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¢ Foreword v

Among the indexes of tourism development of Taiwan, the number of tourist
arrivals and foreign exchange earnings are the two indexes mostly used in many fields.
Indeed, the year 2015 is an inspiring and brand new year. With the concerted efforts of
all the tourism industries, we extended the fruitful outcome of “Project Vanguard for
Excellence in Tourism”, the Tourism Bureau, MOTC has proposed a whole new project:
The “Tourism Action Plan 2015 - 2018", which will lead Taiwan'’s tourism to the next
milestone. We are also thrilled with joy to announce that the number of tourist arrivals
have been rising by over one million in each of the past seven consecutive years, and
has reached 10.43million on December 20, 2015. Furthermore, foreign exchange
earnings from tourism reached a new
record at 458.9 billion. Among all the
target markets, the growth rate of tourists
from Korea was the highest (24.84%), Hong
Kong and Macau were second (10.02%)
and Mainland China was third (4.94%).

If we examine the target markets by
their revisiting rate; Hong Kong's revisiting
rate has been 70% for the last three years,
Japan and America's revisiting rate has
been 50%, Malaysia ‘s was 42% and even
with its tightly controlled tour groups,
China’s revisiting rate increased to 11% from 5%. This represents the efforts we have
put have put into developments and innovations in tourism attractions. This also
demonstrates our success in using different marketing strategies for different areas.
Combined with convenient international and domestic transportation and promotion
of railway tourism, we have successfully drawn the attention of global tourists and have
made Taiwan a revisit-worthy destination.

In the World Economic Forum’s (WEF) Travel &Tourism Competitiveness Index,
Taiwan ranked 32nd place in the list of 141 countries, which was the best ranking
Taiwan had ever received and was an international recognition for Taiwan’s tourism
achievements. Furthermore, Taiwan was also awarded the title of “the Best 20 Trips in
the World” for 2015 by National Geographic Traveler, “The Best Value Destinations for
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2015" by Lonely Planet, first place in “Which Destination Has the World's Best Food?”
by CNN, “Top 10 Muslim Travel Destination” by MasterCard, and “The Best Country to
Travel Alone for Japanese People” by 4Travel. As you can see, Taiwan's fame and praise
are spreading among the global community.

In order to make Taiwan a high quality destination for 10 million international
tourists, the Tourism Bureau will continue to cultivate the existing markets of Mainland
China, Japan, South Korea, Hong Kong, Singapore, Malaysia, Europe and America and
strive to attract the newly rich in Southeast Asia, Muslims and other tourists from
emerging markets. Not only will we carry out the easy visa process for Southeast
Asians, but we will also open up the cruise travel market to attract international cruises.
We will promote specialty tourism by holding a series of international activities such as
the “Taiwan Lantern Festival”, “Taiwan Culinary Exhibition”, “Taiwan Fun on the Tropic
of Cancer”, “Taiwan Cycling Festival” and “Taiwan Hot Spring and Fine Cuisine Carnival”
and we will also collaborate with local travel services such as the “Taiwan Tourist
Shuttle”, “Taiwan Tour Bus”, “Taiwan Travel Card”, and “I-Center Travel Service”. We will
keep developing potential scenic spots, streaming the tourists, upgrading the quality
of recreational areas, balancing the development of different areas to increase the
competitiveness of Taiwan tourism and make Taiwan the most wonderful destination in
the world.

In 2016, in order to maintain the prospect of becoming a tourism powerhouse
at 10 million visitors (a year), we will continue to follow the “Tourism Action Plan” as a
guideline to carry out the idea of “optimizing both quality and quantity” and connecting
all the resources to implement the strategies in the aspects of “quality, specialty,
wisdom, and sustainability”. We expect to make Taiwan live up to the title of being a “10
Million Visitors a Year Tourism Powerhouse”.

Compiled here for you are the achievements of the tourism administration in 2015.
We welcome your comments and suggestions.

Director General of the Tourism Bureau, a ﬁ@.@%/
MOTC,




RS HEEEREO | B

VNIHD 40 2I19Nd3¥ ‘NVMIVL S10Z INSTdNOL NO L40d3d TVNNNV

R AR / Erliao Moon World

002

009

010

022
024
024
026
028

032

034

036
038
042
048

054

006

R&F

104 FEEMEBAREE

B EE BAKETHAE » {TEEHE
HENBENLRR

& BESHENTS

-

ZITHRERR

2 RAETREEE > ZEECEIERK

-

B EEReREE > FERMITHER
i~ FREEFREICIERE » HEMEEERTR

B EEREERIRE > TERERTAS

k- EEGHES DHEIRIRER) > FBEA

F—E

Bychigiin

L]

B8 ZWIRENS

FTH REREDS
F=H BAZETS

FOE BRKEDS
FHE BAHEHEZEZE BAFEER)

ZIFEHE / Anping Fort

056

058

062

070

099

100

104

108

110

110

112

192

—

IR E R E

F—H ZEZNMHEEE > BREXAE
ST RCITHGES > MEEPERN
F=H BREEEHE > BmENS

B=E
B R kit R EA 1T EY

F—H EHAUEHEELEY
FTH KERBRIBEE

FZH EPERREF

EJui=s
Bt RRERAEE

F—H BAERRIERECEEE

FH ERESHFEEERRBEEERE

F=H BAERBRKERZHED

BT B L B B4R — R IE =1 /
The Silk Road of Love in Alishan Scenic Area

002

009

011

023

025

027

029

031

032

034

037
041
043
048
054

Foreword

2015 Summary of Important Policy
Achievements

II.

III.

Iv.

VL.

VIL

Promoted the “Taiwan Tourism Program”, and
Created Excellent Tourism Venues

Developed High-end Markets and Attracted
Tourists With Multiple Market Spending Potential
to Taiwan

Improved the Quality of Mainland Tourists,
Implemented Optimal Management Strategies

Promoted Special Tourism Activities, Branded
Taiwan Tourism Calendar Internationally

Deepened the Friendship through International
Tourism, Pushed for Exchanges through Bilateral
Meetings

Created a Friendly and Smart Environment,
Optimized the Tourism Service Network

Coordinated and Promoted the “Consumption
Boost Measure”, Motivated Taiwanese to Take
Brilliant Tours
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42015 Summary of Important
Policy Achievements

I.  Promoted the “Taiwan Tourism Program”, and Created Excellent
Tourism Venues

As the direction of Taiwan’s tourism industry shifted from optimizing “quantity” to “quality”,
the Tourism Bureau rolled out the “Taiwan Tourism Action Plan (2015 - 2018)", continuing the
promotion and achievements of the excellent tourism venues in the “Project Vanguard For
Excellence in Tourism” program. The Tourism Bureau aims to improve the quality and value of
Taiwan's tourism venues, set various policies for execution, and push for an all around boost
in the domestic and international tourism market and industry. As 2015 was the first year this
program rolled out, it is an important first step.

From the time the program was implemented at the end of 2015, an impressive 10.43
million tourists have visited Taiwan, contributing total revenue of NT$458.9 billion. In addition,
190,000 tourism jobs have been created, enabling up to NT$330.8 billion of hotel investments.
The total number of available rooms in the hotel and lodging industry grew to 190,000, with 19
international hotel chains, including Marriott, opening branches in Taiwan. All these activities
have injected renewed energy in Taiwan’s tourism industry and bestowed international
attention to its achievements. CNN in the US ranked Taiwan as one of the 16 most popular
tourism destinations in the world in 2016. Business Insider also selected Taiwan as the world's
6th must-visit attraction in 2016. Below are various execution plans and promotional results:

I.  Top Quality Tourism

1. In order to strengthen brand recognition and management infrastructure, 3 brands
were established, 47 businesses submitted financial statements for visa applications,
and 30 travel-related businesses have employed business transactions via the internet.

2. The “ROC Tour Leadership Profession Union ACFTU"” was successfully established
and personnel received training. The industry’s partnership with labor was also
strengthened.

3. Transaction security checkpoints were strengthened, 99 travel agencies were
inspected, and 12 business licenses from travel businesses were revoked. After further
inspection, no major violations and security matters were found.

4. To improve the tour experience for Mainland Chinese groups, a sightseeing inspection
focus unit was established in August 2015, in order to expand the authority of the
inspection administration and maintain travel industry standards, as well as improve
the quality of Mainland Chinese tours. In 2015, a total of 37,600 tours (856,000
individuals) visited Taiwan - comprising 45% of the year’s tour group population. Since
March 1, 2016, this rate has increased to 66%.
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Taiwan Host Training Programs

(II)

1.

(I11)

(IV)

1.

Travelodge Industry Quality Enhancement Project

The Tourism Bureau, MOTC Pushed for “Star Hotel” evaluation, focused on evaluation
of first participants that received a star rating, and subsidized 70% of the evaluation
fee. By the end of 2015, 606 Star Hotels have undergone hospitality instruction and
enhancement. Later, cross-industry match-up training will be provided continuously in
order to establish alliances or new local brands.

698 “Taiwan Host” members were proactively selected during 2015, including 122 new
members. 100 Taiwan Host members were randomly selected for quality assessment
(84 of the 100 passed re-evaluation, 13 were revoked from Taiwan Host status, and 3
were given a deadline for improvements). These procedures were in place to maintain
Taiwan Host's quality.

The function of the Taiwan Stay website was expanded and the sales of Star Hotel-rated
hotels and Taiwan Host-B&Bs were strengthened.

The disqualification procedures on hotels that violated certain quality parameters were
strengthened. The “Essential Points for the Tourism Bureau, MOTC's Assistance to Local
Government's Execution to Ban Job Subsidies to Illegal Travelodge” was implemented
on December 30, 2015. Manpower and funding were provided to execute the ban in
order to increase local government’s inspection frequency and effectiveness.

Travel Industry Innovative Training Program

The tourism industry was rewarded for upgrading their establishments. 221 businesses
were successfully trained to acquire concessional loans for a total of NT$9.6883 billion,
and interest subsidies of NT$195.99 million to 101 businesses were approved.

Experts were invited to form training groups to provide guidance with 6 transportation
connection hubs. Small establishments with fewer than 15 guestrooms were reclassified
as youth hostels or budget hotels.

On November 12, 2015, the “Essential Points Guaranteed by the Tourism Bureau, MOTC
to Provide Capital Financing Relative Credit to Affected Travel Industry Businesses” was
released. The Tourism Bureau also collaborated with the Small and Medium Enterprise
Credit Guarantee Fund, setting aside NT$70 million, and assisted affected travel
industry businesses with obtaining credit guaranteed loans.

Quality Plan for the Tourism and Amusement Park Industries

The Tourism Bureau successfully trained 4 talent-development teams at Janfusun
Fancyworld, Leofoo Village Theme Park, Lihpao Land, and E-Da Theme Park, and
assisted them with the implementation of 21 quality improvement measures, including
human resources development, facility repair, visitor transportation connection
services, and other innovative services.

The annual supervision and evaluation of competitions was managed successfully, and
the organization for joint inspections was expanded. The Tourism Bureau also focused
on activities involving security management and categories that can be included
under the rules and regulations handled by the administration of the tourism and
amusement industries, and strengthened safety support measures.
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Taizhong Mazu International Festival - Taiwan International Hot Air Balloon Fiesta
Xingang Fengtiangong

3. Domestic and international promotion efforts were strengthened, and the “Summer
Joint Marketing” press conference was conducted. In addition, the “In Love With
Amusement Parks” theme song and music video was publicized. Media partners from
Mainland China, Singapore, Malaysia and bloggers were invited for the press coverage,
and the “Beijing Promotion Conference” was conducted to increase exposure and
strengthen negotiation efforts towards increasing tourism in Taiwan.

(V) Key Tourism Personnel Cultivation Plan

1. Domestic Training: Base, mid and top level personnel training was provided
systematically, resulting in 1,314 key personnel successfully trained and two tourism
forums organized (Top level customer service / Chang Bo-liang; Status of tourism
hospitality industry / Tian Gui-cheng).

2 International Training: Top-level personnel development was conducted by sending 12
travel industry personnel to Japan, 29 tourism hotel personnel to Bangkok and Chiang
Mai, 16 sightseeing and amusement park personnel to Kyushu and Osaka, and 4 to
other countries to gather information.

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

1. Cross-border Spotlight Plan: Six locations were selected for the plan - Yunlin, Miaoli,
Hsinchu, Chiayi, Taoyuan, Changhua. Selected areas’ local governments will be asked
to follow approved content and expedite promotion efforts.

2. Recreational Facility Characteristic Value Plan: Subsidies were provided to local
governments to add characteristic values to existing recreational facilities. 64 groups
have already been approved and the rest are planned to roll out gradually.

(II) Characteristic Tourism Activity Support Plan

1. The Tourism Bureau provided training to enhance the quality of 15 international
tourism venues, including “Yanshui Rocket Folk Cultural Activity”, “Taichung Mazu
International Tourism Culture Festival”, “Kaosiung Neimen Battle Array”, “Lugang
Dragon Boat Festival Activities”, “Taiwan International Hot Air Balloon Festival”,
“Sanyi International Wood Carving Art Festival”, “Taiwan Fun on the Tropic of Cancer
Activities”, “Taiwan Fun on the Tropic of Cancer, Summer Solstice 23.5 Degrees Tropic
of Cancer Story and Environment Education Tour”, “Cijin Black Sand Art Festival”,
“Yilan International Children’s Folklore and Folk Game Festival”, “Yiwei Keelung Ghost
Festival”, “Yunlin International Puppet Festival”, “Hsinchu County Yimin Cultural
Festival”, “Taipei Marathon”, “Taiwan Open of Surfing Competition”, and “Chiayi City
International Band Festival”, etc.

2. Training was provided to enhance the quality of 10 domestic tourism venues, including
“Kaohsiung Lantern Festival”, “Yilan Green Expo”, “Tainan City International Dragon
Boat Championship”, “Hualien Indigenous Joint Ethnic Harvest Festival”, “Hengchun
Old City International Shed-building Sightseeing Cultural Activity”, “Kaohsiung Zuoying
Wannian Folklore Festival”, “Taipei Hot Spring Festival”, “Hsinchu County International
Drumming and Art Festival”, “Sea of Flowers in Xinshe and Taichung International
Flower Carpet Festival”, “Cingjing New Year's Eve Party and Snow-Electronic-Starry
Festival in Nantou”, etc.
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(2) BEMEFHEEHR =R : 104 £ 12 B 28 Bk > FHEHBNHHREEIZ AR 8 K178 »
BN TEHEE KR -HES SEGIEHTH > UHERREEFREAT IR -

3) AHEMSFHHESECEAREMAER AEBIMMFEREERRELBREN
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(m) EEHRAXBNMESHE

BR201SFEEMELEEAEFER BB A
71~ TE1THE) & T8 SKETEFRTE

W TIESR) HERBIMEEEZEH L 254
AARTER ARWEXERSESFE4555Y
WEES « 2IEEBEBREIZEE LPGA 5B XIX
NHRE -~ X BITEH Bike Expo ~ BEE®W
BRiEIRIE Festival F 9 AMMEEESH ~ 2
Mma8 BikEREES > LRAMERT « KT
HEFR%E 4 HERERS -

BRRHIHDRITH

(1) BR U TEEREN%F-BY A%
& > EFHZ/%"#REIZQEIE’JEIJQ';JS’ZWI an
BERFREE  BRAEANEREE

=] ;‘*Eﬁi‘ﬁ* g R lTime for Taiwany °

Hﬂ

Anytime for Taiwan 51T & R FEERABERAESHELERN
Anytime for Taiwan - Film Taiwan Action Chibakun and OhBear promoted Taiwan
tourism on the same stage

3. The “2015 How To Organize An International Festival and Sightseeing Activity
Seminar” was conducted, and experts from Japan, Germany and Taiwan were invited
to share their experiences in four main areas: Food, celebrations, special event safety
management, and domestic events. A total of 200 people attended to share their
experiences and exchange information.

