,
Singapore, Korea, and other neighboring Asian countries. The Bureau also utilized other
appropriate online platforms for promoting events and placing promotional ads, including
such globally important travel information platforms as Lonely Planet, Rough Guide, and
Skyscanner, to tap into the internet usage of global travelers.

(II) Inthe Japan market, the Meet Colors! Taiwan theme was promoted online through Instagram,

under the hashtag #instamprally, by Taiwan'’s tourism ambassador Naomi Watanabe, who
got 20 of Japan’s Instagram opinion leaders to collectively introduce the colors of Taiwan,
and also invited others to post photos depicting the colors of Taiwan on Instagram under the
#instamprally hashtag. In addition, news and information about travel and tourism in Taiwan
was presented online through blogs, the Time for Taiwan website, Facebook and other social
media, utilizing diverse internet resources to publicize Taiwan.

(III) Internet marketing in the Mainland China market was conducted in cooperation with Mainland

China's biggest search engine, Baidu; its biggest online shopping platform, Tacbao; and its
biggest travel services website, Ctrip. Through such channels, the Tourism Bureau carried
out online publicity and promotion as well as conducting interviews with travel experts,
experience-sharing discussions, and so on, to widen and deepen the marketing of Taiwan as a
travel destination.

(I) Celebrity representatives

1 . Spokeswoman Masami Nagasawa

In the Meet Colors! Taiwan promotional video featuring Masami Nagasawa, she
conveyed the idea of finding one’s own colors among the brilliant colors of Taiwan.
Describing what each color she saw represented to her - hopeful purple, eternal red,
peaceful evergreen, elegant pink, surprising yellow, impulsive green, absorbing sky blue,
tempting silver, and perfect blue - as expressing elements of travel and tourism in Taiwan,
she coaxed Japanese travelers to visit Taiwan, to take in its new attractions and discover
their own colors. From November, the ad was shown by all main TV stations as well as on
outdoor and social media in Japan, enabling the Japanese market to see the brilliant colors
of Taiwan.

2 . Goodwill ambassador Naomi Watanabe

Recruited as Taiwan tourism goodwill ambassador in Japan, Naomi Watanabe, who
was born to a Taiwanese mother and Japanese father, is a hugely popular social media
celebrity in Japan, with more than 5.5 million followers on Instagram. Besides drawing on
Naomi's Instagram influence to promote travel and tourism in Taiwan, the Tourism Bureau
also expanded its promotional effect by integrating the virtual world of Instagram with
the real world of “Naomi's Party” in an exhibition introducing Japanese people to much-
beloved Taiwanese treats such as braised pork on rice and pearl tea, as well as signature
Taiwanese items such as motor scooters, crash helmets, and blue-and-white slippers

3 . Lucky mascot OhBear

Taiwan OhBear traveled widely to attend promotional
events for the six major themes of travel and tourism
promotion. For example, when Japan’s Saitama Sebu Lions
professional baseball team held their Taiwan Day, OhBear
attended and posed together with the Lions’ mascot Leo to
promote Taiwan. In Seoul, South Korea, OhBear took part
in promotional activities at the Heartbeat Festival, Embassy
Festival, and Hanatour International Travel Show, where
he danced together with Taiwan’s Techno Princes. In a
collaboration with Oakland Zoo, OhBear joined the zoo's
resident sun bears to take part in a series of eight events and
activities, including the celebration of Earth Day and the zoo's
annual Walk in the Wild. The bears’ image was incorporated
into the zoo's eco-education courses, and the Taiwan logo
gained a long spell of exposure on the zoo's live-broadcasting

EARICHTIIK BRI G A2 EEE ESRZEIYEEEH
For Taiwan in Singapore trade show San Francisco Auckland aminal campaign
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Sun Bear Cam, serving well for Taiwan’'s image marketing. OhBear’s continuous
appearances at travel shows and promotional events around the world, in landmark ads at
multiple locations, and in internet promotions delivered continuous exposure and publicity
for travel and tourism in Taiwan. In addition, a wide range of OhBear merchandise was
produced, including cellphone cases, thermos flasks, tags, badges, key rings, small travel
makeup mirrors, and mobile phone screen cleaner stickers. The combination of these
souvenir products and OhBear’s participation in a wide range of events delivered a solid
all-round boost to Taiwan's international marketing.

Section 3 Mobilization of international publicity to boost

L

Taiwan's tourism branding

International promotion strategies

Region

Japan

Target Makets Strategies

Corporate 1 . Started to feature Japanese spokesperson Masami
incentive tours, Nagasawa in the Meet Colors! Taiwan theme, in
study tours, combination with popular Japanese celebrity Naomi
agricultural Watanabe's social media influence on Instagram, to
cooperatives strongly promote Taiwan as a travel destination for
and other large young women. Also put out Taiwan travel related
groups, free news and information on subjects of interest to
independent Japanese people, and collaborated with well-known
travelers, Japanese bloggers, harnessing celebrity appeal
females, and to keep up a buzz of interest in Taiwan as a travel
young people destination.

2 . Utilized media resources to raise awareness of
Taiwan: As appropriate for each tourist segment,
used diverse channels including TV, print media, the
internet, outdoor media, large travel fairs, seminars,
and promotional meetings to convey information
on Taiwan's feature themes and products to travel
operators and promoters so as to develop the
various target markets. Also invited prominent
local media reporters to visit Taiwan to report on
theme itineraries and major events, to increase
opportunities for exposure and product packaging,
and to disseminate news and information on
Taiwan's rich travel and tourism resources.

3 . Continued to pursue cooperation with travel firms to
strengthen sales channels: Continued cooperating
with large travel agencies, and pursued cooperation
with small and mid-sized travel agencies and online
travel agencies, to carry out schemes for increasing
the number of tourists they send to Taiwan, in order
to develop channels for maintaining stable visitor
sources and bolster the sale of Taiwan products.

4 . Joined forces with local governments to develop
markets: Utilized the power of local governments
and airport promotion associations, cooperated with
county governments to develop the educational
tour market, and connected with travel agencies to
conduct introductory meetings.
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Korea

Europe
and North
America

Tour groups,
females, young
people, and free
independent
travelers

Seniors,
backpackers,
overseas
Asians, transit
passengers,
business
travelers, and
tourists with
special interests
(such as round-
the-island cycling,
mountain
climbing and
hiking, and
bird/butterfly
watching)

N

. Continued the strategy of celebrity promotion, and

expanded use of the internet and all kinds of media
channels for publicity and promotion: Recruited
Korean actor Yeo Jin-goo as spokesperson in 2016,
and conducted marketing promotion through
internet ads and PR events.

. Utilized media resources to raise awareness of

Taiwan: As appropriate for each tourist segment,
used diverse channels including TV, print media, the
internet, outdoor media, large travel fairs, seminars
and promotional meetings to convey information
on Taiwan's feature themes and products to travel
operators and promoters in order to develop the
various target markets. Also invited prominent local
media reporters to visit Taiwan to report on theme
itineraries and major events in order to increase
opportunities for exposure and product packaging,
and to disseminate news and information on
Taiwan'’s rich travel and tourism resources.

. Pursued cooperation with travel firms, to strengthen

sales channels: Cooperated with large travel
agencies to carry out schemes for increasing the
number of tourists they send to Taiwan, in order
develop channels for maintaining stable visitor
sources, and bolster the sale of Taiwan products.

. Arranged free independent traveler themed talks,

to encourage free independent travelers to visit
Taiwan: Invited authors of travel books about
Taiwan, bloggers about travel in Taiwan, and people
familiar with Taiwan’s tourism resources to give talks
on topics such as LOHAS, fine dining, and culture,
and to share their travel experiences, in order to
create a deeper impression of Taiwan.

. Utilized media resources to raise awareness of

Taiwan: Continued to utilize mainstream media in
main visitor source countries by placing ads or co-
producing special sections/editions, as a means to
continue gaining exposure for Taiwan’'s tourism
brand in order to boost traveler awareness of the
brand in major visitor source countries and aid the
travel industry to sell its products.

. Reinforced network building with mainstream

travel firms: Actively built long-term cooperative
relationships with mainstream travel firms in main
visitor source countries, and participated in travel
industry education and training, in order to increase
front-line sellers’ confidence in and endorsement
of Taiwan's travel products by enhancing product
planning and sales personnel’s understanding of
Taiwan'’s travel and tourism environment.

. Continued to offer free half-day tours and other

preferential measures to attract transit passengers
and corporate incentive tours to visit Taiwan, and
took part in four major international incentive travel
conferences and exhibitions, in order to enhance
attendees’ awareness of Taiwan and help travel firms
attract visitors to Taiwan.
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. Utilized the internet and social media to provide

diverse in-depth information, help free independent
travelers plan visits, and attract repeat visitors:
Tapped into the appeal of Time for Taiwan to
develop promotion to target visitors under the four
main themes of fine dining romance, LOHAS, and
shopping.

. Leveraged the benefits of cross-industry alliances:

Integrated the services of airlines, accommodation
providers, local governments, agritourism farms,
and others to roll out preferential measures for
attracting tourist market attention. For the Hong
Kong market, presented the Thank You project for
lodging sales promotion.

BB EEET
(—) BftEE S EEHEEER

EBAR AE
FERE 1.4 RABRFE BEME -tRAKR oENE - RER®KR - BX

EWE BT ESFHRARETEZEEATLR - BERRES -

2. M5 REKXEERTHAT - BE&IREE - Travel Journal Bz SAVVY ~
CITY LIVING ~ SWITCH R Mt REBEEE®HAIT 10 BFE4LS
T EXRBiRREZEE -

. Raised interest in visiting Taiwan among tourists

in emerging markets (Thailand, the Philippines,
Vietnam, and Indonesia): Strengthened tourism
promotion and marketing in emerging markets,
establishing websites in Thai, Vietnamese, and
Indonesian, and combining the resources of print
and electronic media, travel agencies, and airlines to
develop visitor sources by means of participation in
travel shows, advertising, and market promotion.

. Malaysia’s Islamic Tourism Centre and the imam of

its host mosque talked about and promoted tourism
in Taiwan. A Malay-language Muslim website was set
up and Malay-language travel brochures produced
to provide Malaysians with information on visiting
Taiwan, as part of efforts to draw Moslem tourists to
the island.

. Invited Malaysian media company Media Prima

Berhad to come to Taiwan to film for its travel
program The Streets (Season 2), and the three
30-minute episodes it produced were broadcast in
August 2016. Also, 22 travel media and social media
platforms came to Taiwan to conduct interviews
that, through delivery by influential star presenters,
helped to promote Taiwan.

BRES 1. FARME: RI5F3AZE 12 AHEEABRAORSZHEAR B
aE N BE - RESHME > REX -ELX FHKTBS F 16 KEBEWR
SRNES > BEt=EDHEH 18 1,600 GRP ©
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Hong Kong Free independent
and Macao travelers and
repeat visitors
New The newly
Southbound  affluent and
Market Muslims
Mainland Free independent
China travelers and

high-end tourists

. Developed the Mainland China free independent

traveler market, and expanded the promotion of FIT
travel products: Stepped up promotion of FIT travel
to Taiwan in focal Mainland cities, and collaborated
with major online travel agencies (OTA) to promote
Taiwan through their online platforms.

. Developed diverse and innovative travel products:

For example, gourmet tours, fan tours, offshore
island tourism, cycling tours, and meditation
tours. Encouraged and guided the theming and
differentiation of travel products, in order to spur the
improvement of travel products in both quality and

quantity.

. Utilized participatory media, social software,

and mobile online promotion: Invited influential
Mainland Chinese experts on FIT travel in Taiwan to
boost promotion through online live broadcast or
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Yamanote sen interior advertising Osaka professional baseball Hanshin Tigers “Taiwan
night” activity

major internet platforms. Utilized TV, internet, social
media and other diverse channels, and expanded
audiovisual and multimedia broadcasting, to heat up
interest in FIT travel in Taiwan.

4 . Organized tourism activities and events, promotional
meetings, seminars, and exchange visits: Publicized
and promoted Taiwan's friendly travel environment
and tourism resources, expanded links and
exchanges of opinion with long-term collaborating
promoters, and established closer modes of
cooperation, in order to maintain good interactive
relationships.
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II. State of Promotion in Different Markets
(I) Advertising and Promotion in Japan

Method of Promotion  Substance

Print Media 1 . Newspapers: Placed ads and advertorials promoting the image of
Taiwan tourism in Asahi Shimbun, Yomiuri Shimbun, Sekai Nippo,
Taiwan News, Fukushima Minpo News, Kanko Keizai Shimbun, and
Nikkan Sports.

2 . Magazines: Feature reports on Taiwan tourism appeared in Shugaku
Ryoko Monthly, Nikkei Entertainment, Travel Journal, fashion magazines
including Savvy, City Living, and Switch, and the 10th anniversary
edition of Bijutuya Hyakube.

TV Ads 1 . Kanto Region: From March to December 2016, TV commercials were
broadcast by 16 TV stations, including Nippon, Fuji, Chukyo, and
TBS Television in Kanto, Nagoya, Hokkaido, and Nagano, all areas
with large numbers of people who travel abroad. The commercials
attained upward of 16,000 gross rating points (GRP) in total.

2 . Kansai Region: From March to December 2016, commercials were
broadcast by 16 TV stations in Central Shikoku, Kyushu, Okinawa, and
other cities and areas with development potential, targeting areas
with regular flight schedules. The commercials attained a total of
17,900 GRP, and were aired in 70 time slots in the Miyazaki area.

uoIloWOold pue 3uiSI}USAPY WSIINO] |BUOIIBUISIU|

TV Programs Invited Japanese TV stations to film programs in Taiwan in order to raise
awareness of Taiwan tourism. The following programs were shot in
Taiwan:

1 . Mezamashi Doyoubi on Fuji TV.

. Nonstop on Fuji TV.

. Autumn Information Special on HBC Hokkaido.
. Sa, Let's Go to Taiwan on Toyama TV.

. Sendai Iroha on Sendai Housou TV.

. Blue Hip is Going! on Nagoya TV.

. Incandescence Live BiBitto on TBS TV.

. Taiwan Formosa Travelogue 20716 on Chiba TV.

‘%§£

00O N O U1 b WN

Internet Media Created the “Taiwan Mikke!” fan page on Facebook, which attracted views
from close to 15,000 fans.

077




MR MFERHO | B

SRNNNNNNNNNNNNNOOSSSSUUUUUUU———ss

VNIHD 40 DI79Nd3Y¥ ‘NVYMIVL 9102 NSIYNOL NO L¥0d3Id TVNNNY

078

I

JATA k1718 « 15818 Yosakoi Soran 15 MRS HEEEE) « RICR MR H
HEEEE  BHERICOIFALEARE DB NEEES —EF/TRE
Yosakoi 5 BB CHEEIRED ~ N EBRIIERIEENSE o

(D) BEMtEES

EBAR

FEREE

EEMIRIER

A

[

oiq

=

7]

HRAR CORRTTRRED  DRATIBERHNE © EEERCHE © R Eﬁﬁ:
Leisure #H ~ XIBIBMAME - ERXBHICHE - XBRICHE
BIRITHE o

. ¥ 55 : TOUR DE MONDE - Travie ~ THE TRAVELLER ~ AB Road ~
Tour Korea ~ Lonely Planet Magazine Korea ~ KTX Magazine »
Bar&Dining ~ Seoul City ~ Travel Press °

L1I05F 1BESARMBC KBS EEHREENRISHERES ; B
R105F7EE12B#EJTIBC JTBC2EEREBH ISV ERES o

. B1 HANA TOUR~MODE TOURE iR 1ITH A ETT T EIREY 4

Home Shopping (@ #H ik iEEm an ©

BEAREFR  SBEFEARTEEEAREBEREDE > BA 215 24
% (EW 125 8L 1215) -

BB IR RS

. INRERFERR EMINEE - BRMBAEEFEARZIRD

. TIEEIEIE 24 /NF 2= gl‘%"éﬁﬁ‘égg B EHMER - FEED
FENAAR > RERE -ZR -TEEM -

=PI

RZELSHILES  EEYEPHREAREREES « £ City Tour
Bus EREES o

. EN® Travel Guide =& ER N IRIEF M o
.52 MEGA BOX &3, 30 FVES -

R REEE

>

105 F8ASH12B5 B8R FLXREBLFHERE - 5 JBK Xig

Bl @ZBHINEHEED > RSBFAEASI BN RERLERBHSN

WREXR XE SEFRRE - ERBUHERESN > AIEERANE
EiMENE > URERERREBRZENZ TN -

IREEE

Z2MNBEEEKRE - £ ILWEMERRE - HANA TOUR B RE « MODE TOUR
B PR AR o

Outdoor Media

1 . Outdoor media LED wall displays were set up to broadcast Taiwan
tourism ads at an intersection in Tokyo's Shibuya District, as well as
in Nagoya, the Dotonbori area of Osaka, Hiroshima, Fukuoka, and
Kagoshima.

2 . From mid-September to mid-October, ads were placed on the inside
and outside of train cars on the Yamanote Line of the Tokyo railway
system.

Promotional/
PR Activities

1 . Held the Taiwan Festa in Tokyo's Yoyogi Park, setting up a stall to
display Taiwan's tourism information and running small prize-
giving games to publicize and promote Taiwan tourism. Held a road
show in Sendai Station and a Taiwan tourism introduction event
in Utsunomiya to develop tourist sources in second-tier cities, and
participated in Tokyo's annual Jingu-Gaien Fireworks Festival to
publicize and promote Taiwan tourism.

2 . Helped members of different industries and local governments
combine their powers to carry out promotional events: for example,
the use of sports to promote Taiwan tourism conducted at the Seibu
Taiwan Day, and the Tobu Department Store Road Show, to utilize
diverse channels for promoting tourism exchanges between Taiwan
and Japan.

Travel Shows and
Events

Participated in the JATA Tourism Expo, the Yosakoi Soran Festival and
tourism promotion activities in Hokkaido, the Northeastern Japan Festival
and tourism promotion activities, the Nippon Domannaka Festival and
tourism promotional activities in Nagoya, the Anotsu Yosakoi dance
festival and tourism promotion activities in Mie Prefecture, and tourism
promotion activities in Kyushu.

(IT) Advertising and Promotion in Korea

Method of Promotion Substance

Print Media

1 . Newspapers: Travel News, Tourism Information News, Korea Tourism
News, World Travel News, Leisure News, Focus & Metro Rapid Transit
News, Construction Traffic Tourism News, Tourism Traffic News, and
Traffic Travel News.

2 . Magazines: Tour de Monde, Travie, The Traveller, AB Road, Tour Korea,
Lonely Planet Magazine Korea, KTX Magazine, Bar & Dining, Seoul City,
and Travel Press.

TV Ads

1 . From January to March 2016, 15-second commercials were broadcast
on MBC, KBS2, and other TV channels; and from July to December
2016, 15-second commercials were broadcast on JTBC, JTBC-2, and
other TV channels.

2 . HanaTour, Mode Tour and other travel agencies marketed travel
products on home shopping TV channels.

Travel Talks

Travel writers and bloggers were invited to give talks on Taiwan's travel
and tourism resources, twice per month for a total of 24 talks (12 in
Seoul, 12 in Busan).

Internet Media

1 . Enhanced the functions of the Tourism Bureau’s official Korean-
language website, and invited well-known Korean bloggers to come
and travel in Taiwan.
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Outdoor Media

Promotional/
PR Activities

Travel Shows and
Events

2 . Created the Heartbeat of Taiwan dedicated official website for Taiwan
tourism, posted micro movies and news about the year's tourism
activities and events, and provided information on scenic spots, fine
dining and transportation.

1 . Placed ads in light boxes inside Butan KTX (high-speed rail) station,
on the wall of Dong-A TV at Gwanghwamun in Seoul, and on bus
bodies of the City Tour Bus in Busan.

2 . Produced a Taiwan travel and tourism handbook.

3 . Showed 30-second ads in Megabox movie theaters.

Invited media and fans to join spokesperson Yeo Jin-goo at promotional
events in the Paradise Hotel Busan on August 5, 2016 and in Seoul's |BK
Convention Hall on December 5, 2016. Set up booth and performance
areas to give participants a taste of the fine dining, culture, and LOHAS
in Taiwan, creating an opportunity for making direct contact with
consumers and enabling them to experience the cultural diversity of the
“Taiwan’s heartbeat”.

Participated in the Korea International Tourism Show, Busan
International Travel Fair, HanaTour International Travel Show, and Mode
Tour International Travel Show.

(III) Advertising and Promotion in the U.S. and Canada

Method of Promotion Substance

Print Media

TV Programs

Radio Programs

Internet Media

Placed ads and advertorials to publicize Taiwan's tourism image and
travel products in the following newspapers, magazines, and online
publications: The Epoch Times, Asian Fusion Magazine, Duowei News (news
website), Jade Tours, New York Community Times, Smithsonian, Pure Luxury,
Travel & Leisure, Ming Pao, Global Chinese Press, New Leaf Weekly, Eastweek,
Ming Pao Weekly, Calgary Herald, Travel Week, Outpost, Taiwanese Canadian
Monthly, The Korea Daily, The Daily Plus, Fortune Executive Travel, The
Herald Business, Korea Town Daily, Korea Times, Travel + Leisure, Travel 50
& Beyond, Travelsavers & NEST, World Journal, Sing Tao Daily, Taiwan Times,
China Daily, TravelAge West, USTOA Annual, and Trazee Travel USA.

Films promoting Taiwan’'s tourism image were broadcast on the
following TV channels: ETTV America, Broadcasting Corporation of China
(BCC), New Tang Dynasty Television (NTD), World Journal, CNBC Channel,
KCBS-TV (LA), WCBS-TV (NY), KPIX-TV (SF), Eastern Era, Talentvision, ETTV
America, Sing Tao Chinese Radio, Global TV Network CIII-DT, Global TV
Network CKMI, Global TV Network CHAN-DT, NGC Canada, The Food
Channel, HGTV, PBS, YTN, ETTV, Chung T'ien Television (CTi TV), HTTV
USA, and Sky Link TV.

Short-message promotions of Taiwan tourism and news of travel offers
were broadcast by the following: Radio K1230, KAZN AM1300, KMRB
AM1430, LA18.1, LA18.8, Canada FM96.1, AM1470, AM1320, Fairchild
Radio, and US FM96.1.

Taiwan tourism banners and videos were placed on the following
websites: Viki.com, Affordable Tours, Vacation To Go, CBS SF website,
Oakland Zoo website, FM96.1 (Hope Through Music), Super Bowl
website, Apple Daily Hong Kong/Taiwan (cellphones and tablets), NGC
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2016 San Francisco culinary exhibition

Outdoor Media

Promotional/PR
Activities

CA.com, Global News.com, OSSN online Banner, Student Universe,
Smithsonian, Cooperatize, Travelport, and Google.

Ads promoting Taiwan's tourism image were displayed on advertising
panels through Vector Media and at the Smithsonian Institute, LA
International Airport, and Oakland Zoo; on San Francisco BART trains;
and on city buses in LA and Vancouver.

A variety of events were utilized as opportunities for PR and promotion
to spotlight Taiwan tourism. These included:

1 . Internationally famous fashion designer Malan Breton’s fashion show
promoting Taiwan tourism at New York Fashion Week.

. New York Mets' Family Sunday cum Taiwan Day.

. The Toronto Caribbean Carnival.

. The Taiwan Tourism and Culture Festival in New York.
. The Bike Expo New York.

. Taiwan Tourism and Culture Festival activities.

. USTOA Travel Now.

. Taiwan Lantern Festival introduction.

. Pencils for Kids.

10. Taiwan Night in the Bowers Museum.

11. Taiwan Tourism Promotion with EVA Air in San Diego.

O 00 N O U h W N

12. Taiwan Tourism Promotion with China Airlines in LA.

13. Promotion in Artesia, California.

14. Taiwan Tourism Promotion with China Airlines in Hawaii.
15. Promotion in Scottsdale, Arizona.

16. Taiwan travel promotion by the Arizona Chapter of the American
Society of Travel Agents (ASTA).

17. North American Taiwan promotions in New York, San Francisco, and
LA.

18. Moon Festival combined promotion at Oakland Zoo.
19. Swinging Skirts LPGA Classic.

20. Vancouver Taiwanese Film Festival.

21. Book fair in San Francisco.

22. Food fair in San Francisco.

23. Taiwan American Cultural Festival in San Francisco.
24, Edmonton Heritage Festival.

25. San Francisco Bay Area travel writer talks.

26. Cupertino Happy Kids Festival.
27. USTOA Annual Conference.

28.2016 “Taste Taiwan" VIP night
of film premieres in movie
theaters of four major North
American cities.

29. Cross-industry alliance
promotion in Vancouver.

30. Toronto Cambria Gallery Taiwan
Night.

105 FESHBAMIR
San Toronto Taiwan Night
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o 1. MHABSIRIRIR o
g ) BEEEABRSEEONEED o
% 3. EREEEKE o
£ 4. 2HREBIRE o
ﬁ 5 RAEIKRE -
® 6 . BEINBIEIR B IEE o
7. EBRESEREERE o
8. 2016 B ikiEZE S E (LA Travel & Adventure Show) o
9.ttt R HIRELEE o
10. BB SREAWITES o
11. UCLA fRE ©
12. tt B B ERIRIIER o

. LA Times Festival of Books &2 B RE B o
EEANGRERBEEES o

. RIBREAEEH o

.ERREEETEEES -
IR RIRRR A RS ©

. VBB PR ES o

L2016 FERBIEHRAEEREENELHE
(2016 Seatrade Cruise Global) °

20. 2016 B2 RERE (LA Times-Taste Event) o
21. 2016 BEAAI T EMiRE (WTM Latin America) ©
22. 2016 M F S IRIFEEERE ©

23. 2016 EIREEERE o

24. BFES} ARLAG FRIER o

25, ENIT NS EES o
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1.f8E : Funke Mediengruppe ~ Bold Publishing house » Madsack
publishing house * Rhein Zeitung ~ GQ ~ LuxuslInside ~
RADtouren ~ Bike & Travel ~ Welt am Sonntag ~ Abendteuer und
Reisen ~ More than Design ~ die aktuelle ~ Maxi ~ Nurnberger
Zeitung ~ Rheinische Post  Wochenende & Huffington Post ©

2 . %H[E : Lonely Planet Traveller ~ Rough guide » BBC Wildlife
Magazine * Sunday Times » GQ » Gay Time * Birdwatch °

084

Travel Shows and
Events

Actively participated in major travel shows and events as listed below, to
boost the promotion and marketing of Taiwan tourism:

1. New York Times Travel Show.

. Rhode Island Dragon Boat Competition cum Taiwan Day.
. International Tourism & Travel Show in Montreal.
. Toronto Outdoor Adventure & Travel Show.

. Ottawa Travel & Vacation Show.

. Seatrade Cruise Global in Fort Lauderdale, Florida.
. Washington DC Travel & Adventure Show

. Los Angeles Travel & Adventure Show.

. World Journal Festival.

10. LA Chinatown Golden Dragon Parade.

11. UCLA Travel Fair.

12. World Journal Travel Fair.

13. Los Angeles Times Festival of Books.

O 00 N O U1 b WN

14. Taiwanese American Heritage Week Festival.

15. Long Beach Dragon Boat Festival.

16. Taiwan Cycling Festival in Hawaii.

17. Rose Regatta Dragon Boat Festival in Las Vegas.
18. Sugar Land International Festival in Texas.

19. 2016 Seatrade Cruise Global, and joint North American promotion by
Taiwan and Hong Kong.

20. LATimes The Taste.

21. World Travel Market Latin America.

22. San Diego Travel & Adventure Show.

23. San Francisco / Bay Area Travel & Adventure Show.
24. ARLAG Trade Show.

25. Greater Dallas Asian-American Chamber of Commerce Annual Asian
Festival.

Print Media

(IV) Advertising and Promotion in Europe

Method of Promotion Substance

Utilized print media in major tourist source markets to actively display
Taiwan'’s tourism image, including:

1 . Germany: Funke Media Group, Bold Publishing House, Madsack
Media Group, Rhein-Zeitung, GQ, LuxusInside, Radtouren, Bike & Travel,
Welt am Sonntag, Abenteuer und Reisen, morethandesign, Die Aktuelle,
Maxi, Nirnberger Zeitung, Rheinische Post, Wochenende, and The
Huffington Post.

2 . The UK: Lonely Planet Traveller, Rough Guides, BBC Wildlife Magazine,
The Sunday Times, GQ, Gay Time, and Birdwatch.

3 . France: LEst Eclair, Centre Presse Aveyron, Midi Libre, L'Union, Libération
Champagne, Nord Littoral, Centre Presse, La Marseillaise, and Le
Messager.
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EBREE

B IR RS

=R

HEREEE

3 .35E : L'Est Eclair ~ Centre Presse Aveyron ~ Midi Libre *

L'Union ~ Libération Champagne ~ Nordlittoral.fr ~ Centre-
presse.fr ~ Lamarseillaise.fr ~ Lemessager.fr o

BERNEEBAEFESUBHSIHOREE » MREETERMNEE
ERETREL > 25 !

1
2

. #H& bike channel BEHIZEE o
3EE Télématin ERELR
3.

%= Celebrity Tour §i8 °

EREENEZMERIRE  EREEHACEMEEE

1.

=

O© 00 N oo u b W N =

[
o

=
=

f8E : sportschau.de Bild. MR s 1" | 1 roa—a Wi
de * Rheinische Post _{\—'TH = tilla b
OnlineReisen ~ www.
laufreport.de ~ www.
touristik.de ~ primatours.
de ~ expedia.de ~ www.
opodo.de ~ www.tischler-
reisen.de ~ SWR3.de °

= — -

. B : bbc.com ~ lonelyplanet.com ~ thenationalstudent.com ~

coxandkings.co.uk ~ netflights.com ~ travelbag.co.uk °

. 7EE © http://www.marcovasco.fr/ °

R AR RE RERMEMAERINES  BREAMREHREX

BEFEES ~ Eurolines BTESEE o

CAEVS D E Giant BRBEM O ABHESERANRTNRBTER

Mollorca 312 EBFIBABRERES -

CAREREEESARDSEREH AT HBHES - ERSA8

IHETIZEHESIBHINES °

EESEEMZ=RNREXE RS o

AEtARBEITERE ©

. IMEX B Enficits EA 2R R o

. PATAZEE S E XMz AEMNARKEEERHE o

. £ Meier’s Weltreisen It{T# L T2 B RBIHE ©

. FTI h&174t 2016 F oM ZEm{EEH Roadshow °

. EuroBike & °

CERIER MEREE) HEES

. BB Diamir MITH R ESIEE EIHITIZRAEIES) o
CARIREBIRE R ERT - BB ~ 1887 ~ BIHEEE Asia IRITHEHHIE ASIE

Pacifique Dans Votre Ville Zf{E# Roadshow ;&Bf o

. {788 PASRA fRZE2 E R E 2 12016 The Airlines Express) hkils

FERHG -

H1EE SWR3 BAEE
Make advertisement in German SWR3

radio station

TV Programs

Internet Media

Outdoor Media

Promotional/
PR Activities

Travel Shows and
Events

Strengthened exposure of Taiwan’s tourism image in Europe’s main
visitor source countries through broadcasting ads promoting Taiwan
tourism and by inviting cooperative filming of TV programs, including:

1 . Aprogram on cycling around Taiwan for the Bike Channel UK.
2 . Aprogram for the French breakfast TV show Té/ématin.
3 . Aprogram for the German TV show Celebrity Tour.

Utilized major internet media to expand channels for promoting Taiwan tourism:

1 . Germany: sportschau.de, Bild.de, Rheinische Post online travel, www.
laufreport.de, www.touristik.de, primatours.de, expedia.de, www.
opodo.de, www.tischler-reisen.de, and SWR3.de.

2. UK: bbc.com, lonelyplanet.com, thenationalstudent.com,
coxandkings.co.uk, netflights.com, and travelbag.co.uk.

3 . France: http://www.marcovasco.fr/.

1 . Germany: Placed large outdoor advertisements in Frankfurt, Munich,
and Berlin; large Lightbox ads in Frankfurt Airport; and ads on the
back of Eurolines buses.

2 . Spain: Collaborated with Giant bicycle manufacturing company’s
Spanish subsidiary to place large image ads at Spain’s famous
annual Mallorca 312 cycling event.

3 . The Netherlands: Collaborated with China Airlines’ Dutch subsidiary
to place mobile billboards on trams in Amsterdam, Rotterdam, and
The Hague.

Participated in the following:

1 . Travel industry trade fairs hosted by PATA's Germany Chapter in four
major cities.

2 . Vienna Bike Festival.

3 . IMEX Frankfurt international exhibition for incentive travel, meetings,
and events.

4 . German travel agency Meiers Weltreisen's exhibition of its winter
travel catalogue.

5 . German travel agency FTI Touristik's market promotion roadshow for
Asian travel products.

6 . Eurobike Show.
7 . Skal International’s World Tourism Day.

8 . An event to introduce travel products hosted by German travel
agency Diamir Erlebnisreisen in Dresden.

9 . L'Asia Pacifique dans Votre Ville travel product marketing roadshow
in the French cities of Cannes, Nice, Lyon, Metz, and Nancy.

10. 2016 Airline Express travel industry fair in the Netherlands, organized
by the Passenger Airlines Sales Representative Association (PASRA).

1 . Germany: ITB Berlin international travel trade show.

2 . England: World Travel Market London and Holiday & Travel Show at
Olympia, London.

3. France: International French Travel Market (IFTM) Top Resa
international tourism & travel trade fair in Paris.
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IREEE . EBE  ITB MR ©

CEE WTM G3URE ~ GBUHEERE ©
5B : B2 TOP RESA R o

. 2016 I EEPR IR IER ©

. 2016 EHEEBAMIRE ©

. 2016 #EHARIRE ©

. 2016 AL FIRE (HRE=ZKIRE)
. 2016 BBEHIRE (MITT) ©

. 2016 HIBRAETEARE ©

. 2016 B EBIRE ©

RERIRE o

ERTHRE o

TR o

© 0o N o U b~ W N =

(S T S =
w N = O

() BT 5 EFHHEER

EFAR AE

FHEREE REZENARRERIZFTEOSEREFM R R ERIRERERBIE
BEAE R - IRHERIREREFRREE FTEERESH ©

Imf

I EREEDHMBERATIEENBRUBATNDRE > FIL=EEE2M
EHHREAR 12016 ZENERRE, @ FERAZZHMHRBERE -

R AREE 1. FEN BRI R B U R BB O st S R RN TS -
RS ERERATD R HNBRERFEERMABEETHEIEMER > 105
FREMRFTEEE) 15 XN > Wi 2 & 1,500 ARIRE ©

2 BRI MNEREREEEE (Asia Cruise Cooperation, ACC) Ml » 154 -
FERE - BEAEMERREEFRENE  BEEEBHR AR EFEFR
BREEO > FSLHN 2016 ZENEMHRBETACCEFET > &
HEEMRATNRKLERS > IEASE ACC IENES] > I E/REEMNED
ikiEBRMEREIEZ R ©

(7R) BERBARM & EEEEIHEEB

EB/AR A ES
FEREE 1.88:

(1) BaCyRRe @ U s « #iRER ~ RO B~ X5k BBk 7
RE# ~ am730 ~ B5¥k ~ FEIFAR ~ XEHR « Metro Pop H#aE
SESPA T ~ E Weekly 35t —=RIREATIFRETIEZETER
&R EEAARAE o

(2) EXYEES - Standard ~ Sports & Travel ©

. Norway International Meeting & Travel Fair.
. Dublin Holiday World Show in Ireland.
. Vienna International Fair for Holidays, Travel and Leisure.

. FITUR International Tourism Fair in Spain (the world's third-largest
travel fair).

8 . Moscow International Travel & Tourism Exhibition (MITT).
9 . Baltic International Travel Trade Fair in Latvia.

N o o b

10. Brussels Travel Expo (BTExpo).

11. Czech Travel Market.

12. Swiss Holiday & Travel Fair (FESPO).

13. Tourism & Recreation Fair in the Netherlands.

(V) Advertising and Promotion in the Cruise Market

Method of Promotion Substance

Print Media Produced guided tour brochures for Taiwan’s six main international
cruise receiving ports, and printed postcards publicizing the simplified
visa procedure for Southeast Asian cruise ship passengers, to provide
the passengers with important information for before and when they
arrive in Taiwan.

Travel Shows and Since the world's major international cruise lines have set up head or

Events branch offices in Miami, a Taiwanese delegation attended the Seatrade
Cruise Global in Fort Lauderdale, Florida, the world's biggest cruise show,
to further raise the visibility of Taiwan cruise tourism.

Promotional/ 1 . Continued to use the Directions on Subsidies for Overseas Cruises
PR Activities and proyide sub;idies for ports a_md Iocal_ governments to arrange

welcoming activities, to attract international cruise operators to
arrange for calls at Taiwan, and to deepen passengers' positive
impression of Taiwan. In 2016, subsidies were provided for 15 cruise
visits to Taiwan, bringing a total of 21,500 tourist visits.

2 . Utilized the Asia Cruise Cooperation (ACC) mechanism to cooperate
with Hong Kong, the Philippines, Hainan, and Xiamen in providing
promotional subsidies to encourage international cruise operators
to call at member ports. Also arranged to conduct a promotional
party at the Seatrade Cruise Global in Fort Lauderdale, Florida, with
major cruise company representatives and media invited to attend;
expanded promotion of the ACC subsidy mechanism; and pledged
commitment to forming alliances and cooperating with Asian cruise
travel destinations.

(VI) Advertising and Promotion in Hong Kong, Singapore, Malaysia, New Zealand, and

Australia
Method of Promotion Substance
Print Media 1 . Hong Kong:

(1) Chinese media: Taiwan themed and regional travel related
information was published in U Magazine, Weekend Weekly,
Oriental Daily News, The Sun, Economic Daily News, Apple Daily,
am730, Sky Post, Headline Daily, Wen Wei Po, Metro Pop, City
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2

HETONIK B SRR (FX) AR (b)) AR (FX) »

BUERR () ~SHR (EX) ~ RKR BER) ~ HKEK (Berita
Harian) ~ iWeekly * Sports & Travel « Campus =TI E=EE
Bk R o

-Sp
(1) B ifas - EMAER ~ XERR ~ AR « PEIR - FFrEER
BB FERR ; PSS | ORI ~ B~ IRITX ~ B
5 2@ - Newtide #7178 ~ My Wedding 88 ~ iR BT ~ 141
(2) EXER : The Star ; JE3EE © Gaya ~ Leisure Travel »
Astelier ~ Marie Claire ~ Calibre ~ Travelution ~ Time Out ~
Asia Horizon ~ Escape! ©
(3) EE3k3C#R : Harian Metro ~ Utusan Malaysia ~ Kosmo! ~ Borneo
Post ; 2R3 - Santai ~ Libur ©
. J8M  Cyclist, Out & About with Kinds, The magazine for corporate

and leisure travelers, Ride International Traveller, Bicycling
Australia, Gournment Traveller °

WRGERER 1
=

2

3

BB

EBBERER iCable 12 — (% B £Hk1T) 60 7% (10 %) -
EREIRER iCable 12 — (HAEMEIRIT) 60 D8 Q&) o
VB-J5 — (HBIERIBHER) 24 DiE L &£—=EEH) o
VB12 & — (12 i8#K) 60 NiE (1 &E—=EFHE) -
EBViuTV — (BEIREHERES 18) 2398 (155%) -
EREREBHFTVERE — (IREHREZ) 3071E (105) -

(1)
(2)
(3)T
(4)T
(5)
(6)

CRTONIK SRR (CNA) ZEIREEETR 30 D& (52 %) -
CREDRER D (REEXE) 60 D& (10 %) -

4 B : The Café, TV3 o

Magazine, E Weekly, and Gourmet Traveller.
(2) English media: The Standard and Sports + Travel.

2 . Singapore: Taiwan themed and regional travel related information
was published in Lianhe Zaobao (Chinese), Lianhe Wanbao (Chinese),
Shin Min Daily News (Chinese), The Straits Times (English), TODAY
(English), My Paper (distributed free at MRT stations), Berita Harian,
iWeekly, Sports + Travel, and Campus Magazine.

3 . Malaysia:

(1) Chinese media: Newspapers: Sin Chew Daily, Kwong Wah
Daily, Guang Ming Daily, China Press, Nanyang Business Daily,
Oriental Daily News, and See Hua Daily News. Magazines:
Jalan jalan Travel Magazine, Foodsion, Leisure Travel, Traveller's
Digest, Let’s Travel, Newtide, My Wedding, Travelmate Magazine,
and Premium Travel.

(2) English newspaper: The Star; English magazines: Gaya,
Leisure Travel, Astelier, Marie Claire, Calibre, Travelution, Time
Out, Asia Horizon, and Escape!

(3) Malay-language: Newspapers: Harian Metro, Utusan
Malaysia, Kosmo!, and The Borneo Post. Magazines: Santai
Travel Magazine, and Libur.

4 . Australia: Cyclist, Out & About With Kids, Let's Travel, Ride, International
Traveller, Bicycling Australia, Gourmet Traveller.

HERR I RS YAHOO & Google hfift R FRFES
1.543 | B HutchGo BB IRITHAEESE » 5t Hutchgo.com HH#IE

@i FEHEES)  Flyagain & meetHK.com HEEE » MaEE
EFKRSHE > WHHIEBTEES  Flyagain & meetHK.com AEE
& NS EEEBTERDE > BRIRERBEAR ©

RTONIK © RRANIRIE S B4R « ST E (CNA) ~ YouTube ©
ERAD EANFREERRI X HE KM AL - I3

I2 Wi-Fi ~ Google E& > UMKkEE Social Hub (BRERTE);
Social Hub 7% 6 A 16 H L4 » 1% 8 B 45 2016 N Spark
Awards REEBRRAE - NBIBEATRERRRIE o

BN Facebook, Instagram, Twitter o

TV Programs and

Ads

1 . Hong Kong:
(1) iCable 12 - Take Ah-Bi to Travel: 60 mins (10 episodes).
(2) iCable 12 - Take Guitar to Travel: 60 mins (2 episodes).

(3) TVB-J5 - Cherry Blossom in Japan, Korea and Taiwan: 24 mins (1
episode on Taiwan).

(4) TVB 12 - Chef Nic: 60 mins (1 episode on Taiwan).

(5) Viu TV - Taiwan Tour Railway Map Vol. 1: 23 mins (15
episodes).
(6) Fantastic Television - Jimmy’s Tour de Taiwan: 30 mins (10
episodes)
2 . Singapore: Channel NewsAsia: Taiwan Travel Program: 30 mins (52
episodes).

3 . Southeast Asia, Australia, and New Zealand: Fun Taiwan Adventures:
60 mins (10 episodes).

4 . Australia: The Café, TV3.

Internet Media

Travel and keyword ads on Yahoo! and Google:

1 . Hong Kong: Collaborated with HutchGo, Hong Kong’s leading online
travel agency, using its Hutchgo.com website to conduct regionally
themed promotional activities, and placed ads on flyagain.la and
MeetHK.conT to strengthen promotion of Taichung and Kaohsiung.
Also used advertising on flyagain.la and MeetHK.com to enhance
the promotion of cycling tourism in Taiwan as a means of boosting
inbound tourist numbers.

2 . Singapore: Promoted Taiwan tourism through the websites of
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=PI

1.

3.

. #8178 : Sydney (Baulkam

MK gEP o (kR
Hh) S iEE s B
i uh S (FERE-
Bt~ ETE ~ @iE - hifk ~
EEE) o

Hills), Melbourne (Kings
Way Viaduct), Bris-
bane(Roma St.) °

EZRPgEE - Power Screen
(1418) EFEBRES >
Monorail EEREE S K GSC24 RS EHEL FiR Al =

of

() EE it & S B EHHE B

EFAR A

FEREE

ERMBKRER

e

1.

1

Zz [ : Around ~ Daily News ~ KOMCHADLUEK ~ ASTV POOJADKARN
BANGKOK BIZNEWS ~ Traveller's Companion ~ Bangkok Business ~ ttt
S HER « Travel Around The World Bangkok Post ~ F1%E H ¥R « BiARER
National Zone Travel * Naew Na °

.ENfE : Escape ~ Kompas - Travelxpose - Travelounge ~ ENJEE M B &

Jawa Poa ~ The Travel Time ~ &%k - EIIfR Bk~ FTEHR -

. JEf2E . Travelife ~ Smile ~ Philippine Star « Philippine Daily - Bt&

H#R ~ Manila Bulletin ©

R BHEER A& AEMAKBEER ~ Thanh Nien ~ Tuoi Tre »

Doanh Nhan « Dai Ky Nguyén - &5 « #5a#R o

. EDEE : Times of India, HT Café, Mumbai, HT City, Delhi, ET Panache

Travel, Delhi Times, Economic Times, Bombay Times, Mumbai
Mirror, Bagalore Mirror, Kolkata Times, Mail Today, Mid Day;

¥ 5% : Travel Biz Monitor, Travel Biz Monitor, T3, Voyager's World,
Wonderlust, Travel Scapes, Whereabouts, TnH, Travel Span,
Experiential Marketing, Outlook Business, Lonely Planet, Conde
Nast, Outlook Traveller, National Geographic Traveller, Travel
Secrets, Wedding Affair, Harper's Bazaar Bride, LuxLust, AsiaSpa,
TLF, L' Officiel ©

. F1ER : Gulf News Tabloid, Khaleej Times, ##5% : Conde Nast Traveller

ME, Travel Arabia, Emirates Woman, Y Magazine, Business Traveller
ME, TTN, Trav Scapes, THE ARAB TRAVELLER °

. Z&E : Travel Note iRilEEIE o

.EfE : Trans7 $Bi& (Detetif Rasa) ikiE&IR o

IR EE IR
Singapore Fall Travel Revolution

Outdoor Media

the Taiwan Visitors Association Singapore (the Tourism Bureau's
Singapore office) and Channel NewsAsia, and through YouTube.

3 . Malaysia: Commissioned the creation and maintenance of websites in

the Malay, Thai, Indonesian, and Vietnamese languages, conducted
Google and WiFi advertising, and set up an internet social hub. The
social hub went online on June 16, and in August was awarded the
bronze medal for Best Media Solution - Content Amplification in the
Spark Awards for Media Excellence.

4 . Australia; Promoted Taiwan tourism on Facebook, Instagram, and

Twitter.

1 . Singapore: Ads were installed on the exterior walls of Convention
Center passageways (location of travel exhibitions) and in all MRT
stations (on escalators, columns, rooftops, and floors, and in
passageways and Lightboxes).

2 . Australia: Ads were placed in Sydney (Baulkam Hills), Melbourne

(Kingsway Viaduct), and Brisbane (Roma Street).

3. Malaysia: Placed 14 Power Screen electronic billboard ads, KL

Monorail train body ads, and pre-show ads in 24 cinemas of the
Golden Screen Cinema chain.

(VII) Advertising and Promotion in Asian Emerging Markets

Method of Promotion Substance

Print Media

1. Thailand: Around Magazine, Daily News, Kom Chad Luek, ASTV
Poojadkarn, Bangkok Biz News, Traveller's Companion magazine,
Bangkok Business, Shi Jie Ri Bao, Travel Around The World Magazine,
Bangkok Post, China Daily, Qian Xian Bao, National Zone Travel, and
Naewna.

2 . Indonesia: escape! magazine, Kompas newspaper, TravelXpose

Magoazine, Travelounge, Sin Chew Daily, Jawa Pos newspaper, The Travel
Times, Indonesia Shang Bao, Guo Ji Ri Bao, and Qiandao Ribao.

3 . The Philippines: Travelife Magazine, Smile, The Philippine Star, Philippine

Daily Inquirer, United Daily News, and Manila Bulletin.

4 . Vietnam: Lao Dong (“Labor”) newspaper, Tuoi Tre (“Youth”) newspaper,

Sai Gon Gidi Phdng (“Liberated Saigon”) newspaper, Thanh Nien Daily,
Nu Doanh Nhan (“BusinessWoman Magazine”), Dai Ky Nguyén (“The
Epoch Times"), Hanoi Moi (“New Hanoi") newspaper.

5 . India: Newspapers: The Times of India, Hindustan Times (HT Café
supplement in Mumbai and HT City supplement in Delhi), The
Economic Times (ET Panache Travel), Delhi Times, Bombay Times and
Calcutta Times (supplement magazines of Times of India), Mumbai
Mirror, Bangalore Mirror, Mail Today, and Mid Day; Magazines:
Travel Biz Monitor, T3, Voyager's World, Wonderlust, TravelScapes,
Whereabouts, TnH (Travel and Hospitality), Travel Span Magazine,
Experiential Marketing, Outlook Business, Lonely Planet, Conde Nast
Traveller, Outlook Traveller, National Geographic Traveller, Travel Secrets,
Wedding Affair, Harper's Bazaar Bride, Luxlust, asiaSpa India, TLF, and L'
Officiel.

6 . The Middle East: Newspapers: Gulf News Tabloid and Khaleej Times;
Magazines: Conde Nast Traveller ME, Travel Arabia, Emirates Woman, Y
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3. HE . ERAENERESL > 72 IBN ~ Aaj Tak ~ India TV EEFEHR=
B o

4 . thEE . 43481 SONY Entertainment Television » Weekend out &8 °

Magazine, Business Traveller (Middle East), Travel & Tourism News (TTN),
TravelScapes, and Arab Traveler.

HEER IR RS

=

ETREE S A
Z=E : http://www.taiwan.net.my/th/ ¢
ENfE : http://www.taiwan.net.my/id °
#R : http://www.taiwan.net.my/vi °

2 .Facebook B : &E - JEEE ENE ~#m o
3. PERES - KRB ENE -~ JEREE o

4 ENE : BRAERBWIRDGEZEE YouTube 1-6 £ - BHE M4 B BIHRF AL
X E 1& Instagram, Twitter o #8 & 17 #5§ Google, Yatra.com, Indian
Express & Financial Express, Tripoto, Goibibo, Trip Advisor

TV Programs and
Ads

1 . Thailand: Travel Notes travel program.
2 . Indonesia: Detektif Rasa travel program on Trans7 channel.

3 . India: Travel documentary of six Indian TV and movie stars touring
Taiwan, aired on CNN-IBN, Aaj Tak, and India TV channels.

4 . Middle East: Weekend Out broadcast on cable Sony Entertainment
Television.

=PI

FRER [ M FEEISSMANER ~Dubai Mall O ~ R fal R iZ L& Mupis & o

(N\) REIKFEME B S B EHHERR

Internet Media

1 . Special language websites:
Thailand: http://www.taiwan.net.my/th/.
Indonesia: http://www.taiwan.net.my/id.
Vietnam: http://www.taiwan.net.my/vi.

2 . Facebook ads: Thailand, the Philippines, Indonesia, and Vietnam.
3 . Blogger invitations: Thailand, Indonesia, and the Philippines.

4 . India: Episodes 1-6 of Indian TV and movie stars filmed touring in
Taiwan. Celebrity fan page real-time posting on Instagram and
Twitter. Internet marketing on Google, Yatra.com, websites of The
Indian Express and The Financial Express, Tripoto, Goibibo, and Trip
Advisor.

Outdoor Media

The Middle East: Mupis advertising panels placed at roadside outside
Dubai International Airport, at the exit of Dubai Mall, and in downtown
Dubai and Abu Dhabi.

(VIII) Advertising and Promotion in Mainland China

Method of Promotion

Substance

Print Media Taiwan themed and regional travel related information was published
in Traveler Weekly, National Geographic Traveler, and World Traveler
magazines

Electronic Media Ads were broadcast by Beijing People's Broadcasting Station, CCTV, and
Xi'an Radio.

TV Programs Cooperated with China CYTS Tours on shooting a program about free

independent travel in Taiwan, titled Treasure Island of Love, utilizing the
new broadcasting mode of travel + video + internet to promote free
independent travel in Taiwan. Taiwan tourism was also publicized on
Shanghai's foreign-language cable channel ICS, and by filming in Taiwan
for Dragon Television's Go Fighting! show.

EEHN AR

TEEE (TRE|) ®sh (BFMERkEE) - GRITESE) MESEHtTE=ETER
& i iR IFEAEREEIE ©

Eolay it IERAREREE - hRERE -ALEREES -

EREE HhERSFREHBEZEBHTEBEY (BEBE) - UL MR+ 248
+ B4 SRR AR EFEEEBEHT EBERNIEEEICSEHE -RA
BRRE (REkEL) &8 o

el BEEA - 15 E - BEHE - FURMIZ « BBaME « EIZIRTTA - KRELT4Y
EBERITAS - S 1B ARRZE -

BINES IREXBEREES o

kB EE) PR RiER S E (China International Travel Mart » CITM) ~ FREIEA

KRR ZE  BIRKEEES -

Internet Media

Placed ads on Youku, Mafengwo, Baidu, Sina Weibo, Tencent Weibo,
Ctrip, Dazhong Dianping, Taobao Travel, Qyer.com, Sohu, and People.cn.

Outdoor Media

Installed ads in Beijing’s Grand Pacific Mall.

Travel Shows and
Events

China International Travel Mart (CITM), conference of the 2016 China
International Travel Mart and Cross-Strait Travel Fair in Taipei.
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FmEf ERRHER - EEEEREA

(—) i+ > HEX 10 ERIFEE o
(Z)iPass —Fi@ » HE8HH 5 &R o

(D) EHSFREIEERETED TS » HEX
(M) #RR%5 > HBEEXIBR -
(h) EERRS > HEML3,000 5k ©

* 8 Bk °

BRARS HEEETR

Offer Hot Spring ticket

Keelung Harbor Cruise

Section4 Use of Giveaways and Incentives to Attract Tourists

(I) 100,000 EasyCard Taipei Metro tickets.
(IT) 50,000 iPASS smartcards.

(III) 80,000 tickets for rides from Taoyuan International Airport to Taipei on Kuo-Kuang
buses.

(IV) 30,000 fruit-picking vouchers.
(V) 3,000 hot-spring vouchers.
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16 aEEE B105F2A22HE3 A6 HEKEGHMESHIEE - BREKRA
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THRBEERNIERIN - TEZI > BEEHE 4 EEE - AATE MEREE) - NRSNIRE XU
BIEHKTERIEc Btk FIEREFTIBRE TTRIEM) - BRBXIRBEEEXRES RN TBREE)
ARNEREEN RIREE —BFRE) - BMAOBECERE - FHERFEIEZEMEOHERN 32
MER) » ERAREENIRBENS -

AREGRSIFEIEH AR - BAREE L EBEF+ZEBRRERRETEERZEZE > 5
EEHAEERS| T BERBERREESCE KRIT 6 & 5,000 HIMERE 25 0 B2BARSE 2,050 8
AR AITEESEARELHSLCHR » SEEMmAVEME 150 &7t -

T T ERAEE
Universe Tower Main lantern

Starting on February 22nd till March 6th of 2016, the “2016 Taiwan Lantern Festival” took place
at Taoyuan HSR zone, Blue Pond Park and Park13 in Taoyuan. The main lantern, “Qi Tian Chuang
Hong Yun,” was designed based on the year of the Monkey. As the highlight of the entire event, the
centerpiece lantern exhibited excellent handcraft art in Taiwan. In addition to the centerpiece, there
were four secondary lanterns and six themed lanterns categorized as the “Traditional Lantern Areas”,
“Radiant Environment”, the Peach-Tree-and-two-toned-peach-lantern “Blessing Lantern Area”, “Happy
Lantern Area” where costumed-shaped lanterns were on display by the tourism industry, children’s
favorite “Creative Lamp Area-Ocean Party”, Sci-Fi “Journey to the West”, Universe Tower, and the
“Lantern Exchange Area” meticulously put on by Mainland Chinese lantern artists. They contributed
to the lantern festival with a brilliant and dazzling light show.

This lantern festival attracted many international design teams, including: Jiangsu, Nagoya,
Hokkaido, to submit their lanterns for the event. During the event, hundreds of journalists from
international media participated, with nearly 65,000 foreign tourists visiting. The event attracted
more than 20 million visitors in total, the best record in history. It generated approximately 15 billion
New Taiwan Dollars in revenue.

The “Taiwan Fun on the Tropic of Cancer” activity ran from June 1 until September 30, with
culinary as the topic of this campaign. In addition to cross-industry alliance, for the first time the
Tourism Bureau invited experts to share the themes of geography, global science, nature and
humanity, agriculture and ecology, recreational tourism around the Tropic of Cancer in the “2016
Summer 235 Academic Seminar”. The event was well received. While the National Geography
produced “The Extreme Journey of Tropic Taiwan” video for international marketing, for the first time
Japanese big eater Moeazu came to Taiwan and met us in a press conference, “Japanese Big Eater
for Taiwan Fun on the Tropic of Cancer”. Summer
leading activity choices were promoted with
gourmet introduction by Moeazu and reality show
on Videoland Japan. A series of activities offered
tourists not only the beautiful scenery but also
delicious foods during the celebration.

Besides, Central Weather Bureau, 4 county
authorities (Chiayi County, Chiayi City, Kaohsiung
City, Taitung County,) and 6 Nation Scenic Areas (East
Coast, East Rift Valley, Alishan, Siraya, South West
Coast, Penghu) have attracted 2.17 million tourists
in total and generated approximately 1.2 billion New
Taiwan Dollars in revenue.

ExE 235 HEH
2016 Taiwan Fun on the Tropic of Cancer Picnic Day
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=R 12016 BEERE]
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4 REBRNAZSREMREEAME  TREZRZENDMTR > HiE 15 BHRARERS
SEH2EE > AEEEABRRERERIHELRRLN 5,000 Byt /NNzEHBEHERELW 200 BT 830
FERIHETEN 300 Bro > kFEFREFEQHETRV 400 5T °

9« $HE 12016 =& B1TE)

016 EEETEHA FMEHE 105F 10 A2 HE 11 B 13 HET - £FFHEU TEE
BITEE LTS, - TBHBEBEY (Formosa 900) 1 ~ THHAE Come ! Bikedays & M0K
BRI MBSPETERFE) NATHES S ABRNREMAERASEEER Z RS

2016 BIEEBR
2016 Taiwan Culinary Exhibition

2016 BEX B REREZBER
2016 International Culinary Invitational of Taiwan
Culinary Exhibition

III. “2016 Taiwan Culinary Exhibition”

Taiwan Culinary Exhibition took place from August 5th to the 8th of 2016, at quadrant A, C,
and D in TWTC hall 1. The themed exhibition was based on Taiwan pure gourmet era. The “art of
gourmet, container of gourmet, materials of gourmet, tour of gourmet, pal of gourmet, education
of gourmet”, a total of six areas were packed with highlights. From origins to the dining table,
Taiwan food is presented everywhere. The street food and snacks, the restaurants and hotels, the
fresh products raised by farmers, and the containers are all seen in a new light. The exhibition is the
combination of high quality, depth, and delicacy. It is the embodiment of Taiwan food.

By maintaining the slogan of “Wheel of Food Travel in Taiwan”, based on the theme of “Fine
Scenery Plus Fine Food”, together with local food, low carbon emission travel, the Taiwan Culinary
Exhibition and the OhBear Guides to Fine Food”, and associated with interdepartmental assistance,
group gourmet, and the convenient Taiwan Tourist Shuttle Bus and Taiwan Tour Bus, helped carry
out the concept of “consuming local foods locally” by transporting both domestic and foreign
tourists to local restaurants to experience a rich culinary journey.

More than 150,000 visited TCE and media reports were over 1,762 pieces in 4 days. Total 50
million NTD restaurants & hotels sales, 2 million NTD food stalls sales, 3 million NTD tableware sales,
and 4 million NTD gift box sales.

IV. “2016 Taiwan Cycling Festival”

“2016 Taiwan Cycling Festival” took place from October 2nd to November 13th of 2016. This
activity combined four main events, namely, “Taiwan KOM Challenge”, “Formosa 900", “Sun Moon
Lake Come! Bikeday” and “OK Taiwan! Taichung Cycling Carnival” with related travel activities held
by local governments and the National Scenic Area Administrations. The image of cycling festival
was created in an attempt to make international tourists “think of Taiwan in seeing bikes” as well
as “thinking of a trip to Taiwan in seeing bikes”, and furthermore to reach the three major goals of
Taiwan Cycling Festival: “being internationally renowned”, “promoting the cycling tourism industry”
and “LOHAS of the whole people.” The event united railway, highway and tourism resources. Last
year the Tourism Bureau had a total of 120,000 users joined the new Taiwan cycling pattern and
contributed to 260 million NTD revenues.

V. *“2016 Taiwan Hot Spring and Fine-Cuisine Carnival”

“2016 Taiwan Hot Spring and Fine Cuisine Carnival” started, unlike the usual, in the summer.
This year the attraction of the hot spring focused on the healthiness and the LOHAS concept of going
to hot spring in the summer. July 21st of 2016 through February 28th of 2017, totaling 19 hot spring
locations with 200 providers with hot spring certificate throughout Taiwan joined the campaign of
“warm up the summer, ignite the winter”. Lucky draws and promotions helped boost revenues. To
encourage hot spring-gourmet commodities and attract tourists overseas, other activities included
national hot spring activation press, graphic and electronic media, HSR ads, promotional handouts,
discount passport, alliance with convenient stores for hot spring limited gourmet, and Taiwan
ambassadors' promotion.

EEBTEELERBCER
Taiwan KOM Challenge challenges
Chishingtan Beach

2016 FHiBEME) —BARLE
2016 Formosa 900 - Japanese rider group
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B TEEEIEY
Taiwan Tourist Shuttle Carnival press
conference

Section 2 Measures to Create a Friendly Travel Environment

(1)

(IT)

(IT1

~

(IV)

(VI)

(VII)

IL.

(1T)

(IIT)

(V)

(VI)

Established “Taiwan Tourist Shuttle”,
the Seamless Transportation Service System

In 2016, “Taiwan Tourist Shuttle” project expanded its services from 39 up to 44 routes, as
compared to 2015. The existing routes in 2015 were retained with the following 3 routes
increased: Parents and children amusement park route, Southern Branch of the National
Palace Museum route and Magong-Beihuan Route. An approximate total of 3,600,000 people
made use of the shuttle services within the year.

In 2016, various administrations continued to promote the discounted tickets, and over 110
kinds of ticket packages were published for tourists.

Established e-Bus system and provided free downloadable APP for tourists in Chinese, English,
Japanese and Korean to quickly obtain bus information.

In order to present convenient and easy tourism atmosphere of “Taiwan Tourist Shuttle”, a CF
animation and a documentary were schemed. Combined with the “Good Tour Master” and
“the Winner of Good Tour Master Sharing Session”, activity was presented on November 30 in
Taipei.

To encourage tourists to take public vehicles to travel in Taiwan, flyers (in Chinese, English,
and Japanese) were compiled and printed; Taiwan Tourist Shuttle Service was promoted via
various media channels.

To maintain the service quality of each route, satisfaction rating and evaluation activities were
conducted for “Taiwan Tourist Shuttle”. Departments with outstanding performance were
praised so as to set examples.

The evaluation of “2017 Plan for Upgrading Taiwan Tourist Shuttle Service” was completed in
November of 2016. Based on the evaluation, 28 executive administrations, including Taipei
City, were selected, as well as 45 travel routes. The traveling service network is expected to be
expanded in the future.

Taiwan Tour Bus System Operation Setup

Travel businesses were given assistance in developing a series of 105 kinds of nationwide tour
packages covering northern, central, southern, and eastern Taiwan. A total of 142,756 tourists
utilized this system in 2016, of which 84,652 were foreign tourists and 58,104 domestic. More
than 3 million New Taiwan Dollars of direct tourism receipts were generated.

Created an exclusive website (in Chinese, English, Japanese, and Korean) for Taiwan Tour Bus
and produced brochures for tourism products (in Chinese, English and Japanese) and posters
(in Chinese, English, Japanese and Korean) to strengthen marketing and enhance brand
image.

Assist bus businesses to install audio tour in Chinese, English, Japanese and Korean, to help
tourists to arrange their travel schedule more freely. Provide free Wi-Fi service to make people
share Taiwan scenery pictures to social websites and the world more easily, which can shorten
the distance between Taiwan and the other places in the world.

Held Taiwan Tour Bus professionals’ evaluation to inspect service content. Evaluation urged
bus businesses to supply diverse high quality services and strengthen competitiveness.

Held the “Taiwan Tour Bus” marketing and promotion activity through various media outlets
(including television, the Internet, newspaper, magazines, radio broadcasting, and satellite
television), and work with private organizations to increase the popularity of Taiwan Tour
Bus. Provided diverse tour products to establish and reinforce the notion of convenient, high
quality image of Taiwan Tour Bus.

Encouraged bus businesses to participate in travel fairs held at home and abroad; and wherein
they could advertise “Taiwan Tour Bus” and expand international markets.
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aEFmREELES Bl AR RIS RAE
Taiwan pass card promotion press Taiwan traveler card new system service provider
conference orientation

(I) "Taiwan Pass” targets on smart city travel. The
competition system started in 2015 and has
assisted local governments’ participation.
Kaohsiung and non-municipal city Yilan
were the two winners and officially issued
“Kaohsiung, Pintung, Penghu Pass” and “Yilan
Pass” on July 15, 2015; by the end of 2015, 2
more winners, Taichung (including Miaoli,
Taichung, Changhua, Nantou, Yunlin and
Jiayi county and city) and Taidong County
government were issued the 3rd and 4th card
respectively in July, 2016.

(II) Up until 2016 since the card has been issued, ==
each unit has implemented quality tours. More than 100 ticket sets packed and more than
140,000 Taiwan Pass were sold. More than 4,500 stores and shops joined the project and
expanded the area of friendly travel.