4. The publicity and marketing work of the
“Taiwan Tourism Calendar” was conducted
to strengthen and expand brand awareness,
elevate the importance of the tourism
calendar to event organizers, and maximize
the benefits of brand awareness and
creative marketing.

(ITII) Diverse Tourism Product Cultivation Plan

1.

International Spotlight Promotion Plan: Facilitate autonomous operation in Northern
Region 1, Central, Southern, Eastern and Nationwide Regions. Continue to coach
Nationwide Region 2 and Northern Region 2 to operate autonomously.

Taiwan Tourism Calendar Promotion Plan:

(1) The 41 international tourism events on the Taiwan Tourism Calendar are estimated to
have attracted more than 2,000 participants, while bringing in about NT$20 billion of
tourism earnings.

(2) We collaborated with Google to organize the “Anytime for Taiwan Unlimited Travel
Videos” global network video collection event. A Hong Kong national, Andy Kong,
was selected to receive the universal air ticket prize. Over 600,000 users watched the
YouTube video, which had more than 1.37 million views. The official Google website
tracking the event had more than 1 million followers.

Tourism Platform Resource Integration Plan:

(1) We collaborated with the Ministry of Foreign Affairs to facilitate the Convenient Visa
Application Measure with 5 Southeast Asian countries. Since November 1, 2015, the 5
Southeast Asian Countries Convenient Visa Application Measure was implemented.

(2) We collaborated with the Ministry of Culture to promote the Southern Branch of
the National Palace Museum. Assistance in managing travel itinerary planning and
marketing were provided on an on-going basis, including in print media, travel fairs,
marketing fairs, press conferences, and other marketing events. Commonly-planned
trip itineraries were developed for international businesses and the media.

(3) We collaborated with the Ministry of Health and Welfare to assist with the integration
of the tourism and health industries: Overseas offices will be responsible for
promoting Taiwan’s tourism and medical news, and provide businesses with
ad-sharing and grant promotions.

(IV) Taiwan Sightseeing Destinations Promotion Plan

1.

Premiered the 2015 Taiwan tourism promotion film, and developed the three main Taiwan
tourism markets: Tour transit, biking, and cruise.

EORENETAMEE EEENEBLEY
017

The friendship golf tourament of tourism
for Taiwan, Japna and Korea.

The press conference on “Taiwan
Tourism Events”
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(2) B#BE : U TER %5 Xt Ax# > BEARSAQMEE > LRARE Hanatour &
ARERTHEZBRAEETE BESBXITE -

B)ERE:UTER -XE-%EF £/ 2T BUSERBEENMNR 38R
A Malan Breton & {F B &IF R B R4 8/ ~ Smithsonic AT G FXEEYERD -
Orlando B/ EGFIESE A « 2HEEMBITEEHRELE > BAEEE I mEN S EHR
BB e

(4) KB @ 5258 B MM -~ =R~ ERE)) > USEBRENEABRK  BMESEEEHER
SREREREE > WREMMEHEE - B5h - BT > R3ISHALRE -

(5) RmE: UTMEE-RE-HE-B
¥ AEH > RMEKEBRTS 2
=ENEE > BIEERER > 28348
B2 R - EIREREET
MEBREZEABEREERHELE
BEE -BiRmE 5 EEEHELE
R EREERS o

(R) SBHhERRAE

Hiwmis  BIEEHSIF > BiBDNEE (Asia Cruise Fund > ACF ) #&=E -~ F#&
FREEREENENENHENBSERIY  TEXRS2HABMRMH MG CLIAZHZ
Cruise3sixty B8 > HIEHHMBWEEZH TR > 104 FIRS|IBEHIREZE 26 BAR > B
£ 7.5%°

2. HRIRETS D 2MER4AERRERGZEXERE ERCEUXTERERFFE

104 FR5| 344 E > K 6.5% °

3. BYMHE HEISHBIMASER, N 13EERASERRBBIERMNEERFTRME;

HHEPAEIRDE 5 104 F£H 20 BRIIMIRERE > IR 7% °

4. BRIRITHE  HPHEEEREGTER RFXELSHR  HIMIZFESMERERPT -

104 FHMR5| 3 8 6,698 AR » &K 45% °

ERBEHERSETEY
The press conference on “2015 The Charter
Ceremony of Halal Muslim Restaurants”

2015 BRAEEHKE MATTA kB
2015 MATTA Fair in Malaysia

2. The “OhBear” image was used as an overseas spokesperson for Taiwan tourism, including
teaming up with Japan's Chiba County and Saitama Seibu Lions Baseball Team to hold 4
mascot promotional events. We also attended 9 public relations and promotional events,
including the US LPGA Golf Open, New York Bike Expo, and the Seoul Putong Putong
Festival in Korea. In addition, we participated in 48 travel fairs and promotion seminars,
and collaborated with airlines and travel agencies to develop 4 “OhBear” gifts.

3. Conducted Marketing on Individual Market Resources:

(1) Japan: Focused on themes of food, romance, fun, and shopping. We took advantage
of Taiwan'’s friendly reputation and atmosphere to the Japanese. For example, Director
John Woo and Japanese teen idol Takuya Kimura were invited to team up to produce
the Taiwan tourism promotion video, “Time for Taiwan”.

(2) Korea: Focused on food, fun, and culture. Ministry spokesperson(s) attended public
relations activities and signed a plan with Korea’'s big travel agencies (such as
Hanatour) to increase tourists traveling from Korea to Taiwan. Developed a golf-
focused itinerary. A golf-focused itinerary was developed.

(3) Europe and America: Focused on food, culture, fun, and ecology. The Taiwan Tourism
Destination campaign was created, including events with celebrity Malan Breton
during New York Fashion Week. We also collaborated with Smithsonian Institute
on the US Museum Day, worked with Orlando Zoo to have an “OhBear” day, and
participated in local biking events to develop Taiwan’s tourism branding, reputation
and penetration.

(4) Mainland China: Emphasis was placed on shaping Taiwan's tourism brand, while
pushing its distinctiveness and creating an emotional attachment. Through
community discussion channels, we stressed Taiwan's unique charm and hospitality
to create strategic marketing alliances and attract high-end tourists to Taiwan.

(5) Southeast Asia: Focused on food, romance, fun, and shopping. Targeted business
markets were further developed. Topics about return visits, simplified visa application
measures, and organized tours to attend promotional seminars in the Philippines,
Thailand, and Malaysia were expanded on. In addition, lectures with travel experts
were conducted and the “Grateful for you, Hong Kong"” campaign was rolled out.
Furthermore, the 5 Southeast Asian Countries Convenient Visa Application Measure was
implemented.

(V) High Potential Tourists Source Development Plan

1. Cruise Market: We strengthened regional collaboration through the Asia Cruise Fund (ACF),
and organized joint promotional activities with Taiwan, Hong Kong, Philippines and Hainan
with the Miami Cruise authority. In addition, we participated at the Cruise3sixty Cruise
Show held by the Cruise Lines International Association (CLIA) for the first time. The show
focused on the education and training of the cruise industry. In 2015, 260,000 people took
a Taiwan cruise - a growth rate of 7.5%.

2. Reward the Tourism Market: We attended the 4 major international seminars and professional
exhibitions that focused on the tourism industry, while customized cultural performances
and souvenirs were provided. During 2015, 344 unique tour organizations visited Taiwan - a
growth rate of 6.5%

PEREEIAMYFERTEEAALSREERIIETSSERBFERGERR O’I 9
Affiliated Ceremony between the National Tainan Girl's Senior High School and
the Hyogo Prefectural Tatsuno SeniorHigh School
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5. BERBEI(EHEK 104 FE2%17 20 BRKE+ (RAIMNE S0 7T) ~ HISE LRSS

Bk BRI 3IEBER  SRERERS 3 BR  BEEMAREASZ 28R -
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(—) BERBHHEE
ERBESEENXENENE Rt 187,100 2&8K > OpenData A BN THIE1 8
9,411 R > IRITEE APP THARRFE 805 BEAR ©

(Z) I-center iRBEARFSRIF AR5t E
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B SOPy » MR BRI FEITE - WEEMER - RFEFM - ZUFBHPEAXNBREESR
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(2) e FHESSE

104 FEHHESRHERE R (F1TH228%K) REFHREF (FHTHN28KR) > IHHEE
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N iKnEﬂEE%

(=) BEFITRBARE

104 FEZE 391584 > 82 MER > BRI 335 BEAREF  LHEA 15 HFREEA
BN e {CEBERERKRT  LARGARERE IKERKRAEERE) 515 0 EPHERILR « #HZF
MRS ERARE > BINBERIR -

(Z) aEBBRBHENE

104 FEHE 26 XREEZELE 106 FEEERETE > THREERRZEEEZMEEZRE
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B mEEE 91.56% °

(2) EERERFHE
HEHE 76 KIREMSER  BRIIRFRE o

(M) HPEEER $R 5 IRk i i R 51 &

ERHEREARE 30 REERKRERS ; EERITHSEEEMN 21 BREFKREER (2
BHITER 1278 - BRRETIZOE) » HRWERS -

(1) RiERFEHERHEESE

BRI TRERKMER ST » WRBHIERETZRS - BFEEIGR > HTK
682 ARG » SEFHNAEE 128 KX > BIEEEE 3.35F7T > Tﬁ%ﬁj]ﬁllféﬁtﬁkﬁk}_ 684
AR ZatRBEERT > N2LEERREPHBANE RUBEERERS) BXELT
HERE o

3. Muslim Market: Training to 85 Muslim-friendly restaurants were provided; prayer rooms
and cleaning facilities at 13 national scenic areas and transportation stations were set up;
tour itineraries were organized; During 2015, 20 million Muslim tourists visited Taiwan, a
growth rate of 7%.

4. Educational Tourism Market: We provided subsidies to Taiwan schools for reception fees
and manufacturing promotional memorabilia, and assistance to educational institutions'’
overseas offices for organizing promotional seminars. During 2015, 36,698 people from
the education tourism market came to Taiwan - a growth rate of 45%.

5. Overall Promotion Incentives Measure: 200,000 EasyCards (NT$50 value), 80,000 airport
bus connection vouchers, 30,000 hot spring vouchers, 30,000 single-ride high-speed rail
ticket vouchers, and 20,000 amusement park ticket vouchers were issued.

III. Wise Tourism

(I) Wise Tourism Promotion Plan

The Taiwan tourism information OpenData database was created, and loaded with a
total of 17,100 data entries. Since its inception, OpenData tourism information has been
downloaded 19,411 times, and the Tour Taiwan APP was downloaded a total of 805,000 times.

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

Personnel located at various business locations were trained to operate 115 information
booths or stations. The Tourism Bureau focused their education and training on meeting
visitor needs. “Inquiry SOP” was set up, which displayed the exclusive station sign, maps and
informational billboards, service manual, and the station’s introductory leaflets in Chinese,
English, and Japanese; During the set up period, there were professional coaching teams that
provided consultation and held information sharing meetings for participants to share their
experiences and learn from each other.

(III) Taiwan Pass Promotion Plan

Kaohsiung-Pingtung-Penghu Limited Card (about 22,000 cards issued), and Yilan Limited
Card (about 20,000 cards issued) were issued in 2015. The Tourism Bureau conducted product
marketing press conference and invited people to try the products.

IV. Sustainable Tourism

(I) Taiwan Tourist Shuttle Upgraded Service Plan

39 routes were approved in 2015 with 82 ticket types for various tour packages, attracting
3.35 million travellers. There were 15 routes with e-guided tour service on the train. To act
in concert with the Highway Administration’s “University Campus Bus Operation” plan, the
Pingbei route and Jiaoxi routes were modified to run on campus in order to increase student
usage.

(II) Taiwan Tour Bus Upgraded Service Plan

During 2015, 26 businesses were trained to operate 106 travel packages. The travel
itinerary covered all the major attractions in Taiwan, and included the Taiwan tourism travel
package passport. Free Wi-Fi network and Chinese, English, Japanese, and Korean language
guided tours were available. For the plan, international passengers have exceeded 50% and
satisfaction rate was 91.56%.
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FEEREEB EEE
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BBRF 6 KEOEEFM - WRAREMCHEE  REHEGEOSCN S RHOEESHHHE)
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IRIG > 1ESRERHRF S -

— ~ FREBHMTS

AFNBIEMEATRREEN 104 FFEREERAE -HE -HIERTPEHSER
BEERMMIEESMEEREN TERADE MATTAIREL ~ TEHMNE NATAS ikEl ~ THR
MEATMIRE,) > MRS EREEES > NENERMESEREETE - ERAm=EE
HEEEEB R E IS > WA T MIREEE L ERREEZRLIFFRE » LGRBE
MEREBEHEIR

=~ PR E DB E ISR A

AEBFRRERTETENERESE > BRI XLERTEHER SRR » WHRETT
KEZE > B104F 11 AEERREEEEEFZZREREER > TRWERE > EERpME
MIBEEEREZEEN - HE104F 12831 HIk» ERAE 62 @ 1,257 ARRFEEREN >
WEFRIMREZERE > BREAR 48E 0,852 AR -

2015 FEALEE ATM HRE
Asia Cruise Association Working 2015 ATM Travel Fair in Dubai

Conference

2015 MfEL IS REHES

(IIT) Travel Industry Green Service Plan

Staff at 76 hotels was coached to acquire star ratings, hot spring, or environmental
protection certification.

(IV) Accessibility and Senior Tourists Travel Promotion Plan

During the year, 30 accessible national scenic area travel routes were launched in
collaboration with travel agencies, in addition to 21 travel packages for seniors (including
tickets for 12 types of freestyle tour packages, 9 different tour group itineraries).

(V) Indigenous Tribal Tourism Promotion Plan

The Indigenous Tribal Tourism Promotion Association was established, and associated
travel itineraries and tribal tour personnel training were actively pursued. 682 personnel
underwent training, and 128 tribal tourism businesses received coaching, generating NT$335
million worth of output value and providing 684 tribal people with employment opportunities.
In addition, transportation services were enhanced, such as Canshan Administration and
the “Huanshan Tribe to Wuling Farm” tourism bus itinerary handled by the Taichung City
Government.

II. Developed High-end Markets and Attracted Tourists With
Multiple Market Spending Potential to Taiwan

I. Developed Cruise Market

(I) Built Regional Collaboration

The Tourism Bureau continued to utilize the Asia Cruise Fund (ACF) signed by Hong Kong,
Philippines and Hainan to provide cruise docking promotional grants to international cruise
members. We also partnered with the “2015 Miami Cruise Show” to organize a joint promotion
cocktail reception to expand ACF's visibility and influence within the international cruise
organization, and incentivized international cruise lines to tour and dock at Asian harbors.
ACF was renamed Asia Cruise Cooperation (ACC) in October 2015. At the same time, Xiamen
became a new member. Currently, there are 5 alliance members. The method of cooperation
is to provide cruise promotional grants and share marketing ads and publicity matters.

(II) Provided Friendly Reception

Through the addition of the touring brochures for the 6 major ports, easy visa application
measures, port reception or local government reception and assistance, collaboration with
related organizations on education and training, collaboration with the Taiwan International
Ports Corporation and cruise cooperation platform, the conditions of the Taiwan international
cruise reception will continue to improve and our international competitiveness will also
continue to increase.

II. Strived for the Muslim Market

In order to compete in the large market for Muslim travellers, Malaysia, Indonesia,
Singapore and Middle East have been targeted for tourism since 2015. Groups were formed to
coordinate with direct flights to attend major travel fairs, namely the MATTA Fair in Malaysia,
NATAS Fair in Singapore, and ATM Fair in the Middle East. Taiwan travel promotion seminars
were conducted, such as Jakarta and Taiwan tourism promotion event in Indonesia, Malaysia

2015 promotion for Taiwan's tourism in Abu Dhabi
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AIME T A8 mREEEHE CRM)
Incentive Travel & Conventions, Meetings Asia (IT&CMA)

and Taiwan tourism promotion event, and Singapore promotion event. Mainstream travel
businesses and the media were invited to Taiwan to conduct studies and interviews in order to
open up tourism from Muslim countries.

III. Promoted Convenient Visa Application Measure in High
Quality Southeast Asian Markets

In order to actively seek out visitors from emerging Southeast Asian markets to Taiwan,
the Tourism Bureau met with the Bureau of Consular Affairs and the Ministry of Foreign
Affairs numerous times and submitted their proposals to the Executive Branch for approval. In
November 2015, the Southeast Asia Convenient Visa Application Measure was implemented.
Visa fees were waived, making it more convenient for tour groups from emerging Southeast
Asian markets to come to Taiwan. As of December 31, 2015, 62 tour groups (1,257 individuals)
were approved as a direct result of the measure. Overseas offices were assigned to issue the
visas. There have been 48 tour groups comprised of 852 visitors entering Taiwan as a result of
this measure.

IV. Rewarded the Tourism Market

() In 2015, tour groups (consisting of 58,458 individuals) that came to Taiwan were
rewarded, an 18.42% growth compared to 2014.

(II) Continued to execute the “Tourism Bureau Travel to Taiwan Incentive Reward Measure”.
Incentives, which were given according to the number of visitors, include special cultural
performances, welcome cloths exclusive souvenirs, and added bonuses. In addition,
large tour groups were especially rewarded with special treatments, such as assistance
with clearance, receptions, transportation, banquets, tours, shopping, activity planning,
and other special services. The goal is to create a good image of businesses encouraging
travel to Taiwan and creating business opportunities driven by long-term incentives for
tourists visiting Taiwan.

(IIT) Continued to entrust the China International Conference and Exhibition Association to form
tour groups and attend 4 major international incentive travel exhibitions and conferences:
AIME, IMEX, IT&CMA, and IMEX America. A Taiwan exhibition booth was set up to directly
work with potential buyers. The goal is to increase international tour groups' desire to come
to Taiwan through the promotion of Taiwan's excellent travel reward programs and the
strengthening of the image of Taiwan'’s tourism brand.

(IV) Essential points of more favorable grants for travel incentive rewards were reviewed. The
goal is to strengthen the competitiveness of Taiwan's international travel reward market
through offering better incentives, which attract potential international reward travellers
to come to Taiwan to explore and hold events.

III. Improved the Quality of Mainland Tourists, Implemented Optimal
Management Strategies

We followed the principle of “Effective Management, Stable Growth” to promote tourism
for Chinese tourists, and targeted a daily quota of 5,000 tourists from Mainland China. In
April 2015, Taiwan widened its independent traveler program to residents in 11 more Chinese
cities. The accumulative total is 47 cities. In September 2015, the upper limit of the daily quota
for Mainland independent travelers was adjusted to 5,000.
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We helped Mainland China tourists build the concept of quality and created innovative
and exquisite products for the Taiwan tourism market. Since May 2015, we have promoted the
high quality tour group project, outlying-island lodging, direct passenger shipping services
and indigenous tribal tours. In 2015, 130,551 tourists participated in the outlying-island
lodging; 16,533 tourists participated in indigenous tribal tours; 10,499 tourists took advantage
of direct passenger shipping services; and 6,130 tourists participated in the high quality tour
group project.

In April 2015, Taiwan law was amended to clearly prohibit “personal tour groups”. In
August 2015, a sightseeing inspection team was established to strengthen tourism quality
assurance, implement the tourism bureau’s specifications, and maintain the quality of each
tourism attractions. In October 2015, the amendment requiring tourists from Mainland China
tour groups to get travel insurance before visiting Taiwan was implemented. The goal is to
reduce medical debts incurred by tourists with sudden illnesses, and strengthen insurance
coverage for tour groups.

IV. Promoted Special Tourism Activities, Branded Taiwan
Tourism Calendar Internationally

I. Taiwan Tourism Calendar

The Tourism Bureau integrated international events organized by the Cabinet-level
agencies, and potential international marketing events handled by local governments, jointly
branding the “Taiwan Tourism Calendar”. Branding this calendar benefits the promotion of
promoting economic development, the preservation of cultural traditions and art, and the
highlights of local attractions. It also helps not only improve the reputation of various events
internationally but also draw large numbers of domestic and international tourists.

In order to market and promote the “Taiwan Tourism Calendar” to both domestic and
international tourists, there were advertisements in electronic and print media, outdoor
billboards, seat covers of Taiwan Railways' Tze-Chiang and Puyuma express trains, as well
as light boxes at the Taiwan High Speed Rail stations. In addition, websites in languages of
Chinese, English, and Japanese, as well as phone apps in both Chinese and English were
available for tourists to consult and download. Through the websites and the apps, tourists
were able to look up information about food, lodging, sightseeing, and shopping.

In order to continuously promote the “Taiwan Tourism Calendar”, an action plan to move
forward or hold back events has already been developed was set to motivate event organizers
to keep optimizing the service quality, further improve the overall quality of tourism events in
Taiwan. On March 30, 2015, the second evaluation for national-level events was completed.
On June 12, 2015, the plan to evaluate new international activities was brought up. Currently,
there are 41 international-level events and 47 national-level events being organized by
both the Cabinet-level agencies and local governments. To improve the quality of various
international-level and domestic events on a continuous basis, numerous Taiwan Feature
Tourism Activity checks-and-balance and coaching sessions were held from June 2015 to May
2016.

In addition, the Tourism Calendar and events will be marketed continuously through
online social networks, community centers, overseas government units, both domestic and
overseas marketing campaigns, and tour packages collaborated by domestic and foreign
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2015 achievement display of tribal tourism - the handicrafts of
tribes in the Administration of Tri-Mountain National Scenic Area
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The fourth Taiwan-Vietnam Tourism

Cooperation Conference

F7 BERRERESRESS S
The 7th Cross-strait Tourism Exchange
Round Table Conference

&

travel agencies. Domestic and foreign visitors, who feel the feature of “being touched by
activities everywhere, everyday”, will be driven to make plans to travel to Taiwan. It will help
attract more tourists to Taiwan, drive tourism momentum and boost related businesses.

II. Indigenous Tribal Tours

To execute the “Indigenous Tribal Tourism Promotion Plan” under the Multi-cultural Action
Plan, the Tourism Bureau effectively promoted tourism events to attract both international
and domestic travellers. In 2015, six national scenic areas - Canshan, Sun Moon Lake, Alishan,
Maolin, East Coast and East Rift Valley - were redeveloped and upgraded. The Council of
Indigenous Peoples, the Ministry of Culture (National Museum of Prehistory), and the Forestry
Bureau under the Council of Agriculture were invited to participate in the “Welcome to the
Indigenous Tribes” - Indigenous Tribal Tourism Achievement Presentation at the Multifunction
Exhibition Area in the Taipei Railway Station from December 26 to 28, 2015. About 47,000
people attended the event to experience the indigenous tribal promotional results organized
by the Tourism Bureau. In addition, the Indigenous Tribal Project, which poses no daily limits
on number of tour groups, was promoted. This project will further promote indigenous tribal
tourism and attract more Mainland tourists to visit indigenous tribes.

V. Deepened the Friendship through International Tourism,
Pushed for Exchanges through Bilateral Meetings

I. Taiwan-Japan Tourism Summit Forum

The 8th Annual Taiwan-Japan Tourism Summit Forum was held on May 29, 2015. The
topics discussed at the meeting included cruise and travel incentives to direct tourists
to concentrate in the metropolitan area; establishing building talent exchange program,
strengthening youth cultural exchanges and educational travel. The two sides discussed how
to share common tourism materials and jointly promote the marketing strategies in order
to improve exchanges at local levels. Both parties will use the Taiwan-Japan tourism summit
forum to gradually expand the exchanges, and at the same time, improve the essence and
quality of tourism exchange.

II. Taiwan-Korea Tourism Exchange Meeting

The 30th Annual Taiwan-Korea Tourism Exchange Seminar was held on November 26,
2015. The discussion focused on the expansion of exchange areas, such as cultural festivals,
sports, and entertainment activities, to mutually strengthen publicity and promotions, as well as
develop new tour packages.

In response to the needs of Free Individual Tour (FIT), software and hardware equipment
were improved, creating a friendly discussion environment. In addition, Asia-Pacific cruises were
promoted collaboratively to allow Asia to become an important cruise region.

ITI. Taiwan-Vietnam Cooperation Meeting

The 4th Annual Taiwan-Vietnam Tourism Exchange Cooperation Meeting was held in Ho
Chi Minh City, Vietnam, on November 26, 2015. The topics discussed at the meeting were
campaigns to mutually promote tourism at travel fairs, talent exchange training, promoting
cruises, and the expansion of city exchanges. Through the cooperation between Taiwan and
Vietnam, both parties will strengthen their tourism industries and grow in prosperity.
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IV. Bi-coastal Tourism Exchange Roundtable

The 7th Annual Bi-coastal Tourism Exchange Roundtable was held in the Hui Ethnic Group
Autonomous Region in Yinchuan, Ningxia, Mainland China, on July 28, 2015. The 3 main topics
discussed at the Bi-coastal Tourism Exchange Association were “Improving Tourism Quality
and Market Order”, “Creating Friendly Tourism Environment”, and “Promoting Diverse Tourism
Attractions and Products”. To further implement the objectives of the “Seize New Opportunities,
Realize New Developments” initiative, tourism exchanges and cooperation between countries
need to be strengthened while maintaining exchanges between the two sides in a continuous
manner.

VI. Created a Friendly and Smart Environment,
Optimized the Tourism Service Network

I. “Taiwan - The Heart of Asia” (Attraction Connection)
Tourism Service

In 2015, the “Taiwan Tourist Shuttle” tourism attractions connection bus was increased to
39 lines, providing services to over 3.35 million people. To improve service quality on various
lines, Japanese and Korean versions of the real-time shuttle bus information were added. In
addition, 80 kinds of tickets packages were issued to not only encourage the use of the service
but also promote the “Taiwan Tourist Shuttle” campaign. The campaign’s goal is to let visitors
know that they can easily travel throughout Taiwan. The “Taiwan Tourist Shuttle Planning
Master” event was also held to encourage young people to invite foreigners or persons with
disabilities to form tour groups and join the “Taiwan Tourist Shuttle” travel itinerary. Compare
to 2014, the total number of people increased 17.5%.

II. “Taiwan Tour Bus” Package Tour Package

In 2015, 26 businesses were trained to run 106 different tour packages, accounting for
406,230 tourists and more than NT$530 million in direct tourism income. Since the program
was launched in 2004, the number of total passengers has exceeded 2.08 million, including 1.1
million foreign travellers (accounting for about 53% of the total). The direct tourism income
reached NT$2.58 billion.

In order to make travelling to Taiwan more convenient and allow tourists to experience
the local cultures, Taiwan Tour Bus has added numerous bus lines to featured local attractions
with tourism potential. To coordinate with the “2015 Taiwan Lantern Festival”, “Taiwan Fine
Cuisine Marketing Activity” and “Taiwan Solstice Activities”, special bus routes were opened.
Taiwan Tour Bus actively aims to enrich product content and improve product quality. For the
first time, the availability of free Wi-Fi services and a multi-language tour guide system were
set up to offer the service in Chinese, English, Japanese, and Korean languages.

III. Taiwan Pass

County and city governments were coached to issue smart travel passes that combine
incentives such as transportation, food, lodging, sightseeing, and shopping. These passes
can align with recommended tour itineraries, and direct travellers to take advantage of the
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Taiwan Pass to visit various featured regions in Taiwan. For the first time in 2015, two excellent
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The Press Conference on The Release of Taiwan Travel Card intergrated promotion of transportation, The information stations brought the taiwanese spirits
Taiwan Travel Card dining, accommodations, entertainment, shopping. into full play and provided friendly travel service.
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counties were selected to provide their plans for issuing smart travel passes. The cities and
counties in the same municipality group - Kaohsiung City Government (including Kaohsiung,
Pingtung, Penghu) - and non-municipal city - Yilan County Government - were selected. On
July 15, 2015, the “Kaohsiung-Pingtung-Penghu Limited” and the “Yilan Limited” Taiwan Passes
were officially issued. These passes allowed independent travellers to have a brand new
experience in easy travel.

IV. I-center Tourism Service System

Besides having three tourist information centers at international airports, the Tourism
Bureau also coached local governments and Tourism Bureau's National Scenic Area
Administrations to follow the design specification of the CIS system. By the end of 2015,
the “i"-symbol - representing traveller information - was gradually installed in 50 tourist
information centers and 52 visitor centers in various transportation stations and recreation
spots throughout Taiwan. Currently, there are a total of 105 I-center travel spots in Taiwan. At
each I-center, travel news and consultation services are provided by professionals, and they
help to create a friendly, convenient travel environment.

Service personnel education and training were conducted on an on-going basis to
ensure various tourism attractions implement each service up to standard and in a friendly
manner (including Wi-Fi hot spots at various tourist service centers). Depending on the
region, different special diversified services were available. The Taiwan-style hospitality of
helping strangers who have questions, commonly referred to as “Excuse me"”, was adopted.
Training was given to public and private businesses, such as local specialty shops, B&Bs,
hotels, travel agencies, tourism factories, museums and local police stations, so that they
can provide localized tourism information and consultation services to travelers. Since 2015,
115 such inquiry stations have been set up, providing free Wi-Fi connections, and access to
Chinese, English, and Japanese mobile websites. The websites are convenient for independent
travellers from various countries to download information, transportation schedules, travel
apps, and maps for walking trails in surrounding areas. This has become a very localized
platform for travel information, which provides smart and friendly travel service to visitors.

VII. Coordinated and Promoted the “Consumption Boost
Measure”, Motivated Taiwanese to Take Brilliant Tours

To align with the “Consumption Boost Measure” campaign promoted by the Executive
Yuan, the Tourism Bureau conducted the “Subsidize Taiwanese Travellers’ Lodging and
Sightseeing Brilliant Tour Implementation Plan”, and helped to organize two subsidies for
promoting lodging and theme parks for domestic tourism. The goal was to provide convenient
travel packages and itineraries combining hotel, amusement park, and public transportation.
This measure encouraged families to take vacation while boosting the economy through
domestic travel.

The public responded enthusiastically to the subsidy measure implemented by the
Tourism Bureau from November 20, 2015 to February 29, 2016. The subsidy amount was
increased twice, allowing for a total of 345,000 in lodging subsidies and 80,000 theme park
vouchers. A total of 425,000 people benefited from the subsidy measure. It brought about an
estimated NT$1.68215 billion worth of economic benefits, and raised the demand for domestic
travel. It also boosted consumption for food, lodging, travel, sightseeing, and shopping at
local businesses, and facilitated the development of Taiwan's tourism industry and related
suppliers.
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¢ Chapter 1 The state of the Tourism
Market

Section 1 Global Travel Market

I. The Global Tourism Industry

According to the statistics gathered by the United Nations World Tourism Organization
(UNWTO), the number of international tourist arrivals worldwide reached a new record high in
2015 totaling 1.184 billion arrivals, an increase of 4.4% from 2014. A performance breakdown
in various regional markets shows that the Asia region had the best results, with 5.4% growth
in international tourist arrivals in 2015. Among the Asia region, the Southeast Asian sub-region
had the highest growth of 7.2%. The second best performing region was the Americas, with
5.0% growth, and among this region, the District of Columbia had the highest growth of 7.3%.
Europe grew 4.7%, the Middle East region grew 1.6% and the Africa region had a negative
growth of 2.9%.