In order to carry out the regulations on providing holiday subsidies for civil servants to
encourage them to spend their annual leave in Taiwan, so as to promote non-holiday travel and
to raise the usage rate of tourism resources during weekdays, the government has implemented
the “National Travel Card” measures since January 1, 2003. In accordance with the main aim of this
policy, the merchant acquirers of National Travel Card were asked to reinforce their deployment of
appointed stores to offer more convenience and options for civil servants. In addition, suggestions
from all fields were integrated by the policy coordination committee to formulate related
improvement measures (including encouraging civil servants to participate in tourism activities
and consume by using the National Travel Card in the preferential measures offered by tourism
industry). These measures have been proven to be effective.

To promote domestic tourism, the Executive Yuan will continue to implement measures for
National Travel Card from 2014 to 2016, and the Tourism Bureau will also continue to promote
business of National Travel Card in accordance with the policies. In 2016, subsidies given to civil
servants who took their annual leave in Taiwan amounted to approximately 8.373 billion New Taiwan
Dollars. About 3.098 billion New Taiwan Dollars of the subsidy were spent on tourism industry and
tourism-related industries (e.g., hotel and accommodation industry, travel agencies, amusement
park enterprises, agriculture industry, handicrafts, restaurant industry, and transport industry.) The
use of the “National Travel Card” by civil servants had increased 32.2 billion New Taiwan Dollars of
expenditures, contributing greatly to the overall growth of tourism and economy in our country.
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Development
and
Management
of Tourism
Resources

Section1 Planning,
Development and
Management of
Tourism Resources

Tourism resources can be roughly divided into two categories: Cultural tourism resources
and natural tourism resources; however, the Tourism Bureau usually put emphasis on the latter.
Taiwan has abundant natural tourism resources, which are managed separately by the Ministry of
the Interior, Ministry of Transportation and Communications, Council of Agriculture, Veterans Affairs
Commission, and local governments. Through cooperation, overall plans for nature conservation
and tourism resources under different jurisdictions are implemented.

(I) Designated Scenic Areas

Assessments on the designated scenic areas are implemented according to the “Statute for
the Development of Tourism” and the “Regulations for the Administration of Scenic Areas”. The 13
national scenic areas are managed and administered by the National Scenic Area Administrations
under the Tourism Bureau, MOTC; the 22 local scenic areas are managed and administered by
municipality, county, and city governments.

(IT) National Parks and National Nature Parks

Accordance to the “National Park Act”, nine national parks and one national nature park were
established by the Ministry of the Interior and are administered by national park headquarters.

(III) National Forest Recreation Areas

18 forest recreation areas were established by the Council of Agriculture in accordance
with the “Forestry Act” and “Regulations Governing the Establishment and Management of Forest
Recreation Areas” and are administered by the Forest Administration Division of the Council’s
Forestry Bureau. Moreover, two recreation areas administered by the Forestry Conservation Office
of the Veterans Affairs Commission as well as two university experimental forests established by the
Ministry of Education in accordance to the “University Act” also belong to National Forest Recreation
Areas.

(IV) Forest Park

The Forest Bureau under the Executive Yuan Council of Agriculture in accordance with the
plan establish 3 forest parks.

$92JN0S9Y WSINO] o jusawagdeue|y pue yuswdo]ana(

\\\g

111




SRR MFERHO | BB

RN

VNIHD 40 DI79Nd3Y¥ ‘NYMIVL 9102 NSIYNOL NO L¥0d3Id TVNNNY

112

(=) EIRBZMERE
THREEZEGR [HWE &k IBEMBELEREEEINE BIRZAMBELEH 185 »
HITHRREZEEMFEIMEEEREREFHEMEEEE > ZATBRMRBERMELE
250 HRERMFRERBEZESERRHIMFEEREEREEEE » RHFHK IKEEX)
BIRZABERM 2R > TEAMBLERER
(M) Tt HRMEE

THRERFZEEMHERER 3 B FHARMER -

(1) BxRES
EERFRELHEZES K EFERFRESHERD) REZBERRSHSE > RE
BERGEUERE -
(R) BARBEKRFREE

BEZHEVIEHMEMIZREE > SEREBEAZBERR BHTHRREZTHE
REESIKE TEBEERTZE - [HEBVREE HRUB N2 EAAFREE 20 EFE
FMREER T EHEHVERESRIER 6 GEARER -

(t) EftE=&
BRFEEI > BEMSBARAERRZARERE -

BABERRAEHRRE

BAERER s ML IR 5 AE

1. B4R -
BIERIEABEBR SR R85 TCRM
Ay BRbsRERESL-2L--8A
BB BErREE A - RMR K
B H13E ARBHBXEFREEEERE

7eC 1=t
E o

2.5 () &
ENERES R B BKRBHES 3 EREAREEE -

WTRBEAEO 5 -

BIASKEEEER  geapmnmByAsnEaarIKES R
8 PBETHESIR o () ASIBEE o

4. HREMERR () #& -
BHED -BHBAQSESH  BR+7%
BB IS BHR  #EhA - RAORR
FZAPURR ~ BAfEKE R TIEHE ~ #8715
BF%8 ~ FRERIE /NSRS LU~ Ko~ BB AR
B BEA-RLER tER - RBALF22
RRASRFER -

BR5EE

(V) National Farms
5 national farms were established by the Veterans Affairs Commission in accordance with the

“ROC Veterans Act” and are administered by their respective farm units.

(VI) Nature Reserves and Protected Areas

The important plants, animals, and unique geological features in the protected areas are
the best resources for developing ecotourism. In Taiwan there are a total of 22 nature reserves, 20
wildlife refuges, 37 important wildlife habitats, and 6 protected areas, which were established by the
Council of Agriculture and the Ministry of Economic Affairs in accordance with the “Cultural Heritage
Preservation Act” and “Wildlife Conservation Act".

(VII) Other Scenic Areas

Aside from the designated scenic areas, there are also scenic and recreation areas developed
and established by local governments.

Current Developmental Status of Tourism Resources

Resource

1. National Scenic Areas:

The 13 scenic areas administered by National
Scenic Area Administrations under the Tourism
Bureau, MOTC are Northeast and Yilan Coast,
East Coast, East Rift Valley, Penghu, Matsu,
North Coast and Guanyinshan, Tri-Mountain,
Sun Moon Lake, Alishan, Southwest Coast,
Siraya, Maolin, and Dapeng Bay.

2. County and City Scenic Areas:

The 3 scenic areas administered by county or
city governments are Qing-Cao Lake, Tamsui

Evaluated, designated, and
established by the Tourism

Bureau, and county / city and Wushe.
Designated  governments in accordance . .
Soaric with the “Act for the 3. Provincial Scenic Areas:

Areas Development of Tourism” The scenic areas administered by the Taiwan
and the “Regulations for the Provincial Government are Shimen Reservoir.

Administration of Designated = 4 Municipality and County /

Scenic Areas. City Designated Scenic Areas:

The 22 Designated Scenic Areas administered by
municipalities, county, or city governments are
Chengging Lake, Wulai, Shifen Waterfall, Bitan,
Ruifeng, Moon World, Tiezhenshan, Zhiben
Inner Hot Spring, Zhiben Hot Spring, Mingde
Reservoir, Jiaoxi Wufengqi, Meihua Lake,
Guanziling, Hu-Tou Pei, Xiaowulai, Dongshan
River, Dahu, Liyutan, Fenghuanggu, Taian Hot
Spring, Qixingtan Coast, and Hutoushan.

There are 9 national parks established by the
Ministry of the Interior and administered by
national park headquarters set up by the Ministry:
Kenting, Yushan, Yangmingshan, Taroko, Sheipa,
Kinmen, Dongsha Atoll (Marine) ,Taijiang, South
Penghu (Marine) and Shoushang National Nature
Park.

Designated and Established
National by the Ministry of the Interior
Parks in accordance with the
“National Park Act.”
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Designated and established
by the Veterans Affairs

1 . National Forest Recreation Areas:
The 18 national forest recreation areas are

AR AR PS] BE& TERA RVIRH (8F) ~ 8/IERRE - #HmANE Taipingshan, Alishan, Dasyueshan, Kenting,
51 Bl o ZFIRKSUBEREARAAE > HAKERERER Dongyanshan, Manyueyuan, Neidong, \
NEBEEBERKE o Hehuanshan, Wuling, Basianshan, Aowanda, y I?\
Desi dand blished Shuangliu, Tengzhi, Zhiben, Fuyuan, Chinan,
besll}gngte a,? fe,ita' ISI € Guanwu, and Xiangyang. They are managed Eﬁ
1. BREMIEAE by the é)una o hgrllllc:u ture and administered by their respective forest é&
FPUECRIMEIR In accordance to the "Forestry district offices under the Forestry Bureau of X
BREXFLU -FEL AT BT REWL- National égt\'/ :rrrlm?ng?r?sll?stggﬁshment Council of Agriculture, Executive Yuan. _/E'i\i
3 2| s el ~ &% N ~ N =2
e W,,LH AR r:t Bﬁ\ /\fIJJ*IJ.IEEx{% Forest . and Management of Forest 2 . Agricultural and Forestry Agencies under the =
~E H%Eﬁi;%ﬂzk B N 7&@/:&ﬁ§f§:rﬁ] 'I}\ecreatlon Recreation Areas™ and Veterans Affairs Commission: =
SHEREES ek f% > +£ 18 EE%{%'HME%?_%E  HITHR =% reas designated and established Two forest recreation areas, Qilan and Mingchi, }E
o N o “ ZEEMBERMETEERELE - by the Ministry of Education are administered by the Forest Conservation
‘ **JPI‘K,%J . ir*ﬁ}_ in accordance with the Office of the Veterans Affairs Commission,
B 3R AR Wk i 4 HEREEEWEl 2 ZEEMEE “University Act”. Executive Yuan.
e = =<1 B A A i 484 T Sth s ok s 44 T 5 ) ) )
isu'ﬂi&iyﬁ s A @ﬁ%@ﬂﬁ%ﬁ;@éﬁﬁ E:iﬁx@ ’ }Eﬁ 3 . University Experimental Forests:
A1 Bl o E!a%fllﬁug,\ﬁ%éa ERMREEXE Two experimental forests, Xitou and Huisun,
IHRRAEE o are administered by National Taiwan University
B and National Chung Hsing University,
3. REETERM respectively.
BIERERBHEME 2G> DHHEERER
A SN EERMNSIRELE o The 3 forest parks are in Danongdafu Forest Park
a in Hualien County, Aogu Wetland and Forest
Forest Park Based on I-Taiwan 12 Park in Chiayi County, Linhousilin Forest Park
B - e Projects- Green Forestation. | in Pingtung County. They are administered by
Rig T84 12 8BS — E*ETEE%*%*E:Fi{t,ﬁ**E | ﬁ%%ﬁiﬁ the Forestry Bureau of Council of Agriculture,
Fith F A EE EMBAMEE - FREMBOMTHMEMEES Executive Yuan.

The 5 national farms are in Wuling, Fushoushan,

National S T .
I PR Commission in accordance Qingjing, Changhua, and Taitung. They are
g B
%ﬁ B’%ﬁ & ;—Eﬁ% AIERE -GBS BB -BEREFHEIEZS I with the “The ROC Veterans administered by their respective farm units.
ZEgK TEIFERRFR T T Assistance Act”.
ERWERG) KB
Established by the Council of
Nature Agriculture and the Ministry = Reserves for important plants, animals, and
THERRSAGN EEEBEDTIHAINE RAE AR Reserves  OLECOTOMCATAIS 1 | e S gecogica festures o precious resource
RS ICEE  ARERBEER > $81 22 REAREE - and - on Act arves, 20 wildiie |
HAEYEREEE "‘I/ﬁ? = ZH SR IR AL 2 B 7 7R B e Sanctuaries Heritage Preservation Act nature reserves, 20 wildlife refuges, 37 important
REZE > THEHY 20 EFLEIMGFEER ITEFLEBVEEEZR and “Wildlife Conservation wildlife habitats, and 6 protected areas.
fRe&IE FRIL ° IRIET 6 lEEARER o Act”.
Developed and established ' :
" _ D N Other by related administration There were a]so tourist areas for the public, such
HERAE SR s HEDRAKIRLZBELERE > NKREEEXE Tourist agencies, local governments, 25 tourist agricultural areas, recreation farms, large
BRREMMEEE o WS ARAE  RE K BRES - Areas or nongovernmental " parks, fruit orchards, dairy farms, and amusement

organizations.

parks.
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II. Key Points of Tourism Resource Planning, Establishment, and Management

To establish quality brand image, the Tourism Bureau planned on “Cross-field Spotlights and
Value-Adding Mid-Term Plan (2015 - 2018)" approved by Executive Yuan on August 19, 2015 for the
integration of feature commaodities across Taiwan.

(I) Cross-field Spotlight Project

Five major goals for the projects have been set as follows: Resource integration, feature
creation, overall marketing, and value added by cross-field integration and equal progress made
in quantity and quality. They are expected to assist local governments to develop special and
only recreation spotlight that connected all the related tourism industries to create more value.
Considering the need of foreign tourists, local governments should lay stress on the maintenance
of the existing facilities and tourist attractions to build international tourism environments to attract
tourists around the world.

The 1st phase of the grant was for total 16 local administrations applied for this project. The
Tourism Bureau invited professional consultant to hold the second phase selection committee. The
6 projects the Tourism Bureau chose are Yunlin County, Miaoli County, Hsinchu City, Chiayi County,
Taoyuan City, and Changhua County. The 6 projects were approved by the end of 2015, and the
budgets of these projects are “Taoyuan City, Shimen Reservoir Dahan River Cross-field Spotlight”,
“Hsinchu City, Hsinchu 1916 Park”, “Miaoli County, Old Mountain Line Railway”, “Changhua County,
Qingshui Forest. The Happiness of south east corner”, “Yunlin County, Travel in Yunlin”, “Chiayi
County, Suspension Bridge, Tea Ceremony, and Meishan Inn”. The Tourist Bureau will assist the 6
local administrations to implement the Cross-field spotlight projects.

(IT) Value-added Tourism Spots Project

The development zone is divided into north, central, south, east and offshore islands.
Subsidies were provided to local governments to enhance characteristic values to existing
recreational spots. It is expected to strengthen the link between construction and local features,
with overall tourism recreational facilities and service level enhancement through the continuous
investment and construction and upgrades.

In 2016, 106 projects throughout 21 county and city government were granted, including:
Shifeng Designated Scenic Area tourism facility remodel, Yuanshan water kids village overall tourism
development remodel program, Daxi Zhongzheng Park and its peripheral area cliff trail, the Xinju
County Hongmao Port recreation area surrounding improvement, Zhuolan Town (complete)
recreational landscape engineering improvement, Taizhong City Daan District Marina Corridor
tourism environment construction, Zhanghua County Ershui station surrounding attractions, Nantou
County Shanpingding and Jiazouliao recreation project, Jiayi Southern Branch of the National Palace
Museum tourism town project phase 4, 2016 Kaohsiung Gangshan Eye peripheral surrounding
renovation, Pindong Hengchun Houdongshan and Chiniuling scenic trail, Taidong County Jinzun
surfing zone facility upgrade project, KinmenCounty Lieyu Xiang military experience park renovation,
Matsu religious park blessing trail renovation and others. Tourism recreational attractions based on
each region's features are enhanced through the effort of the governments and the local authorities.

III. Encouraged Private Investment in Tourism

Through the completion of “Beimen tourism themed dining and recreational experience park
construction and operation transfer project”, “Dawoxi Spot (Spot 08) service facility operation transfer
project, Beigan, Lianjiang County” and “Eighteen Arhats Mountain Service Area Civil participating
operation transfer project” in 2016, the bonds between the Tourism Bureau and private businesses
have been created through the 2016 Investment Solicitation Convention. They are expected to
encourage the cooperation between National Scenic Area Administrations and private businesses
for promoting the development of the tourism industry.
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Northeast and Yilan Coast National Scenic Area
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2016 FREERDBEITE
2016 Fulong International Sand

fEfEte BITRE R BRI
Cycle paths and ancillary facility constructions of
Sculpting Arts Festiva Fulong area

Section 2 Construction and Management of National Scenic

Areas (NSAs)

(I) Northeast and Yilan Coast National Scenic Area http://www.necoast-nsa.gov.tw

Northeast and Yilan Coast National Scenic Area features the richness of coastal scenery,
estuary landscapes and cultural attractions. The construction plan for the Northeast and Yilan
Coast National Scenic Area under the “Mid-term Plan for the Construction of Major Scenic
Sites (2016 - 2019)" is ongoing and expected to add an international glamour to this area. The
major achievements are as follows:

1 . Planning and Construction
(1) International Tourist Attractions

A. Improvement Projects of the Service Facilities in Waiao and Yilan Coastal Recreation
Areas: The construction project (the second phase) of Zhuangwei Tourism Area and its
neighboring area. (The progress was 74% in 2016).

B. Three improvements in Yanliao and Fulong Recreation Areas: Fulong area cycling
trail and affiliated facility engineering, Longmen Camping barrier-free zone & route
improvement, visitor center four languages translation improvement.

(2) Major National Tourist Attractions

A. 4 constructions including Daliwaiao recreation area peripheral service facility:
Taoyuangu trail and kiosk renovations, Waiao seawall additional shades construction,
Dakeng lookout and the facility renovation of the parking lot of No.9 Cafe at the
Beach, Guishan Island pier dredging.

B. Bitoulongdong recreation area peripheral service facility: Longdong Siji Bay yacht
harbor electricity facility repair, Longdong Siji Bay land area renovation work,
Longdong Siji Bay floating pier repair from Typhoon Soudelor.

(3) Entire area and facility Renovation
All kiosk renovation, marks and signs in Specific Areas, recreational facility
maintenance, planting maintenance.

2 . Operations and Management
(1) 2016 “I-Center travel service quality enhancement project” awarded 1st place in Level 3.

(2) “Taiwan Trip-Huangjin Fulong Line” covers 11 attractions. Maocongcong designed
infused bus stops. 4 travel ticket sets in Chinese, English, Japanese, Korean language.
B&B and farmers joining Korea and Malaysia international travel fair. It was awarded
the 1st place in implementation unit on “2016 Taiwan Trip Attractions Shuttle Bus
Service, Tourism Service Management and Service Quality Optimization Inspection”.

(3) Advocacy of Water Activities Improvement

A. Water recreation activity safety patrol enhancement: water safety patrol in pier and
seashore recreation area, Neipi and Yongzhen sea area seashore patrol, Fulong
Dongxing Temple front water area holiday patrol. The safety rock fishing and
inspection of safety sea fishing for 228 times, delivered 360 foldouts, exhorted
travelers to take care of safety for 1,471 times, and gave 7 tickets.

B. “Seminar for the addition of Statute for the Development of Tourism/Act for the
Development of Tourism & the regulation amendment of water area recreational
activities” implementation.
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Selected among “2016 Green Destinations 2016 Fulong International Sand Sculpting Arts
Top 100" Festival

(4) Environment Maintenance

A. Cleaning and maintenance fee applies on the entry of Guishan Island. Started on July
1st, so far until November 30, total 51,863 tourists and 4,624,100 NTD charged.

B. 82 beach cleaning events with 10,978 participants. Less litters for healthier marine
lives.

C. Extending cleaning area for better quality: to enhance the cleanness of the
management area, Tai 2 Line is included into cleaning responsibility.

3 . Advertising and Promotion

(1) Selected among “2016 Green Destinations Top 100". Award received at Ljubljana, the
capital of Slovenija, on 9/28 the Green Tourism Day.

(2) The 6 major tourism activities had drew 45 thousands visitors. A total of 4.65 million
visitors participated these events in 2016. Estimated 50,000 tourists participated in “2016
Watching Daybreak on the Northeast Coast”, “Cape San Diego Lighthouse Hiking”,
“Cycling along the East Coast” and “Ling Jiou Mountain Blessing for New Year. Estimated
5,000 tourists participated in “Longdong Four Seasons Bay Yacht Festival. The second
hand boat fair, Sea Dragon and other 7 events had drawn 5 thousand viewers. In 2016,
the “Fulong International Sand Sculpting Arts Festival” chose golden sand honor as the
festival theme. The project included beach trestle expansion to better accommodate
all types of tourists, including the seniors. It has attracted 102 news reports, 200,871
tourists and 30 million revenues. The “Light Up Taiwan” event covers the east, west,
south and north Taiwan tourism resource which encourages in-depth travel. The
project gathered North Coast and Guanyinshan National Scenic Area, Southwest
Coast National Scenic Area Administration, and Kenting National Park Administration,
44 stores issuing 5,000 “Light Up Taiwan Passport” and “Light Up Taiwan Tour Route”
brochures. It estimated to produce 56 million NTD tourism revenues. The “2016 Cycle
Along the Northeast Coast-Ride to Zhuangwei” riding event reached for the promotion
of Zhuangwei local industry. A total of 80,500 tourists participated in the “2015 Caoling
Historic Trail and Silver Grass Festival” which in accordance with the opening of Silver
Grass bio-dome.

4 . Future Development

(1) Smart technology
Tourism website integration: to improve website data security, the Guishan Island
website was incorporated into Northeast Coast portal site. Through the integration, it
allows a simplified maintenance operation and a more user-friendly platform.
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(D) R EEEXRESRE http://www.eastcoast-nsa.gov.tw
East Coast National Scenic Area
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Promote the seminar of the certification
of Muslim-Friendly restaurants
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Improve the disabled access roads and service
facilities of Shiauyeliou

(2) Market Development
Followed the New Southbound policy, the “Muslim-friendly dining experience
course” promotion.

(3) Local Services
New attraction in Yilan, preparation for the opening of Zhuangwei Tourism Area,
the promotion of the utilization of 7 deserted offices along Old Caoling Circle-Line,
overall planning and utilization of Guishan Island, improvement on universal trail
of Fulong International Sand Sculpture event, on Longdong Diving Service Area, on
Longdong Four Seasons Bay, on Yanliao ;
Park and on Longmen camping area
universal trail and public restroom.

(4) Sustainable tourism promotion
Assistance on promoting community
ecology tourism and support for GSTC
(Global Sustainable Tourism Council)
to implement Eco-certification study
course”.

The abundant tourism resource |ncIud|ng
ocean, mountains and isles in the East Coast National
Scenic Area is formed with unique geography and
hundreds and thousands of bio creatures. Plus the pre-
historic ruins and Amis culture, it is worth visiting all
year round. The results of continued implementation
of key tasks in line with the “East Coast National Scenic
Area Development Plan” in 2016 under the “Mid-term
Plan for the Construction of Major Scenic Sites (2016 -
2019)" were as follows:

1 . Planning and Construction

(1) Initial Planning

As for the future landscape planning
and sustainable tourism development, the
initial planning focuses on the completion of
participatory project of the completeness and
sustainability of East Coast tourism landscape,
Basic ecological survey on water, land, whale
and dolphin,

(2) Public Works

A. International tourism (Ludao System, Xiaoyeliu/Dulan System, Chenggong/Sanxiantai
System) key attraction construction. The completion of Ludao Chaikou diving area
public toilets improvement; the barrier-free trail and environment friendly facility
enhancement at Xiaoyeliu, Jialulan rest area, Sanxiantai, Dongheqiao rest area,
Shiyusan rest area; Tai 11 Route “Water running up”, Dulichu base, Diligence Police
Station, Chenggong City area, Jie Bridge and Ningpu and Bicycle station environment
friendly facility enhancement at Baxiandong; Chenggong Sea Coast Park environment
improvement, Jingang Mountain circle driveway landscape and facility improvement.

B. Domestic Tourism (Shiti/ Xiuguluan River) key attraction construction, the completion
of Tai 11 Route Shiti section cycling stop enhancement, Changhong Bridge recreation
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More diversified and flexible “Mobile Environmental education and geopark
travel service” implementation

area environment friendly service facility improvement, humanity public toilet
improvement in Beihui rest area, the Tropic of Cancer-Jingpu Bicycle station peripheral
environment enhancement, Shitiping humanity public toilet improvement (phase 1).

C. Local tourism (Jigi/Yanliao system) Key attraction construction. The completion of
camping zone service and facility, peripheral improvement, parking lot enhancement
and environment friendly design in Jigi recreation area. Xinshe tribe trail introduction
and environment friendly improvement.

D. 37 constructions completed in 2016. Recreation facilities and tourism service quality
enhanced.

2 . Operation and Management
(1) Improvement of Service Quality

A. Placed the second in the 2016 Traffic Department Quality Service Award, and the 9th
Government Quality Service Award.

B. Information stop service implemented in 14 institutes including Qielan security
inspection station and Jialulan tribe market and private corporations. By providing a
space, the 9 service covers from tourism advices, walking map, the water fountains,
basic medical service, tourism foldouts, cellphone charging service, free internet
service to bicycle tire inflation and basic repair.

C. Mobile service of more diversity and accessibility. During the most popular hours on
the top 3 visited routes (from Xiaoyeliu Visitor Center to Jialulan recreation area, Duli
Visitor Center park, Shitiping
recreation), 6 mobile services
including tourism advice,
basic medical service, tourism
foldouts, free Wi-Fi and hand
phone charge service are
provided through bicycles.

D. The implementation of tribe
tourism information stop
reformation model project. The
completion of Nanzhu Lake
tribe grocery shop reformation.

(2) Environmental education and
geo park implementation:
The completion of Xiaoyeliu ' : 3
environmental education facility certlflcatlon and the establlshment of Xiaoyeliu
Geopark. Chenggong Marine Environment Classroom as the base for marine ecology
tourism implementation.

(3) The promotion of the safety and insurance on land field, water field. Water, first aid
training and earthquake resistance evaluation.

(4) Administration cost down plus better self-liquidation ratio on property management
entrustment: 56 stores and shops, 3 camping areas, 3 life market land (Jialulan, Water
Running Up, and the Tropic of Cancer), Jigi Coast Recreation area and Xipulan Visitor
Center.

(5) The establishment of compliance management mechanism of “private participation
in renovation and operation project for Ludao Zhaori Hot Spring, Zhaori Visitor
Information Center and camping area”.
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3 . Advertising and Promotion

(1) Establish 4 theme tourism brands of tribe, sports, art and ecology. Make East Coast a
destination full of surprises and numerous experiences.

A. Tribe Tourism: with “Gadomayang loves dancing”, “Tribe working holiday”, “Huadong
Guardian” and “I Heart Cycling and Sailing”, the Tourism Bureau implemented “The
Industrial Alliance of Indigenous Tribal Tours on East Coast” operation. Through travel
agencies’ tours, the tribe featured culture tourism is presented to the travelers by
shuttles and bicycles.

B. Sports Tourism: the Tourism Bureau has planned “East Coast International Cycling
Self-Challenge Race and Excursion”, “Changbing Double Waves Marathon”, “Xiuguluan
River Rafting Trithlon” 3 events on the basis of East Coast natural environment
and recreational resources. The superior cycling environment is suitable for sports
tourism. With peripheral tourism industry, it can be a sports LOHAS paradise.

C. Art Tourism: the goal is to establish the Left Pacific coast Art Gallery. With art creation,
fixed location performance, handmade markets, the connections of art studio and
artists, music and picnic, under a natural background of Pacific Ocean, the East Coast
has its own artistic culture.

"

D. Ecology Tourism: 4 projects including guided ecology tours “Night Travel to Xiaoyehliu
and “A Tour of the Fishing Village in Chengong”, “Ludao Ecological Low Carbon
Tour Promotion” and “Chenggong Marine Environment Promotion” are created to
contribute a sustainable East Coast tourism. By the establishment of ecology tourism
promotion, environmental education, public participation and relevant mechanics, the
Tourism Bureau continues to promote East Coast sustainable development.

(2) The websites, Facebook Fan Page and East Coast App news publish local features,
updates, and online events to keep in touch with the tourists. Total 935 info and news
published in 2016, with 33,834 fans on Facebook and the App has kept an average of 4
stars and above reviews.

(3) The 30th Hong Kong Travel Fair during 6/15-19, 2016 under the collaboration
with Tourism Bureau Hong Kong Office; Singapore Fall Travel Fair during 8/19-21.
Meanwhile, Tourism promotion events on Hong Kong Infinity Travel Services, TW365,
Ezfly, ego and KKday.

4 . Future Development

(1) Preserve nature and human resources in the East Coast and Green Island to promote
sustainable tourism.

(2) Actively promote the 4 tourism brands: Tribe, Sports, Art and Ecology to build the East
Coast and Ludao into a LOHAS tourism destination.

(3) Encourage private sectors to invest tourism industry, which will increase the local job
opportunities and flourish local economy.

FIEHETAEAZIR AR HEEHHTE
Xiuguluan River Rafting Trithlon Land art festival
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Improve the cycle paths and service Life saving drill for enhancing the safety of the water
facilities of Yufu of Liyutan

(ITII) East Rift Valley National Scenic Area http://www.erv-nsa.gov.tw

The East Rift Valley is a narrow valley flanked by the Central Mountain Range to the west
and the Coastal Mountain Range to the east. Being the largest national scenic area, the area
covers 15 administrative districts of 138 thousand hectares. This is where the Eurasian and
the Philippine tectonic plates collide. Abundant natural landscapes and a variety of indigenous
cultures are main tourism resources. In 2016 under the “Mid-term Plan for the Construction of
Major Scenic Sites (2016- 2019)". The major progress are as follows:

1 . Planning and Construction

(1) International and national attractions and aboriginal constructions
Carried out improvements of public facilities and surrounding in Liyutan Scenic
Area, Liushi Stone Mountain, Luye Longtian, aboriginals in Hualian and Taidong.
Enhance the quality of the area attractions and recreational environment, improve
recreational function.

(2) An barrier-free scenic area and tourism friendly environment
Enhance barrier-free ffacilities (parking lot, trail, waterfront trail) at the south of
Liyutan. Ruisui Hot spring barrier-free trail. The peripheral public service facility and
greenery are enhanced for a tourism friendly destination.

(3) Improve “Eastern Taiwan Bikeway Network”
Liyutan East bike lane, Fenglin and Guangfu area bike lane, Ruisui bike lane,
Yufu bike lane, Chishangmuye bike lane, and Luye Longtian bike lane, the facility
enhancement allows the safety and accessibility to the cyclists.

C

Beginning phase planning

The East Rift Valley tour area landscape and service planning, Liyutan public facility
(evaluation for the feasibility of Lake North shopping mall complex BOT, waterfront trail,
on-water bike lane, barrier-free facility, Lake West Pier and Management and Visitor
Center) planning, Fenglin (Cittaslow International) cittaslow park (including North and
South image view, recreational environment and greenery) overall planning, change for
Fenglin recreation area development project, overall creation and design for Mataian
barrier-free space, overall development plan for Chileshan tourism, Beinan Visitor
Center and Liji information station traveler service facility improvement plan together
with re-development evaluation for Linrong recreation area and Luntian recreation
area.

2 . Operation and Management

(1) Risk management of dangerous areas
Reinforcement on facility improvement for potential dangerous area within
the territory, enhance patrol frequency; reinforcement of control and patrol by the
establishment of warning signs and barriers for the water field of Liyutan scenic area,
Luye Longtian area, Lijiedi, Osaka incident monument, Liukou Hotspring and Tianlong
bridge.

(2) Recreation safety management

A. Continue on Liyutan boat
riding safety management:
establish riding SOP, patrol
and report mechanics, water
safety on shift patrol, monitors
installation, contingency plan
training from time to time.

B. Fly field safety management:
study and discuss on non-
powered flying sports industry
development strategy for
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2016 PGAWC Taiwan station 2016 Dragon Boat Festival

tourism purpose between government and private units, land use change, joint
inspection under Taidong County government’s request, facilitate the sustainability
of the business operation. Application and approval requested before the exercise,
report on arrival and departure on the day of the exercise, patrol rounds to ensure full
report.

(3) Recreational facility utilization
To make reuse of the recreational facility in the territory, areas including BOTs of
Linrong rest area, Liyutan camping area, Fenghuang Village, Luntian recreation area,
and the Liyutan shops, Luyegaotai grass gliding field, Chishang rest area, shops in the
Luoshan Tourist Center are transferred for rent and operation under contract.

(4) Environmental education facility certification
In December 2016, Liyutan Scenic Area environmental education field has obtained
the certificate and is on the direction of sustainable operation and development for the
cultivation of environment learning social education.

(5) Strengthened management effectiveness on information system
In 2016 the function revision of the “East Rift Valley National Scenic Area
Administration GIS” was complete and it has strengthened the database for
construction and facility basics. The system function accessibility, completeness and
management efficiency were upgraded through the revision.

(6) Sensible Service

A. Continue on promotion of tourism with service in visitor center, guides group by
group and events.

B. Tourist center includes postcard delivery, fax reception, on-call taxi, baby carriages,
hand cycles, wheelchairs, and mosquito repellent for borrow, other service such as car
charger, hand phone charger, bicycle pump, etc.