II. Tourism Markets in Asia

(I) Japan Tourism Market (Source: Japan National Tourist Organization)

In 2015, the number of outbound trips made by Japanese residents was 16,213,763, a
negative 4.2% growth compared to 2014. Over the same period, the number of inbound
tourist to Japan was 19,737,409, a growth of 47.1% compared to 2014. Travelers were mainly
from the following countries (regions), in order from most to least: Mainland China (4,993,689
arrivals), South Korea (4,002,095 arrivals), Taiwan (3,677,075 arrivals), Hong Kong (1,524,292
arrivals) and America (1,033,258 arrivals). The growth rate was positive from various sources,
with Taiwan visitors making up for 29.9% of the growth.

104 FMEBHRATIBARIRERRERGSE
Graph Depicting Growth Rates in Tourist Arrivals from Major Asian Tourism Markets in 2015
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(II) Hong Kong Tourism Market (Source: Hong Kong Tourism Board)

In 2015, the number of outbound trips made by Hong Kong residents was 89,082,017, a
5.4% growth compared to 2014. During the same period, the number of inbound tourist to
Hong Kong was 59,307,596, a negative growth of 2.5% compared to 2014. Excluding arrivals
from Mainland China (45,842,360 people), there were only 13,465,236 tourist arrivals to
Hong Kong, a negative 0.9% growth. Travelers who visited Hong Kong were mostly from the
following countries (regions), in order from most to least: Mainland China (45,842,360 arrivals),
Taiwan (2,015,797 arrivals) and South Korea (1,243,293 arrivals). According to the growth
rate analysis, the greatest growth was with visitors from the Philippines (10.9%), followed by
visitors from Thailand (9.1%). Visitors from Taiwan had a negative growth of 0.8%.

(III) South Korea Tourism Market (source: Korea Tourism Organization)

In 2015, South Korea received 13,231,651 inbound tourist arrivals, a negative 6.8% growth
compared to 2014. Tourists were mainly from the following countries (regions), in order from
most to least: Mainland China (5,984,170 arrivals), Japan (1,837,782 arrivals) and America
(767,613 arrivals). Taiwanese visitors ranked in the 5th place in terms of the number of arrivals
to South Korea (518,190 arrivals). According to growth rates, the number of visitors from
Kazakhstan was the highest (38.5%), followed by Mongolia (28.1%). The number of arrivals
from Taiwan dropped, resulting in a negative 19.5% growth.

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

In 2015, tourists made 15,231,469 visits to Singapore, a growth of 0.9% compared to
2014. Most of the tourists were from the following countries (regions), in order from most to
least: Indonesia (2,731,690 arrivals), Mainland China (2,106,164 arrivals), Malaysia (1,171,077
arrivals), and Taiwan (378,026 arrivals). Based on the growth rate analysis, the number of
visitors from Mainland China had the highest growth (22.3%), followed by Nepal (18.2%) and
Taiwan (12.0%).

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

In 2015, tourists made 25,721,251 visits to Malaysia, a negative 6.3% growth compared
to 2014. The tourists were mainly from the following countries (regions), from most to least:
Singapore (12,930,754 arrivals), Indonesia (2,788,033 arrivals), Mainland China (1,677,163
arrivals), and Taiwan (283,224 arrivals). According to the growth analysis, visitors from South
Korea had the highest growth (9.2%), followed by Mainland China (4.0%), Spain (3.7%), and
Taiwan (3.1%).

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

A total of 133,820,400 inbound visits were made to Mainland China in 2015, a growth
of 4.1% from 2014. Of this number, 25,985,400 were foreigners, contributing to a negative
growth of 1.4%. The tourists were mostly from the following countries (regions): Hong Kong
(comprising of 79,448,100 visits), Macau (22,888,200 visits) and Taiwan (5,498,600 visits).
According to the growth analysis, the number of Vietham visitors had the highest growth
(26.4%), followed by Macau (10.9%). The lowest visitor growth was from Taiwan (2.5%).
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2015 Breakdown of Average Spending by Inbound Visitors in Taiwan

1% |HAth
Others
i 3% | 1R4&EE
73 Miscellaneous Expenses
13% | AEBEARIES
é (e ransportation within Taiwan
16% | HkEESMNEERE

Food and Beverage Expenses Outside the Hote

IREEPIH B

Total Hotel Expenses

32%

BYE

Shopping Expenses

35%

Section 2 Taiwan Inbound Tourism Market

In 2015, Taiwan received 10,439,785 arrivals, up by 5.34% from 2014. Of these visits,
4,883,047 were by foreigners, which were 195,999 people more than 2014 (a growth of 4.18%).
Overseas Chinese visitors comprised of 5,556,738 visits, which were 333,582 more than 2014 (a
growth of 6.39%). The annual growth was strongest with the Korean market (24.84%), followed
by Thailand in 2nd place (18.7%), Hong Kong and Macau in 3rd place (10.02%).

Mainland China contributed to a majority of the tourists to Taiwan (4,184,102 arrivals,
making up for 40.08% of the visits), and a growth rate of 4.94% compared to 2014. Japan
contributed 1,627,229 visits (making up for 15.59% of the total and a negative growth of 0.46%).
Visits from Hong Kong and Macau reached 1,513,597 (making up for 14.5% of the total and a
growth of 10.02%). Arrivals from South Korea amounted to 658,757 (making up 6.31% of visits
and a 24.84% growth). The America contributed 479,452 of the arrivals (making up for 4.59%
of the total and a growth of 4.53%). Arrivals from Malaysia were 431,481 (making up for 4.13%
of the total, and a negative growth of 1.77%). There were also 393,037 arrivals from Singapore
(making up 3.76% of the visitors and a growth of 4.47%).

A majority of the travelers who came to Taiwan came for tourism purposes, totaling
7,505,457 arrivals, and contributing to 71.89% of the market. The secondary group of visitors
came to Taiwan for business, amounting to 758,889 people, making up 7.27% of the total

104 FREMREFRFRTIHZAR
Graph Depicting Visitor Arrivals in Taiwan by Country of Origin in 2015
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RIERREEE  REHZERRZNNREKFS TANBEREE] (BEAB48AR) ~ %
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# 143.88 87T (A 1.55%) > MREERERARTE > WITSEHREE 4,589 E > AR
LFERR3.41% °
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2015 Purpose of Visit for Taiwanese Citizens Traveling Abroad RO IRibE
Sightseeing
A
Business
BREDRA
Visiting |
Relatives
FEHAIEEREY, I I
SRE K HoAth  o—
Study Tours or Studying
Abroad and Others
12% 18%
[
0 \
1% . - - - — -

arrivals. Of the travelers to Taiwan, 53.03% were women, most of them in the 30 - 39 age
group (20.37% of the female visitors). The average length of stay was 6.63 nights.

According to Taiwan Tourism Bureau's “2015 Annual Survey Report on Visitors Expenditure
and Trends in Taiwan”, tourists who came to Taiwan individually and did not request any
local travel agencies to arrange tourism activities for them accounted for 39% of the tourist
population. Those who participated in itineraries planned or arranged by travel agencies
accounted for 29%. Those who planned their own itineraries, but required travel agencies to
arrange accommodations and book a flight accounted for 29%. Some of the enticing elements
that attracted tourists to visit Taiwan were its landscapes, cuisines, shopping and local
customs and culture. The most popular tourism activities were shopping, and visiting night
markets and historical sites. The following is a breakdown of the main attractions ranked by
popularity: Night markets ranked first place (83 visits per 100 persons), followed by Taipei 101
(60 visits per 100 persons), National Palace Museum (48 visits per 100 persons), Chiang Kai-
shek Memorial Hall (37 visits per 100 persons), and Sun Moon Lake (33 visits per 100 persons).
Some of the other attractions that tourists have visited and ranked as their favorite attractions
were Jiufen, Sun Moon Lake, Kenting National Park, Taroko and Tianxiang, as well as Alishan (all
of which were enjoyed by an average of 22% or more of the tourists).

A total of 97% of the inbound visitors were satisfied with their overall experience in
Taiwan, and 94% of them were satisfied with travel agencies and guided tour services. The
overall satisfaction with hotel accommodations (including international tourism hotels, typical
tourism hotels and typical hostels) was 87%, and the satisfaction level for B&Bs was 91%.

Based on the analysis of major markets, the overall satisfaction experienced by visitors
to Taiwan was above 93%, with the highest satisfaction from Mainland Chinese tourists (99%
satisfaction), followed by tourists from Hong Kong and Macau (98% satisfaction).

Based on their recent visit to Taiwan, tourists were most impressed by the following, in
order from most to least: Hospitality (48 of 100 people), delicious food (47 of 100 people),
night markets (40 of 100 people), attractions (39 of 100 people), coastal scenery (28 of 100
people), and fruits (20 of 100 people).

In 2015, the average daily expenditures per visitor visiting Taiwan were US$207.87, a
decrease of 6.26% compared to the previous year due to the impact of the global economic
slowdown. The following is a visitor consumption breakdown from greatest to least: Shopping
(35%), hotel expenditures (32%), food and beverage expenses outside the hotel (16%),
transportation within Taiwan (13%), entertainment expenses (3%) and miscellaneous expenses
(1%). An estimated US$14.388 billion of tourism receipts was reached (1.55% lower than
2014). However, due to the depreciation of the NTD, converting the earnings to NT$ would be
NT$458.9 billion (a 3.41% increase from 2014).

Section 3 Taiwan’'s Outbound Tourism Market

In 2015, there was a total of 13,182,976 outbound Visitors from Taiwan, an increase
of 1,338,341 trips compared to 2014 and a growth of 11.3%. By destination (the first point
of arrival), Asia was the top destination, which received 12,353,288 of the outbound visitor
arrivals (93.71% of Taiwan's outbound market), followed by the Americas (548,267 arrivals,
4.16% market share), Europe (161,529 arrivals, 1.23% market share), Oceania (118,390 arrivals,
0.9% market share), Africa (30 arrivals) and other regions had 1,472 arrivals.

By country (region), most of the outbound Visitors from Taiwan went to Japan (3,797,879
arrivals), followed by Mainland China (3,403,920 arrivals), Hong Kong (2,008,153 arrivals),
Thailand (599,523 arrivals), and Korea (500,100 arrivals).
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104 FEAHBENEGFEAE (33.7%) #E&%E > ERKFAPEKREE (27.5%) - &H
(7.9%) ~#P9(3.9%) ~ %E (3.8%) ~ %EE (3.8%) &FEE (3.5%) % ; 2EHEMNMKRA
kL2 HE L T2 B RS bk ids BB SIB IR EE) (& 34%) &% HRKFR TREFARITHAN
2EETEHE (45 28%) ~ TEFERITHAMBIHEEE (& 25%) Kk BEEBHTHSM
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104 FEANLBEBASRFIGEESAMEER 58 384 7t G 1.10%) » #fL 2 F HEK
R HAMET 6,642 &t (K 10.08%)

104 FRALEZEHZER

Countries Taiwanese Nationals Visited in 2015

The results of the 2015 Survey of Travel by R.0.C Citizens conducted by the Tourism
Bureau indicated that a majority of Taiwanese travelers travelled abroad for tourism purposes
(69%), followed by business trips (18%), visiting family and friends (12%), and short-term
study tour, study abroad and others accounted for 1% of the total. Those who travelled for
tourism purposes reported the following reasons for their travels: Being invited by friends or
relatives, being curious about the culture of a foreign country, needing to leave the country to
release pressure, taking incentive tours offered for employees and enjoying inexpensive travel
expenses, etc.

Japan was the most visited country by R.O.C. citizens in 2015 (33.7%), followed by Mainland
China (27.5%), Hong Kong (7.9%), Macau (3.9%), Thailand (3.8%), America (3.8%) and Korea
(3.5%). During this period, most of the tourists participated in a tour group, reward incentive

SRS HEEEREO | B

33.7% or reception tour (34%), followed by self-guided tour - without the help from travel agencies

E-ZK (28%), partial arrangements by travel agencies (25%), and independent tours with flight and

{apai hotel packages (13%). 5'
> (¢}
zZ In 2015, the average expenditures for each outbound travel per person were NT$50,385 7
E 27.5% (decreased by 1.10% from 2014). The estimated total annual expenditures on outbound travels &
> T . . 0 f_f
= e ] A BE were NT$664.2 billion (a growth of 10.08%). 1)
- Mainland 0 Qh
3 China 15.9% Major Indices of the Inbound Visitors in Taiwan in 2015 =
% E fih ®
_| gl .

Others Comparison between —
©)
© Index 2015 2014 2015 and 2014 8
— . =,
= o Number of inbound 10,440,000 visitors 9,910,000 visitors An increase of 5.34% n
S 7 9% visitors 3
% - Total foreign exchange US$14.388 billion US$14.615 billion A decreased of 1.55% Z
< * &8 tourism receipts (NT$458.9 billion) (NT$443.8 billion) (3.41% growth) g
) * Hong
o i . %,
> * \\\ Kong Average expenditure US$1,378 US$1,475 A decreased of 6.58% ®
- « 1) 3.9% per person per trip
* i \"I. . .f

> ((( 3.80% 3.8% mpg (| Average length qf_stay 6.63 nights 6.65 nights D_ecreased by 0.02
= % o = 3 5 e 1\ for all inbound visitors nights
> ' JE : 0 Macau ' .
Z (( e United  Thailand = & Average expenditure US$207.87 US$221.76 A decreased of 6.26%
) \\\ 5 States 2 per person per day : : -
m 1)) Korea .
) ([ gg Number of inbound
% ), ks visitors visiting for 7,510,000 visitors 7,190,000 visitors An increase of 4.36%
— (({ 2 ”( sightseeing purpose
A .
o ::: l A 11 Average daily
m ek % ' expenditure per visitor 0
s N A\ e with sightseeing US$214.04 US$228.95 A decreased of 6.51%
= . Ml purpose
> Number of inbound

104 FREREHIZEEEIRE

visitors visiting for
business purpose

Average daily

760,000 visitors

770,000 visitors

A decreased of 1.40%

A decreased of

104 FE2 103 FELE& expenditures per visitor US$232.80 US$260.16 10.52%

= ith busi c

RERE AR 1,044 BAR 991 BAZK R 5.34% WIER BusIn€ss pUrpose
_ - . Overall satisfaction of
e L 143.88 {E=7T 146.15 B=7T D 1.55% inbound visitors as a 97% 96% An increase of 1%
EICSMNEUTA . - - r — t f the total
(¥r=& 4,589 {E7T) (¥r =& 4,438 157T) (& 3.41%) percentage of the tota

= Percentage of inbound

RENRE _ _ . . Comparable to
1,378 = 1,475 = b 6.58% visitors that had 34% 34% !