3 . Advertising and Promotion
(1) Marketing Events with Various Themes

A. Host of large-scale events such as “Liyutan Ecology Tour for Butterfly and Firefly
Watching”, “Taiwan Fun on the Tropic of Cancer Treasure Hunting”, “2016 Taiwan
Cycling Festival”, “2016 Taiwan Hotspring-The East Rift Valley Hotspring Gourmet
Carnival”, “2016 PGAWC Taiwan station”, exclusive website setup, media press, media
and bloggers' visits, promotion through websites and fan page, regional industry
collaboration.

B. Hualian County government, Taidong County government and local private sections
co-host on “Huilan International Triathlon”, “Pacific Lantern Festival”, “2016 Dragon
Boat Festival” and “International Balloon Festival”.

2016 Taiwan Internatlonal Balloon
Festival
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Tribal package tour promotion

(2) Convenient Travel
“Taiwan Tourist Shuttle - East Rift Valley” to provide seamless travel transportation
and convenient travel experience.

(3) Indigenous Tribal Tours
The East Rift Valley tribal tourism project. Overall planning and guidance for
potential tribal tour development. With strategy, integrated marketing, itinerary
planning, trainings and local consultation, the project aims at international visitors,
in-depth tourism, and localized industry development. The East Rift Valley tribal tour
encourages independent economy development and provides motives for tribal youth
to return to hometown for work.

4 . Future Development

(1) In light of the theme of developing “water recreational activities in Liyutang and air
activities in the East Rift Valley”, will build a diverse tourist resort with recreational land,
water and air activities at international level.

(2) With the combination of geology, landscape, ecotourism, the development wishes
to install bicycles and other green transportation policy. Through a low carbon
environment friendly tourism, the development seeks for a balance between tourism
and environment protection, and teaches sustainability tourism.

(3) Continues improvement on barrier-free tour space, a wheelchair/seniors friendly
tourism environment.

(4) Introduction the concept of Smart Tourism. With virtual reality, augmented reality and
other modern technology, the service unites Internet, Facebook, official website and
LINE, provides effective and efficient responses to tourists needs.

(IV) Penghu National Scenic Area http://www.penghu-nsa.gov.tw

The Penghu Archipelago is rich in ocean resources and basalt geology, ancient cultural
sites, and traditional folk culture resources. It can serve as a model for the promotion of water
activities and maritime ecotourism. In 2016, the results of the “Penghu National Scenic Areas
Development Plan” under the “Mid-term Plan for the Construction of Major Scenic Sites (2016
-2019)" were as follows:

1 . Planning and Construction

(1) Developing New Tourist Attractions
The Tropic of Cancer Zhuiri Boulevard on Hujingyu is built on the location where
the Tropic of Cancer passes. The scenic image is decorated with cultural relief from
different countries, together with the 16 countries which Tropic of Cancer passes were
marked with their maps, flags and names.

(2) Makeovers for Tourist Attractions

A. To enhance the service, the Tourism Bureau has added new wooden trestle and
barrier-free path between Aimen to Lintou Park trail. New trail for Xiyu Danyaobenku,
safety facility for Caiyuan bike lane, Yuanbeiyu Isle tour trail and kiosk renovation,
Qimei Shuangxinshihhu trail improvement, Beiliaokuibishan recreational trail
improvement, the parking space and stairs improvement in popular spots including
Xiyuxitai Visitor Center, Large Pond and Small Pond, all recreational spots on Xiyu and
Dashilongcheng Scenic Area.

B. Grass land and environment maintenance for Caiyuan recreation area, Xiyuxitai Visitor
Center, Beiliaokuibishan Geopark and Guoye Park to provide a better greenery and
updated scenic view.
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Penghu Isle to Isle cyclist Beiliao recreation area and coast area

b

3.

(3) Tourism Friendly Environment

A. Jibeishawei facility improvement (Phase 1). New establishment of multifunctional
public toilets, one building of changing room, outdoor pavement and shower area,
semi-outdoor platform for rent, tourist recreational service facility.

B. Overall repair of floating pier, bridge renovation, wharf pavement, kiosk, waiting area
roof repair and the addition of warning sign.

C. Wang-an Green Turtle Tourism and Conservation decoration lighting improvement,
kiosk infrastructure and shades.

2 . Operation and Management

(1) Environmental Improvement Plan
Environmental clean-up announcement activities at “Houliao Coast” and “Beiliao
recreation area and coast area”. Around 400 participants and 11.9 tons of litters
cleaned.

(2) Operation and Management
“2016 Snorkeling Instructor Study Course”, Jet Skiing Safety Training, 2016
Lifeguard Training, certification for swimming pool lifequard and open waters. “2016
CPR+AED training”. 11 visitor centers obtained the certificate of AED. “Emergency
and first aid program planners training” and “Frontline medical staff training”. 2016
firefighting team buildup and training course.

(3) Promoted Private Investment
7 locations leased and signed contract with individual lessee. A total rent of 2,249,831
NTD received. The 7 locations are Beiliao tourism information service facility, Qitou
floating pier boat parking spaces, Qitou Visitor Center yacht counter, Wang'an tiantai
shan scenic area kiosk shops, Qimeiren grave recreational service stalls, Qimei shuangxin
stone recreational service stalls and Qimei dashilongcheng recreation area stalls.

3 . Advertising and Promotion

(1) Isle toisle cycling
The “2016 Penghu Cycling Season” focused on bicycle delivery service. Free bike
delivery service for professional cyclists. Total 14 groups, 382 users in 2016. The “Penghu
Isle to Isle cyclist” was joined by 38 cyclists who overcame the difficulty on the weather
and the transportation means and made it to the Jibei Isle. The “2016 Penghu Lantern
Festival Qiqui Ceremony” has prepared Green Turtle dolls and turtle shaped offerings
as souvenirs for the event.

(2) Seasonal Promotion
The “2016 Taiwan Fun on the Tropic of Cancer” music concert was joined by 400
audience. In the fall, a food carnival was set off to the closing ceremony of the wharf
with projection mapping. Traditional temples were highlighted by the lighting effect.
Through a Shigandang searching activity it promoted the off season tourism in Penghu.

(3) International Promotion on Penghu
“Taiwan’s Penghu Islands”, a TV program produced by Joseph Rosendo's
Travelscope, PBS and Taiwan Tourism Bureau. The Emmy Award winner Joseph

KEEREEHZEHE
Jet Skiing Safety Training
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(3) BIREFENZE
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(F) EHERESE http://www.matsu-nsa.gov.tw/
Matsu National Scenic Area
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EE SRR
American production team films Penghu

Rosendo as the host of the show brought the North Americans to the Lonely Planet
recommended island “Penghu”. The show was on air in December, 2016 in the US and
Canada.

(4) China Communication Reinforcement R
Delegation from Wenzhou City TR

ARLRLLLERLE

and others, exchange forum with
Penghu tourism industry, assist Penghu
tourism industries for the journey to
Fuzhou on participation of 18th Cross-
straits Fair for Economy and Trade
and introduction. In addition, Penghu
Investment Strategy for Business
Development has sent a team to the
13th CISMEF.

Promotion of barrier-free tourism

Conducted “Penghu National Scenic Area Barrier-free Tourism Environmental
Investigation Analysis and planning implementation of Counseling and training” case
and on October 17 organized a Barrier - free tourism environment design discussion.

—
Ul
-

4 . Future Development
Based on the concept of “best service is the best marketing”, Penghu National Scenic
Area Administration has drew up promotional aspects including: Penghu tourism season
extension, diverse market and tourism commaodity development, relevant industry alliance
and administrative resource integration, marketing and in-depth tourism promotion and
enhancement, and tourism professionals quality improvement and tourism service system
update.

With the above projects, Penghu continues to shine with its scenic view. The friendly
service provides the natural isle for vacation with international level tourism development.

(V) Matsu National Scenic Area http://www.Matsu-nsa.gov.tw

This Scenic Area covers all shore and parts of offshore territory of the Matsu Islands
with a total of 25,052 hectares (onshore area: 2,952 hectares, and offshore area: 22,100
hectares.) The Matsu National Scenic Area Administration was founded on November 26, 1999
for the purpose of managing development, construction and administration. Implementation
of the “Matsu National Scenic Area Development Plan” in accordance with the “Mid-term Plan
for the Construction of Major Scenic Sites (2016 - 2019)". The major results are as follows:

1 . Planning and Construction

(1) Beigan section landscape planning
The resources of Beigan, Daqiu, Liangdao and Gaodengdao were integrated
in response to the simplification of military force. The released spaces have been
transformed into recreational purpose to become one of the many attractions.

(2) Dongyin recreational facility improvement
Dongyin Visitor Center service enhancement. Improving light meal, local specials.
Improvement and renovation in the following locations: Andongkengdao, Yixiantian,
Guozhibeijiang, Dongyin Team History Museum, Dongyin Lighthouse Trail, recreation
area and peripheral routes. The results have enhanced the safety and coziness of the
tourists.

(3) Juguang recreational facility improvement
Theme decoration in Juguang Shanhaiyijia. The reviving of military governed
intelligence agent working spot. Entrustment on private organized hotel operation for
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Jinsha Settlement Reservation in Nagan Countryside Jinsha Point of Lianjiang County

Nangan

local economy boost. Reformation of partial Dongju Visitor Center into scenic dining
area. The operation will be entrusted to private organization for diverse service and
longer visits.

(4) Nangan environment facility improvement
The Spot 86 access routes and side slopes improvement. Reapplication of access
route to Tongmen from coast area to Renai Village plus 3 additional scenic blocks.
Matsu religious culture park entrance construction to suit diverse visitors.

(5) Beigan recreational facility improvement
Upon the completion of Beigan Visitor Center, it provides visitors with tourism
information, dining, shopping, scenic view and other thoughtful service to suit diverse
needs. The improvement and operation entrustment of recreational locations including
Dawoshan, Nigushan and Banli Mansion working area to local sections. It is expected
to draw artists and private association as a station as well as tourists' visits.

(6) Subsidy project of improvements to featured buildings in Matsu area

The expenditures of renovations were subsidized in accordance with related
regulations. Renovations to 25 buildings in the Qinbi Settlement Reservation in Beigan,
20 buildings in Jinsha Settlement Reservation in Nangan, and 16 buildings in Fuzheng
Settlement Reservation in Juguang were completed. In order to activate local tourism
industry, applicants who had finished improvement work were encouraged to operate
featured home stays, restaurants, special product shops, or provide places for the
community development association.

2 . Operation and Management
(1) Revive and reuse idle military bases for local tourism industry.

A. The completion of the report of The Transfer of Juguan Xiang Shanhaiyijia, Lianjiang
County”, “The Transfer of Siwei Village Spot Service Facility Operation, Nangan
Xiang (Spot86), Lianjinag County” private investment project. Approval granted by
Traffic Department and is out for lease according to the Act for Promotion of Private
Participation in Infrastructure Projects.

B. “The Transfer of Xiajinsha Spot Service
Facility Operation, Nangan Xiang
(Spot55), Lianjinag County” is under
operation on July 1st, 2016. The main
operation includes: accommodation,
dining, souvenir sales. Activities such as
tourism promotion, travel information
inquiry, art exhibition shall facilitate the
effective development and application on
public property. With the enhancement
of recreational service quality, the
introduction of public idea shall provide
motives for Matsu youth to return to
hometown for work. Photo 33. Xiajinsha
Spot Nangan Xiang, Lianjinag County

(2) Matsu Geopark operation
mans management promotion
Continues on in-depth geopark
school children's environmental education
exchange. The 3 Geopark schools, Yunlin
Caoling Elementary School, Tainan City
Beimen Elementary School and Kaohsiung
Jinshan Elementary School, have conducted — 5%3s= : e
visits to Matsu in 4/9-4/12. The tours were guided and introduced by local children on
the living environment and humanity culture. In 5/27-5/29, 9 junior and elementary
schools in Matsu had exchange visits to Taiwan. In 5/31-5/22, 10 Matsu community
personnel conducted a Geopark visit in Hong Kong to enhance the introduction,

E AR ERIFHEREIR
In-depth geopark school children's
environmental education exchange
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2016 £REEBE S LERE
2016 Seagull Watching & A View of Matsu from the Sea

explanation, tour planning, guide training on Geopark features. In 5/31-5/22, 10
Matsu community personnel conducted a Geopark visit in Hong Kong to enhance the
introduction, explanation, tour planning, guide training on Geopark features. 6/27-
28 the “International Tourism in Matsu Geopark” speech invited experts from France,
Germany and the Netherlands to share their methods on landscape conservation,
ecotourism, and broaden the internationality of Matsu staff. The completion of the first
draft for Matsu Geopark operation and management project". It focuses on regional
resource integration, 9 Geoparks across Matsu, core and buffer area draw-ups, the
4 key goals consultation and planning of landscape conservation, environmental
education, geo tour and community participation.

(3) In accordance with “I-Pa-Go”, the mobile services recently invented, patrols in scenic
attractions to ensure the safety of tourists. To accommodate for the cold weather in the
winter, warm water is supplied in each visitor center restrooms.

(4) In order to solve the problem of lack of manpower, the Tourism Bureau held volunteer
training in Taipei and Nangan and recruited 33 people in Matsu Administration.
Volunteer services were up to 37,845 times in 2016. Besides, National Normal
University, Chi Nan University and Ming Chuan University students have visited Matsu
through college strategic alliance and provided service by walking around.

(5) Area tourism safety measure reinforcement

A. Annual meeting for travel safety control in potentially dangerous scenic spots in Matsu
Area to spot potentially dangerous areas and develop measures to ensure travel
safety for tourists.

B. To enhance safety control for tourists and local people who engaged in coastal
activities, the Tourism Bureau collaborated with the Matsu Coast Guard to install a
light box for life vest rental service.

C. The Emergency Management Information Cloud drill with MOI. Reported the
information and emergency response plan through the LINE group and online report
system during holidays. In addition, the participation of annual drill Min'an 2 hosted
by local government and the military, “Taiwan Tourism Calendar - seagull watching”
by Matsu Scenic Area Administration, the two events are categorized as one of the
regular drills. Through the simulation and rehearsal of boats catching on fire, the
unit practices on the contingency and procedure for emergency and reinforce the
manpower utilization across departments.

(6) Map revision such as blue tears as background for Nangan (with warning phrase),
exclusive foldouts for seniors, 4 languages direction board of Chinese, English,
Japanese, and Korean, attractions description signboard updates for better and efficient
information for the tourists.

(7) The Facebook fan page “I-Pa-Go"” has exceeded 13,700 likes, compared to the 9,500 likes
at the end of 2015, the likes are 4,200 more and still growing.

3 . Advertising and Promotion

(1) The “Beihai Kengdao Night Blue Tear Watching” in 2016 was joined by 20,550 people,
4.84 times more compared to the 4,244 participants in 2015. The publicity has risen
greatly. The Blue Tear Music Concert at Nangan Beikengdao and Nangan Jieshou Hall
were joined by 1,200 people. Others including street performers combined with youth
tour on different isles’ visitor center. Joined by 2,250 people, the events of international
and domestic performers have enhanced the artistic image to Matsu.

(2) “2016 Seagull Watching & A View of Matsu from the Sea” was held from 6/22 to 8/31,
2016 co-hosted with Lianjiang County Tourism Bureau. The event was advertised on TV
and tourism media and total 91 cruises were joined by 1,104 visitors.

(3) To enhance regional tourism feature and to provide seniors friendly environment, in
2016 a micro movie made to describe a series of fine experiences suitable for seniors
was available on Facebook page with 60,000 views. In the future it will be also available
on YouTube Matsu Administration official channel.
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(R)IEBERBESLUERASRE http://www.northguan-nsa.gov.tw
North Coast and Guanyinshan National Scenic Area
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The Second Matsu International
Marathon

(4) To increase international publicity, in 6/15 to 6/19, 2016, the Tourism Bureau organized
a team of 20 traders from Matsu for promotion of Matsu tour in the 2016 Hong Kong
Travel Fair. Journalists from Hong Kong, China, South Korea, Japan, the US and Thailand
visited Matsu for local tourism. In 2016, international tourists hit 660 people and
tourists from China were over 20,000 people.

(5) Community-guided-small-group tour is an introduction to the in-depth battlefield style
life on the Lili isle. With local resources community feature tour, primary and process
industries workshop, promotional events, information broadcast through existing
channels, co-produce, co-exist and share, multiple development opportunities for
local tourism industry and employees, providing motives for local youth to return to
hometown for work, uniting Dongju residents, creating community based thinking,
secure job opportunities, sustainable economy development.

(6) November 5, 2016, the Second Matsu International Marathon took place in Nangan,
and has drawn many athletes from Hong Kong, Mainland China, America, Japan and
Africa. Total 1,600 athletes participated in the race.

4 . Future Development

(1) Create a high quality tourism environment and build Matsu as “International Island,
Happy Matsu”.

(2) Take advantage of the unique humane and natural resource to develop specialty
tourism and feature “Slow Movement” and “Ecology”. Develop geology tours, tern
watching tours, military history tours, downshifting Zen meditation tours, and religious
and cultural tours to build the international Special Tourism Resort Islands.

(3) Establish strategic alliance, supply high quality service network in all aspects to increase
the length of tourist visit.

(4) International key attractions construction. To better accommodate international
tourism needs, the Tourism Bureau has linked scalable attractions and expanded them
into a connected recreational system for international tourists.

(VI) North Coast and Guanyinshan National Scenic Area
http://www.northguan-nsa.gov.tw

The North Coast and Guanyinshan National Scenic Area has been constructed to
provide a “premium, ecological, safe, humanity, and friendly” travel environment which would
meet tourists' needs. Efforts were made to provide this area with various recreational facilities
as well as innovative and considerate services, and integrate the geological landscapes with
the natural ecology, humanity landscape, and coastal scenery. The Tourism Bureau aim at
establishing this area a recreational resort which will attract domestic and international tourist
to take a “downshifting, single-site, and in-depth” trip, instead of establishing a pass-through
area. In 2016, the Tourism Bureau, MOTC continued to implement the North Coast and
Guanyinshan section under the “Mid-term Plan for the Construction of Major Scenic Sites (2016-
2019)". Major achievements are as follows:

1 . Planning and Construction

(1) Qingren Lake's trail surrounding landscape improvement, International attractions
enhancement including Keelung Dawulun fort front parking lot peripheral area
improvement, Jinshan Shitoushan Trail and Wanli bike lane improvement, Baisha Bay
Visitor Center area and multimedia room improvement, improving recreational space
and quality.
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The North Coast water field cleaning
gathered

(2) National attractions enhancement including Shimen Coast Guard staff hall and

peripheral environment improvement, Guanyinshan Visitor Center building AB
improvement, North coast bike lane (Datianliao to Balianxi) improvement.

2 . Operation and Management

(1) Improved software and hardware facilities at recreation sites in order to create a

humanity-based, international, safe and friendly environment. These areas received
a total of 6.52 million visits in 2016, which is a 120.74% of annual target. Top visited
attraction being Yeliu Geopark, with 2.86 million visitors in 2016, about 44% of total

visitors.

(2) Tourism resource maintenance

A.

The 5th year of beach cleaning events joined by local government, communities,
schools and private corporations. In 2016 the mountain cleaning was opened for
application and more beach cleaning spots are opened as well. National schools and
corporations have registered online for 463 beach cleaning activities with total 27,602
people; 28 times mountain cleaning with 1,025 people.

. The North Coast water field cleaning gathered 200 volunteers with diving certificates

to clean Yeliu Haiwangxing Wharf.

. Hygiene and tidiness maintenance, the management of the safety and sanitation

in the recreational facilities. “Yeliu Geopark public restroom near ticket booth”
was selected golden quality of the 2016 New Taipei City public toilet “tourism and
recreational group”, the “Qingrenhu Park parking lot male restroom” and “Hoping
IslandGeopark male restroom” placed 1st and 2nd respectively in the 2016 “excellent
public restroom evaluation program under Keelung City supervision”.

. Encouraged public organizations, private organizations, and individuals to adopt and

manage recreational spots to develop local community consciousness through the
rental of facilities. The public burden of maintenance costs may also be eased and
local economy may also be activated.

. Improved parking spaces along Provincial Highway 2 and assisted private sectors to

maintain mobile service stations and appointed them the maintenance of landscape
to reduce the public sector’s expenditure for maintenance and management.

(3) Safety Maintenance

A.

B.

C.

D.

Established the contingency operations plan and communication network in
preparation for natural disasters and raised first-response capabilities. Safety
education announcement and training, installation of surveillance systems in
recreation spots to monitor status and ensure safety functionality. The Tourism
Bureau improved staff emergency response and professional skills through training
to achieve short, medium, and long-term goals for emergency response plans.

North Coast water safety and rescue program, the North Coast drowning prevention
network and the reinforcement of the safety of water leisure activity.

One of the main cause for rip current is caused by tides, and it is a frequent
phenomenon at Baisha Bay. A model created to demonstrate how a rip current is
formed helps the visitors to be familiar with the cause and its impact. People who
conduct water activities at Baisha Bay should avoid offshore current areas. The project
won 3rd place of “Innovation Prize" in the innovation idea contest.

Continues on universal design on tourism environment for better, safer, friendlier
tourism service.

(4) Recognizable Measures: Carried out the tour group volume management plan for the

Yeliu Geopark from March 1 to May 31, and from October 1 to November 30, 2016, to
stream tour group traffic and improve recreational quality.

(5) “Yeliu Geopark Intelligent Park Development Plan” has won the ITS Taiwan's “2016

Wisdom Transport Industry Innovation Award".
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Fugui Cape Creative Hiking activity The Night of Huhai Bay

3 . Advertising and Promotion

(1) In order to provide tourist complete travel information, the Tourism Bureau has
published the “Taiwan Tourist Shuttle - the Crown North Coast Line”, edit of the DVD
of Northguan National Scenic Area, the production of Keelung National Scenic Area's
introduction DVD and an exclusive illustration book for Guanyin Mountain.

(2) The implementation of “2016 The Promotional Plan for the North Coast and
Guanyinshan National Scenic Area” to establish the north coast as a destination for
domestic and international travelers and to maximize the value of the tourism industry.

(3) Continue the promotion of “Taiwan Tourist Shuttle - the Crown North Coast Line”. With
an addition of a new stop, the 14 tourist attraction stops from Tamshui MRT station
to Guihou Fishing Port are available with 5 featured combo ticket sets and electronic
tickets. The “Crown North Coast Line” is connected to the “Keelung Shuttle Bus East
Line”, which links from Keelung Station up to Ruifang Station and Northeast Scenic
Area, building a seamless service between different attractions. This measure not only
increased the foreign free independent travelers (FIT) but also connected Taiwantrip's
tourist shuttle routes.

(4) To promote North Coast as an attraction of happiness, the Tourism Bureau has
advertised events of “Wedding Photography Contest on the North Coast”, “2016 Hiking
and Extreme Point Lighthouse Trip”, “Community Eco Trip”, and “North Coast Ocean
Music Festival—The Night of Huhai Bay”. The earnings from the “The Night of Huhai
Bay"” event is donated completely to public benefit association. To promote evening
tourism, lightings and decorations are placed in the 7 locations of Sanzhi Qianshui Bay,
Shimen Baisha Bay, Xiayuankeng and wedding plaza, Jinshan Zhongshan Hall parking
lot, Yeliu Geopark entrance, and Keelung Huhai Bay.

(5) The implementation of “The North Coast Hot Spring and Culinary Carnival”, the “2016
Hawk-watching on Guanyinshan”, “2016 Shimen International Kite Festival”, and the
participation of “2016 Taiwan Culinary Promotion Campaign”.

(6) Create a new artistic spot in North
Coast. The Extreme blue point reused
the abandoned military base and invited
local artists to organize exhibitions and
to develop local brands. The publicity
for North Coast artistic creation is
elevated through peripheral tourism
attractions.

(7) Annual press conference, publish
event news through press releases
and media coverage. The press of the
area was invited to the seminars for the
presentation of tourism construction
achievement.

4 . Future Development

(1) Improve the Crown North Coast Line: the shape of the North Coast Scenic Area
resembles to a crown, and the Tourism Bureau will improve the landscape and
integrate scenic sights to be like the pearls and gems along Provincial Highway 2 to
transform the North Coast and Guanyinshan National Scenic Area into a crown-like
shining recreation spots.

(2) Lovers Lake, Huhai Bay, and Hoping Island had been announced as the scenic
attractions within the national scenic area in December 2014. With the enhanced spots
scenic view and service quality, the Tourism Bureau expect that the complete land and
sea traffic network will make Lovers Lake and Huhai Bay new attractions for North

e RREREEE IR
The North Coast Hot Spring and The most north blue point

Culinary Carnival
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Lion's Head Mountain Scenic Area Emei Lake Trail
Tourism Environment and Image Construction

RULiEZ SHETEETR
Lishan Maple Valley Secret Garden Story Wall
and Peripheral Attraction Extension Construction

Coast National Scenic Area.

(3) Year-round Travel: Improve the environment and landscape of the North Coast and
launch recreational activities based on different seasonal themes in order to make the
North Coast and Guanyinshan a year-round tourist area.

(4) International stage: Spend a lot of efforts to promote the Yeliu Geopark to join the
UNESCO Geopark network.

(5) Develop themed itineraries: Implement charity tourism, senior citizen travel, and
barrier-free travel and broaden the publicity of distinguished scenic spots to give
breadth and depth to tourist activities.

(VII) Tri-Mountain National Scenic Area  http://www.trimt-nsa.gov.tw

The Tri-Mountain National Scenic Area holds Lion’s Head Mountain, Lishan, and
Baguashan scenic areas. These areas contain a rich variety of alpine resources, century old
historic sites, as well as aborigine, Fujianese, and Hakka cultures. In 2016, “Tri-Mountain
National Scenic Area Development Plan” in accordance with the “Mid-term Plan for the
Construction of Major Scenic Sites (2016 - 2019)" produced the following major results:

1 . Planning and Construction

(1) In order to improve recreational facilities in the Lion's Head Mountain Scenic Area, the
Tourism Bureau has completed 4 constructions and projects: “Lion’s Head Mountain
Scenic Area Emei Lake Trail Tourism Environment and Image Construction”, “Lion's Head
Mountain Visitor Center Peripheral Trail Safety and Recreation Service Improvement”,
“Nanzhuang Hengpingbei Fish Watching Trail and Tribal Scenic View Improvement”
and “Sanwan Beipu Park Recreation Scenic Facility Improvement Construction Plan and
Design Entrustment”.

(2) To enhance the tourism environment of Lishan Scenic Area, public service facility
constructions are carried out including “Link Path Between Lishan Guesthouse and
Lanshenglou”, “Lishan Zhongzheng Road Parking Lot Recreation Scenic Facility
Improvement” and “Lishan Maple Valley Secret Garden Story Wall and Peripheral
Attraction Extension Construction”; to reform Lishan and provide the tourists with
diverse leisure activities, 7 public recreation facility plans, design and construction
proposals are carried out, including “Lishan Jesus Church Happiness Plaza
Construction”, “Lishan Scenic Area Mountain Tribe Ziteng Castle Image Construction”,
“Lishan New Jiayang Area Recreational Performing Plaza Improvement” and “Taichung
Heping District Characteristic Entrance Image Construction”.

(3) To build diverse recreational experiences
in Baguashan Scenic Area, the Tourism
Bureau has provided 6 quality recreation
facility construction proposals: “Ershui
Narrow Alley Trail Partial Re-route”,
“Zhanghua County Shetou Qingshui Stone
Bridge Reconstruction”, “Baguashan
Longding Ancient Path Yuyi Temple
Branch Line Improvement”, “Songboling
Recreation Area Qixing Zhendi Park
Recreation Facility Reviving Remodel”,
“Cingshuiyan Recreation Area Public
Restroom Construction” and “Baguashan
Scenic Area Bike Lane Friendly Sign Board Placement”

LEERBEBELETEE
Link Path Between Lishan Guesthouse
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Meet Aleurites Montana

2 . Operation and Management

(1) The 2016 Baguashan Scenic Area Sky Bridge Emergency Drill, Extreme Weather Monitor
System QPESUMS Application Course, AED+CPR Training and Frontline Personnel Fire
Fighting and Medical Assistance Drill.

(2) 2016 Environment cleaning activities around office to promote mosquito prevention.

(3) Traffic alleviation plans for tourist destinations on the Chinese New Year holidays, the
228 Memorial Holiday, the Tomb Sweeping Day, the Dragon Boat Festival, the Mid-
autumn Festival and the Double Tenth Day in 2016.

(4) The barrier-free service project for accommodation industry in Indigenous Tribal Tours
areain 2016.

(5) Environmental education: assisted “Alice’s Garden” to apply certification for
environmental education facility on February 5, 2016; the proposal by the end of
2016 of “Grey-faced Buzzard Exhibition Hall” environmental education facility location
certification, which is expected to obtain by the end of 2017.

(6) Professional security testing and joint patrols on 28 suspension bridges in the scenic
area to enhance travel safety.

(7) Private investments in public construction projects, rentals, and other projects in the
scenic spots. These projects produced a total revenue of 7.95 million NTD. The results
and benefits of each project were stated as follows:

A.The Lion's Head Mountain Scenic Area

(A) The “Nanzhuang Visitor Center Parking Lot OT Project” contributed NT$2,374,000 to
national revenue in 2016.

(B) The “Shitoushan Visitor Center café (Xiexin Teahouse) rental project” contributed
NT$141,000 to national revenue in 2016.

B. The Lishan Scenic Area: The “Lishan Guesthouse OT Project” contributed NT$4,164,166
to national revenue in 2016.

C. The Baguashan Scenic Area

(A) The “Fen Yuan Leisure and Health Park (Alice’s Garden) OT Project” contributed
NT$689,500 to national revenue in 2016.

(B) The “Houtanjing Recreation Area and Baguashan Ecology Visitor Center Cell Tower
Construction Project” contributed NT$583,000 to national revenue in 2016.

(8) The implementation on the supervision and inspection on the management and
maintenance in certain national scenic areas in 2016 and is placed 1st in “The 2016
supervision and inspection on the management and maintenance in certain national
scenic areas” by Tourism Bureau.

(9) Emergency squads and emergency notification system for Typhoon Nepartak, Meranti,
Malakas, Megi and Typhoon Aere in 2016.

(10) Consecutive AED certification obtained in Tri-Mountain Scenic Area Administration,
Lishan Cultural Artifacts Exhibition Hall and each visitor center, a total of 8 places.

3 . Tourism Advertising and Promotion

(1) Tourism Promotion Activities: events
to attract visitors to Tri-Mountain.
Highlight activities in each scenic area:
Lion's Head Mountain-"Meet Aleurites
Montana”, “the Happiness”; Lishan-
“Happiness Bus”, “Guguan Hot Spring”;
Baguashan-“Riding Tour”, “Bagua Eagle-
Watching"”. International tour routes
are promoted with the combination of

upgraded attractions.
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2016 Changhua Water Running Festival

A. The Lion's Head Mountain Scenic Area: “Trip Shishan Mountain Nanzhuang Line
Promotion”-"Yitong Trip” to promote Xinzhu and Miaoli tourist shuttle service of
Taiwan Trip. Joined with Nanzhuang authority and local association for the host of
“Nanzhuang Atayal Summer Concert”, “paSta‘ay Festival”, “Emei Lake Tour Running".

B. The Lishan Scenic Area: “Lishan New Year Flag raising ceremony”, “Lishan Happiness
Bus Traveling with Music”, “Guguan Dancing to the Celebration of Dragon Boat
Festival”, “Lishan Original Voice Style”, “Lishan Peach Exhibition and Sales with
Aboriginal Music Festival”, “Guguan Hot Spring”, “Guguan Summer- Salt Festival”,
“Persimmon and Pinus morrisonicola Hayata Event”, “Guguan Night Tour” and “Lishan
Heping Area Year End Tour Promotion”.

C. The Baguashan Scenic Area: The Tourism Bureau held the “Bagua Eagle-Watching”,
“Grey-faced Buzzard Watching in Nantou City”, “Baguashan Hiell Marathon”, “Bagua
Fun Beetles”, “Ershui Water Running Festival”, “Baguashan Merida Cup & Bike
Festival”, and “Shetou Textiles and Guava Festival in Changhua”.

(2) Promotion of Indigenous Tribal Tours: the Lion's Head and Lishan Aboriginal Tribe
Tourism Promotion” is based on the topic of aboriginal and has held several flagship
activities including “Saisiat & Atayal- Aboriginal Original”, “Lishan Original Voice Style”,
“Guguan Hot Spring”. The Saisiat paSta'ay Festival and Aboriginal Handcraft DIY
Workshop included, total 5 tribal tourism itineraries are provided to experience the
beauty of Aboriginal.

(3) Designed Promotional Materials: numerous publication in 2016 such as foldouts, Tri-
Mountain Notebook (Lishan Maple View), red envelops, classic photo authorization,
scenery post cards and multipurpose cards.

(4) Marketing for Local Culture and Creative Industry: with events like “Surveyors of the Sky
- Gray Faced Buzzard”, “Taiwan Tourist Shuttles”, “Lishan Happiness Bus”, the “Guguan
Hot Spring Tour”, and the “Indigenous Tribal Tours".

(5) Development for OhBear and the Promotional Activities: developed 9 OhBear related
products on the basis of local industry authorization in 2016. With 5% from the sales
as the revenue, 2% of it being royalty, 3% used in OhBear marketing or Public Interest
image promotion activity. In addition, the Tourism Bureau held Shetou Beetle Festival
with NISSAN to expand marketing benefit.

(6) Organized the 8 volunteer training. Encourage volunteers to come to “News writing and
Facebook and online marketing” training, etc.

(7) Followed Tourism Bureau and set up a mobile tourism service route in Nanzhuang
Visitor Center and Guguan Visitor Center.

(8) Promotion of Barrier-free Travel Environment: Full promotion on barrier-free tourism
friendly environment. In 2016 the completion of barrier-free tourism route and at least
25 barrier-free facility attraction improvement.

(9) Implemented Online Marketing: In 2016, the Tourism Bureau has continued to
maintain the tourism website and promoted activities through social networks to
provide services for tourism information such as online applications for guidance,
message boards, email of the senior officials, and the government information.

4 . Future Development
The Tourism Bureau will integrate Special Tourism resources and improve the facilities
and services in all scenic areas. The Tourism Bureau has implemented management and
maintenance to upgrade the quality of tourism service.

(1) The Lion's Head Mountain Scenic Area: The Tourism Bureau designed the travel
network centered on the Nanzhuang Visitor Information Center and connected the
cave temples along the Lion's Head Mountain and Historical Atayal and the Saisiat
culture. This network would unite diverse culture, refined Hakka gourmet food, and
high-quality B&Bto establish Lion’s Head Mountain as a cittaslow tourism city with
aboriginal tribe, culture, religion, and the beauty of Aleurites Montana.
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AEEAEIFR IS « REREE - ERH - WIEERFIRBRES R > ERIBWME S > &
& USRS ERRIER ) o

Q)RHURRE : EHRERRASERBREmERBEREKE > RRTE MA@z —
1956 MHIEE ) ~ TTH#EE1 K TLokah (T BLE M FM KA > FHESEHWL
AREUBWLER  EXRARB > UKRREZERRKLMNZIRDE S R EER » UHR 3
LR R@ITIERA [FHUREB=ERKILE -

B)NHLEARE : EEREEE - RRFLERER BTERREHARREEXSTIER
& HERMAERE - 217 BTEERPHRRBEHENRERN > RRFLUREHE RS
ERSER\IRTT AT E - FEITEN\INUEARE KA ERRIREE S BB KRRV R -
BEMA TN\ IRRHE 2 HEE8/ M IRTT) ©

(J\) BBEBEZXRASE http://www.sunmoonlake.gov.tw/
Sun Moon Lake National Scenic Area

HEEAERE—AME  HEAMMAI > LAMKNES X (ELH m

A1 B TERIE bl AxEh  £5KETE > BEASRE « ZHEEHNARBIER
PEEEERE o 105 EFEHE 'EEE X SHERDPIESTE (105-108 F) 1 IBET THABEXK
RAEE&ERXRAE > EETFERNT

1. REER

(1) EEBEREERRXEXRER
R BENMEBAERER - hE
FHIBEREE - MWERIRE
BOT RFBLEARMIES AT
MRS IRFHAREIE M

(2) FFECLEBERREARTS - BHEKk4t
BANFHFRERTIRR « ZCHEGM
REREE > AEBREEZER
WA SR EERR R ERRMZ
HEMEZE -

(3) FEERBRBAEDERS > 105 Fxp DKHEENREOBITEERETRR) » TER
EAARIARESABITEE -

(4) RERMEBEERALBBREREEIELE > LESEEELIBEE  TE2RE
SBENRBATEERES -

2 . REEE

(1) FEHESHH B EHE/MMEBBNCEEE > 105 FEME NER=5% - THBER) ~ T£8R
MR~ TARSR) ~ TRE=SR) ~ TREZE IR FEZE 815 7T HEZM T /KB »
HAEH 101 FERFESER 18 EIM » B HRIERGEENRER -

(2) »EBREHNERES > lTRERME - FRBER > 105 FRBRIEEHEER
FHEET 23 ©

Ait— B BT

Shuishe to Jiulongkou Bike Lane

105 FEIME SRS
2016 United launch ceremony of electric boats

(2) The Lishan Scenic Area: The Tourism Bureau improved the quality of facilities and
service, and established new attractions such as “The Maple Valley - 1956 Secret
Garden”, “Cherry Blossom Garden”, and “Lokah Camping Ground”. The Tourism Bureau
created special tourism attractions and to make Lishan Scenic Area features with high
mountain ecology, industry scenery, and romantic original mountain city. The Tourism
Bureau expects to build “Lishan Romantic Happy Aboriginal Mountain City” in the lively
mountain.

(3) The Baguashan Scenic Area: By connecting the ecology resource of grey-faced
buzzards, cycling events, and the tea industry, The Tourism Bureau has developed
this area to be a resort for eagle watching, hiking, and cycling in order to establish
“Baguashan, the Green Base for Sports and Travel”. In the future, it will be focused on
the topic of environmental education and workshop micro tour, continues to build the
sports leisure top choice combined with ecology environmental education and develop
it into a Baguashan environmental education and workshop micro tour.

(VIII) Sun Moon Lake National Scenic Area http://www.sunmoonlake.gov.tw

With a southern portion that resembles a crescent moon and a northern side that looks
like the disk of the sun, Sun Moon Lake is the largest lake in Taiwan. It is being developed
around two cores: The “Alpine Lake” and the “Thao Culture”. Combined with water and land
activities, it provides a high quality and diversified resort area. In 2016, work on the “Sun Moon
Lake National Scenic Area Development Plan” in accordance with the “Mid-term Plan for the
Construction of Major Scenic Sites (2016 - 2019)" produced the following major results:

1 . Planning and Construction

(1) In light of major national policies and the goal of sustainable development, the Tourism
Bureau continued to implement initial projects such as the overall outline plans,
renovations to the transportation environment, monitoring of the natural ecosystem,
and the BOT project of Xiangshan tourist hotel.

(2) Continue the improvement of facility and service in wharf including Shuishe right hand
side floating mat reconstruction, Xuanguang Pier facility and pier recreation space. The
Tourism Bureau also enhanced wharf management and the comfort and safety of the
ships.

(3) Continued to construct the separation system for pedestrians and vehicles. In 2016, the
completion of “Shuishe to Jiulongkou Bike Lane Construction”. The Tourism Bureau also
improved Shuili Bicycle Station and trail around the lake and established bikeway on the
north side of Sun Moon Lake.

(4) Improvement of the infrastructures and landscape in indigenous area including
renovation of retailing wall, flower stand and observation spot.

2 . Operation and Management

(1) The Tourism Bureau continued to
promote electric passenger ships in Sun
Moon Lake area. So far there are 18
electric boats marched to the goal of low-
carbon lake in Sun Moon Lake, including
the 7 new ones in 2016: “Huaien No. 3",
“Riyue Xingchen”, “Jinyinhu”, “Yueying”,
“Dazhuang No. 3", “Xiwang Zhi Xing 6", _ ¥ !
and “Xiwang Zhi Xing 8". T, 2

(2) In order to maintain the beautiful scenery at Sun Moon Lake, illegal buoyancy devices
were cleared up after cleaning up the illegal boathouses. The Tourism Bureau has also
completed the clearance of 23 idle floating mats around Lula Isle area in 2016.

4 28 |4=-
S

Sk

N4

/.

() TR R W

$92JN0Say wslino] jo yuswadeue pue juswdolanaq

‘%§$

155




RN

12
\w

MMMHELERHO | BB

VNIHD 40 DI79Nd3Y¥ ‘NYMIVL 9102 NSIYNOL NO L¥0d3Id TVNNNY

(3) The first National Scenic Area to have three electronic buses, charge station and
information station. The Tourism Bureau also released travel electronic packages to .
(3) & TEMRMRD: - S2ELIRBESBE B establish the “Low-carbon Travel, Smart Tourism” environment. Eﬁ
mESEPTESE BARRNEHE LT (4) “Innovation of Mobile Service Vehicle 2.0": Mobile service vehicles are used to check the A
#IEITEEL - %%.I?ﬂ%@%%]ﬂiﬁ trail and preserve the quality. The Tourism Bureau will keep promoting value-adding g
IWMEHE L - R BB RABEFHESAR service for holiday activities. =]
= D= ?ﬁmﬁﬁm—rﬁ)\ TERE bt 3 . Advertising and Promotion YR
BT H BRI (1) Provide the package tour route “One-day/ E’;ﬁ
il 2 . = two-day Thao aboriginal tribe tour” to
(4) THIRFBEEMSBIFELL 2.0: Eﬂéfﬁﬂﬁ M bring tourists to explore the charm of the §§
Z2HBREREERFME T > FEED Yidashao Tribe and the Bunun Tribe by B3
TERFEMER » TEESHEEE > 2l connecting tourism resources between o
S AR 4S L e W o the Yidashao Tribe and the Bunun Tribe. E—'
(2) To allow the seniors and the disabled EE
3.EBHE enjoy the happiness of travel, the Tourism
= = Bureau has promoted the low-carbon
[ e et AL s - , travel. Any tourist can ride electric tricycles
( 1 ) %H%Elﬁ /ET?%EB%B)§&1E¥£‘?EB$%§ ;%_Z&ﬁtﬁﬁ ’ TEFI':I‘:II_‘ rE'LE /E*EEBJ??EB_E}E N with tourism guide. The Tourism Bureau )
—RiE I EERERR 0 RERARBZIIERE] > HHREEZE—HRBERMXICES also promoted farm products developed e
by local farmers. o
(2) X TEE %35 158 ?ﬁbé‘?é‘é%ﬁﬁri%ﬁ&ﬁ ) IBERTERBNEEEH =hE > mE (3) Ecological, sports and music carnivals such K
N = [ ] £3 g =2 ! .
BRI B E S A R R OB B - RN  (THFEERERTE > 45 g e e g
CRERERIER Moon Lake”, “Tour de Taiwan Sun Moon =
. e e e Lake Marathon”, “2016 Sun Moon Lake -+
( 3 ) %ﬁ%@]I%?ﬁ@J_E% » E@J&%%?E++ ’ yﬂ 12016 EEH 7%$ﬁELUlEEB§7IE7EEJJ N F|reﬂy Season", “International Fireworks- %
MEFRIZIRMNREE, ~ 12016 HREEXEXNZF)  BIRTEASHEZFE) - THA Music Festival” and “Sun Moon Lake Come! o
/& Come! Bikeday BITERFZE | SEEEE > SE5FEE - EE8E - NE% - LEiE Bikeday". Spring for blossom, Summer ' =
aE R for Firefly, Autumn for Music, and Winter for Plum. You can visit Sun Moon Lake all the Q
el E= b ) =
seasons. o
oQ
4 RREBEREHM 4 . Future Development (BD
O re e _ _ o . e L (1) The Tourism Bureau chose “alpine lakeside” and “multi-culture” as two major o
(1)K rﬁu?'ﬁﬂ"lmEjifg’mjsz%—jﬁé@Im P HBRL TR KB~ X8 BXEREZ development principals. The Tourism Bureau expects to turn this area into a 21st =
21 A ARREIERE) © century lakeside resort centered on safety, sustainability, aesthetics, and rich cultural S,
. N o ‘ . characteristics. —
(2)&E MBIkl BERECIZBERERE > 2ERAEAMEERTEKE - . - . . o
(2) Establish “Low-carbon Travel, Smart Tourism” travel environment and continued to <
(3) w&m@x% Bz« FEAERERKE BREEABEER  BBRNKEELS enhance the quality of recreation and service. o
» BB E s EEME RN EXEEE TS o (3) The target source markets are tourists from Europe, America, Japan, Mainland China =
and international tourists who are interested in eco tours. The Tourism Bureau will also (;DU
(4) A mRABRESGE > HREERRAREEERERTTEMASEFSIE UK develop the leisure agricultural industry to appeal to travelers from Hong Kong, Macau, v
PR R R TR EE A A A5 o Singapore, and Malaysia to provide them with farming experiences. =
= = . . (4) In accordance with New Southbound Policy Promotion Program, Sun Moon Lake o
(5) BIEBMES &Ez‘E » I PR ER A S T30 iﬁ (iBeacon » GPS)&ﬂnﬁiiﬁEi@ﬁaﬂ%% - National Scenic Area Administration has worked with National Chi Nan University on &
ETHRBRITARTEADN > BUBERIBEITAZAEEE » LIFABRESHESR the incubation of local Southeast Asia tourism manpower for the future development.
BZ22% o (5) To facilitate Wise Tourism, a dynamic tourist behavior big database investigation and
analysis will be conducted using iBeacon, GPS and geographic information system for
future intelligent tourism's reference.

() MELERESE http://www.ali-nsa.gov.tw (IX) Alishan National Scenic Area http://www.ali-nsa.gov.tw

Alishan National Scenic Area The Alishan National Scenic Area, which is known for its beautiful sunrises, cloudy skies,
forest railways, and famous tribal culture of the Tsou tribe. The area is being operated under
the principles of ecological preservation and low-density development. Through marketing

MELEXERERUB L B RMERRBHEXCE B I » Tk

\\\g

4R EEERARETHEIRDS  TLUSGENEE FEEL TS NIET on specialty tourism and diversified travels, the Tourism Bureau expects to achieve the
, HRAE SR B 88 3¢ , Bl & r 2o coexistence of nature and tourism. In 2016, “Alishan National Scenic Area Development Plan”
fﬁ?ﬁf i@ﬁb%ﬁi =F \,\Eﬁyltgjﬂg_; Eﬁ,@_%,v\ﬂg BiZ N 105 EF?&@JIE EEBARME in accordance with the “Mid-term Plan for the Construction of Major Scenic Sites (2016 - 2019)”
#Hi2stE (105-108 %) ) IBT TMEBLUREREAZEERE) » EETFEBUWT : produced the following major results:
’l 56 HAEEHESHE T 2016 B ERIGIRNIRNE 2016 HABERELLIMEE EED ’| 57
Sun Moon Lake Round-the-lake Electric Tour de Taiwan Sun Moon Lake Marathon 2016 The First Dawn of the Year at Sun

Bus Moon Lake
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AOPIF R A 18 (RIRIEHE > 52680
TR Rk RIS RIERA T
A 18 RER KR LTS EERES
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BERBAEERMER | ALEPREERT KR BHALREERRE » THERRS
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(1) RBIREEARTS © 105 FRTENEERPRBFREANE > RAREELEHRERERE
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(4) HFRFHEF 105 F3 A 31 AHRELERARBREHFP O  BBRREFEZIRIRS
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Shizhao rest pavilion Ruili Fall Tea Dance

1 . Planning and Construction

(1) International Tourist Attractions: In order to establish the gateway for Alishan and the
tour corridor for Provincial Highway 18, the Tourism Bureau completed 4 recreation
facility construction including Chukou Administration Center drainage and service
facility re-enhancement, Provincial Highway 18 Romantic image and the connection
between Eryanping Trail and Xiding Star trail entrance, the connection between Shizhao
B&B community Cherry Blossom Path and Fog Path, the linking and reconstruction of
Guanghua firefly watching area recreation trail.

(2) National Tourist Attractions: In order to highlight the tribal features of the Tsou
people and to connect the scenic attractions in the northwest corridor, the following
5 recreation facility construction are completed: Tabangu and Tfuya area recreation
service facility construction, Taiping Yunti Visitor Center, Ruili peripheral recreation
facility construction, northwest corridor system peripheral scenic facility improvement,
Longyanbi Lake and Taiping area scenic and recreation facility improvement.

2 . Operation and Management

(1) Tourist Traffic Service: The Tourism Bureau executed traffic alleviation measures and
provided free shuttle services between Shizhao and Fenci Lake during the Chinese
New Year holidays in 2016. A total of 3,426 passengers were transported. The Tourism
Bureau promoted Taiwan Tourist Shuttle - the Alishan Line, which connects the THSR
Chiayi Station, Taiwan Railways, the Alishan Forest Railway, and seamless shuttle
services in Fenci Lake and the Alishan National Forest Recreation Area to offer a
convenient tour for visitors. In 2015, an estimated 41,066 people had taken A line (THSR
- Alishan), 211,019 people had taken B line (Chiayi Station - Alishan) and 42,965 people
had taken B1 line (Shizhao - Fenci Lake).

Enhanced Visitor Safety: The Tourism
Bureau constructed maintenance systems
for public facilities and enhanced on-site
security patrol and management. The
Tourism Bureau marked eight potentially
dangerous spots in a roll planning
method and established a security control
mechanism. The Tourism Bureau also
organized safety and emergency response L
mechanisms and carried out joint inspection and suspension bridge inspection and
maintenance. The Tourism Bureau set AEDs (Automated External Defibrillator) in 7
visitor centers, first aid training, public accident insurance for the management area,
continuous update on tourism area emergency patient referral plan.

—
N
~

(3) The Tourism Bureau has organized the planting and landscaping projects in Shizhao,
Guanghua, Dabang, Lijia, Wenfeng, Renshou, Ruili, and Ruifeng. The Tourism Bureau
implemented environmental cleaning and facility maintenance along major traffic flows
and around tourist attractions.

(4) Environmental Education Promotion: on March 31, 2016, Alishan National Scenic Area
Environmental Education Center has obtained EPA Environmental field certification
and started operation on May 20. 6 programs are compiled suitable for both students
and adults. First 40 environmental education volunteers are recruited and underwent
trainings. By the end of 2017, total 1,597 people participated the experience programs.

3 . Advertising and Promotion

(1) Industry Training and Guidance: Tea industry consultation throughout the area. The
courses included tea journey experts, little tea beverage maker, tea art study (Tea making
process, tea culture, tea dyeing, tea dessert, and tea meal). Activities such as Shizhao
Fall Tea Journey, Ruili Fall Tea Dance, Ruifeng Tea Fragrance, Tea Culture Achievement,
and International Tea Rule Communication promoted the diverse presentation of the
tea culture and its marketing energy.

(2) Advertising and Promotion: The “2016 Alishan Wedding under the Divine Tree”,
“Tsou Wedding Experience Journey”, “2016 Alishan Summer Grass Concert”, “2016

SERABH
Guanghua Painted Village

4 28 |a-
S

Sk

N4

() TR R W

$92JN0Say wslino] jo yuswadeue pue juswdolanaq

‘%§$



RN

FOE) INERARE - RIESTEREERBRENM

(3) XEHhrm : EREHEERE - R FIEMELIZEBEEXRK TEWLE MVIEHR
®h e

(4) REEEME : 105 FENBBERTERBILFEEERE 790 8 « EISMERRRFERE 6 E > ik
BEAEus (R~ 38~ B~ 8BhR)BIBARA434E 1,743 A~ 44E 2 8 739 A > BREEN
BB IREE B R

SRR MFERHO | BB

4 RIRFBER

(1) XAD ~ IEE ~ 277 ~ RS RERIE > #HH) ERKE - IREER « EEUEI=KEX
oo 248 TR —= ONE 8&&E LMk

(2) EEMELAOPMPKRE 18 IREEIRET - IRHMSEERDIIGER - WIEREREHERRE o

(3) ﬁmi%ﬂﬁ*ﬁjtr‘ ZEBKRESRSEREESE  URBEKRIEZERXCEYERRER
% ERBIETR o

VNIHD 40 DI79Nd3Y¥ ‘NYMIVL 9102 NSIYNOL NO L¥0d3Id TVNNNY

(H) EZmEESERASRE http://www.swcoast-nsa.gov.tw
Southwest Coast National Scenic Area

ﬁa?ﬁiﬁi’él%ﬂ%@%ﬁé%%kﬂ’ﬁfH RS SOE L Ol || ——
EEvi BEELHE DEBEYS  BXERUSASHE - 105 FRAR
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(1) UEEEREFARSETHESR » EEMASHERE - ¥R VAN PN EiTE &
M T2 3D /ﬁﬁ?ﬁﬁu » DHBHSE I (EAIER: > FIEMRENIEFR > TRERFE
BE > eELEANERER® -

(2) U&%lEF‘ﬂﬁiﬁ »105F 6 A 6 B 'EmmitFEtIEEBRERHNRBRREREZE
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160 2016 BWEEARRUEE
2016 Indigenous Tribal Tours
Achievement Presentation

2016 IR LLIHA TR
2016 Alishan Wedding under the Divine Tree

Alishan Sunrise Music Concert”, “Firefly ~ <
Season” from March to May, 2016, “2016
Indigenous Tribal Tours Achievement
Presentation”, and “2016 Tsou Annual
Festival”. Assis Alishan Tsou Tribe with
their traditional Ceremony and other
featured activities. The Tourism Bureau
also promoted package tours such as
happy LOHAS (for the seniors), barrier-
free experience, released four kinds
of packages (Fenci Lake reminiscent
trip, Petty Happy Trip, the Seniors Easy
Trip, Good Life of Alishan) to sell on the
internet.

(3) Promotional Materials and Publications:
Regional foldouts compilation and
printing. Alishan full area promotional
video making and “Gaoshanqging MV”
promotional Video making.

(4) Media Advertising: The Tourism Bureau
released 790 stories in domestic print
media and Website media and received
6 foreign media interviews. Our website
(prowdmg Chinese, English, Japanese and Korean versions) has reached 4,341,743
views and fans number climbed up to 20,739. These are the results of promotion for
Alishan tourism information.

4 . Future Development

(1) Establish “Alishan Tai One Forest Resort” by extension, streaming, and connection
strategies to promote the three main tourism ideas of “Sustainable Resource, Eco-
Tourism, and Industry Culture”.

(2) Establish the gateway for Alishan and the tour corridor for Provincial Highway 18 to
provide a LOHAS travel experience and to extend the time tourists stay.

(3) Stream and connect the Northwest corridor’s ecological environment and special B&B
industry and developed diversified theme itinerary about Tsou tribe culture and life
experience.

(X) Southwest Coast National Scenic Area http://www.swcoast-nsa.gov.tw

The Southwest Coast National Scenic Area has rich and diverse tourism resources,
including sandbars, lagoons, special religious activities, salt and fish farming industries,
historical resources from Taiwan’s early development, as well as precious plants and animals.
In 2016, the Tourism Bureau, in conjunction with the government, continued to implement
the Southwest Coast National Scenic Area section of the “Mid-term Plan for the Construction
of Major Scenic Sites (2016 - 2019)". Major achievements are as follows:

1 . Planning and Construction

(1) White Southwest as the marketing image for the scenic area. To develop specialty
attractions such as “Fish Village Art Gallery” to establish “Haomeli 3D Ocean World” and
“Hungtung Former Home". From Sihu Bozihliao to Jiangjun Mashagou, the decoration
presented fishing village characteristics.

(2) In order to encourage private investment, on June 6, 2016 the completion of “Tainan
City Beimen Tourism Theme Restaurant and Recreation Experience Park ROT” contract.

(3) Established “Haomeli 3D Ocean World” and renovation “Budai Coast Old Post” and “Budai
Sea Park”, the “Budai area Nanti Bike Lane Construction”, “Cat Painting Construction” to
add tourism resources for Budai area.

BRNRIEIS AR ERiEiE 105 FEREEFRE
Tsou Wedding Experience Journey 2016 Tsou Annual Festival
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2016 —RERMEMZE
2016 Salt & Sand Sculpture Art Festival

EFtEE/ B EA BRIE
Talent show of elementary school students in
Beimen Elementary School

(4) In order to enrich recreational resources in Beimen, after finishing “Beimen Visitor
Center Scenic Trail and Peripheral Improvement Construction”, the restoration and re-
utilization of Beimen Salt Washing Workshop, and “Beimen Washing Salt Workshop Fire
Facility Construction”, the Tourism Bureau will build up wedding attractions including
Beimen Salt Factory Buildings, Beimen Branch, Money Coming Grocery Store, Beimen
Wedding Wonderland, Crystal Church, etc.

(5) Made Qigu Visitor Center a place connected with salt industry and environment by
conducting main building construction and decoration in 2015, in 2016 “Qigu Visitor
Center Freezer Air Conditioner Construction”, “Qigu Visitor Center Scenic Greenery
Construction”, “Trail and Related Service Facility Improvement”, and “Qigu Visitor Center
Parking Lot Improvement”, Qigu salt Mountain and Taiwan Salt Museum can be new

recreation spots in Qigu area.

(6) Completion of “Kouhu Visitor Center Renovation”, “Santiaclun Beach Cleansing
Construction”, “Boziliao Area Painting Construction”, “Beimen slate trail, portable toilets,
bikeway and many new constructions to provide tourists a variety of services and
friendly, convenient travel environment.

2 . Operation and Management

(1) In order to improve management of facilities, the Tourism Bureau held rental of
attraction facilities such as Jingzaijiao Salt Fields, Masago Coastal Recreation Area,
Beimen Restaurant, Beimen Branch, Yonghua Elementary School, Kouhu Visitor Center,
Salt Washing Factory Office, Budai Coast Old Post, Taiwan Salt Museum, Chrystal
Church, etc.

(2) Management of facilities and improved barrier-free facilities. The Tourism Bureau has
completed renovation of Jingzaijiao Salt Fields, Kouhu Visitor Center, Beimen Visitor
Center, Mashagou Coastal Recreation Area, and Taiwan Salt Museum.

(3) High-Heeled Shoe Church and Crystal Church have become popular destination. To
preserve the service quality, in 2016 the environment maintenance and traffic control
reinforcement were carried out with the effort from Jiayi County Government, Tainan
City Government and its administration office.

(4) The combination of “Budai Visitor Center and South Budai Wetland” and “Beimen Visitor
Center and Jingzaijiao Tile-Paved Salt Fields” into “Yunlin, Chiayi and Tainan Area Salt
Fields and Wetland Environmental education Center”. Environmental education Center
approved on July 22, 2016.
3 . Advertising and Promotion

(1) “Taiwan Tourist Shuttle - Southeast Coast Line"” has continued to provide good services
and universal design in tourism service. Connection to the South Branch of the National
Palace Museum. The Cruise Style Train becomes the first Taiwan Tip Route that is based
on the connection of recreation spots. In 2016, estimated 8,618 people have taken the
route this year. It increased by 91% than 2015.

(2) On April 6, 2016, the witness for “World Record Application for High-Heeled Church” by
Jiayi County Mayor Zhang and 120 local residents; obtained Guinness Records for the
world largest high heel construction on July 22, 2016, opening ceremony and evening
concert at the same night.

(3) The “2016 Salt & Sand Sculpture Art
Festival” from June 18 to August 28,
2016, is a 4D interactive creation based
on “Marine World”. The event was
joined by 129,000 visitors.

(4) Art performance on July 7, 2016 by
Sanci Elementary School, Wenshan
Elementary, Beimen Elementary School,
Jinhu Elementary School and Rende
Changxing Elementary School. The
interpretation of Lion-Dance, recorder
concert, glove puppetry, Jazz drums,
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Siraya National Scenic Area
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2016 Taiwan International Bird Journey to the West Lantern Festival
Watching Marathon Activity

cajon, recorder, and dancing. Shangri-La’s Far Eastern Plaza Hotel has supported the
meal of the day, contributed to the area and encouraged students.

(5) “2016 Taiwan International Bird Watching Marathon Activity” was joined by 25 domestic
and international teams (5 International teams from 6 countries). 93 participants
have recognized 237 birds within 24 hours, which are 13 more compared to the 224
recognized birds of last year. Another 9 ecology experience events on the weekends are
joined by 132 people.

(6) The “2016 Light Up Taiwan” held by
Northeast and Northguan Eryou Section
and Kenting National Park, and the
“Journey to the West Lantern Festival”
on November 26, 2016 has combined
the area's industry to the promotion of
Qigu Ecology Cycling activity.

(7) Held the “White Waving Farewell to
the Sunset” activity on December 31,
2016. The Tourism Bureau invited local
residents to this year-end concert to
embrace the New Year. An estimated
14,500 people attended the activity.

(8) “2016 Ocean Festival at Dongshi Fisherman's Wharf” held 4 concerts in July 2016. Total
of 150,000 people joined the activity.

(9) Subsidized Tainan Tucheng Orthodox Luermen Matsu Temple to hold 2016 New Spring
Lantern Festival and Nan Kun Shen Dai Tain Temple to hold the “2016 Salt for Peace
Festival”. Those two activities are in cooperation with nonprofit organizations and
attracted thousands of tourists.

(10) Actively promoted social network marketing. Our Facebook fan page has reached
167,000 likes. On December 31, 2016 the Tourism Bureau held Internet campaign and
fans meeting to ask fans to meet at scenic area spot. This campaign strengthened the
interaction between fans.

4 . Future Development

(1) Sand bar, lagoon and wetland, diverse flora and fauna resource, Black-faced
Spoonbill, the tourism based on sustainable ecological development is promoted with
International Bird Watching Marathon.

(2) “White Southwest” is the main image for marketing campaign. White can symbolize
local features and romantic elements. The Tourism Bureau will keep pushing Romantic
Avenue and Fish Village Art Gallery.

(3) “Beimen Wedding Wonderland” and Qigu area as a special attraction of sculpture and
painting.

(XI) Siraya National Scenic Area http://www.siraya-nsa.gov.tw

Siraya National Scenic Area with its unique gray stone landscape nicknamed “the Moon
World”, geothermal geology, traditional Siraya tribal buildings, and the special Night Sacrifice
ceremony, creates an international tourist destination that features hot springs, agro-ecology,
and native Taiwanese characteristics. In 2016, the Tourism Bureau kept promoting the “Siraya
National Scenic Area Development Plan” in accordance with the “Mid-term Plan for the
Construction of Major Scenic Sites (2016 - 2019)" produced the following major results:

1 . Planning and Construction

(1) A considerate service concept and country tourism promotion with local spirit, the
green tourism is elevated with the heart of a local loving spirit, intellectual and efficient
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Constructions of surrouding scenic Surrounding night landscape of
points of Nanhua Visitor Center Guanziling Hot Springs Loutou Park

environment, Siraya culture development, the achievement on public service has
won the 8th “Government Service Wuality Award” under the evaluation of National
Development Council.

(2) To upgrade tourism industry, the “Project to Develop Tourism Industry of Siraya
National Scenic Area “continued in 2016. The establishment of Chiayi County 135
Tourism Development Association in Zhongpu Xiang community, integration of area
industry resource over industry alliance platform, Chiayi Zhongpu community featured
tour development based on remote area ecology experience topic. Through working
together, it increases the value of tourism industry.

(3) On the progress of Siraya Visitor Center preparation, the design and distribution of the
area has been completed and is on the track of construction. Qinei Elementary School
was transformed into Baihe Qinei Art Park, and Zhonglun Hot Spring into Yunshuixi Hot
Spring Park, under the program of wasteland reuse. The obtainment of the operation
right to the Hatta Yoichi Memorial Park was a collaboration with Taiwan Chia-Nan
Irregation Association. Park renovation and seminars on tour guide training plan is on
the schedule to create a Taiwan-Japan friendly tourism platform.

(4) International and local attraction development construction continues. For international
locations there are night time corridor for Guanziling Fire Festival to cater the festival
needs and atmosphere; dancing forest built around Guanziling Hot Springs Loutou
Park reacting to the music and lighting; Corridor 175 butterfly image construction. For
local ones it focuses on the reuse of existing area: peripheral trail improvement around
Nanhua Visitor Center, a spot decorated with local monkeys and fruits for check-in on
Facebook; reuse of nursery in the Zhongpu Visitor Center, North entrance service spot
construction; red flower image construction in Dapu Lovers' Park.

2 . Operation and Management

(1) Traffic Alleviation Measures during long holidays such as Chinese New Year holidays,
Peace Memorial Day, and Tomb-sweeping Day; coordination with local police stations
for traffic controls at areas with high tourist volume and likely congestion bottlenecks.

(2) Public liability insurance coverage plans on scenic area facilities to protect the personal
safety of visitors.

(3) Patrol and inspections continued. A cleaning team notification mechanism is set up to
control the public facility status and environment maintenance of the area. The repair
of the facility is conducted contract-based, and the maintenance of fire extinguishing
equipment on a regular basis.

(4) Regular meetings on water field safety with every water field administration and on
water rescue training are conducted to
enhance self-reduce skills.

(5) 6 AED equipped locations in the area
together with first aid training course to
strengthen the medical ability among staff
and volunteers.

(6) The monitor and survey of butterfly ecology
at Red Leaf Park continues. Butterfly festival
in the summer and encouraged community
participation.

3 . Advertising and Promotion

(1) Promotional activities including “Guanziling
Hot Spring and Coffee Festival”, “Guanziling
Butterfly Park”, “Siraya Go Crecar”, “Observing
the First Sunrise in Erliao”, and “Guantian
Tour” which incorporated industrial brands
into the functions have drawn 230,000
people and a revenue of 260 million NTD.