FIRASTHA 5 & o ’ revisited Taiwan previous year
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Important Indices of Outbound Travels by R.O.C Citizens in 2015

#
5 gens
o 6.63 7% 6.65 % L 0.02 &
— FIIEBRH .
O Items 2015 2014 Comparison between 2015
RERE _ _ R and 2014
g . 207.87 %= 221.76 % L 6.26%
£ THSASEER & . ST |
e - Ratio of outbound
ot B EBIRE AR 751 BAR 719 BAR i 4.36% travelers to the 27.4% 23.0% An increase of 4.4%
2 B ERE B B . overall population
25 . 214.04 = 228.95 %= AL 6.51%
% TasASENE o o A esT
F . . Total number
EFEIRE AR 76 BAR 77 BAR L 1.40% :
R of trips taken : . .
. . o 13,182,976 trips 11,844,635 trips An increase of 11.3%
EHEIRE 532,80 £52 26016 £ 0> 10,52% (including citizens _
FHEASANE R B P et under 12) 3
1)
REREERREE 97% 96% N1 EE D% %
Average number o
kB REEBELLER 34% 34% B EFRE of outbound o
trips per person 0.56 time 0.51 time +0.05 trip (%) o
(including citizens :
104 FEA L BERDE ERE TR under 12) ~
_|
104 52 103 FH& i =
Average nightsof g 53 it 8.62 nights -0.29 night =
BARE stayed per trip T
\ 27.4% 23.0% 1B 4.4 53R
BRI R : : : o =
expen%iture er NT$50,384 NT$50,944 NT: A decrease of 1.1% () =
48 A\ . )
EIPNGEEYNEN 13,182,976 Ak 11,844 635 A% HE 11.30% person per trip (US$1,587) (US$1,680) (US$: A decrease of 5.54% (3)) =
—t

(8K 12 RER)

T 4 BRI, Total expenditure
:(Fﬁl;i;g%;) 0.56 % 0.51 R $80 0.05 R (%) by Taiwanese NT$664.2 billion NT$603.4 billion NT$: An increase of 10.08%
people on (US$20.918 billion) (US$19.898 billion) (US$: An increase of 5.13%)
FIEBRE 8.33% 8.62 1% A 0.29 %% outbound travels
BASR =1 50,384 T =% 50,944 7Tt WEE alR1.10%(%) Note:
FIPHE N (% 1,587 7t) (%% 1,680 7T) (E% : &K 5.54%(%)) _ . . .
1. Source for “Total Outbound Taiwan Nationals” and “Average nights stayed”: Tourism Bureau,
th B i 10 W= 6,642 57T =1 6,034 fE7T W= iR 10.08% MOTC Tourism Statistics (monthly publication).
HEBLEZH (2% 209.18 f&7T) (% 198.98 f&7T) (2% . fi& 5.13%) 2. (3%) means no significant difference.
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3. Outbound travel ratio system accounts for Taiwan nationals who traveled abroad at least
1. TRAHBSAR 8 I EE R BRRR @ RBHERELHRS (BT) - once in the year.
ORISR o x RTEBEEER o 4. Average outbound trips per person = total outbound Taiwan national travelers + total
IR E AR R E 8 M ERE 1 REH L o Population in fatwan.
B ALBERH=BEAHBRAR - ZELAOH -

BASRTIPHESHEOIEMHESE - X8 - IREEKMBEINHESLZHE » BFREE
HE1TRI K [EE%E Z HEZ H o 6.2014 NT and USD exchange rate was 30.325, 2015 NT and USD exchange rate was 31.752

6.103 FIFEBRIRESEREA 30.325° 104 FHEKIIAESERA 31.752 °

5. Average expenditure per person per trip includes international airfare, visa fee, hotel and
all expenses incurred abroad, but do not include related expenses incurred before leaving
Taiwan and after returning to Taiwan.
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Forest Recreation Areas

2,713,389
P2 L E R R

Alishan National Forest
Recreation Area

Beaches

\_\ : J/

e 8

356,988
fRIERT BB
Fulong Beach

1,688,369
ZHEAYEEE

Xitou Nature Education Area

291,925
BT EKES

Kenting Beach

—H®
B/ BEEAH
Number of Visitors
321,837
KELUERFEHEHRE
Mt. Tai[;ing National
Forest Recreation Area
299,690
AR AERFMIEREER

P

129,965
HEMHISIIMRE
Green Bay Coastal
Recreation Area

Aowanda National Forest
Recreation Area

204,384
B
Huisun Forest Area

& &

B / EEAY
Number of Visitors

83,134
BhBRSERE

Section 4 Taiwan's Domestic Travel Market

In 2015, a total of 285,231,356 people visited 306 tourism recreation areas in Taiwan, and
the 5 most popular tourism recreation destinations are listed below:

Taiwan’s Top Five Tourism and Recreation Destinations by Category

Privately Owned Sightseeing Areas

3,717,601 2,839,694

il & EE 01 E

B /B A

Number of Visitors

Global Mall Taipei 101 Observatory _2}_,;%%336 1,630,245
- Shihfen Waterfall Fatt il
i S
Leofoo Village 1 '_1 23’954
Theme Park B R
Janfusun Fancyworld
o e
-, o o w
- = -, o w
- - - - (@)=
- - - - -@'
S k. B / 5% B

. ey N . | -
\\\ Temples, Historic Sites, Historic Buildings and Other Areas o Number of Visitors

10,155,450

Mashagou Coastal
Recreation Area

57,958
SR B 5

Toucheng Beach
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Alishan National Forest Recreation Area Fulong Beach

N 6,316,760
R : ' ;
D@"ﬁ;'f'"ait?ﬁ : LawEE o _
altiantu femple, Chaotian Temple, -
Nankunshen Beigang Fo Guang Shan | FiGfFER 3,520,388
Monastery Daitianfu Temple, | TPEEF
Madou Chung Tai Chan
Monastery
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Daitianfu Temple, Nankunshen Lion's Head Mountain Scenic Area
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B/ iR AB REHNE B/ BEAH
Areas Number of Visitors Public Tourism Areas Number of Visitors
5,888,038 9,174,630 5972370
HELARE NHLERE R 1T B i 7,092,504
RSB = . - L ot B Calligraphy Greenwa EIPIELSE
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|, /20,006 ' '
@ﬁsml.fg@ m ﬂ B4 B =
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) ERAEEABERE B/ BEAH GhHREASKER B / BEAK 3
n Tourism and Recreation Areas in National Parks Number of Visitors County / City Scenic Areas Number of Visitors =
< Q
S =
o
e 3:437: 1 73 2,645,144 , 3 430 42 5 frPf
S LSHEREE EATAR ot et o= 1,404,469 1,339,191
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Scenic Areas along Taiwan Highway 8 The Taiwan Pavilion for Expo Milano 2015 Neiwan Scenic Area Houfeng Bikeway




i THERE 104 EEARERTBERS ) ERET 104 EEAFHIEABRNIKR
WREA 850N #HE 104 F 12X AU LB ABARELERELS 17,852 BEKK (K&
14.25%) o

According to the 2015 Survey of Travel by R.O.C Citizens conducted by the Tourism
Bureau, the average number of trips made by R.O.C. citizens within Taiwan was 8.5 trips per
person in 2015. The estimated total number of trips made by R.O.C. citizens above age 12

within Taiwan was about 178.52 million trips (a growth of 14.25%).

BEAZFMABERNEZMHAREEAMKE (5 58%) » HREZMAFER (H531%) ~ BER

B (511%) ; RREBEANKRESRAAS R TBITREITERE) (45 90%) ; BIFREHER

ERARKFER TRBEEM) « TREB &) ~ TmEXER) k BXEED F; REHFA
FiaNEBERIEREER 97% °

104 FRABAKRES ABRTITEERMEE 2,017 T (K& 1.92%) ; EEMEBERFES
RiBHE (4 25%) ~ BERE (4 26%) ~ BYWE (5 22%) - EBE (5 17%) ~ REE (5 5%)
REME (5%) ; #HEEFEABRNRERHESBME 3,601 &t (& 16.46%) °

Weekends or Sundays were the usual days R.O.C. citizens travelled to various tourism
destinations domestically (58%), followed by weekdays (31%), and national holidays (11%).
The preferred mode of travel for most Taiwanese was “individually planned itineraries” (90%).
The factors considered when selecting a tourism destination, in order of importance, were:
“convenient transportation”, “never been there and was curious”, “to taste good food” and
“places with theme activities”, etc. Visitors' overall level of satisfaction of the destinations
visited was 97%.
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In 2015, the average daily expenditure for domestic R.O.C. travelers was NT$2,017 per
person (1.92% growth). The itemized expenditures, in order from greatest to least, were:
Meals (26%), transportation (25%), shopping (22%), accommodation (17%), entertainment (5%)
and others (5%). The estimated total domestic tourism expenditure was NT$360.1 billion (a
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z 10108 16.46% growth). §
>
; EIPNE)idiidanes 93.2% 92.9% +0.3%(>%) Important Indices of Domestic Travels by R.O.C Citizens in 2015 g
m —h
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O THEARERH 850X 7.47 % #4711 1.03 % Comparison between 2015 =
Pl and 2014 P
; Percentage of —
z EABERKIEERR 178,524,000 R 156,260,000 k% M 14.25% R.O.C. citizens 93.2% 92.9% +0.3%(3%) -
4 who take trips =
8 domestically )
= EHHEERE 1.44 X 1.45 X — 0.01 X (%) Average number 3
n of trips taken per 8.5 trips 7.47 trips An increase of 1.03 trips =
< i R person per year )
B 1?355’&@&33 68.7% 69.4% 7)3%&\ 0.7 1@%%?5 Total number of ;
o fnoarggsg;fé”opz 178,524,000 trips 156,260,000 trips ~ An increase of 14.25% i

fo 3+ thr M TEE T i . ..
)—:i MRS RRE 97.4% 97.6% 0.2%(3) Citiehe
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o T9EH (%% 44.12 1) (%% 45.01 7T) (E% : 8K 1.98%(%)) R.O.C. domestic
g travelers who 68.7% 69.4% A decrease of 0.7%
@ AR ME® 2,017 7T E 1,979 7T S L PR 1.92%(%) Lral\(gl during
A T8 A (%% 63.52 57) (%% 65.26 7T) (E2 : BRE 2.67%(x)) —

Overall level of @ @ Vi i
91 travel satisfaction S 2ok AUL2E0 (05
s o e = ek 9 Average daily CAR
2 AERREeEs = 3601 fT AT 3,092 7T FENE © AL 16.46% ool pantiture | NT$1.401 NT$1,365 NT$: An increase of 2.64%(3)
= (E£113.41 B (% 101.96 f&7T) (& iR 11.23%) per person (US$44.12) (US$45.01) (US$: A decrease of 1.98% (3¢))
>
Sl BT S A L 12 S LER - Q)‘(’e:%eitg:‘e"e'er NT$2,017 NT$1,979 NT$: An increase of 1.92% (3%)
.p P (US$63.52) (US$65.26) (US$: A decrease of 2.67% (3%))
2.() MIFTSE X RREBEAR o B ——
. , ; . NT$360.1 billion NT$309.2 billion NT$: An increase of 16.46%
3. & BELLRGZIEEREEE DGRkl 1 REMSHLE
IR S RIER RS S S0 BIRE 1 RE0 S travel expenditure —c¢11 341 billion) (US$10.196 billion) (US$: An increase of 11.23%)

by R.O.C. citizens

Note:

1. The above survey was based on Taiwan nationals 12 years old or above.

2. (3%) indicates no significant difference

3. The domestic tourism ratio system accounts for Taiwan nationals who travelled at least once in the year.

4. Individual average daily travel expenditure = average individual expenditure per trip + average
length of stay per person per trip.

052 5.2014 NT and USD exchange rate was 30.325, 2015 NT and USD exchange rate 053
was 31.752.

4 BABETIREER = BASRTITHEXL ~ BABRFIEERH -
5103 FMERRIMESETA 30.325° 104 EFMERRINESESRSA 31.752 0
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104 FBENFERGSSEIEABMSEZHABFRAB 2 MAI TSA2008 (The Tourism
Satellite Account: Recommended Methodological Framework 2008) #4&& 102 FiR®K
RIEIE 98 F£E 101 FiIRK - 102 FEEBE N BHERPAHAB NI HIRRAST ZEmEE | kT
EERT - BERS « IRFE@RS - MEEERS « IK1TIRT - REARFERT - BYRFBHEE
R EmE > LIREALE - BABRA (B2 EHRBKR) RARRE 3 8 > 2RGEREE
SEZBEATH KREI1QFE2EBEAFHERNGEE > 102 FREAZIHENEN 8,949.84 &
7T HPARKRE S HERS » EMET4,465.13 B BABAKREREALSIEHRZ » HHEE
3,048.40 B> HPESERREH I H 1,085.60 Ex > BREREFH LI HA 1,962.80 &
70 BIAHBIERA T HIREMER 1,436.31 Bx c 102 EXBNEREBEE P » IkRFEHRBA
BAXHZEARIER > & 28.45% » RABYIARTS > & 24.63% > BERERFH & 21.83% @ ikZF{E

Section 5 The Impact of Tourism on the Economy (Tourism Satellite
Accounts)

The 2015 Tourism Satellite Accounts Project was mainly based on the Tourism Satellite
Account: Recommended Methodological Framework 2008 (TSA2008), published by the United
Nations and related international organizations. The 2013 satellite accounts were prepared
and the 2009-2012 satellite accounts were revised. The commodities included in the statistics
on the tourism expenditure account table in the 2013 Taiwan Tourism Satellite Account were:
Accommodation, dining, transportation, car rental, travel, entertainment and recreation,
shopping and other tourists merchandise, etc. In addition, 3 types of tourism expenditures
- outbound Taiwanese travelers, domestic travelers, and inbound international travelers -
were separately estimated. Based on the 2013 Taiwan Tourism Satellite Account’s compilation,

BARF & 8.65% ©

102 FBXEEMMEEBEESE (TDGVA) N EH 3,32643 8> S EFEEGDP 2

>
% 2.18% » BL/EEFRBIERIMEANEA 333,766 A » HFUBREZBRAMREABES » (F18
)C> RFFERZ » BEEATEXE o
=
E 98 F£E 102 FWM T H#A TR B EET
e) The Statistic of Expenditures on Tourism from 2009 to 2013 Unit: NT$100 Million
X
- EfR 102 £ 101 £ 100 £ 99 £ 98 &
CZD Item PAONIC 2012 2011 PAONNC) 2009
o) MREETEIRFE Accommodation 773.88 725.88 767.47 598.53 527.99
c
a Z #rBR#% Dining 1,954.05 1,768.04  1,845.41 1,517.93 1,275.80
E IR ZEEHPRTS Transportation 2,546.39  2,844.28 2,506.00 2,330.76 1,881.21
g P EZiEARTS Land Transportion 872.16 1,132.74 1,056.58 890.15 722.63
3 AnZEZ=EARTS Air Transportion 1,641.87 1,711.54 1,449.42 1,440.61 1,158.58
% 7k EZIZERRFS Ship Transportion 32.36
Z JREFAERRTS Car Rental 218.74 312.45 242.10 227.58 211.58
X
g I&k1TARTS Travel Services 411.12 300.76 202.05 187.19 165.70
vs)
- YR LN AR TS
8 Entertainment & Recreation 286.69 426.88 467.89 312.81 229.71
2 BEYIARS Shopping 2,579.05 2,170.14  2,053.39 1,764.33 1,402.10
T
% HMEREm Others 179.92 159.75 180.08 146.39 133.13
i A V4 Pag)
w2 hast : 8,949.84  8,708.18  8,264.41 7,085.51 5,827.21
Total Travel Spending
EA i 16.05% 17.25% 14.93% 18.19% 19.14%
Outbound
AR LG EiPNE
xﬁﬁ'—_ttﬁj Am. 34.06% 33.65% 37.84% 34.80% 35.29%
Ratio, by Type  Domestic
ASRIRE 49.89% 48.80% 47.23% 47.01% 45.57%
Inbound

054

the 2013 tourism expenditures reached NT$894.984 billion. Among the 3 groups, tourism
expenditure for the inbound international travelers was the highest (NT$446.513 billion),
followed by domestic travelers (NT$304.840 billion). The amount shown for domestic travelers
includes expenditures incurred by one-day travelers (NT$108,560 billion), and expenditures
incurred by travelers who needed overnight accommodation (NT$196.280 billion). Tourism
expenditure for outbound Taiwanese travelers was NT$143.631 billion. Among the various
tourism commodities in 2013, transportation accounted for the largest portion of the tourism
expenditure (28.45%), followed by shopping (24.63%), dining (21.83%), and accommodation
(8.65%).