M EEMRE 1 58 BEFTHTFERLER
“Horse flying bicycle” activity The Taiwan Tourist Shuttle-Guanziling

Wushantou Route
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“Guanzihling FUN a summer” activity

(2) The Taiwan Tourist Shuttle-Guanziling
Wushantou Route has served 3,748 visitors
throughout the year.

(3) Souvenir including brand image or mascot
draw string bags, hand phone screen wiper,
hat, muffler, media postcard is developed for
the publicity of Siraya.

(4) Through the website “iGo Siraya” the Park has
focuses on self-branded Siraya merchandises
development; agricultural products of the area
are branded on the basis of same direction with
the farmers. Meling plum essence, Nanhua
Dried Mango, Honey, Dongshan Coffee, and
Baihe Lotus Powder are the Top 10 and can be
purchased on iGo Siraya website.

—
u
—

Enhancing event publicity and participation
through Internet campaigns on social media
network (Facebook and E-paper), customized application to bring users closer to the
events. To increase Siraya popularity, games, and giveaways help the interaction with
visitors and keep people’s information on the track. At the present there are 55,000 fans
on Facebook, 90 videos on the Fan page with 24,615 likes and 321,186 views. Total 25
videos on YouTube viewed 7,240 times.

(6) Annual press conference event, press release, press meeting with journalists of the
area, visits and conference on the achievement of tourism construction. The installation
of temporary “Blessing under the Street Light” at Guanziling appealed 500,000 views
under the report of ETNEWS.

(7) Series of tourism activity on the humanity and history of Yoichi Hatta in the Wusanto
Reservoir Scenic Area hosted by Taiwan-Japan Friendship, the Japan Research Center of
NCKU, and Taiwan Chia-Nan Irregation Association including “Wusanto Reservoir and
Yoichi Hatta basic to intermediate level volunteer trainings”, “Wusanto Reservoir and
Yoichi Hatta International Seminar”. Technicians from Chia-Nan Irregation Association
and the oldest grand-son of Yoichi Hatta joined in the interview.

(8) “Siraya Tourism Industry Strategy Alliance” was formed by the tourism industry of the
area based on the concept of industry resource integration of the Scenic Area and
the promotion of tourism business development. With the government policy and
crossover cooperation marketing, it aims at work division, information sharing, mutual
development on merchandises and cooperation marketing activities contributing a new
form of tourism over an access-free exchange platform among industries.

4 . Future Development

(1) Tourism Image Enhancement, Featured Tour Promotion
Flagship Visitor Service Center, additional Self-evidence and richness on the
surrounding attractions. Compact itineraries featuring hot spring, gourmet, country
ecology and sports tourism developed according to local special themes: Guanziling
Hot Spring, Coffee and Gourmet, Reservoir, Siraya aborigines and farm culture.

(2) Friendly Atmosphere, Strengthened Quality Service
A complete tourism service facility including universal design improvement in the
area for Muslim visitors, elders and the disabled allows visitors regardless of age or
group enjoy the journey rest assured.

(3) Cross-Area Collaboration, Theme Story Marketing
The administration contact and co-ordination among local authorities continue.
Key activities integration and marketing with surrounding administration. Related
tourism industry alliance promotion, the integration of industry resources of the area.
Increasing publicity on different platforms, bringing the beautiful scenery, abundant
industries and moving cultural histories to the Siraya visitors.
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(+Z) EMEARASE http://www.maolin-nsa.gov.tw
Maolin National Scenic Area
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Greenification and beautification of
Xinfa Community

(XII) Maolin National Scenic Area http://www.maolin-nsa.gov.tw

The Maolin National Scenic Area encompasses six districts and townships including the
Maolin, Taoyuan, and Liugui areas of Kaohsiung City as well as the Sandimen, Wutai, and Majia
areas of Pintung County. This scenic area is an elongated shape, which runs north to south.
To the north there is Yushan National Park, to the east is the western edge of the Central
Mountain Range, to the west is Shihba Luohanshan, and Liangshan Falls marks the southern
border. The area has rich rift valley scenery, gifted with hot springs and unique, meandering
geology. The abundant plants and wildlife make the area suitable for adventurous outdoor
activities. In 2016, the Tourism Bureau continued to implement the Maolin section of the
“Midterm Plan for the Construction of Major Scenic Sites (2016 - 2019)", in conjunction with
post-Typhoon Morakot reconstruction. Broad investments were made in tourism construction
and marketing to effectively transform the scenic area into an international attraction. Major
achievements are as follows:

1 . Planning and Construction

(1) The completion of international and domestic attraction constructions such as Hla'alua
Miatungusu Ceremony field improvement in Taoyuan District, Taoyuan General
Stadium Entrance image and Taoyuan featured market facility improvement, facility
renovation, Duona center street view and surrounding improvement, Douna Warrior
Trail improvement, Sandimen Laide Park and surrounding facility improvement,
Wutai Tribe public restrooms and surrounding service facility improvement in Wutai
County, Camphor tree Recreation Spot and surrounding facility improvement in Wutai
County, Majia Old Fawan Tribe and surrounding tourism recreation service facility
improvement, Tulongwan boat house and surrounding environment improvement,
Maolin QIngren Valley public restrooms and surrounding environment renovation,
Xinwei administration center construction and soil and water conservation cum
drainage facilities for access roads, and Xinwei administration center surrounding
scenic facility construction.

(2) The completion of Xinwei Recreation Area development project entrust, Maolin National
Scenic Area aerial photography and multimedia video work, geographic information
system (picture database and data) and property data renewal and maintenance
program, direction signboard designing and QR Code project for guide and description,
and Maolin National Scenic Area website maintenance.

(3) Construction landscaping and maintenance in every tourism spot of the area.

2 . Operation and Management

(1) The Shihba Luohanshan Service Area ROT in 2016 which is from November 4,
2016 to November 3, 2022, is set to elevate the tourism environment and travel
quality, promote recreational industry economy of the area, reinforce the tourism
infrastructure, and tourism industry development. The Tourism Bureau expected to
realize the sustainable operation and effective business goal on the combination of
leisure industry and tourism with civil participation

(2) AED certified location, the first aid and medical facility in visitor center

September 8, 2016, the Visitor Centers are certified AED locations with the
installation of AED. To react to incidents that required the use of AED to extend the
golden window, a one-year rental contract to 5 AED equipment set up at Saijia, Majia,
Baolai, Maolin Visitor Center, and Maolin 3D Purple Butterfly Valley. The previous
mentioned 5 visitor centers are AED certified on September 8, 2016. The emergency
disaster reaction and notification flowchart is declared at service counter of the visitor
center together with medical contact list and the Tourism Bureau notification form.

(3) In 2016, the “2016 Environment Construction Project for the Communities and
Indigenous Tribal Tours of the Area” received 37 applications. The progress by the end
of December included the environment arrangement and space greenery, street view
and public scenery, recycle and reuse of wasteland, low carbon emission and energy
saving community (resource reuse, energy saving, green environment), and plaza and
recreation space improvement and ecology trail refinement.
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20162017 S EBHE 2016 B IE1E
Opening of 2016-2017 Taiwan Maolin Purple 2016 Austronesian Wedding
Butterfly Valley Biennial Butterfly Beauty Festival

(4) From March 18, 2014 to May 31, 2015 (180 days), the ”Implementatlon of Enwronmental
Education Facilities in Maolin National =
Scenic Area Project” entrusted to Fooyin
University make a certified Maolin
3D Purple Butterfly Valley centered
environmental education field in Maolin
District, Kaohsiung. The certification is
granted on February 5, 2016.

(5) Rafting promotion result
From June 1 to September 21, total
8,238 people attended rafting activity and
generated a 14.83 million NTD revenue.

(6) Instant main road traffic update on easily congested routes

February 6 to 14, 2016, 20,000 messages of traffic control and easy congested
routes delivered across the area based on needs.

Traffic congestion within attractions report on Tour Taiwan App and Traffic
dispatching system during the spring vacation and the long weekend of 228 in 2016.

During the spring vacation of 2016, to follow the traffic control in Wutai Xiang, 30
“No Parking Space in Wutai Xiang. No Enter” signboards are produced when insufficient
parking space and are displayed on the key routes at Sandimen, Majia, and Neipu Xiang
to inform the public.

(7) Recognizable Measures
Customized postcard, aboriginal outfit for tourists taking photos; conference
with local craftsman, dinning and culture industries, industry upgrade, business
breakthrough, the foster of “Pingtung Indigenous Arts And Cultural Industry
Association”, the promotion of industrial strategy alliance in Pingbei area.

(8) The “Maolin Environmental education Center” installation connects ecology
environment and tourism, make public familiar with the co-existence between
individual and social environment. Deliver the idea of the critical importance of
environmental conservation and ecological balance, an area for ecology tourism.

3 . Advertising and Promotion

(1) Through activities of “Austronesian Wedding-Love in Dawu Mountain”, “2016 Laonongxi
Rafting”, “2016-2017 Hot Spring Season of Whispering Flowers in Mountain Town”,
“2016-2017 Taiwan Maolin Purple Butterfly Valley Biennial Butterfly Beauty Festival”, and
“Linali and Shiba Luohanshan Tribal Holiday Artist Market”, the attractions in Maolin
National Scenic Area are promoted and it welcomes the public visits.

(2) Through cross-department collaboration, events including “Hla'alua miatungusu”,
“Pintung Tribe Art Festival”, the “Huangjin (Mango) Legend”, Taoyuan Sakura Trip,
the “Wanshan Warrior Festival” and the “Tapakadrawane Festival” have promoted
recreational exercises and increased local tourism industry development.

(3) “KPP Taiwan Pass”, a pass developed by
Kaohsiung City Government and Pingtung
County Government to promote regional
tourism. The exhibition on “Kaohsiung
International Travel Fair” and “2016
International Travel Fair in Taichung”, an
owl-designed mailbox in Liugui Baolai
Visitor Center co-designed by Chunghwa
Post, projects and schemes are developed
to promote local tourism industry.

(4) The importance of ecology conservation is presented through the following projects
which combine ecology and tourism: “Training Sessions on Environmental Tour
Guiding”, “Outsourced Construction Project of a Database for Foreign Language
Interpreters, and Tour Guides in the Maolin National Scenic Area (phase II)". Using

WL LI EE
2016 Laonongxi Rafting Hot Spring Season of Whispering
Flowers in Mountain Town
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Dapeng Bay National Scenic Area
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Sea bridge of Dapeng Bay

MEERBETEBETRR
Bicycle Way Consruction from Lingbian to Donggang

Euploea’s gathering for living through the winter as a concept to remind the importance
of sustainability and the environment protection.

(5) In order to inherit aboriginal culture, the Tourism Bureau assisted local organizations
to hold culture program. Through knowing about tribe style, traditional songs,
handicrafts, the Tourism Bureau expected that tribal consensus might be improved and
lifestyle might be preserved. Furthermore, job opportunities may be increased, thereby
contributing to future development of the cultural tourism industry.

4 . Future Development

(1) Assist on aboriginal industry, implementation of Indigenous Tribal Tours and links
among the area and other attractions to improving the service quality to international
standards.

(2) Maolin National Scenic Area as southern Taiwan resort of hot spring leisure, indigenous
culture and adventure travel. The Tourism Bureau will carry out the promotions in
four fields of hot spring, ecology, religion and indigenous culture. The Tourism Bureau
continues to hold Austronesian Wedding, Laonongxi Rafting, Biennial Butterfly
Watching Season, and Plum blossom & Mineral Spring, etc.

(3) Xinwei Administration Management Center development, in-Park ecology trail and bike
lane system, and public service facility to reinforce recreation service function.

(4) By the two principals of environment restoration and reconstruction, ecology tourism
and sustainable tourism development continues with the environmental education.

(XIII) Dapeng Bay National Scenic Area http://www.dbnsa.gov.tw

Dapeng Bay National Scenic Area is close to the Kaohsiung metropolis, Pingdong
Donggang Town, Linbian Township, and the entire township of Liugiu Township. This scenic
area holds natural and cultural resources, including a lagoon, mangrove forests, and coral
coastlines. The “Dapeng Bay National Scenic Area Development Plan” in accordance with
“Midterm Plan for the Construction of Major Scenic Sites (2016 - 2019)" was implemented. The
major achievements in 2016 are as follows:

1 . Planning and Construction
(1) International Tourist Attractions
A. Dapeng Bay dredging of the shipping channel at the tidal inlet.
B. Dapeng Bay Round-the-bay bus stop.

C. Sankong Bridge water lighting sculpture, round-the-bay green belt night time lighting
sculpture.

. Bike lane from Lingian to Donggang.
. Dapeng Bay Wetland recreation safety facilities.

. Partial Youerqu recreation facility reconstruction.

6 m m O

. Qingzhou Recreation Area sewage treatment improvement.

H. Gender friendly facility: Pengcun Farm nursery, bike lane rest area
(2) Domestic Tourist Attractions

A. Liugiu Shanfu Ecological Corridor view improvement.

B. Shanzhugou attraction facility renovation.

C. Liugiu Scenic Area Tourism software and hardware construction.
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2016 ABBEBERNMATED 2016 Garmin LAVA FEBEEH A ZHATIH

Dapeng Bay National Windsurfing 2016 Garmin LAVA Annual Championship Ironman
Championship Triathlon Series Games

2 . Operation and Management

(1) The contract performance management for the Dapeng Bay National Scenic Area BOT
project. The motor racetrack, Orient Resort Penbay Hotel, and Go-Kart have begun
operating.

(2) Liugiu Camping Area, Pengcun wetland service area, fan-shape plaza, multi-
functional visitor service area, sailor boat base partial facility on lease and other
operation management, additional service spots, expanding national revenue by the
implementation of user pays principal.

(3) Recognizable Measures

A. Information stations in collaboration with retailer and merchants for better access of
tourism information and instant multi-spots information service.

B. Liugiu electric bike rental service to build a low-carbon tourism between local service
providers and visitors and the implementation of environment protection

3 . Advertising and Promotion

(1) Tourism Bureau has introduced
recreational activities in Dapeng Bay
by organizing “Dapeng Bay National
Windsurfing Championship”, and as
a supporter to “Dapeng Bay Galaxy
Marathon” and “Trithalon”.

e |

-201b Garmin LAVAEETTER
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(2) Events cooperated with Pingtung
County Government: “2016 Blue Fin
Tuna Cultural Festival” and “2016
Sichongxi Hot Spring Season”.

(3) In order to promote “Hengchun *#
Peninsula Package Tour Route”, Tourism Bureau cooperated with the “Hengchun
Peninsula Doubling Tourist Arrivals Industrial Alliance” on the participation in
international travel fair in Kaohsiung, Taichung, and Taipei, and the promotion events
in Korea, Xiamen, China, and Japan under the cooperation with local authorities and
private sectors.

(4) Launched package itineraries in cooperation with the Kenting Express Bus.

(5) The beach cleaning and marine conservation activities on promoting “Liugiu Designated
Scenic Areas”

4 . Future Development

(1) The Tourism Bureau encourages private sectors to participate in Dapeng Bay National
Scenic Area Development Project with governmental agencies to bring about joint
developments. The Tourism Bureau expects to turn Dapeng Bay into an international
multifunctional resort destination.

(2) Establish wetlands, diversified biological habitat, and Dapeng Bay wetlands
environmental education

(3) Make the Coastal Park a new spotlight.

(4) Develop Liugiu into a Coral Reef Eco-Learning Isle as well as a low-carbon travel
demonstration isle. Link yachting activities with the developments in Liuqiu, Dapeng
Bay, and the Kaohsiung metropolitan area into a blue recreation area

(5) Afast and easy tourism transportation network connecting Dapeng Bay, Sichongxi and
Kenting to become a “tropical beach vacation corridor”.
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Penghu County Huxi Township Community experience tourism

(I) Inorderto carry out a fair on-site supervision as well as assessment and grading in 2016, the
operations management and security maintenance of national scenic areas were evaluated
in light of “Key Points on Supervision and Assessment of Operation Management and Safety
Maintenance at National Scenic Areas” (revised on May 6, 2014). On-site evaluation was
conducted by the judge group and mystery visitors (whose scores accounted for 65% and
35%, respectively). The chief of Technical Division of the Tourism Bureau, who assumed the
chairman of the judge group, invited authority at the next higher level as well as Domestic
Tourism Division and Technical Division of Tourism Bureau under MOTC to take on the roles of
judge members. The judge group implemented on-site supervision as well as inspection and
grading in each national scenic administration from April 21 to August 18. Taiwan Institute
of Landscape Architects was authorized to take up the responsibility of mystery visitors,
who carried out on-site assessment in the spots managed by each national scenic area
administration from March 27 to May 2 and July 4 to September 23.

(II) Being graded by the judge group and secret guests, the results revealed that the top three
were Tri-Mountain, Alishan and Sun Moon Lake National Scenic Area Administration. For
the mystery visitors' evaluation, Tri-Mountain Administration received the highest rank in
“Visitor Safety Improvement,” Alishan Administration on the highest rank in “Environmental
Cleaning and Landscaping” and Sun Moon Lake Administration in “Facility Maintenance and
Management.”

Section 3 Promotion of Policies and Acts on Tourism Resources

For the diversity of travel industry development and the far area society structure's stability,
Tourism Bureau has been creating New Tourism Attractions and promoting Localized Travel
Adventures”. Through the implementation of the project, it helps on combining local resources and
contributes to the advancement of local special tours and merchandise. Trainings for local tourism
manpower to secure far area job opportunities and the sustainability. 6 demonstration areas are
selected from north, center, south, east, offshore islands and Lili offshore islands: the Shimen
Cultural Project organized by North Coast and Guanyinshan National Scenic Area Administration,
the Nanzhuang Slow Life Project by Tri-Mountain National Scenic Area Administration, the Chiayi
Zhongpu Platform Integration Project by Siraya National Scenic Area Administration, the Taitung
Nanzhuhu Indigenous Tribal Tours Project by East Coast National Scenic Area Administration, the
Huxi Xiang Farming and Fishing Project by Penghu National Scenic Area Administration, and the
Dongju Wartime Experience Project by Matsu National Scenic Area Administration.

In order to incorporate the projects into local business, in 2016 there are total 3,074 people
participated the project training and promotions.

(I) To promote water recreation activities and improve tourist safety, safety demonstrations,
and experience workshops were held or subsidized annually. A total of 22 such events were
held as of 2016, with over 1,768 participants. Topics included regulations, activity design and
planning, weather at sea, activity and safety management. The main purposes were to foster
management personnel, raise safety awareness, and reduce deaths and accidents. A “Safety
Campaign for Water Recreation Activities on the Taiwan tourist information” was set up on
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AFEBEZZTLLES - diving regulations. To reinforce the safety management of water recreation activities at =

— e S o e TR " - national scenic areas, the “Working Guidelines for Maintenance of Facilities in National Scenic
(Z)MEERS DRBRES BEMA) 2 M8 Areas and Safety Management of Water Recreation Activities” was produced as a criterion EE
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for safety inspections. Results of safety inspections will be listed in annual supervision and
evaluation assessments.

(III) The amendment for “Regulations Governing Water Recreation Activities” and the “Schedule of
Penalties Applicable under the Tourism Development Act”.

According to the partial amendment of the Statute for the Development of Tourism declared
on February 4, 2015 by the President, Tourism Bureau has announced following amendment:
3 additional recognized water recreation activities by the authority: rubber dinghying, towable
tubing, and water bicycling; an update the name of the department to “water recreation activities
management authorities”; anyone who takes customers to engage in water recreation activities
or provides sites or equipment for tourists to engage in water recreation activities are categorized
as Water Recreation Activities service providers; anyone who takes customers to engage in water
recreation activities if in a profit-seeking manner shall obtain liability insurance and shall obtain
personal injury insurance for the tourists; the addition of conducting safety instruction in the
activity for the tourists; the deletion of other articles which are in conflict with the rest of the Act; the
Schedule of Penalties Applicable under the Tourism Development Act has been updated as well.

In August, 2012, the Tourism Bureau established a group to promote barrier-free travel
environment in national scenic areas, tourism hotels, hotels, B&Bto ensure the disabled and the
seniors can travel outdoor freely and easily. The measures taken in 2016 were as follow:
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(I) Improved the barrier-free travel environment by the universal design in the 13 National Scenic
Areas. In 2016, kept completing the 46 barrier-free travel routes to make the senior citizen
and disabled more convenient to visit these places.

(II) Assist the travel agencies to promote good package tours for senior citizens. Published 8 free

. . o = man independent travel tickets in National Scenic Areas and 6 group tour packages in 2016.
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In order to promote electric motorcycles, the Executive Yuan amended the action plans
and development strategies for intelligent electric vehicles. Based on the strategy of promoting
electric motorcycle rentals, criteria for subsidies to each offshore island was set. The Ministry of
Economic Affairs offers subsidies on the purchase of electric motorbikes to residents nationwide,
the Environmental Protection Administration raised the subsidies to offshore island residents only,
and the MOTC provides subsidies for electric motorcycle rentals. Electric motorcycles made in our
country were introduced into the tourism rental markets on offshore islands to develop viable
business models on closed offshore islands. The results of the implementation will be taken into
consideration in expanding the business mode to Taiwan proper and overseas markets.

THAEEBIUELRE - EE EEBHEWMEREKE
BITEIAER USRS IRER BB AR - REKSS
HREMPRE AKENZEEAMBER RREZBER
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In conjunction with the policies, the Tourism Bureau, MOTC announced “Directions on
Subsidies for Electric Motorcycle Rentals on Offshore Islands” to encourage tourists use the electric
vehicles. However, related county administrations expected to simplify the procedure of subsidy,
raise incentives, and issue advance payment. The Tourism Bureau took the suggestion from
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county administrations and electric motor rental businesses into consideration and amended the
“Key points on implementation of Tourism Bureau, MOTC Subsidies to Tourists for the Leasing of
Electric Scooters on Outlying Islands” act which implement on January 1, 2016. In 2016, a subsidy of
22,125NTD per day per time was granted.

V. Hot Spring Resource Management

In compliance with the Hot Spring Act that came into effect on July 1, 2005, the Tourism
Bureau, MOTC encouraged businesses to make necessary improvements and obtain hot spring
certificate in an effort to ensure the sustainability of hot spring industry. Related measures are as
follows:

(I) Assisted and Subsidized Local Governments in Formulating Hot Spring Area
Management Plans

Assisted and subsidize local governments in formulating hot spring area management plans.
As of 2016, 13 local governments received assistance in formulating hot spring management plans.
The following 13 local governments have completed the planning, review, and public announcement
process: Taipei City, New Taipei City, Hsinchu County, Miaoli County, Taichung City, Nantou County,
Chiayi County, Tainan City, Yilan County, Hualien County, Pingtung County, Taitung County, and
Kaohsiung City.

(IT) Established the Hot Spring Inspection Unit and Review Mechanism

As of 2016, a total of 12 hot springs obtained certification from the inspection unit.

(III) Established Notices for Hot Spring Management by Local Governments

According to notices for hot spring management by local governments stipulated in 2011,
in 2011 March, municipal governments were reminded that potential dangers such as slipping,
falling, stepping on objects which may cause injury, infection, poison, asphyxiation, scalding, and
drowning, as well as items relating to structure including lighting, ventilation, fire control, emergency
escape facilities, flooring material, anti-slippage facilities etc. Besides, any behavior which violates
construction, fire safety, sanitation, work safety, business operation management, and consumer
protection should be investigated according to relevant regulations and the notices for hot spring
operation as outlined in the consumer safety management handbook, and help the operator to
improve unsafe situation. On August 25, 2016, Tourism Bureau has produced the “Guidelines When
Using Hot Spring Bath” in English, Japanese and Korean version and has the content delivered
to local governments. The information can be found on Tourism Bureau’s Executive Information
System so as for the reinforcement.

(IV) Provided Hot Spring Certificate Application Assistance

Since the expiration of the cushion period of Hot Spring Act on June 30, 2013, the Tourism
Bureau has maintained supervising and guiding county and city governments to assist businesses
in obtaining hot spring certification, to notify relative penalties for violating behaviors, and to ask
county and city governments to clamp down on hot spring businesses without certification within
their jurisdiction. Between September 20 to November 3, 2016, to comply with the annual inspection
(held by Water Resources Agency of Economy Affairs) on hot spring management, the Tourism
Bureau had 5 on-spot inspections and 3 random inspections in Xinzhu County, Nantou County,
Tainan City, Kaohsiung City and Hualian County for the status of local governments on organizing
legal hot spring operation registration and application for hot spring certificate, and continued to
require that governments of counties and cities should assist businesses in obtaining hot spring
certificate.
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Guidance and
Administration
of the Tourism
Industry

Section1 Travel Agencies

L. Current Status

By the end of 2016, there were a total of 2,913 headquarters and 852 branch offices of
travel agencies: 136 headquarters and 467 branch offices of consolidated travel agencies; 2,545
headquarters and 382 branch offices of class-A travel agencies; 232 headquarters and 3 branch
offices of class-B travel agencies.

FARITH @174t ZRERIT4E et
EE Consolidated Class-A Class-B Total

Year | #@RF | ARH VNS DATE] YN PATE] VNG pa /N
HQ Branch | HQ Branch | HQ Branch | HQ Branch

103 124 422 2,322 375 210 4 2,656 801
104 130 453 2,433 382 216 2 2,779 837
105 136 467 2,545 382 232 3 2,913 852

II. Assisted Travel Agencies in Increasing Competitiveness

(I) To boost the transformation as well as upgrading of the traditional travel industry and
encourage branding operation, the Tourism Bureau continued to promote “Incentive
Directions Governing Awards of the Tourism Bureau, MOTC for the Brand-building of Travel
Agencies”. The Tourism Bureau has subsidized 40 travel agencies (including 27 consolidated
travel agencies and 13 Class-A travel agencies). The total subsidy was up to NT$ 1,970,000.
Two agencies were granted subsidies amounting to NT$113,632 on the interest of loans
for establishing brands. As for premium itineraries, the Tourism Bureau has subsidized one
case for NT$ 76,000. As for the seniors and the barrier-free travel, the Tourism Bureau has
subsidized 264 cases for NT$ 5,031,503. Besides, the Tourism Bureau also assisted travel
agencies to maintain business through Internet and E-commerce, the Tourism Bureau
subsidized 10 cases for NT$500,000. In the future, the Tourism Bureau will continue to assist
travel industry to develop branding and create additional value to increase international
competitiveness and upgrade industry.

(II) Travel Quality Assurance Association was subsidized to organize Golden Award selection
event. Through the selection event, premium itineraries would be introduced to tourist
consumers; and by tourist consumers’ participation and recognition, the travel industry would
be encouraged to design and sell premium itineraries. Thus, the goal of optimizing both the
quantity and quality of tourism in Taiwan would be reached. Besides, an exclusive website
for Golden Award was established for the Internet tribes. Through the website, propaganda
would be promoted all the year, and itineraries awarded Golden Award were introduced and
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Travel Quality Assurance Association

linked; consumers would not only be guided to select quality and safe itineraries but also be
given knowledge regarding traveling and consumer protection to safeguard their rights and
interests.

(III) Travel agency associations were subsidized to organize training courses for workers and
tour managers engaged in the travel industry. Through the courses, which cover the trend
of tourism development, itinerary planning, consumer behavior, travel policy, and so on,
the travel industry workers are expected to grasp the current trend of the transformation of
domestic tourism, to master the advantages of resources and markets of tourism in Taiwan,
to improve their profession, and then to exalt the competitiveness of the tourism industry. In
2016, a total of 6 training courses were offered for workers engaged in the travel industry, and
8 training courses for tour managers.

III. Implemented the Auditing of Travel Transaction Security to Protect the Rights
of Consumers

In order to ensure transaction security and protect tourists’ rights and interests, regular
meetings for “auditing of travel transaction security” were held in light of “Directions for
Implementation of Auditing of Travel Transaction Security”. Through discussions on proposals and
information exchange, consensus of travel transaction security was reached and policy was made.
Furthermore, a “Travel Transaction Security Audit Committee” was formed in collaboration with
related travel industry associations to implement on-site inspections to prevent abnormal operation
or bankruptcy. The major work of the audit committee was as follows:

(I) Utilizing notifications from the Taiwan Clearing House on returned checks from 1,500 travel
agencies, the Bureau receives the data simultaneously and uses it for early identification of
travel agencies with financial problems. Inspectors were then sent to the agencies for safety
audit.

(IT) Travel agencies with bad records (including bounced checks or defaults on loans, massive low-
priced advertising, explosive increases in card consumption, and frequent workers changes)
were screened and visited with the aim of making early discovery of abnormal operations and
reducing the occurrence of incidents that threatened transaction security.

(III) The Travel Quality Assurance Association and Taipei Association of Travel Agents were assisted
in organizing a print media and online advertising monitoring committee in charge of
abnormal situations.

(IV) On the “consumer protection” page of the Tourism Bureau, MOTC website, complete
information regarding tourists / consumers' protection, and travel agencies involved in
legal pronouncements are announced. (Travel agencies are announced on the page for
their earnest money being sequestrated or executed by the court, their business operation
being suspended by a disciplinary action or their licenses being abolished, stopping business
by themselves, being disbanded, being announced by the clearing house as dishonored
accounts, not having escrow or liability insurance according to the 31st statement of “Statute
for the Development of Tourism".)

IV. Intensification of Travel Agencies Auditing to Maintain Orderly Competition in
the Travel Market

In order to protect the rights and interests of consumers and eliminate illegal affairs and
safequard the rights for legal agencies, personnel were sent to the agencies to inspect their
operations. Routine and casual enforcement was carried out against illegal travel agencies as well
as unlicensed tour guides and tour managers. In 2016, a total of 43 agencies were inspected, 19
cases of illegal operations were put down. A total of 24 tour guides and 22 tour managers were
investigated at airports and major tourist spots.
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V. Intensification of Consumer Protection Information and Educational Publicity

(I) In conformity with the provisions of the “Consumer Protection Act” regarding the resolution
of consumer disputes and the provision of information services to consumers, offering
consumer complaint mediation, In 2016 a total of 1,089 cases were received (including travel
disputes and appeals, and cases involving guiding members of the “Travel Quality Assurance
Association, R.0.C."), with 705 settled, attaining a conciliation rate of 60%.

(II) A"Consumer Protection” page was set up on the Tourism Bureau website. On this page it has
declared some basic information about legal travel agencies and their insurance provisions.
Information is divided into four sections: “Travel Consumption”, “Travel Safety”, “Travel
Agencies Involved in Legal Pronouncements” and “Announcements”. The provision is to assure
the security of travel transactions and offer consumers a sufficient and correct information.
Besides, the function of searching for legal tour managers, tour guides, and travel industry
workers engaged in travel agencies was also given to avoid unassigned workers illegally
executing the business of travel agencies or infringement the rights of consumers.

Section2 Hotels and Homestays

L. Current Status

(I) In2016, there were 119 tourist hotels with 27,724 rooms in Taiwan. International tourist hotels
accounted for 75 hotels with 21,454 hotel rooms, and 44 regular tourist hotels with 6,270
rooms. 3,149 legal regular hotels with 148,211 hotel rooms; 7,044 homestays with 28,465
rooms. Total 204,400 rooms.

(II) In 2016, applications of 5 new tourist hotels with 1,802 rooms and a total of NT$13.8 billion
of investment were approved. Additionally, 2 tourist hotels passed the inspection and were
issued tourist hotel industry business licenses, and a total of 150 hotel rooms increased.

(IIT) Reinforce homestay business registration in cities and counties according to the “Statute for
the Development of Tourism”. Study courses to enhance Homestay quality and the business
concept. In 2016, total 1,048 Homestays registered.

II. Management Implementation
(I) Unscheduled and Routine Inspections for Tourism Hotels

In 2016, total 55 tourist hotels received routine inspection. Tourist hotels are inspected
22 times during the 10 unscheduled joint examination conducted by local government building
administration, fire department and health department to urge businesses on the self-management
and service quality.

(IT) Hotels and Homestays audit

In 2016, total 2,855 times of audit for hotels and 1,775 times for Homestays by local
governments.

III. Service Quality

(I) Inorder to encourage tourist hotel industry to upgrade service quality and offer an excellent
lodging environment for domestic and oversea travelers, the Tourism Bureau subsidized
businesses to improve barrier-free hardware facility according to the Tourism Bureau’s
subsidy regulations for tourist hotels. 7 tourist hotels were subsidized in 2016.

(II) To better the quality of regular hotels, in 2016 there are total 2 hotels received subsidies of a
total 117.5 million NTD (1.5% interest rate ubsidy); February 22, 2016, the amendment for “the
Tourism Bureau's subsidy regulations for tourist hotels” was announced and 8 hotels have
received subsidies in the same year.
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(III) In order to raise the service quality of tourist hotels and to meet the international standards,
by the end of 2016, total 71 tourist hotels granted Hotel Star-Rating. 2 conferences on the
theme of Star Hotels Enhancement were joined by 319 people. The event introduced the Hotel
Star-Rating, and shared the information on how to create irreplaceable brand value.