The Tourism Direct Gross Value Added (TDGVA) in 2013 was about NT$332.643 billion -
accounting for 2.18% to the national GDP. Tourist activities provided 333,766 persons with job
opportunities. Most of the people were engages in food and beverage industry, which was
followed by accommodation industry and then retail industry.

98 F£F 102 FHRIEIZM INEEEE (TDGVA)
Taiwan Tourism Direct Gross Value Added (TDGVA), 2009-2013
BtEEMINEEER

Tourism Direct Gross Value

B . iE=%ET
Unit: NT$100 Million

BIOtHEIZMINEETELES4 GDP LA

Share of TDGVA to national GDP

Added(TDGVA)
98 #£/ 2009 2,576 2.07%
99 £/ 2010 2,820 2.07%
100 £/ 2011 3,242 2.34%
101 /2012 3,211 2.21%
;I;)EZ%ET/DEOV'I;* 3,326 2.18%

*2013 FREFER 2 EHNECEEIMEEELRGES -

s NMAFEZEBAHERSE | F2ETSA2008 MR HRE BRI R EMRAE
(#7%4 TTSA2016) > 102 FHAFHERFRETHABRBHRBETEE -

*The estimation of the additional value gross which was derived directly from tourism industry from 2013.

Note:

“The 2015 Taiwanese Tourism Satellite Accounts Project” was based on the frame of TSA2008 and
made the modification according to local situation of Taiwan (which is called TTSA2016). “The 2013
Taiwanese Tourism Satellite Accounts” was published under the frame of TTSA2016.
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Festival of Tainan Street Food
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Time for Taiwan
015 EfO[ & TF2E'S:
SEBCERS

i

*EE BIRBNAEGEKEE

F—H ENMIFEE > BREIKE

— ~ Bt

104 FHATIZEUTEEFEZB
R84 REEAFRK > BITSTIT
iH o RISBIE BAER BRERZE
RFREREAFAEEANIGHAZER
BMEGES  BBITEENIE  EH
SEREHRY > BEEN I AREEREEETH
APEHEREZ - HE yahoo BEE  RRR
ARXBAORKKREERRPERE - 2
A7 32 RERESFHEREL > ZEETH
HE® RETHEBEIANEERBALE
R MRERMERMEBEER  RARE
I 15 > Bf Facebook J Twitter » Zi#th B A& LINE@ 0R3E > BHEZEIREANS ; 158
BEMEABRKTHEFREREE L > RBRECEREESTIRE > BMWBEREEFE - BF
RITEGE (JATA) HE > 284 2015 BABEFRABIINREEE > EREA - 2L 0 A5
FHEMRELRE  BESEZWINIER - 104 FRAATHRE2ERERERAZHERETE
E162 8 7,229 AR > REFMIETHE 0.46% °

HEEEEE (EEEREY) 2015 B AR
Taiwans tourism promotion was held in The delegation of Taiwan in 2015 Tokyo
Seoul, Korea. Travel Fair

International Tourism
Advertising and Promotion

Section 1 Organized Promotional Events in Global Markets to
March Toward Becoming a Tourism Power

¢ Chapter 2

I. Northeast Asia

In 2015, we held diversified promoting activities based on the theme of “LOHAS, Fine Dining,
Romance, and Shopping” to appeal to Japanese outbound market. We invited International director
Woo Yu-Sen and Japanese super star Kimura Takuya to film advertisement for Taiwan; thus enhance
the popularity of Taiwan and keep the high willingness of traveling to Taiwan. This commercial film
released on TV Asahi Cooperation, Japan yahoo homepage, outdoor TV walls in Shibuya, Tokyo and
Dotonbori, Osaka and 32 TV stations in Japan. The market of traveling to Taiwan turned into positive
growth since September. We reinforced Internet and social network promotion to deep into the
source market of “Smartphone Addicts”. Except for Facebook and Twitter, information about tourism
in Taiwan was spread through regional LINE@ Account in Japan. We have continued to cooperate
with airlines and travel agencies to promote tourism in Taiwan. We encouraged enterprises to hold
incentive tours to Taiwan for staff. According to Japan Association of Travel Agents's (JATA) poll,
Taiwan has become the first choice for overseas New Year holidays in 2015 because Taiwan is a close
and safe place for all different age to visit. In 2015, tourist arrivals from Japan reached 1,627,229,
0.46% below 2014 because of the yen’s depreciation.

To appeal to Korean tourists, we continued to promote tourism based on the theme of
“LOHAS, Fine Dining, and Culture” in 2015. Jung-Suk Jo, the Korean idol, was invited as the
spokesman for Taiwan's tourism. We also continued to cooperate with large travel agencies like
HANA and MODE. Thanks to the successful promotion strategies, the appreciation of Korean
won, the increase of air flights, and the low-cost carriers' chartered flight for Taichung, etc. The
number of tourist arrivals from Korea to Taiwan reached 658,757 with an increase of 24.84%,
which registered the strongest growth in the world.

II. Europe and the Americas

Despite of the stable economy in America, European economy is still not stable. We still
managed to add direct flight from Taipei to North America in Emirates and Turkish airline.
We connected many European flights through Dubai and Istanbul to increase our capacity
for tourists from Europe. Owing to the long-term efforts we made to promote Taiwan'’s
tourism in the Americas and Europe. The growth of European and American tourist markets
are still steady and healthy. With the vivid image of OhBear, we continued to promote “Time
for Taiwan” based on the theme of culture, fine dining, ecology, and LOHAS in major source
markets such as America, Canada, Germany, the United Kingdom, and France. The efforts
were made with the following means: Promoting Taiwan's tourism through global mainstream
media, hiring public relations firms to strengthen the network between media and tourism
industry, cooperating with travel agencies and airline companies, attending major local travel
fairs, holding small activities and educational training for people engaged in tourism industry,
highlighting the brand of tourism in Taiwan through diversification, actively selling tourism
products to attract more tourist arrivals to Taiwan, etc. In 2015, tourist arrivals from the
Americas and Europe grew by 4.17% and 3.46% compared for 2014, respectively. Overall, the
growth of Europe and America markets was stable.
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104 FREATIFHEBEU 495 - 28 XMt 3REHFRL > TERASTREEE &
FREBGHEESNSTRERESIF > HEEE HANA ~ MODE FENRITHETRAEE S
£ - AEFHEERIERT) > BN EREEELLR > MEQSEHUREEME SERMEPMES
FRAEBR 0 REMRZFE 655 8,757 AR > MK 24.84% ° REEEZKTHIFZE o

— N BRE

104 FEEKEARLEE > BER
Wt @EHRAEERZ > EEFEM
TEIEEMENEAE > SHBHEK
TEEMESIFEBEEMEZILMIT
BBMENFRIBEE B A ZMME
ERZEMNME  BEEHREHMERRGE
e BMLEBXARRIAKEHET
% ARGHHEKELRS » BEE
TIZEFENEREER - 104 FIEE

Mime for Taiwan ik 17 = & - 7t
BN HERE > ERAXIE -EB~
EREREEFEEAKRTEH - EA NEEE]
ERER 0 REB S MEKX ~ EE ~
HEKRZEEFERREMGETESE HELREHES > OF  BEZREIRERSEE - EAR
FAATIMNRIEAS S X ERNAAKER  BRTHEMTRARZEFEE  2EEHMEERER
B B NRESREEREINIRSE > USTAERCSEELREEYL » BIRERKREIRIE

miRE  ERARBRKERBEASER - 104 FREZNMHMERFTLARKI103ERES4.17% »
UMt EREFEARAE 3.46% WIETIER  METIBEEEZRBEMRER

= - RFE

REETBUBHRTREBEAERERN  HEEFIALEANTRIUIEBRZRER S
e ERDE ; ERER EREAMBSFSTEEATEZSHEERE T ERSIEETH
BHEERH RAREREAE 104 FRBEERSERIFE HPBRERE15183,597 AR >
B 103 F£RHAME 10.02% > BEHS o

g~ #rES

e REEHE FFRESHZEE RATHREERBEXREZHEFT - MEREEE -
AR ME 8 BRFAZBREFBRR  IKEFM > ERIRFRIKITEEGFS - FREBEEZ
IR PR E S - MR EMRERER S > LIHRANIZH > B 11 AEBRREZESR
BcBERRHCRESHBER  2ESH TR 104 FHMENISRERFTESSH 7,749 A >
REFHR4.64% - NETSMREEENERREER  RREHEEEREMCHEE > LM
Fly-cruise S{ERBHE » 104 FENEMHREMZFEIR 2,198 AR B 103FM&K6.73% °

REBHMENE T4 8 FNES)
Taiwan Beef Noodles Festival was held in
Hong Kong.

The tram advertising in Munich

III. Southeast Asia

Independent travelers and repeat
visitors were the target tourists in the
markets of Hong Kong, Singapore, and
Malaysia. We continued to invite celebrities
and experts to be the spokesmen as well
as tour guides to introduce the glamour
of traveling and special theme tours
in Taiwan. To increase the enthusiasm
for tourism in Taiwan, diverse channels
such as television, networks, and virtual
communities were applied together
with a variety of promotion activities
and preferential treatments. In 2015,
significant results remained in the markets of Hong Kong, Singapore, and Malaysia. The tourist
arrivals from Hong Kong and Macao recorded 1,513,597, up 10.02% compared with the same
period in the previous year.

IV. Emerging Markets

To compete with the tourist advantages offered by the government of Japan, i.e., the visa
exemption policy and the depreciation of Japanese yen, we had to make more efforts to promote
Taiwan's tourism in Vietnam, Thailand, Indonesia, the Philippines, etc. Except for organizing
a delegation to attend travel fairs and holding tourism promotion sessions, we enhanced
cooperation with local tourist channels, and coordinated with our Ministry of Foreign Affairs to
adopt incentive measures such as providing express entry visas for high quality tour groups from
November. Under the multiple efforts, the tourist arrivals from the emerging markets reached an
estimated 587,749 in 2015, up 4.64% over the previous year. We have published foldouts of Indian
food in Taiwan and provided preference visa simplification and Fly-cruise express visa plan. The
tourist arrivals from India market reached 32,198 in 2015, up 6.73% over the previous year.

We continued to establish a travel environment
with Muslim-friendly services and promoted Taiwan as a
Muslim-friendly destination. Praying rooms and facilities
for minor ablution were set up in 13 National Scenic Area
Administrations. We established praying rooms and facilities
for minor ablution in Taichung Station, HSR and Taipei Station,
Taiwan Railway. We entrusted Chinese Muslim Association to
make the directions for granting of subsidy for certification
of Muslim restaurant. Up to 2015, there had been 85 certified
Muslim-friendly restaurants in Taiwan and 15 restaurants
applied for subsidy. We attended Southeast and Middle East
travel fair s to deliver gifts and Taiwan tour guide. We even
invited Muslim TV to shoot program in Taiwan. We intended
to promote Taiwan as a Muslim-friendly destination.

E L E P BT S 061

Mulsim prayer room in Taipei station
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REEFEABFIMRERERBRZEMESEHETLE > REXEAE 13 EEXAR
EEERNEREMBEAFTRIE > 104 EF5BE=F - EFEXBTEHAEELF TR
It o BEAPEOBGEHEDNELE 'S EEENDBMEER) RIEME - 104 2=
R5t 85 REMMGBHIMETE » HP 15 RPFMB) - BNMRBEERPRZIRE > REBHM
EEEMABHIMEEREFR > THEEBHMIRETE  BEBHIMERBRRENIEHNE
Fo LIRAZEABIMESREBNHTR

B~ KEHS

RERERE MR ZHEE 2 RERRA
mEER FEXITTER - X6 %E -8
¥~ REER) 6 KEFERE » NRIMIREE
BHRARFEER  RBEFHEETRERRK
FHRRABRESAEAMBHTERRKEEMATT
BREAEHRT X GRESAZXESE
EREMRER BB HERRE  REHNAE
B -MEBEEEERIRERER REBHEFS
X HEERERERBHTEHBETH > I
FExan - RERELSHRIRETE (B85%
MkidE ~ BITEE) Wi -

104 FAMEMERERRE 418 & 4,102 AR > B 103 £k 4.94% ; ERF BRI 1338

4,818 ARKREZ > RI103FMK 12.5% ° EFHFFREMR ; nEEERF 6,895H 16.7 8
ARRE > BEAKEDSEAEEBRAK

BE JRCITHHES X ESH®S
— ~BIENA T FIXEHS

1. 104 E2HEBRIESERH > BERSHT - EEF (103 4F) #H (& ! =& (Bravo!
Taiwan) ) 6 KEBEBERZ% > AERHE N8R ~ TETHE) &k 'BiH FFREE
BERTS > BAFEER iz - EEERMIZTEFATEMNZIKEFERR > KB
BEEHITE - ZXHHK - BREBENERKE > BHRERISE > IRER T HMBEF - Z
3XERIDAESER CNN ~ J1E K SKY News ~ #[E Bloomberg EEREREAR A
EERIME  FHERSIESERKEIHEE -

2. BENEEERERXER - AR REEREBEFRHKBENEXERKRERE > U
BYMEEREERRIREE TS

3. (BEHIREFM) BT E - B3BESREZIN ZRE B ERANRTIX A
FEITHERE  REHE REEMFEREN - MBRBERIKREHETZE B 1THRE

4. BEN 6 ABXESEIBNFAROZERS AASHERARHRARALZES
20 MAEGENR o

062 ABEANE VIP Bk 2

The first group of high-end VIP tourists
from Mainland China.

V. Mainland China

For tourist arrivals from Mainland China, traveling in Taiwan has gradually become an
in-depth tour experience or enjoyment of excellent tour qualities. We maintained the six
promoting themes, namely, ecology, culture, LOHAS, shopping, romance, and fine dining,
to innovate travel themes and package tour products. Policies on premium itineraries were
promoted, and we also endeavored to get more pilot cities opened up in Mainland China so
that the citizens there could take independent tours in Taiwan. Precise marketing strategies
were applied on target visitors who would take group tour or independent tours. These
strategies included cooperation with travel agencies, enterprises, and medias in Mainland
China; application of traditional channels, network / virtual communities, promotion programs
on TV or films, holding promotion seminars, and organizing interviews by traveling blog /
media. Besides, we kept our efforts on expanding the source markets of high end tourists,
incentive travel, and tours with special themes (tribal tourism, biking, and so on).

In 2015, the number of tourist arrivals from Mainland China reached 4,184,102, growing
by 4.94% compared to 2014. Among them, the number of independent tourists reached a new
high of 1,334,818, growing by 12.5% compared to 2014, which showed a stable growth. There
were 6,895 tour groups, 167,000 visits. Obviously, both quality and quantity of the market of
Mainland China were exalted.

Section 2 Activated Marketing and Deployment of Tourism Markets

[. Maintained Six Major Themes to Spread Glamour of Premium
Tourism

1. The brand new serial ad films shot in 2015 were well received. After the 6 promotional
films of "Bravo ! Taiwan" in last year, we released “Transit”, “Cycling” and “Cruise” for
different source markets. The 3 themed global promotional films were expected to
attract transit passengers, bikers and cruise travelers to visit Taiwan and enjoy the
wonderful island. These films were broadcasted on American CNN, Canada Sky News,
British Bloomberg and other TV stations and appealed to more international travelers.

2. Increased copies of the English, German, and Japanese versions of literature
concerning bird watching in Taiwan for tourists who were interested in bird watching
and for foreign travel agencies specializing in bird watching. The efforts were made to
promote eco-tourism in Taiwan.

3. Besides Chinese, English and Japanese versions, the newly “Cycling around Taiwan”
was written in Korean, German, and Franch versions. This manual contained useful
information such as preparation before trip, route planning and information for
traveling around island to introduce cycling tours in Taiwan to international tourists.

4. We continued to produce souvenirs featuring the 6 major themes of tourism in Taiwan.
Souvenirs with the sense of advertisement, design, and practicability were expected to
give tourists a deeper impression of Taiwan.
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5. Bl Discovery TLCHREEFBEGFRB (REERBEF 2 F) » BARERKRNZKE
HEEFFARZREHE > L6 KEXEEITHMARNST TR N EBEKRKRSIDHKREE
BEE: TEEBXFE) - 2EEE 235 R5EH) k 2EBTEN £ BZRA
EREAMERRTEES > HEBEERFINDAREREMREE

1. aEEe

% Discovery SEIE TS (2B EBIED) 2—0 (AREE) » REEHERNE
BEEL BRRESHLRMERNE 1 104 FERFRERRTHORBHERE 0
8 MR o

2. EEBEE235

104 F TEEEE 235 R5FH) WEKESEL 3 AUBRMIBIEERIEZ MTaste
of the Tropic: Taiwany #FEEBMNKEEEEE > A NGCEREERIBRESHHHTER
FHF A Harry Yuan FEREERAIEZH - BR2RA-WEWL - BAERTEE > SHEMEM
BRERERIE - 1 NEHNEHBERERMIPIEE - ERMIBIEASEE - FOX RERZEEIERK
FOX SPORTS #EiE#EH » EF 3 NEEES 60 W R0 MWERAHEBEH111TMR-6E11 A8
fEd > 52 BBC World News & AXN $EEEMRBEEE > FREXREL ERFZRWNER 482 k> I
7t BBC World News ®{E30 WEEEEH ; B AXN NERHBERER 6 DENZEEEIR
17458 ©

i e G ﬁ;':ﬁ’;’;ml (043.:! I

3. EEBTEMN

BITEREN EEETEHN) AEM ASEELIREZNAEKREE - 724 4
REBMAILES . TSEBTEELEHE - THBEEHEY (Formosa 900) 1 ~ THA
& Come! Bikedays & TOK ZEEMEHIF1 > 104 Fit 43 U LIMERTL2MBTES &
GIES) > Hhf i ~ FFREREEAZSMEENES - AR #1H IEEFTEELEHE]
HESHRIEIZEEER FRhZ2—% BOMNBETEMES) » REUNMEMNtER NGC ~
Nat Geo People ~ FOX ~ Star ~ Sky Sports £ EBRIBEREY ; SAEME T NERNES »
#i& MTaiwan On Two Wheels BEFSE | MARBREHSTOEE > i FOX SPORTS X
EBRERABEEE - NGCHRMEEBEHR 1SHIEEES > A5ttt REE > HERKEUH 105 »
MEaEN 386 » #£5t 48 EEAK - R 2~ =N RAERKRELEHER (Road to Taiwan
KOM) REZL#EA (BEWZE King of Mountain) » Itt 2 TR B KABREBEREL
HABEEBFENEG

064 EEHTEZLEHRE (KOM) EERTEH EG

Taiwan KOM Challenge The press conference of Taiwan Cycling

Festival

II.

0]

5. We cooperated with Discovery TLC to produce “Fun Taiwan All-Stars Season 2" and
invited hosts of famous international travel programs to participate in it. Based on the
six major themes, large events such as “Taiwan Tourism Events Calendar”, “Taiwan Fun
on the Tropic of Cancer”, and “Taiwan Cycling Festival” were introduced through the
program. Since Discovery TLC was broadcast in Asian-pacific region, the program was
expected to attract source tourists in the region.

1. Taiwan Lantern Festival

“Taiwan Lantern Festival”, which was praised by Discovery Channel as one of the
world’s greatest festivals, was the focus of festival tourism in Taiwan. We produced OhBear
mobile cases and Taichung souvenirs for promotion in 2015.

2. Taiwan Fun on the Tropic of Cancer

We held many activities for the international promotion of “Taiwan Fun on the Tropic
of Cancer” in 2015. “Taste of the Tropic: Taiwan” produced by NGC was a program combing
culinary and adventure in March. This program was host by Harry Yuan who was good
at cooking and extreme sports. He went to Penghu, Chiayi, Alishan, Sun Moon Lake and
Hualien to search local ingredients to cook creative cuisine. This one hour program has
been broadcasted through NGC, Nat Geo People, FOX and FOX Sports. Three minuets
preview, 60 seconds and 30 seconds films were exposed 1,111 times in total. These short
films were broadcasted for another 482 times on BBC World news and AXN channel.

3. Taiwan Cycling Festival

Taiwan Cycling Festival is the focal event of cycling tours in Taiwan. We have promoted
LOHAS cycling travel to the world by four main series activities: “Taiwan KOM Challenge”,
“Formosa 900", “Sun Moon Lake Come Bikeday” and “Taiwan Cycling Festival”. More
than 43 countries’ foreign tourists have participated in the series of bike activities, these
participants from Netherlands, Philippines and America increased the most. We produced
three promotional films for “Taiwan KOM Challenge” activity and made them broadcasted
through NGC, Nat Geo People, FOX / Star / Sky Sports channels. In order to interact
with Asian audience, we held a writing contest “Taiwan On Two Wheels” on Internet.
We produced a 15 seconds advertising film and made it broadcasted on Fox Sports in
Southeast Area and Malaysia, NGC Southeast Area. All the promotion reached 10 European
countries and 38 Asian countries, total 48 countries. The two film “Road to Taiwan KOM”
and “King of Mountain” would be on YOKU for promoting later cycling contests.

Internet Promotion

In cooperation with Google, we held “Film Taiwan Action!” a one-year open call on
YouTube for films worldwide. We received more than 150 films from all over the world.
The views of these films has reached 1,370 thousand and fifty percent of these views came
from abroad. By region, the most of the views came from Europe and Americas; secondly
viewers came from Southeast Asia and Northeast Asia. By countries, most of views came
from Americas; secondly, views came form Malaysia and Indonesia. At the same time, the
official Google+ page has earned 1 million followers, far ahead of Thailand, Singapore
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—TRERES o BTSN

(—) H Google 51Fit YouTube #EH A 1 £/ TEERITERR ) 2T R @AREEE
B> MWEEZEISOMREBERTMSELSEFR > RREKER 137 8HEX
o HREAWN S RHERRERERBBI - KMIHESD > MEMELERS > HRA
REE ~ RIS ; RERESD > UXBILERS > ERAFRETNAZE - @F > FEE
75 Google+ EHERME 1 FHEBTHEIA 100 BEEXHERE > KIBBLRE - FMHE -
BEFMOEAR > BEREREBEHFERERBREE - BEHERTENEBNE
Google MM BEBE S (FiEH TZEIRITERMBR —YouTube X ZEANEBBEE &
8 > 855 6 (I RAITE YouTube PELAZERITHRENEREZEARBENEE > KR
EERATFENFRHETEE > BRA 2 KNFERABNBHEEKIKA -

(Z) HEHE103F 4829 BNBAHAR T8BEXE) BElE LINE@ 1R > BB I E R
FEREXSEBENABKRBEFREE > ILINFEA Twitter ~ FER ~ IRITOZEHT
ERBESHBRELEEZER NS ERZANERERESEE -

(S) BEMKSE T RHERE 24 \FEE) APP RBEEXERERNL  ERER
T EIEIE 24 NS E ) AT LR ERIRIEEY - BIB FB BT AE D ERE S TAK
EREMEN o

(@) KREGSERTHE SEHREFE RAERSIE—BER RAGLBEYTE—SEH
RAMR LIRS L — 2RSS - PHER L EEEERIREEARTS « REOCSIZEXEF
o RBTHEEREEMKER  BEAEGREERRE -

=~ TEEEE 0 AT KIS

1. AN & RFH

BFEAFBARBR - ANAZERRIE - RFRSIERRE T love Taiwan) EFE
T ARRAEATASATHNERK  NRERGERIBATEER  EAERXPTERNX
REHEF L > REERBANRERGIH > UHLLERESEFZ « it - FEENER
TR PRLEHANHEORL (Time for Taiwan) > BRERRRZRE - EHEH 9 AEEEER
BAESABHRE - ARAFINERBSEERD > SIZARBERENK  BIEKRREHE -

2. R7MEF & BEBERE Spexial

BMMBARRMENMIZEEEHR - TRRZFEEF Tokyo Girl Collection (9/27) |
MUK TBARZFHEEE JAPAN GIRLS EXPO #KZ5ES) (10/31) 1 » DRIBFEEENZBERE
2 Spexial W4 I BEREARTFEELIZENBEEER - E5 > URESEEM > B
MEBBESLHEENE R » BAERBITHNE -

3. MERE BT

HRAXERSHAEZIBENBFALTERRESF  BEBEHEETEEEHAHEXR
f£> 10457831 BItBEXSMEZER » MRAEEREREREMHIKER S ~ M
BEHSEBRSHYEEERNKGHEKKES) » BTEEBEAXLER -

O 6 6 SEBKRER Spexial RBBMRRLFRHS (TGC)
Taiwan Idol group Spexial were invited to attend the
“Tokyo Girl Collection”(TGC)

(I

(I11)

(V)

and Korea. The global netizens see the beauty of Taiwan through the lively films. Being
optimistic in the power of Internet videos, Google and Tourism Bureau continued to hold
“Film Taiwan Action!-YouTube Travel Taiwan”. We invited 6 senior Youtubers to share their
story of visiting Taiwan. They explored the special festival activities in Taiwan Tourism
Calendar and share what they saw and felt in Taiwan with the global travelers.

Used diversified Internet resources to promote Taiwan such as regional LINE@ account and
an official LINE account for “Taiwan Tourism Bureau” in Japan (created on April 29, 2014),
Twitter, Blogger, website and Facebook and a variety of Internet resources to advertise
Taiwan.

To promote online propaganda in Korea, web and APP for “# &% & 24 A|EtO|&t" (Heartbeat
of Taiwan) were created to convey the information of tourism in Taiwan. People could
play online card game Through “ #&%& 24 AlEtO|2t" and play Monopoly game through
Facebook. We used a variety of online resources to advertise Taiwan.

To apply online advertising in the market of Mainland China, we cooperated with the
following websites: Baidu, which offers the largest search engine; Taobao, which offers
the largest platform for online shopping; Ctrip, which offers the largest travel website.
Through the cooperation, we organized online promotions and offline activities such as
interviews with experts and sharing travel experience.

III. Combined Themes and Events to Reinforce Marketing Power

1. Takuya Kimura & John Woo

We invited Japanese icon idol Kimura Takuya and international director John Woo to
shoot advertising film “I love Taiwan". The film conveyed three food subjects including
Mango ice, steamed dumpling and oolong tea. This film was edited in Montage style
to present that the mood could change fast and easily between Japan and Taiwan. By
comparing the scenes between Japan and Taiwan, the film conveyed the fun, the pleasure
and the mood of Taiwan. “Time for Taiwan” from Kimura' lips invited all the audience to
visit Taiwan. This film started broadcasting on every Japanese TV station, Internet websites
and outdoor TV walls at the end of September. It was expected that this film draw much
attention from Japanese drama fans and Japanese girls.

2. Calvin Cheng & idol group Spexial , rI‘ .l

We attended the most famous fashion al“ all
shows “Tokyo Girl Collection (9/27)" and A:’"E"Emomm
“JAPAN GIRLS EXPO (10/31)" and invited idol = %ﬁ*ﬁ

Taiwan Tourism Bureau

group Spexial and Taiwanese talent Calvin
Cheng to go the main stage to introduce
Taiwanese cuisine and scenery. We also
set up a stand to broadcast advertising
film and to deliver promotional materials.
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4. EHBEZRK

@EE TEBEE IRaBRtE 6 AEGTH  AFEEALTREEREBETEM > H
EEZEMEESEEE » I | 2MNERRIE LPGA SHXKAKRBHEZHNHEZ A (SHIE)
BIEEY > THERARARREEFER ; HBNHASEE - HELLO KITTY EABEBR
IEBEMNIRIKGERSEHEE;, HEAATERSHY TCHI-BA+KUN (FEE) 1 £HE »
?Eé;?i{ﬂi?¥%ﬁﬁé FRINRARENZELHESEZE Y ; RBEARMBIEIRERNE T4
""""" ER) o BRAFRMRESEY —RSEES REEEHEEES Festival ~ KEEEE &
Hanatour IRBEWEEE > BERME=KXFHEE ; B Oakland Zoo (EERZHEEME)
A 1YERH Sun Bear Exhibit (BREERE) KiHE Earth Day (MIKH) » UBRERESHY
BFRAE MR AEE Sun Bear Cam (BERER) PRIAZEH Taiwan LOGO »1THEEER;
2 BEFFE HIR N t R B MR B ﬁﬁ%iﬁ@]&ﬁiﬂli&?f@ﬁﬁ?iqﬂ MR ERERER FEBNAES;
w%ﬁiﬂiﬁ%ﬁ RBHR ~ P2~ HE - BB -~ RITAIMERRERITEEE R EMBAE RS
B BEREERLSHEK /,\ﬁ_tlﬁiﬁ TEAUBEMRITH o

1. XeRIEER

FEREAREHZNABRTS  BEXEHMAKRE 104 F11B158E11 8168 »
BAEERIEERRMIE (BRI Cherng's ~ K By SECOND ~ #HFMM) SEHEER
ARMESEXEME > REEHRSERNBEENENHEEERCELETT > DEAIF
DS REERERRE > WENXERXA > BMITHERRAE > BEEMKREER > U 1E
i) BRUIA » BERETR > MG EEEMEEERITE o

Taiwan Bxmxn

BiEhR
20%;@1?;5 EE‘

S NGTHUN ORE
Taiwan Tourist Map

2. RmZIk
104 ERABABERBEESETEME - FHIREERST > U TEHSZE) KT EREE
MENSAR 104 F 12 B 23 BE 25 ARFEARTRREHNERE » EE—I2HAEY
T > BEARE > BEEBRANEMY—EREY > ARAKRSENHA > FIERREERS
HERIGEHTHIENE - BRBRADZIK > BBEEEFLFK AXEBIREIR

068 ESBNE SEREY

The press conference of Taiwan Tourism Map in Hong Kong

3. Dai-Kang Yang - Goodwill Ambassadors

We cooperated with Hokkaido Nippon-ham Fighters and invited Dai-Kang Yang as
Taiwanese Goodwill Ambassador. We held “Taiwan Day” activity on July 31, 2015 in the
Hokkaido Baseball Field. We took advantage of the charm of Super Star Dai-Kang Yang,
the performance of singer Lin Yu-chun and interaction of the Mascot OhBear to promote
Taiwan tourism.