IV. Assistance in Obtaining Certifications

In 2016, 25 hotels and Homestays obtained HACCP, hot spring certificate and fire proof
certificate. The related certification departments or the entrusted units received 1,163,216 NTD
subsidy.

V. Consumer Rights

To protect consumer rights, the Tourism Bureau and related government offices held
inspections on vouchers and coupons issued by tourist hotels. In 2016, a total of 80 inspections were
carried out.

Section 3 Tourist Amusement Enterprises

L. Current Status

In 2016, there were a total of 26 amusement parks, which were licensed and carrying on
business. 24 of them were classified as major investment projects, and the others were classified
as minor investment project. These amusement parks employed a total of 4,434 employees; 2
suspended (Formosa Fun Coast closed by the 30 of June, 2015, Shenqucun by the 1st of July, 2016.)

II. Evaluation Establishment

For the Tourist amusement enterprise, to prevent prolonged construction schedules changes
after the approval of the establishment as to be out of control, on May 4, 2016, meetings and
discussions among the Legal Affairs Committee, Ministry of Transportation and Communications,
Department of Railways and Highways, scholars, experts, county and city governments of the
Jurisdiction of Tourism And Leisure Industry, Taiwan Tourism and Recreation Area Association,
the developers of newly approved business. Upon the consensus, as to expedite the process of
development case inspection, the development schedule is allowed of changes for up to 2 times and
if a development failed to fulfill the timetable will be regarded as not legal. The enlarged edition is
expected to expedite the development and the process of inspection for new founded business.

III. Operation and Management

(I) To improve the facility quality of amusement park enterprises in accordance with “Tourism
Amusement Park Management Regulations” and “Key Points on Supervision and Assessment
of Operation Management and Safety Maintenance of Tourist Amusement Park Enterprises”,
the amusement park operators should reinforce self-inspection; municipalities, county, and
city governments which have jurisdiction over the operators need to conduct regular or
unscheduled inspection; the Tourism Bureau, MOTC and related central government agencies
need to enhance overall supervision and management. To reinforce tourism recreation safety
management mechanics, the Rolling Review of the relevant regulations amendment is as
follows:

1. The scale map of business area of the park is often used in an advertisement by the
vendors. To ensure proper information and consumers' rights, the Tourism Bureau has
proposed the amendment for the first paragraph of article 19 in the Tourism Amusement
Park Management Regulations by demanding the announcement of business area
towards the public at ticket booths, entrances, on the webpage of the official websites
if there is any, as well as other locations with prominent declaration. To reinforce
administrative supervision of the correctness of the announced information, also under
the second paragraph of the same article, the addition of the business area map to be
reported to local authority for reference, so as to protect the consumers' rights.
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Optimized education & training of tourist entertainment industry

2 . To enhance tourism and amusement facilities management mechanism, on March 30,
2016 the Tourism Bureau conducted conference to study on the Key Points on Supervision
and Assessment of Operation Management and Safety Maintenance of Tourist Amusement
Park Enterprises. The sixth clause of Tourism Amusement Park Management Regulations
is incorporated to conduct the mentioned inspections. Based on the conclusion of the
conference, the amendment is announced on May 19, 2016, as to enhance the supervision
and evaluation, as well as the implementation of Three-level management mechanism.

3 . For the travel safety and recreation quality improvement, the safety of consumers and
Water Recreation facility management, Tourism Bureau has produced a draft for “Tourist
Amusement Enterprise Water Recreation Facility Inspection Items and Standard Inspection
Notice”, which explicitly states that all facilities operated by tourism recreation industry,
except for swimming pool qualified under Swimming pool management practices should
follow the practices, otherwise should follow the here mentioned regulation and conduct
examination accordingly. Key items include the number of lifeguard or specialist, the life-
saving equipment types and its quantity; a self-check management plan which includes
environment hygiene, facility, water quality, air quality, noise management, etc. The
records of the inspection should be kept and submitted to the local authority. The here
mentioned regulation is announced on September 15, 2016 by MOTC for industry to
follow.

(IT) From July 7 to August 16, 2016, 11 series of inspections were carried out among 23 theme
parks. Licensed amusement park enterprises that conformed to the required qualifications
were evaluated by rankings. A total of 11 enterprises were evaluated as “Outstanding” in 2016:
Leofoo Village Theme Park, Farglory Ocean Park, Window on China Theme Park, Janfusun
Fancy World, Formosan Aboriginal Culture Village, Lihpao Land, Sunlinsea Forest Recreational
Area, West Lake Resortopia, Wanpi World Safari Zoo, Atayal Resort and Jianshanpi Jiangnan
Resort. Another 6 enterprises were evaluated as “Excellent”: E-DA World, Little Ding-Dong
Science Park, Yeliou Ocean World, Shangrila Paradise, Kentington Resort, and Dalukuan
Amusement Park. Others were not rated.

(III) Assist tourism industry on environmental education promotion in achieving the green travel
and sustainable tourism. The “Improvement of Quality of Teaching and Teaching in the Field of
Tourism and Recreation and the Guidance and Guidance of Environmental Education” project
was carried out to assist businesses’ participation in environmental education. The Tourism
Bureau has invited related government offices, groups, and people to hold seminars on
environmental education to help increase the number of businesses obtaining environmental
education facility certification. The amusement parks, which had been certified environmental
education facility and locations, were assisted in developing program and content to create
new markets.

IV. Assistance in Obtaining Certifications

(I) By the end of 2016, the Tourism Bureau had assisted Sunlinsea Forest Recreational Area,
Dongshi Forest Garden, Yun Hsien Holiday Resort, West Lake Resortopia, Formosa Aboriginal
Culture Village, Window on China Theme Park, Janfusun Fancy World and Little Ding-
Dong Science Park to get the certificate of environmental education facility and field. In
order to encourage tourism and amusement park businesses to apply for the certificate
of environmental education facility and field, the Tourism Bureau has appointed Mandarin
Daily News to hold a “Tourist Amusement Enterprises Environmental Education observation
Course” on August 16th and 17th of 2016 at Jiugionghu Environmental Education Park and
Little Ding-Dong Science Park respectively.

(II) To attract Muslims and repeat international visitors, the Tourism Bureau assisted four
amusement park businesses in providing Halal-certified restaurants. These parks are Window
on China Theme Park, Leofoo Village Theme Park, West Lake Resortopia, Farglory Ocean Park,
Janfusun Fancy World and Formosa Aboriginal Culture Village.

(III) As for international well-known tourist attractions, the Formosan Aboriginal Culture Village
and Window on China Theme Park were assisted in obtaining two stars and one star in
Michelin's “Green Guide, Taiwan” respectively. This can promote the international popularity
and development of tourism in Taiwan.
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2016 Orientation training of tourism leaders

i A BRI
Orientation training of tour guides

V. Training of tourism industry

To assist amusement park enterprises in enhancing management and promoting quality,
two sessions regarding related industry development and professional training were conducted:
75 people attended to the basic staff trainings “The Safety of Mechanical Facilities in Tourism and
Amusement Industry and Emergency Medical Seeds Coach Training Session” on June 29 and 30 of
2016 for primary workers; June 2 and 3 of 2016, 99 people attended to the high levels manpower
training “Quality Upgrading of Tourist Amusement Enterprises”.

VI. Integrated Marketing

For Taiwan's Domestic Travel Market, “Tourism
Amusement Industry Overall Annual Marketing
Project” was carried out in the winter vacation and
summer vacation. During the low season from
April to May, September to October, 2 low-season
promotions together with press release during
long weekends, also the “2016 Tourism and leisure
industry business cooperation and marketing
publicity project” aiming at international market ©
has conducted 2 exchange fairs in China joined TR ) N | 4
by 12 Taiwanese travel agencies. 3 domestic marketing cooperation held across northern, central
and southern Taiwan among the tourism industry and hospitality industries; media promotion in
Singapore and Malaysia. 10% growth of international tourists in 2016 compared to 2015.

Section 4 Educational Training and Talent Cultivation for the
Tourism Industry

In order to enhance the overall quality of travel service, educational training was offered
to cultivate talents for the tourism industry to improve workers' professional skills and marketing
management.

I.  Tourism Professionals Trainings

(I) Toensure the quality of travel services and coordinate with the Ministry of Examination’s “2016
General Test for Professional and Technical Personnel - Tour Managers and Tour Guides”,
the Tourism Bureau, MOTC organized pre-employment training for tour managers and
tour guides in northern, central, southern and eastern Taiwan from July to December 2016.
A total of 2,076 trainees (535 foreign language tour guides and 1,541 mandarin-speaking
tour guides) completed tour guide training, and 3,294 trainees (1,421 foreign language tour
managers and 1,873 mandarin-speaking tour managers) completed tour manager training by
the end of 2016.

(II) In order to enhance the managerial personnel’s virtue, knowledge of laws and regulations,
and professional skills, professional managers in tourism industry are required to take 21
practical pre-employment training courses. In 2016, six training courses for managerial
personnel in tourism industry were held in northern, central, and southern regions. A total of
469 trainees were certified professional tourism managers.

II. Increasing Tourism Professionals Skill

(I) In order to enhance tour guides’ professional competence and service quality, the Tourist
Guides Association, ROC was assisted - to meet the demands of current tour guides in
organizing monthly seminars primarily on tourist attractions and accompanied with on-job
training. The training included interpretation and marketing language applied to major scenic

HEAT S AR5k
The group training of travel agencies

EERIHIRITIEE)
Conduct overall marketing activities in
winter vacation
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Group training of tourist Group training of hotel industry and tour hotel
entertainment industry industry

attractions in Taiwan, emergency management process, pre-tour preparations, rendering of
accounts, and courses on how to get along with bus drivers and tour managers. A total of 4,528
people took the training courses in 2016.

(II) Inorderto strengthen the management skill, communication skill and manpower planning for
tourist hotel workers to meet international standards of service quality, the Bureau conducted
8hotel intermediate level manager training courses throughout northern, central, southern
and eastern Taiwan. 401 attendees received trainings. Besides, the annual “Hotel Star-Rating
Trainer Training Seminar” in collaboration with Grand Hyatt Hotel Taipei provides training
skills for leaders and supervisors serving in hotels with Hotel Star-Rating. The seminar has
trained 33 people. Total 434 participants attended above courses in 2016.

(III) In order to improve the quality of manpower and the overall service level, a training course
for senior managers was held in 2016. A total of 69 trainees took the course. Besides, the
Tourism Bureau assisted hotel associations in 16 counties and cities to conduct 22 “Educational
Trainings for the Primary Workers Engaged in Hotel Industry”. A total of 2,480 people received
the training.

III. Cultivating International Tourism Professionals

In order to enhance the professionalism of tourism workers, the service quality and
international communication ability, the Tourism Bureau referred to worldwide successful cases
and the latest business concept. In oreder to improve personnel competency, the management
and the system of tourism, Key Tourism Personnel Cultivation Plan was implemented together with
regulations of subsidizing tourism professionals for aboard training to cultivate and improve Taiwan
tourism professionals’ capability.

The Tourism Bureau has sent 19 travel industry talents to Tokyo for the visits to HIS travel
agency and Rakuten travel agency; for tourist hotel industry, 29 people conducted visits to 16
themed hotels and international brand hotels in LA, Las Vegas and San Diego of the US; a group
of 20 from tourism recreation industry visited 6
theme parks in LA and San Diego of the US, one self-
organized trainings in Tokyo, Japan. Total 69 people
attended trainings abroad. The result is to reinforce
international tourism manpower, improve the
professionalism and the overall internationalism. 667
intermediate-level management personnel received
trainings as well. Only through talents cultivation
can the Tourism Bureau improve quality and global
competitiveness of Taiwan tourism industry.

IV. Strengthening Personnel Development for the New Southbound Policy

To build capacity for tour guides to receive and serve Southeast Asian visitors in their own
languages, and to encourage new immigrants and Overseas Chinese or foreign students with
proficiency in Southeast Asian languages to join the pool of tour guides, and enable Taiwan to cater
to more visitors from Southeast Asia and provide them with better reception service, the Tourism
Bureau adopted the following measures:

(I) Promulgation in October 2016 of the Directions on Subsidies for Tour Accompaniment by
Southeast Asian Language Speaking Guides or Translators, offering subsidies to encourage
travel agencies to dispatch novice tour guides or translators to accompany groups of
Southeast Asian tourists.

(II) Arranged certification courses for less-common-language tour guides, to help prepare new
immigrants and Overseas Chinese and foreign students who are graduates of senior or
vocational high school or above to sit the Junior Professional and Technical Examinations for
Tour Guide Personnel by the Ministry of Examination, obtain professional certification, and
join Taiwan's tour guide manpower pool. In 2016 the Tourism Bureau provided subsidies
for the ROC Tourist Guide Association to conduct eight training courses in northern, central,
and southern Taiwan, preparing a total of 127 people to take the tour guide exam in 2017, of
whom 32 passed the exam.

105 FHREE = PEASIE A B B BlI4R MITEEHRRR S5 HIS ikiTit
2016 Tour Hotel High-class Manager Travel service providers go to
Training Tokyo for visiting HIS travel agent
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Kaohsiung International Airport Tourist

105 £ I-center IR G RRBmBRAMRERE

2016 I-center tourism service system srvice quality
Service Centers improvement achievement presentation conference

Tourism
Information
and Safety
Services

Section1l Travel Information
Services

(I) To establish a friendly travel environment, the Tourism Bureau has enhanced the service
quality of all 107 I-center spots in three levels, and assisted public and private organizations
including local stores, home stays, hotels, travel agencies, tourism factories, museums and
police stations to set up information stations to provide local travel information and easy
query service, expanding friendly travel services.

(II) By the end of 2016, the Tourism Bureau has set up 200 information stations, which provide
free Wi-Fi to allow travelers to access tourism websites in Chinese, English and Japanese. This
is especially useful to independent travelers because they can download local guide maps
from the website. The Tourism Bureau also organized local traffic information and travel
apps, and that's expected to provide smart and friendly travel service through a local travel
information platform.

(I1I) Visitor information centers provide diverse tourism services. In addition to being open all year
and being staffed with personnel, they also provide printed materials, and online information
in fixed locations all year round. It also integrates travel information gathered from the private
tourism industry and related government departments to offer convenient and complete
information service. The Tourism Bureau collaborated with private tourism sectors to set up “Call
Centers”, a toll free travel hot line available in Chinese, English, Japanese and Korean, to provide
24-hour information service all year round and create a safe and friendly travel environment for
domestic and foreign tourists. The Travel Information Library has been set up to offer various
travel books, tourism industry regulations, statistics, reports, investigations, videos, discs, and
posters free of charge. In 2016, a total of 2,473,197 visitors were serviced by visitor information
centers, and 260,215 copies of travel information material were given to visitors.

Section 2 Front-line Services at International Gateways

To service tourist arrivals, the Visitor Information Center in the arrival lobbies at Taiwan
Taoyuan and Kaohsiung international airports provide year-round services available in Chinese,
English, and Japanese. Specific details are as follows:

(I) Provided travel information, answered questions regarding inbound and outbound travel,
flight information, hotel and accommodation information, transportation information, as well
as guidance to reach airport administration agencies.

105 46 MERTISREISR, BILTER
2016 “Best information station chief”
award press conference
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Taiwan Taoyuan International Airport Kaohsiung International Airport Tourist Service
Tourist Service Centers Centers

(IT) Assisted in receiving guests and groups who were invited to Taiwan, announcing tourists from
Mainland China, and other travel-related services.

(III) Provided information service especially for foreign backpackers, and offered a variety of online
services to a comprehensive access to tourism information.

(IV) Promotional images and travel information stands on the pathway walls and departure lobby
of airport terminals. Free guide maps and foldout material with information on fine dining,
shopping, etc. are provided.

In 2016, the Tourist Service Center at Taiwan Taoyuan International Airport received 863,364
travelers and gave out 2,114,275 copies of tourism information, while 6,426 foreigner passengers
in transit benefited from the free half-day trip; the Kaohsiung International Airport Tourist Service
Center received 252,530 travelers and gave out 458,065 copies of tourism information.

II. Information Counters at Taipei Songshan Airport, Taichung Airport and
Kinmen Shuitou Wharf

In accordance with the inauguration of flights between Taipei Songshan Airport and Tokyo
Haneda International Airport, the Tourism Bureau has established an information counter in
the terminal of Taipei Songshan Airport, offering travel information available in Chinese, English,
Japanese, and Korean. Information counters in the terminals of Taichung Airport and Shuitou Wharf
in Kinmen also have been established to provide related travel information for tour groups from
Mainland China.

In 2016, the three information counters mentioned above received a total of 51,362 tourists
and gave out 386,514 copies of tourism information.

Section 3 Implementation of Tech-based Services

Since most tourists focus on information about food and beverage, entertainment and
accommodations, and due to the progress of mobile devices, the Tourism Bureau established the
“Taiwan Tourist Information” mobile website available in Chinese, English, Japanese, and Spanish;
the project of the mobile version of Southeast Asian language supported webpages continues,
enabling domestic and foreign travelers to access information through mobile devices.

In order to enhance the image of our official website, the Tourism Bureau revised the website
by RWD techniques in 2015. This not only makes the website be able to fit all kinds of screen sizes,
but also gives users a friendlier interface.

The Tourism Information Database, which collects information about scenic attractions
(which are administered by county governments, city governments, or National Scenic Area
Administrations), accommodations, restaurants, and activities in Taiwan, has been established. It is
expected to offer more than 17,000 items of tourism information in Geographic Information System
(GIS). With the principal of non-charged, free of application, open format, the information database
is available for tourism industry businesses to offer tourists accurate, prompt, and cross-field travel
information; and will thus reach the goal of providing seamless information service.

”

In order to provide Smart Tourism service, the Tourism Bureau has developed a “Tour Taiwan
application for mobile devices, supplying more than 60,000 items of location-based service, such as
tourist attractions, accommodations, restaurants, travel service centers, police stations, hospitals,
parking lots, public restrooms, gas stations, train stations and other transportation spots, meeting
the public’s needs when they travel During extended holidays, the Tour Taiwan APP can transmit
instant notifications to users about important travel information on every National Scenic Area, such
as areas closed, roads blocked or closed, or parking lots jammed.

For the implementation of smart innovative amusement park and the elevation of service
quality, the solution to the queuing problem to the amusement park facilities, events, restaurants
and service, “Top Quality Tourism” and “Smart Tourism” projects have incorporated queuing service
in the amusement park. With “On-spot Queuing Appointment” and “In-Advance Notification”, big
data on the amusement park visitors’ behavior combined with Beacon distribution, the location is
heading toward a smart tourism future.

FALLIFES HiRibs AR A5 R s
Songshan Airport Visitor Information
Center
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Use “TourTaiwan APP” to push important travel instant messages of various
countries's scenic areas provided by Tourism Bureau

Tourism information construction and application will continue to expand in accommodating
diverse needs from international and local visitors, aiming at Taiwan tourism multimedia information
add-value application service.

Section4 Travel Safety and Accident Policy

In order to strengthen the management, safety control, tour quality and services in national
scenic areas, the Tourism Bureau established the “Key Points on Supervision and Assessment of
Operation Management and Safety Maintenance at National Scenic Areas"”. These eight categories
of items are listed below: Tourist safety enhancement, facility maintenance and management,
environmental sanitation, optimization of social resources, improvement of service quality,
promotion and popularization, public relationship management, and particular items. Each National
Scenic Area Administration is required to carry out a yearly performance review as well as make
annual executive plans for management and safety maintenance, implement monthly inspections,
and report to the Tourism Bureau for quarterly inspections.

According to the “Tourism Amusement Park Management Regulations” and “Key Points
on Supervision and Assessment of Operation Management and Safety Maintenance of Tourist
Amusement Park Enterprises”, local government offices and experts (including police, fire agencies,
environmental protection, construction management, labor safety, and consumer protection)
were invited by the Tourism Bureau to form an assessment group. This special group is entitled to
supervise and inspect the operation management and safety maintenance of tourist amusement
park enterprises. All government administrations were also required to implement regular
inspections and report the results to the Tourism Bureau for future reference.

To enhance public safety maintenance, the Executive Yuan announced the implementation
plan for the “White Paper on Public Safety Management” on June 9, 2004. It selected 16 items,
including transportation and fire safety, as major items of public safety management. In terms of
“Safety Management of Amusement Facilities in Tourist Areas”, 4 implementation strategies, namely,
“Implementing Safety Management”, “Implementing Safety Education and Training”, “Strengthening
Safety of Amusement Facilities”, and “Enhancing Emergence Response”, were raised for competent
authorities to implement.

A supervision plan was made by the Tourism Bureau to require competent authorities of
the central government (including the Ministry of Education, the Water Resources Agency under
the Ministry of Economic Affairs, the Construction and Planning Agency under the Ministry of
the Interior, the Forestry Bureau under the Council of Agriculture, Executive Yuan, the Veterans
Affairs Council and the Tourism Bureau), municipalities directly under the jurisdiction of the central
government, and governments of counties and cities to carry out public safety management. The
results of their supervision are required to be reported yearly to the Tourism Bureau each June
and December. They will be collected, organized by the Tourism Bureau and then delivered to the
Committee of Disaster Reduction, Executive Yuan (which is now converted into Central Disaster
Prevention and Response Office, Executive Yuan) for reference. The Tourism Bureau hopes that
management and safety maintenance in each tourism area will be strengthened so that the Tourism
Bureau will provide tourists quality and safe travel environments.

Botm e A
Inspection team for tourism industry
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Tourism Bureau strengthens management and Focus on assisting travel agent

safety maintenance in each tourism area. to implement tour bus grading

The Tourism Bureau instituted regulatory measures, publicity and promotion measures, and
administrative measures for protecting travel safety consumer rights, with the establishment of
attendant management rules and preventive mechanisms to enhance the handling and reporting of
accidents by travel agencies and by tour-accompanying service personnel and guides, with the aim
of achieving effective prevention of accidents, effective response to accidents, and effective control
after accidents. Details of the respective regulatory, publicity and promotion, and administrative
measures relating to tour group transport safety are as follows:

(I) Regulation

Article 37, Subparagraph 9 of the Regulations Governing Travel Agencies was amended to add
the stipulation that travel agencies and the service personnel assigned by them to accompany tour
groups must comply with the requirement to explain and demonstrate safe tour bus evacuation
when conducting tour bus travel by domestic tour groups or receiving and conducting travel by
groups of foreign tourists or tourists from the Hong Kong, Macau, or Mainland China Areas. Also,
Article 27, Subparagraph 15 of the Regulations Governing Tour Guides was amended to add the
stipulation that tour guides must not fail to carry out explanation and demonstration of safe tour
bus evacuation.

(II) Publicity & Promotion

1 . The Tourism Bureau sent an official notice to associations of travel agents requiring them
to pass on notification to their member travel agencies that tour bus hiring selection
should be based on referral to the lists of A-graded and B-graded tour bus operators
compiled by the Directorate General of Highways from its assessments carried out in
2014 and 2016, and published the lists for universal reference on the Tourism Executive
Information System.

2 . The Bureau compiled an Operational Manual on Maintaining Travel Safety and Handling
Emergencies and Accidents, and posted it for reference in the Consumer Affairs section of
the Bureau's website.

3 . The Bureau assisted associations of travel agents to incorporate emergency and accident
response into education and training courses for industry personnel, to use major
assemblies of members to bolster promotion of travel safety awareness, and to establish
emergency and accident handling systems in order to enhance their capabilities for
responding and dealing with such occurrences.

4 . The Bureau printed and distributed travel safety handouts to remind travelers of matters
to which they should pay attention in making safe tour choices.

(III) Administration

1 . The Tourism Bureau accentuated guidance to travel agencies on clearly indicating the
names and assessment grades of the tour buses used in their tours, with the aim of using
information disclosure to gradually eliminate poor-quality tour bus operators.

2 . To ensure effective implementation of the aforementioned provisions of the Regulations
Governing Travel Agencies and Regulations Governing Tour Guides, the Tourism Bureau
listed them as key items of inspection for tourism groups and, under the provisions of
Article 25 of the Regulations Governing Travel Agencies, required travel agencies to keep
records of such inspections for one year, ready to be provided for examination.

3. The Tourism Bureau bolstered assistance to festival and tourism event organizers in
complying with the Directions on Safety Management for Large-Gathering Events as well
as the Fire Services Act, Consumer Protection Act, Building Act, operational directions
decreed by local governments on administering the erection of temporary constructions
and the holding of all kinds of events and activities, and other relevant regulations, in
enhancing site selection and use of equipment and materials, traffic controls, people
flow-lines and controls, safety precaution and emergency medical measures, and other
special considerations of safety management, in order to ensure the full and effective
safety management of events. In addition, the Bureau stepped up promotion of the use of
firework and firecracker sound effects instead of setting off real fireworks and firecrackers.
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Plans
for
2017

Section1 Launchingthe “Tourism 2020: Taiwan Sustainable
Tourism Development Strategy” , to achieve the
vision of establishing Taiwan as a main Asian tourism
destination

The UN World Tourism Organization (UNWTO) has named 2017 the International Year of
Sustainable Tourism for Development, stressing the environmental, social and economic aspects
of tourism development. In keeping with this, while giving balanced weight to the Taiwan tourism
industry’'s ongoing meeting of development trends in globalization, digitization and localization, and
also responding to the challenges of a large shift in Taiwan’s visitor sources and the region’s intense
travel competition, the Tourism Bureau has set three core goals and mapped out a framework
of five major action plans, as the means of putting the President’s tourism policy into effect. The
three core goals are: to stress innovation and sustainability in creating tourism services that deliver
benefits locally; to promote diversity of market development, for the creation of tourism added
value; and to ensure that travel and tourism are safe and free from worry, with full attainment
of the travel industry’s social responsibilities. The action plans focus respectively on developing
diverse markets, pepping up domestic tourism, helping the industry to transform, developing
smart tourism, and promoting experiential tourism. With these initiatives continuing to bolster the
foundations of Taiwan’s tourism industry and expand its international markets, the Bureau hopes
to be able to shape Taiwan into a main Asian tourism destination that is “friendly, smart and full of
great experiences.” The execution strategies are as follows:

I.  Developing diverse markets: Consolidating global positioning, using innovative
methods of publicity and promotion, creating novel tourist products, and
invigorating inbound travel and tourism

(I) Adopting a strategy of primarily targeting Japan and Korea, deepening promotion in Europe
and North America, reaching out to countries south of Taiwan, and holding onto the mainland
China market, with promotion tailored to different customer segments in each target market,
more overseas offices established, visa procedures simplified, innovative marketing methods
employed, and attractive incentive measures devised, in order to increase visitor volume and
accentuate the brand image of Taiwan tourism.

(II) Utilizing regional cooperation platforms, and joining hands with local tourism services to
create a friendly welcoming environment, and to develop travel and tourism products with
greater depth, diversity, distinctiveness and creativity, as means of drawing international
visitors to localities and creating local prosperity, while also increasing the satisfaction level,
repeat visits, and consumption level of visitors to Taiwan.

(III) Promoting emerging modes of travel and tourism, and tapping into the “new blue ocean”
of welcoming cruise ship tourists, using tourism as a means for developing industries,
enticing cruise passengers to purchase agricultural specialty products as well as cultural and
entertainment products, and building Taiwan into an Asian cruise ship hub.
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(D) BBeEAFTE B S HFEERERFRE -RERE S - HE - AIEFREER II. Pepping up domestic tourism: Bolstering the foundations of domestic travel,
REERFEAMT > AIGEEMHE > WIREREREREE - EBXRKHED - enhancing city marketing and annual festivals, and continuing to upgrade
(=) #EBIRERERR - DREHRECHES > WBRXAR  EXERAE  THREE - Xb- travel safety
IR mPRE R BN ERER L o (1) Assisting local governments to create distinctive tourism spotlights, promote feature tourism
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events, and attract overnight visitors, to expand domestic tourism consumption and spur the
development of the tourism industry and peripheral industries.

T EEBERRE ¢ EEERER - sf{CRHITIHEFE S EHE 0 RELRIFEAR (IT) Strengthening the mechanisms for internal control and rolling review of travel safety, and

improving industry management and traveler education & information systems.
(—)EHEM S HNEERGRICRR  HBFEBRIOEE - REIBRIRD - BARRHERE » &
B REABERAERER -

N
e

Hy

HAHMFERHO | B

branding and utilize e-commerce.

III. Helping the industry to transform: Implementing incentives to reward the o

(Z) safbikiz 2 2 MERER R RBIRIRE]  BEEXERRAREATESHE © good and eliminate the bad, so as to raise the industry’s brand power, o
innovativeness, competitiveness, and value added o

S EEERER  BENEKYE ) BHEZDES Al BB HEMINEE (I) Adjusting the industry structure to enhance service quality, and assisting the industry to build ;
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(—)PERELEE  BLRFRE > HEEXIIEREREL - (IT) Strengthening systems for the open disclosure and assessment of travel information, and
cracking down on management systems that infringe the law.
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(III) Cultivating tourism industry talent, with improved training of tour guides providing service in

(Z)BXEZEANAIES > ek EREHIR - ZREEEE RIS EHESTEHEEANSHRF o less common languages, reform of the tour guide examination and certification system, and
promoting tour guides’ integration into a new system of local guide personnel.
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M- #REZ2EHA | ERERITK  EAABRARENR - RAIS R IV. Developing Smart Tourism: Develop a well-prepared Smart Tourism that
(—)EAAATRE > BUBEXANBENE  2AELABNELENBS  MABNENES applies big data and ICT to open up a brand-new horizon in tourism

RIREIRIE(TAD > S| SEXESINERERER > XERAVAEHZTEE FEER o (1) Utilizing artificial intelligence (Al), building a big-data database for tourism, comprehensively

o . P P P ) . ~ integrating tourism industry information networks, strengthening utilization of tourism

(Z) EREESRRETEHARN > TEERITRESEART - EERARRKERBRE » EHNE information and analysis of traveler and tourist behavior, assisting the industry’s development

BITIRE EAEESE o of value-adding information application services, and developing novel and customized

business models.

(II) Utilizing smart technologies and mobile device technologies to enhance travel information
services, ticket systems and travel service quality for independent travelers, to make it easier
for independent travelers to deeply explore Taiwan.
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V. Promoting experiential tourism: Creating moving experiences, tapping into the
appeal of immersion tourism and local living, so that “more local is more
international.”

(I) Through public-private collaboration,
injecting the private sector’s vitalizing energy
into creating tourist recreation hotspots
and events that are friendly, distinctive
and topical, and that can highlight local
features and horizontally connect all related

T EREREEREL | REREIEE  FRREIREETEAE - BT  ER ndustries
(IT) Annually setting a main theme for travel
(—) BBARLIMFIHAST > JIARME AR  ITEAREE « 2821 « SEMAEREH 5 promotion, to achieve the ideal of sustainable 7
- AL St . ourism, develop local travel brands an
& A RS A ER 2 BCERERROES) ° products, and pf')ovide tourists with deep /
(D)FIEFERBERET > SREKERNIES  BEEMIRERERER » REHERERE experiences, while also encouraging young /
ETISEENS IR AR  RLTEH » (RIS 3R o people to return home to work and to care

for their home places, to promote balance of
urban and rural development.
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Taiwan pass card promotion press Taiwan Tour Bus - Safe Depart - One Day Tour Home of mountain tea - Alishan
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Section 2 Assisting industry transformation, strengthening travel
safety, and promoting ecotourism

I.  Assisting industry transformation

The Tourism Bureau will actively conduct training classes to help travel companies that
previously depended on serving tour groups from mainland China to transform their business
and develop new customer sources. This will include guidance on catering to visitors from Muslim
countries and Southeast Asia, and for switching to serving the domestic travel market.

To balance development of the domestic travel market and help travel firms transform their
business, the Tourism Bureau will in the mid- to long-term future continue to focus assistance
to travel industry members on brand building and operational diversification, with the aim of
empowering them to operate sustainably and adapt to market changes. The Bureau will also
provide brand management diagnosis for travel firms, encourage them to form strategic alliances
as a means of raising their risk control capabilities, and help them to develop e-commerce and gain
competitive ability. Such support for transforming and upgrading the travel industry, particularly
emphasizing “smart travel and touching experiences,” should raise the quality of domestic travel
services.

II. Strengthening travel safety

To enhance travel quality and maintain travel safety, the Tourism Bureau has designated the
third week of March every year as Travel Safety Awareness Week, which features stepped-up efforts
to promote awareness of the importance of travel safety. The intention is that all levels of tourist
authorities as well as travel industry organizations will make efforts during this week to carry out a
range of tasks relating to travel safety, with the aim of ensuring that travelers know what they need
to do to secure their own safety before they set out on a trip. The Bureau will continue its efforts to
strengthen travel safety through the following means:

(I) Regulatory measures:

Amending Article 37 of the Regulations Governing Travel Agencies and Article 27 of the
Regulations Governing Tour Guides to stipulate that travel agencies and the service personnel they
dispatch to accompany tour groups must comply with the requirement to explain and demonstrate
safe escape from the vehicle when a tour bus is used for transport. Also, drawing up Directions for
the Planning and Review of Reasonable Itineraries for One-Day Domestic Group Tours, requesting
travel agencies to make safety their top-priority consideration, and to conduct self-review of
domestic travel products according to eight main reference indicators, to enhance travel service
quality, and to better protect the rights and boost the faith of travelers.

(IT) Inspection measures:

1 . Continuing to examine travel firms’' one-day tour products, prioritizing attention to those
that give cause for concern (due to long hours, early departure and late return, traveling
on accident-prone road sections, etc.), and requesting travel firms to review and adjust
where needed.

2 . Acting in conjunction with the MOTC's Directorate-General of Highways to conduct joint
inspections of travel agencies and tour bus operators, and also arranging inspections
targeting focal areas and travel routes of high-risk travel products arranged by travel
agencies. Providing a channel for members of the public to submit complaints about
unreasonable or high-risk itineraries of one-day tours (hotline 0800-211734 or the Tourism
Bureau Director-General's mailbox at tbroc@tbroc.gov.tw), and coordinating with the
Consumers' Foundation to establish a horizontal liaison mechanism.

3. Assisting local governments to execute management plans for illegal hotels and
homestays: Amending the Directions on the Review of Subsidies for Local Governments to
Execute Illegal Hotel and Homestay Management Plans; continuing to allocate funds for
assisting local governments’ management of illegal hotels and homestays; subsidizing local
governments'’ increased recruitment of inspection personnel, production of information
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Butterfly Valley Biennial Butterfly Beauty Festival

and publicity materials, and purchase of equipment needed for inspections; continuing
to supervise and urge local governments to make lists of illegal and violating hotels and
homestays, and to strengthen investigation of and action against them; and guiding illegal
hotels and homestays to cease operating or obtain lawful registration, to ensure the safety
of accommodation for travelers.

(III) Education and publicity measures:

1 . Assisting all travel associations to conduct education and training for industry personnel;
establishing travel safety related courses for tour guides and travel agency managers;
and setting up a citizens' travel section in the part of the online Tourism Bureau Executive
Information System dedicated to consumer protection matters, to provide information for
travelers to refer to when planning trips.

2 . Printing safety-related information leaflets for tour groups traveling on tour buses in
Taiwan, to be provided for passengers’ reference, and continuing to promote travelers’
awareness of the need to be cautious in selecting travel products.

III. Promoting ecotourism

Under the Tourism 2020: Taiwan Sustainable Tourism Development Strategy, the Tourism
Bureau has set an eco-tourism theme for each year from 2017 to 2020, respectively the Firefly
Ecotourism Year, the Sea Bay Tourism Year, the Small Town Roaming Year, and the Central
Mountains Tourism Year. In addition, to match the United Nations’ naming of 2017 as the
International Year of Sustainable Tourism for Development, the Tourism Bureau will launch the 2017
Ecotourism Year, integrating resources across central and local government units, and promoting
local deep-experience activities in all parts of Taiwan for all times of the year, such as firefly watching,
whale and dolphin watching, migratory bird watching, raptor watching, and purple butterfly
watching, to promote the sustainable development of local economies.
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I. Major Events

5 el

1B19H

18 28H

1829H~2RHF25H

2A5H~2HTH

2A5H~2H22H

2R17TH~2KH21H

2A19H

2H22H

2B22H~3A6H

2B 238~2H24H

3R2H

3B4H~3H6H

3H9H~3KH13H

T2

2016 =& 17 SLERFARER

21 iLEE

EIER
MR R EIEARR

2016 EETEFHIEG N

2016 SEEEEFRIRE

2016 FHILREFTLE
SEEER

2016 REEFERIKE
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2016 BEEE

AIME 3 RS2 REhTRiE E B R
CEM)

BEAT ERIRETERE
REFBEER)

2016 FERFAIEFEMH MITM
EIRE

2016 HMEFRIRE

Date

January 19

January 28

January 29 -
February 25

February 5-7

February 5 - 22

February 17 - 21

February 19

February 22

February 22 -
March 6

February 23 - 24

February 23 - 24

March 4 - 6

March9-13

Event

Press conference on the “2016
Taiwan Amusement Park”, “Fun
Happy Monkey Year".

Amended and released the
“Regulations for Administration
of Tourist Hotel Enterprises”.

Participated in the 2016 Taiwan-
Jiangsu Communication Lantern
Festival.

Participated in the 2016 Travel
Fair in the Philippines.

Participated in the “2016 FGS
Dong Zen Temple CNY Lantern
& Flora Festival” in Malaysia.

Participated in the 2016 Thai
Spring International Travel Fair,
TITF.

Held the “2016 Tourism Festival
Awards Ceremony” at the Grand
Hotel in Taipei.

Amended “the Tourism Bureau’s
subsidy regulations for tourist
hotels".

Held the “2016 Taiwan Lantern
Festival”.

Participated in the AIME Asia
Pacific Incentives & Meeting
Expo (Australia).

Amended and released the
“Hotel Star System Building and
Equipment Standard Chart”.

Participated in the “2016 Spring
Johor MITM Travel Fair”.

Participated in the “2016
Internationale Tourismus-
Borse Berlin, ITB".

5 i

3H11H~3K13H

3B14B~3RK17H

3H15H~3K 16 H

3B24H8~3H31H

3B25H8~3R27TH

48 T7TH~4RH 128

4H148~4RB17H

4H198~4RB21H

4H22H

4826H~5RA3H

5A5H

5A6H~5H8H

5A6H~5H8H

5A13H~5A15H

T )
2016 HHRFEEEZE MATTA
g3

2016 AEISETRE

% 19 RIS RIR T # R
® (REEE)

2016 ENEHES

2016 ENfENKE

AR AtE R EIEE)

2016 #EgA P B Ak ids R

2016 FEIFRIEENIRIE R D5 R
(IMEX)

1ZE 105 FE MR R e
IfEsE =5

2016 HFEFMAHIERE

EIE#H TSR miRIRIT
FEREBIER

%12 [EBpRiEEEE
(Br2EF)

2016 F£EKFLE/E MATTA
i3

2016 FERAT MBI
[EEE)

Date

March 11 -13

March 14 -17

March 15- 16

March 24 - 31

March 25 - 27

April 7-12

April 14 - 17

April 19 - 21

April 22

April 26 - May 3

May 5

May 6 - May 8

May 6 - May 8

May 13 - May 15

NN

> =3
A =L

Event

Participated in the “2016 Malaysia
Spring MITM Travel Fair”.

soxipuaddy

Participated in the 2016 “Cruise
Shipping Fort Lauderdale”.

“The 19th Cross-strait Tourism
Industry Union (Nanning,
Guangxi).

Participated in the 2016 India
Promotion Conference.

Participated in the “Astindo Fair
2016" in Indonesia.

Tourism promotion in west Japan.

Participated in the “VITM Hanoi
2016".

Participated in the 2016 Worldwide
Exhibition for incentive travel,
meetings and events (IMEX).

The evaluation and approval
for 2016 Recreational Facility
Characteristic Value Plan.

Participated in the “Arabian Travel
Market 2016" in Dubai.

Amended and released the “Key
Points on Governing Awards and
Subsidies of Tourism Bureau,
MOTC for the Brand-building of
Travel Agencies”.

Participated in the “The 12th
Cross-strait Travel Fair (in
Xiamen, Fujjian Province)”.

Participated in the “2016 MITM
Travel Fair” in Sabah, Malaysia.

Participated in the 2016 promotion
campaigns of Malaysia Area.
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5H1TH~9KH 14 H

5HA19H

5B20H~5822H

5H20H

5822H

5B25H~5H26H

6H1H~9H30H

6H82H

6H8H~6H12H

VNIHD 40 DI79Nd3Y¥ ‘NVYMIVL 9102 INSIYNOL NO L¥40d3Id TVNNNY

6B 13H~6R17H

6B 16 H~6H19H

6H22H

6H29H~6H30H

6H30H8~7RH5H

TH1H

222

T2

BEEEZZ B ERRESREE
HEREEEENREHE

&3] Mt SR EEEIRa
ZEMEREEEEERHE
G2

%9 EEABEERE

2016 Z=EHE=E 235 21iff
S

APEC 55 48 RERF T1E/\4E

g&

2016 EEEE 235 RHIES

12016 EEEE 235 #5IE
B THEERES

25 25 /@ A 7167838 (YOSAKOI
SORAN) HEEERCHEEE)

RENEEED)
2016 EBEIRIRE

HHE 12016 EEFHEES
ERAEI EE

HHE TE i R i 2R
% R B = R AR
FEABE S NIRRT

2016 BREE LIRSS

e IS AR = L AR TS S R AL

Date

May 17 -
September 14

May 19

May 20 - 22

May 20

May 22

May 25 - 26
June 1 - September

30

June 2

June 8-12

June 13-17

June 16-19

June 22

June 29 - 30

June 30 - July 5

July 1

Event

Implemented on-site supervision,
inspections and assessments
on 13 National Scenic Area
Administrations.

Amended “Guidelines for the
Examination of Applications for
the Development of Recreation
Area Facilities”.

Singapore Taiwan Travel Fair.

Held the 9th Taiwan-Japan
Tourism Summit Forum.

Held the academy seminar for
“2016 Taiwan Fun on the Tropic
of Cancer”.

Attended the 48th APEC Tourism
Working Group Meeting.

Held the serial activities of
“2016 Taiwan Fun on the Tropic
of Cancer”.

Held the promotion press
conference for serial activities
of “2016 Taiwan Fun on the
Tropic of Cancer”.

Held the 25th promotional
activities for the Street Dance
Tourism in Yosakoi Soran in
Japan.

Held promotional activities in
the Thailand.

Participated in the “2016
International Travel Exhibition
(ITE)” in Hong Kong.

Held “2016 Taiwan Fun Park
Summer Scenery” press
conference.

Held “The Safety of Mechanical
Facilities in Tourism and Amusement
Industry and Emergency Medical
Seeds Coach Training Session”.

Held the 2016 tourism promotional
activities in Korea.

The establishment of Busan service
station of Taiwan Consulate in
Seoul.

5 fel

THB1H~7H3H

THB2HB~T7H3H

TH5H

TH5H~7HTH

TH14B~7HI17H

TH19H

TH20H

1057822 B~
106 €2 B 28 H

TH2TH~T7H28H

TH31H~8H6H

8HA5H~8ATH

8H15H

8H18H~8R20H

8H19H~8H21H

8H24H~8H31H

T )

2016 FEIILSIRBERZE

2016 FERFIRIER MITM
g

raEEFnFr,

MRBITIEES

2016 BXSE(EE R

2016 Z=EBETRE

2016 EEEZE 235 RIIE
) B EE

2016 B BFTHEBLES

EERREREY— R
5 E5 - £FRIE51IR)

2016 EESMIFSRERITHH IR BERR

Y

B ERICER HE =

2016 FEERFADHER MITM
EalEgind:=

EIESE M3 RERLRGIHE
IRESR 6 RIS ZMR 25
9 fRIF XX Z R 5.

REWEEE —RELES

2016 FHTINIRIKEFEHR
iiUidE2

ENFEEEEE) (MK +188)

Date

July1-3

July2-3

July 5

July5-7

July 14 -17

July 19

July 20

July 22, 2016 -
February 28, 2017

July 27 - 28

July 31 - August 6

August 5 - August 7

August 15

August 18 - 20

August 19 - 21

August 24 - 31

Event

Attended the conference of the
“2016 China Northern International
Travel Mart”.

Participated in the “2016 MITM
Travel Fair” in Penang, Malaysia.

New “Taiwan Travel Card.” Issuance
press conference.

Held the conference of the
supervisors of the diplomatic
missions in 2016.

Participated in the “2016 Thai
International Travel Fair, TITF”
in autumn.

Held the press conference to
boost up the serial activities of
“2016 Taiwan Fun on the Tropic
of Cancer”.

2016 Taiwan Tourist Shuttle
Carnival press conference.

The campaign of “warm up the
summer, ignite the winter” for
Taiwan hot spring gourmet
event.

2016 International Tourism
Marketing Seminar.

Tourism promotion campaigns
in the Northeast Region in
Japan.

Participated in the “2016 MITM
Travel Fair” in Kuala Lumpur,
Malaysia.

Amended and released the
attachment 2 under Article 6,
attachment 5 under Article
9 of “Schedule of Penalties
Applicable under the Tourism
Development Act”.

Held the tourism promotional

activities in Thailand - Visa Free
press conference.

2016 NATAS Autumn Travel Fair.

Held promotional activities in
Indonesia (Surabaya + Medan).

NN
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5 fel

8H26H~8H28H

8H30H~8H31HK
98 1H

8B 30H~8A31Hk
108 7H

8H31H~9A2H

9H1H~10H31H

982H~9H4H

9B6H~9A13H

9RTH~9H11H

9B8H~9R10H

9B12H~9R 2089
B22H-9H26H

9814 H

9B 198~9H24H

9B 198~9H26H

9H20HB~11KB3H

T2

B IBESHECBEARRHA
R HEETES)

MR P BRI IR T AL LR
HBEREEREGIFAKE

HHEREP R BRI T
(2R~ fEEREI)

APEC 55 49 RERF TR/ \4E

R
@ =2

HHE T2 ERpiREE
EE

BSORNRIE R

2016 BUMItEEE

DRIREHE PATAIREGE
R ZE

HEASAHER IR E S

S0 TERIARER AR FHAERE
TEBNERE) SREAE

STRE TR il B2 K e 1B 84 5%
MEEEEREEREETRSE
IH)

JEE IFTM TOP RESA k@

FEREREEE
(B +ERH)

BCSKH ERHEFERREE
&%

Date

August 26 - 28

August 30 - 31,
September 1

August 30 - 31,
October 7

August 31 -
September 2

September 1 -
October 31

September 2 - 4

September 6 - 13

September 7 - 11

September 8 - 10

September
12,20, 22, 26

September 14

September 19 - 24

September 19 - 26

September 20 -
November 3

Event

Organized tourism promotion
campaigns in the “18th Nippon
Domannaka Festival” in Japan.

Marketing publicity project for
tourism and leisure industry
business cooperation with
domestic tourism reception
travel agency.

Eastern Tourism Policy EIA
Symposium (Taitung, Hualien
and Taipei).

Attended the 49th APEC Tourism
Working Group Meeting.

Held birthday party event with
amusement park.

Travel Fair in Brunei.

Held the 2016 Tourism Promotion
in Australia.

Attended the meeting of
administrative committee
and travel mart of the Pacific
Asia Travel Association (PATA).

Participated in the “ITE HCMC”
in Ho Chi Minh City, Vietnam.

Held an orientation for “Directions
for the Provision of Subsidies to
Encourage the Quality Upgrading
of Tourist Hotel and General
Hotels".

Released “Tourist Amusement
Enterprise Water Recreation
Facility Inspection Items and
Standard Inspection Notice”.

Participated in the International
French Travel Market (IFTM) Top
Resa in France.

Held promotional activities in
the Philippines (Cebu + Manila).

Annual inspection (held by
Water Resources Agency
of Economy Affairs) on hot
spring management.

¥ il

9B21H~9H22H

9B 23H~9R25H

9B 2TH~9829H

9H29H~9H30H

1082H~11K13H

10HA3H

108 4H

10B5H

1085H~10B9H

1087H

105 18H~10KH20H

108198

10528 H

11818~11R2H

EE
RS RS  LSR
BXRE

RRFRIEEES JATA K
HOCHEES)

2016 IT&CMA S5 A% RN hixids
BEazRE

BRI RMEEED

HHE 2016 =EB1TEHHE

#HE 12016 = BH1TEHH)
BEsEg

RIEER 105 FEHBEAE

EIESH TREEXEIERA

B0 EB=EHRLTRE
YOSAKOI 58t e B S

HHE TEEHREZOHE) 5
g

2016 IMEX America ZE;NEIFE
BRI =R (=)

85 EEUERNAEFEE

105 ££ I-center REARTFSES A
REmERAREERE

HHE 12016 ARIFEEKE
Botimig)

Date

September 21 - 22

September 23 - 25

September 27 - 29

September 29 - 30

October 2 -
November 13

October 3

October 4

October 5-

October 5-9

October 7

October 18 - 20

October 19

October 28

November 1 -2

Event

Nanjing and Shanghai tourism &
recreational industry Exchange
conference.

Participated in the “JATA Tourism
EXPO” and held tourism promotion
campaigns in Tokyo.

Participated in the “Incentive
Travel & Conventions Meetings
Asia (IT&CMA) 2016".

Taiwan Golf Tourism Cup Friendship

Tournament.

Held the “2016 Taiwan Cycling
Festival”.

Held a press conference on the
launch of “2016 Taiwan Cycling
Festival”.

The Ministry of Transportation
and Communications organized
the 2016 Investment Solicitation
Convention.

Amended and released the
“Regulations for Administration
of Hotel Enterprises”.

Held promotional activities for
the 20th Street Dance Tourism
in YOSAKOI in Tsu Domain,
Japan.

Held the press conference for
“Safe Tour with Taiwan Tour Bus".

Participated in the 2016 IMEX
America (The Worldwide Exhibition
for incentive travel, meetings and
events).

Held the 5th Taiwan-Vietnam
Tourism Cooperation Conference
and promotional activities in
Vietham.

Held the 2016 I-center award
ceremony for service improvement.

Held “2016 Designated Scenic Area
Sustainable Tourism Forum”.

7
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5 fel

11B4H~118BT7H

184B8~11R7H

1187H~11RB9H

11811 H8~11A13H

118 15H

115158

11816 H

11817TH~11818H

11817TH~11H19H

118228

11H23H-~11H24H8~

1182681182884

115288

1158298

12A11H

128 15H

12H198~12R21H

12821 H

128 228~12RH23H

T2

2016 ITF ZICEIFRRE

5 11 [EBmEEZIbkE

2016 R EFEIRE (WTM)

2016 HEBEERERZ 5 &
(E8)

EEHEEEXEBRAKRE

105 % M4SIRE) 12K
RERHECRERRAT
wEe

S NERBFHRLER %)
HE) RBERES

2016 WIS I EREEER
AR ANEETIIES

% 31 EERENEE

105 FE MEfjibmEiL R
MR EE

ERAR—RETHELEREE
HEE

FRTEEATNRETLE
NG

BRARBHMENEERE
BHENg

RENRZFIET 1,000 AR

B TEREBIRTT) SREEM

BRERE

HHE 2016 EEEEBR IR
BRE

1ZE 106 FE NIRRT E
IfEstE =5

105 FFEig i §F ik TE — R BUT
EREYHRERE

Date

November 4 - 7

November 4 -7

November 7 - 9

November 11 -13

November 15

November 15

November 16

November 17-18

November 17 - 19

November 22

November 23, 24,
26, 28

November 28

November 29

December 11

December 15

December 19 - 21

December 21

December 22 - 23

Event

Held the “Taipei International
Travel Fair, Taipei ITF 2016".

Held “The 11th Cross-strait Travel
Fair” in Taipei.

Participated in the “WTM London
2016".

Attended the “China International
Travel Mart 2016 (Shanghai)”.

Taiwan Indonesia tourism industry
business exchange conference.

2016 “Taiwan Tour Bus” management
and quality service award and
achievement observation.

Held Fengjia Anti Daily Rent event.

“2016 How to organize international
festivals” seminar and workshop.

Held “The 31th TVA / KATA Tourism
Exchange Conference”.

2016 “Best Information Station
Manager” award and press
conference.

Malaysia - Taiwan Theme Park
operator promotion.

Malaysian Chinese major businesses
Taiwan tourism promotion seminar.

Malaysian Muslim major businesses
Taiwan tourism promotion seminar.

The number of tourist arrivals
reached 10 million.

Held micro film “Seniors love
traveling” promotional launch.

2016 achievement display of
tribal tourism.

Evaluation and approval for 2017
“Recreational Facility Characteristic
Value Plan” proposal.

2016 Good accommodation in
the cities -local government
management achievement
display.

= RIBEBCRITHIR RS R AR

I1. Organization Chart of the Administrative
Organs of the Tourism Bureau, MOTC

kN
Chou, Yung-Hui

SRR

Chang, Shi-Chung

Chen, Shu-Hui

IR

Lin, Kun-yuan

> =3
A =L

soxipuaddy

Director ~ Wu, Chieh-Ping

— X5
Travel and Training
Division
BE 2L
Director  Liu, Shih-Ming

— BAiThE

Technical Division

wE ‘|EE
Director Huang, Shih-Fang

— (hEHE — EIFRAE
Planning and Research International Affairs
Division Division
HE REF mE  EEE

Director  Cheng, Ying-huei

— BIRREHE

Domestic Travel Division

HE S

Director ~ Tzeng, Wei-der

— hcfEiE

Hotel and Lodging Division

s PRIGEE

Director ~ Chen, Chyoug-Hwa

— IRBEARES O

Taipei Travel Service Center

— EEREEERSRERERO

Taiwan Taoyuan International Airport
Tourist Service Centers

— BHEEFEESRE RO

Kaohsiung International Airport
Tourist Service Centers

— BREREEIER
National Scenic Area
Administration

RtEBEEWER
e~ Northeast and Yilan Coast
| REBBE
& | Northeast and Yilan Coast
TERHED
East Rift Valley

|
EES\pE R

Overseas Offices
® B Tokyo
® K[)x Osaka
o B Seoul

@ 503 Singapore

| it
Penghu
| L EBa
’ Matsu

DN dUBRERBE L
=] North Coast & Guanyinshan

210
Tri-Mountain

— WEE
Secretariat

E-E£25 IR

Secretary General | jn, Kun-yuan
and concurrent

Director of the

Secretariat

~ AEE

Personnel Department

= ERR
Director  Wang, Chin-Ying

— BAZE

Anti-Corruption
Department

= 2R
Director ~ Cho, Ming-Wei

1§

HFEIE Kuala Lumpur

)

#J New York

)

£ 2R Los Angeles

B

Sun Moon Lake

o [ESEENT

g) Alishan

| m=esin

B Southwest Coast
Siraya

— 5=
Accounting Department

FE MRERER

Director ~ Lin,Zhen-Yu

NS
Public Relations
Department

=E  MEE

Director  Lin, Pei-Chun

® LR Frankfurt
it & &% Hong Kong
£l SanFrancisco @ It Beijing
&

@ 58 dam) shanghai (Fuzhou)

— BEAE
Information Management
Department

TE EXRE

Director  Yeh, Wen-Chien
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III. National Scenic Area Administrations

RiEEEILE
RItABEREFERRAREEERE

Northeast and Yilan Coast National Scenic
Area Administration, Tourism Bureau, MOTC

RiIBEEIND
REfBFREREREEIER

East Coast National Scenic Area
Administration, Tourism Bureau, MOTC

RiBEEIF
TERMAERXRAREEERE

East Rift Valley National Scenic Area
Administration, Tourism Bureau, MOTC

RIBERER IR

ZHERAREERE

Penghu National Scenic Area Administration,
Tourism Bureau, MOTC

RiEEEIALR
FHERAREEER

Matsu National Scenic Area Administration,
Tourism Bureau, MOTC

RIBERER D
IEERERESLUERAREEER
North Coast & Guanyinshan National Scenic
Area Administration, Tourism Bureau, MOTC

RIBEE D
B2UBERE=ZREER
Tri-Mountain National Scenic Area
Administration, Tourism Bureau, MOTC

22841 #HILTH ER E1EMHE 2 EEH 36 5%
No.36, Xinglong St., Fulong Village, Gongliao Dist., New Taipei City
22841, Taiwan, R.O.C.

http://www.necoast-nsa.gov.tw/
TEL: +886-2-2499-1210

96144 ZRFAINIREZE MR 25 5%
NO. 25 Shintsuen Rd., Chenggong Town, Taitung County 96144, Taiwan,
R.O.C.

http://www.eastcoast-nsa.gov.tw/
TEL: +886-89-281-530

97844 TEiERAITEAPES AT 17 ABERESER —EZ 168 5%
No.168, Section 2, Singhe Rd., Neighbor 17, Hegang Village, Ruisui
Township, Hualien County 97844, Taiwan, R.O.C.

http://www.erv-nsa.gov.tw/
TEL: +886-3-887-5306

88054 F iR B AT M ER 171 5%
No.171, Kuanghua Village, Magong City, Penghu County 88054, Taiwan,
R.O.C.

http://www.penghu-nsa.gov.tw/
TEL: +886-6-921-6521

20942 TR A2 95-1 5%
No0.95-1, Renai Village, Nangan Township, Lianjiang County 20942,
Taiwan, R.O.C.

http://www.matsu-nsa.gov.tw/
TEL: +886-836-25631

25341 #FHILHAFMEEXE T A 33-6 5%
No0.33-6, Xiayuankeng, Demao Village, Shimen Dist., New Taipei City
25341, Taiwan, R.O.C.

http://www.northguan-nsa.gov.tw/
TEL: 886-2-8635-5100

41341 ERHEIEE IR 738 5%
No.738, Zhongzheng Rd., Wufeng Dist., Taichung City 413, Taiwan,
R.O.C.

http://www.trimt-nsa.gov.tw/
TEL: +886-4-2331-2678

RIBEE D
HREEXRASEEIERE

Sun Moon Lake National Scenic Area
Administration, Tourism Bureau, MOTC

RiEHE I
MEBLEREREEERE

Alishan National Scenic Area Administration,
Tourism Bureau, MOTC

RiIBEPER D
EEmEsEREREEEE
Southwest Coast National Scenic Area
Administration, Tourism Bureau, MOTC

RiEREINE
FHHERERE SRR

Siraya National Scenic Area Administration,
Tourism Bureau, MOTC

RIBEE D
EMERER&EIERE

Maolin National Scenic Area Administration,
Tourism Bureau, MOTC

RiEHEIH
AEERREAREEEREE

Dapeng Bay National Scenic Area
Administration, Tourism Bureau, MOTC

55547 & A EUMAR Kt AT AR LR 599 Sk
No.599, Jhongshan Rd., Yuchih Township, Nantou County 55547,
Taiwan, R.O.C.

http://www.sunmoonlake.gov.tw/
TEL: +886-49-285-5668

60246 =& E MMM O EFE 51 5%
No.51, Checheng, Chukou Village, Fanlu Township, Chiayi County,
60246, Taiwan, R.O.C.

http://www.ali-nsa.net/
http://www.ali-nsa.gov.tw/
TEL: +886-5-259-3900

72742 ErahItPFI@IEFIREELR 119 5%
No. 119 Jioucheng, Beimen Village, Beimen Dist., Tainan City, 72742,
Taiwan, R.O.C.

http://www.swcoast-nsa.gov.tw/
TEL: 886-6-786-1000

73257 EFHEARWIERWE 1-1 5
No.1-1, Xiancao, Xiancao Village, Baihe Dist., Tainan City 73257, Taiwan,
R.O.C.

http://www.siraya-nsa.gov.tw/
TEL: +886-6-684-0337

90143 RRMH=MPIMEEZNFESEE 120 5%
No.120, Saijia Lane, Saijia Village, Sandimen Township, Pingtung
County, 90143, Taiwan, R.O.C.

http://www.maolin-nsa.gov.tw/
TEL: +886-8-799-2221

92851 FRERMHERBIHEAMEAEE 169 5%
No.169, Datan Rd., Donggang Township, Pingtung County 92851,
Taiwan, R.O.C.

http://www.dbnsa.gov.tw/
TEL: +886-8-833-8100
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IV. Overseas Branch Offices

A

SHRRMER RS EERRREBR
Taiwan Visitors Association, Tokyo Office

3F., Kawate Bldg., 1-5-8 Nishi-Shinbashi, Minato-Ku, Tokyo
105-0003, JAPAN

TEL: 81-3-3501-3591~2

FAX: 81-3-3501-3586

Website: http://jp.taiwan.net.tw/

E-mail: tyo@go-taiwan.net

BRMRIER SEHRAHE HAKRRES
Taiwan Visitors Association, Osaka Office

6F., Resorttrust Midousuji Building, 4-14-3, Nishitemma, Kita-Ku
Osaka 530-0047, Japan

TEL: 81-6-6316-7491

FAX: 81-6-6316-7398

Website: http://jp.taiwan.net.tw/
E-mail: osa@go-taiwan.net

$BE

SRR ER SERN R EEMEHM

Taiwan Visitors Association, Seoul Office

Rm. 902, 9F, Kyungki Building, 9, Namdaemun-ro 10-gil, Jung-
gu, Seoul City 04540, Republic of Korea

TEL: 82-2-732-2357~8

FAX: 82-2-732-2359

Website: http://www.putongtaiwan.or.kr

E-mail: taiwan@tourtaiwan.or.kr

HRUmER 2ERHEZLRB

Taiwan Tourism Bureau, Busan Office

Rm. 907, 9F, Yoochang Building, 72, Jungang-daero, Jung-gu,
Busan City 48941, Republic of Korea

TEL: 82-51-468-2358

FAX: 82- 51-468-2359

Website: http://www.putongtaiwan.or.kr

E-mail: taiwan@tourtaiwan.or.kr

BB
HEBMER SEBAREEREMER
Taiwan Visitors Association, Hong Kong Office

Room 512, Silvercord Tower 1, 30 Canton Road, Tsim Sha Tsui,
Kowloon, Hong Kong SAR

TEL: 852-2581-0933

FAX: 852-2581-0262

Website: http://www.welcome2taiwan.net
E-mail: info@ttbhk.hk
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Taiwan Visitors Association, Singapore Office
30 Raffles Place, Chevron House #10-01, Singapore 048622
TEL: 65-6223-6546/7

FAX: 65-6225-4616

Website: http://www.welcome2taiwan.net/

E-mail: tbrocsin@singnet.com.sg

HEEENER SRR S EIRINER

Taiwan Visitors Association, Kuala Lumpur Office
Suite 25-01, Level 25, Wisma Goldhill, 67, Jalan Raja Chulan,
50200, Kuala Lumpur, Malaysia

TEL: 60-3-2070-6789

FAX: 60-3-2072-3559

Website: http://www.taiwan.net.my/ms/

E-mail: tbrockl@taiwan.net.my
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Taipei Tourism Office, Federal Republic of
Germany

Friedrichstrasse 2-6, 60323 Frankfurt am Main, Germany
TEL: 49-69-610-743

FAX: 49-69-624-518

Website: http://www.taiwantourismus.de/

E-mail: info@taiwantourismus.de
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SHRAM SRR SHRANZIE XS R 4E
Tourism Representative, Travel Section, Taipei
Economic and Cultural Office in New York

1 East 42nd St., 9th Fl., New York, NY 10017, U.S.A.

TEL: 1-212-867-1632/4

FAX: 1-212-867-1635

Website: http://www.go2taiwan.net

E-mail: tbrocnyc@gmail.com

HESWMSEE FES LI=IE SRS E
Tourism Representative, Travel Section, Taipei
Economic and Cultural Office in San Francisco

555 Montgomery Street, #505, San Francisco, CA 94111, U.S.A.

TEL: 1-415-989-8677

FAX: 1-415-989-7242

Website: http://www.go2taiwan.net
E-mail: info@visittaiwan.org

EERM MR B BRI B R A
Tourism Representative, Travel Section, Taipei
Economic and Cultural Office in Los Angeles
3731 Wilshire Boulevard, Suite 780, Los Angeles, CA 90010,
USA.

TEL: 1-213-389-1158

FAX: 1-213-389-1094

Website: http://www.go2taiwan.net

E-mail: info@taiwantourism.us
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Taiwan Strait Tourism Association, Beijing Office
IERHEGRERPIIIMREZ 12 SREFREAEFEE 29 8

29th Floor. West Tower, LG Twin Towers, B12 Jianguomenwai
Avenue, Chaoyang District, Beijing 100022, Mainland China

TEL: 86-10-656-64100
FAX: 86-10-656-61921
E-mail: tsta7@tsta-bj.org

B EBMEE SEEEMEERRERS LISHEOR
Taiwan Strait Tourism Association, Shanghai
Branch Office

LiEThERFARARPE 168 SREMHAREIAIE 10 /8 02 Bt

Room 1002,10F Headquarters Building No.168 Xizang Middle
Road, Shanghai 200001, Mainland China

TEL: 86-21-63510909
FAX: 86-21-63510696
E-mail: taiwan@tlhsh.org

B ESHERENNIAE S8 ERNERIRERE L
MEDERBMNMAE

Taiwan Strait Tourism Association Shanghai
Branch Fuzhou Office

EEERMNTXIEE R R 82 SR EEIFRAE 18 8 06 Bt

Room 1806,18F Rongdu International Building No.82 Wusi
Road,Fuzhou 350000, Mainland China

TEL: 86-591-63335018

FAX: 86-591- 63335017

E-mail: tsta8@tsta-bj.org
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