4, OhBear -the Mascot

In coordination with the six major themes, we asked the professionals to write
OhBear’s theme song. OhBear attended propaganda activities held in every area where
our embassies are located, including LPGA promotion activity with golf celebrity (Tseng Ya-
ni) and Taiwan Day activity with Dai-Kang Yang and Hello Kitty in Hokkaido Baseball Field.
He also attended Chiba Ken's Mascot, Chiba Kun's birthday party, Taiwan Day activity with
Saitama Seibu Lions’ Mascot in Saitama Seibu Lions' baseball game. He attended many
promotional activities such as Heartbeat Festival, Embassies Day and Hanatour travel fair.
He participated in Sun Bear Exhibit and held Earth Day in collaboration with Oakland Zoon
Administration. OhBear exposed in Sun Bear Cam for a longtime in coordination with
Internet promotional activities. OhBear kept showing up in the travel fairs, promotional
activities and landmark advertisements in the world. We also continued to promote
OhBear by Internet promotional campaigns. We have designed many souvenirs of OhBear
such as phone case, thermos bottle, badge, key chain, pocket mirror and cellphone clean
sticker to strengthen OhBear’s image and popularity in order to promote Taiwan tourism.

1. The Trend of Cultural and Creative Style

We combined tourism promotion with the trendy brands in cultural and creative styles
to advance in the markets of Hong Kong and Macao. From November 15 to November
16 in 2015, we cooperated with Eslite Bookstore in Hong Kong and famous illustrators,
Cherng (the creator of “Malayan Tapir”), Second (the creator of “Song Song Cat"), and
Byebyechuchu to publish Taiwan cultural and creative map exclusive to Hong Kong and
Macao. They held fans meeting and press conference to share experience in creation and
experience of Taiwan travel in Eslite Bookstore at Causeway Bay, Hong Kong. Tourism
combined with cultural and creative business created a marketing buzz. We organized
travel resources and presented this campaign in local perspective to strength the brand
and to create new subjects and itineraries for tourism in Taiwan.

2. ATour for Charity

Tourism Bureau held a Christmas activity “Love and Sharing” with Hong Kong Airline
and Just Sleep Group from December 23 to 25, 2015. We warmly received Tsing Yi catholic
elementary school students and ask everyone to make a gift with the material they had
or their favorite toy, and delivered warmness and joy, created unforgettable memory
together. This tour of charity gave these students a chance to see the beautiful scenery
and delicious food in Taiwan.

069

0 i I ok B SR

L |
=)
—t
()
-
>
Q
=,
(@)
>
=
_|
(@)
c
S,
0n
3
>
o
<
)
=
=,
0,
=)
Q
Q
>
o
=
=
(@)
3
(@)
=,
(@)
>




SR HEEEREO | B

VNIHD 40 2I79Nd3¥ ‘NVMIVL S10Z INSTdNOL NO L40d3Y TVNNNV

E=HE BRESHE > BXmEND

— - BEFREERE
& BRHR

=N R ERIRIT R
FHEeFAREREE -
BHRITRXM « F&
i3

#2E %~ 2~ FER
Bf~ FIT

070 EREESERNEE

Deligators of Tourism Promotion for

Taiwan in Tokyo

SRBR
1.

SEBGBBRAEGRE > TEAERAARESEGEERE
B BFEHLABARBER ANGHEBERE - RFHRSE
{E1A1E T1 love Taiwan) EFES > UBFENIEARIT
FERBEGERE Spexial KFR2 0 H A& B Y M 13 5 4 &%
H-RELFRESAEEAZFIEERED > RIBHZELM
EIR ; BREH Facebook & Twitter H 1t B¥ SR AT 84 5b »
HHHEHAEEY LINE@ 1R3E > EHEH A AREBNEER
HEERENS > THEBAAMBIBERSE > BBEABES
NEF > @ISR o

BRAGEER REZENZE | KFRATE > UBHR T
H ~ AR POMEEE - BAIRE  SHEAE RIEEE FEB M
RERKREHE > FEZEFEIERERAR > RESS
EERGEETS -  BEEMARGERERNKREETETE
RAREES  BBETBTREBARERBERE > TEHES
BBEAEEZIRETRAS

FETFNEESHE > MBREER | FEERERTHS
fF > WFEEF/NEGRITH S EMBIREAZEESE - FiRE
BiREER > MBREEEEM o

BEMBBRFHE > BIEHS  ERMABRFREBIRES
HeE > BRBSFREHRFIRITTHS » LESRITHETR

A o

FEBRGRAEERR
B > b 4E K E A A R
REBRBHRERE
FEUSERTEA
BEBEFHAHARS
A BIBRERES
ARAEFITHER -

BEBRAXNEABESHESEEOEES
Jung-Suk Jo, our spokesman for Taiwan's
tourism in Korea attended the tourism
promotion.

Section 3 Mobilized International Advertising and Encouraged
Tourism Branding

L.

Region

Japan

Korea

Strategies of International Promotion

Target Markets

Incentives, study
tour, agricultural
cooperative

and other large
groups; free
independent
travelers, female
tourists, and the
young generation

tour groups,
female tourists,
the young
generation,
and FITs (Free
Independent
Travelers)

Strategy

1.

Maintained the strategy of celebrity endorsements and
expanded the use of networks and various media in
promotional activities. Invited Japanese super idol Kimura
Takuy and international director John Woo to film “I Love
Taiwan” promotional advertisement. Invited idol group Spexial
and Taiwan talent Calvin Cheng to attend the most famous
fashion shows “Tokyo Girl Collection” and “JAPAN GIRLS EXPO" to
develop female tourists source. Except for promotion through
social media such as Facebook and Twitter, the regional LINE@
account and an official LINE account in Japan were created
to release Taiwan's tourism information via topics in which
Japanese were interested. Cooperated with famous blogger, and
maintained the fad for Taiwan through celebrity endorsements.

Improved Taiwan's public profile via the use of media resources:
According to different tourist demographics, promoted Taiwan's
themed specialities and products information to related
industries and tourists through television channels, printed
ads, the Internet, outdoor advertising, major travel fairs, and
seminars; developed different target markets. Invited well-
known international media organizations to report on themed
itineraries and large-scale activities, broadening product visibility
and aiding in the dissemination of travel information.

Worked to increase cooperation with travel agencies and
reinforce product sales channels: Continued to work with large
travel agencies; made efforts to cooperate with small and
medium-sized travel agencies to increase outbound tourism,
open up product access, stabilize tourist sources and promote
Taiwanese products.

Expanded tourism markets in cooperation with local
governments and airport promotion foundations. We worked
with county administrations to developed the educational
tourism market and conducted seminars in conjunction with
travel agencies.

Continued to take the strategy of celebrity endorsements and
expanded the use of Internet and various media promotions.
We invited Ivy Chen from Taiwan and Jung-Suk Jo from Korea
to act as Goodwill Ambassadors to promote Taiwan's tourism
through online ads and public relations and promotional
activities.
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== VL]
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3.
4.
RFFEE BHRTHERES 1.
—BRE
BEhi5
2.
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BRADERFEERRSHBBHM
EERH AR

ERERER RE2ENEE | KFTRAEE > UER T
H ~ 8RS ~ POMREE - SAIRE ~ SHEAE RIEEE FRRM
RERKREHE > GEEERETERERNS > BHZF
FEERGRETS - BB RERERNKRETETEE
RARBES > IR TETEBARERGREKRS > LERES
BEABEZREERAS

FREEGHE > MBREER @ BARKTHSERERX
EEmRE > RHOEBRRERR > MAREEEEMm -

ERERER Re=ENZE I FEREEZREIERE
B2 U BESHEFRFFEN AR FERSER e
B REETEFXRERSHEEBR LT > HEIEE
EmiRE o

ITREEPXRBRCERS  BERUEFERRETMEREER

U RIGFRF > L2RXEHFTIR > BEHHAIHE
HEMFEABSRCHSERBRIEIAN > REF—HRKRE

EHERERE OB -

ERRREHEAERSEANERESNE | FH2EXH
EYER AR E - REE ST HE - KT EBTEE
RefsMEBFEBNERRASIE » 5IEEE - RIGRE
REHRGHEFERREE  BUSEEHASTEEHNR

FERMREBRY AERAEMBERE > RIIBIRKEK
CEREMBEAZSRE > L2HEBKRUAERERTH
B> BEAEXREHEDNRGEEFIMERKE -

ERAWEBALERTH  RHRESZTEN  KEBHTE
B IRSIEHE | U TIRKITEE - MBRE AR B
ER-RE-E -BY) 4 XTHRBERETEHE -

BELR  EHED  BEAMT - RE  MAKRFE - kHE
ELWHEBIEN > WIIRETHAE - FEHHHHIEN
TRHER FEREHER ; ERAREBSERAERAR
gt @ lAstroy FE T Astro Prima $8i& 2~ TPrimadonal
BEMEZRFEHERENIARESNE > UKk 10 KiRiEEE
BBIRERGH ; AFEBHIMREIRE - BEERXBHME
R SEE
KX BT
HRIBESF i
EHMRRE
Bl o

& BERIKE (ITE)
Hong Kong International Travel Fair (ITE)

A Malaysia televison media filmed the
program about Muslims' life style in Taiwan

Europe
and
America

Southeast
Asia -
Hong
Kong,
Macao,
Singapore,
and
Malaysia
Markets

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

Free independent
travelers and
repeat tourists

Increased the visibility of Taiwan through the use of media
resources: According to tourist demographics, advertised
featured themes and tourism products through TV, print ads,
outdoor advertising, networks, travel fairs, seminars, travel
agencies and promotional activities; invited local famous media
organizations to Taiwan to report on large-scale theme tours and
related activities; enhanced the exposure of tourism products and
further spread travel information of Taiwan.

Cooperated with travel agencies to enhance sales channels for
tourism products: Cooperated with large-scale travel agencies to
expand outbound tourism, develop and stabilize tourist sources,
and enhance the sale of Taiwanese products.

Made use of media resources to enhance the publicity of Taiwan
and continued to advertise Taiwan via global mainstream media
and co-produced special collections to increase the exposure of our
tourism brand, raise the brand awareness in source markets and
help related industries sell our tourism products.

Reinforced the network of mainstream travel agencies: Established
a long-term cooperative relationship with mainstream foreign
travel agencies in major source markets / countries; took part in
holding educational training for tourism-related industries - to
increase product endorsements from front-sellers by enhancing
both the product designers’ and sellers’ recognition of the tourism
environment in Taiwan.

Extended promotional effects through cross-industry alliances:
By cooperating with “Museum Day Live!”, “New York Fashion
Week”, the music festival in Manhattan, “Pacific Orchid Expo”,
“Oakland Zoo's Day” and other activities, enhanced the topicality
of Taiwan's tourism market to appeal to media and special groups
to understand Taiwan. We expect to establish a diverse image for
tourism in Taiwan.

Continued to offer free half-day tours and other preferential
measures to attract transit passengers and business travelers to
visit Taiwan. Participated in four major worldwide exhibitions for
incentives to enhance exhibitors’ recognition of Taiwan and help
tourism-related industries attract visitors to Taiwan.

Applied online and social marketing to provide diverse and
in-depth information for
independent travelers and
repeat tourists: Based on the
requirements of “Time for
Taiwan”, promoted the ideas
of “fine dining, romance,
LOHAS, and shopping” to
target tourists.
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K REE— WERBHRMIEE REMEATE (T3 M- HE) RERSMREZEB | 5815 2. Took advantage of cross-industry alliances: Integrated

FEHS METENEAAEETH BER - NERBL » G5 aviation companies, hotels, local governments and

6 AkEFHRE s RERMEXEELE  UZ2R -EE -HEEH recreational agricultural industries to provide preferential 49

Wi NAHEEIR o meaiures to appeal t(:jtour:istkmarkets, as for Hon? Kofng _EE!{E
market, we presented “Thank You” promotion plan for

g AT BB BEKE 1. EEARKERERENRS IASEIEREEE 05 Jorglug; e ver WElEyEn Dvide) "Rl eme ), A5l Filme St

St o R R R DS R EE AR  BE S HRE BRI Channel belong tco As'Fro, the biggest media groups tg film %_I

£ B RS > E| i A S S R RIE o trayel prggram in Talwan and other 10 travel medlas 'to =

75 review Taiwan tourism. In order to attract Muslim tourist 'f%

F 2. EEHMERABKREERTHHMIEERE « #EF « Road arrivals to Taiwan, we established Muslim Website in Malay £

¥ Show £3Z8) > HERXBERITEE o language and produced independent travel guides for local ™

people to search for information about tourism in Taiwan.

3. MRAETH  BARKESEMR HHBERMRREEES
R BiESTEREEIREEERESN -

iy

Southeast = The emerging Increased the interest of tourists from emerging markets (Thailand, the

4. TATH  FEEIIESE PREHEE  IRBEE®R - KT Asia-The  markets of newly  Philippines, Vietnam, and Indonesia) in visiting Taiwan: Strengthened
F ARy Es A e, i B O presEEs B R E IR > 125 emerging  rich groups and promotion and marketing in emerging markets and established
=IO o markets Muslim tourists websites in Tai, Vietnamese and Indonesian. Expanded tourist access

through cooperating with print media, tourism and aviation companies.

Mainland Independent 1. To cope with our government's policy on the quota limit of tourist
China Travelers and arrivals from Mainland China, we introduced various theme
market High-end tourists tour projects such as high-end tour groups, in-depth tribal tours,

offshore islands trips, incentive tours and direct ship travels.

2. To keep up with the newly added cities where citizens were
permitted to take independent trips to Taiwan, we held seminars,
promotional conferences, road shows and other activities to
increase independent travelers.

3. Online and social marketing: We expanded cooperation with
various network, social communities and new media industries to
provide information of tourism in Taiwan via diverse channels.

4. Film and TV marketing: We have continued to cooperate with

N BEMRERER mainstream media such as Zhejiang Television, Mainland China
Central Television, Travel Television, World Traveler, etc. We also

invited well-known programs in Mainland China to be shot in

VNIHD 40 2I79Nd3¥ ‘NVMIVL S10Z INSTdNOL NO L40d3Y TVNNNV

L |
=)
—t
()
-
>
Q
=,
(@)
>
=
_|
(@)
c
S,
0n
3
>
o
<
)
=
=,
0,
=)
Q
Q
>
o
=
=
(@)
3
(@)
=,
(@)
>

ST A Taiwan to increase the publicity of tourism in Taiwan.
FEREE 1. %4 REPEEME -  BEREE  SHEHHR - 9EZFE eER® -
AZAEE ~ IbE#E «- BTESSREGETIZEEEE TR « BER II. Promotion in Different Markets

TR o

2. 5% REXEEZERTAT - HRG®REE - Bl v AL BRI ENR Method of Promotion Content of Promotion

MR REMMEAHEARBZEEALRS Print Media 1. Newspapers: To advertise the image of tourism in Taiwan, placed
ads in Asahi News, Sankei News, Daily Sport News, Taiwan News,
3. BEHEXKBERREERM > REB ARG CHEEEER o Iwate Daily, Fukushima News, Japan Economic News, Hokkoku

News, Sports News, etc.

O 74 104 F 11 AR EBREDE—@NPAE O 7 5
The Shanghai Branch Fuzhou Office was established in
November 2015.
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FARME : R 104 FE3BE 12 AHHHAHBEAORS 2K - &
TR IEE - RFEHE > REL -HA -#HH - FHRERKRTBSE
16 RERERKMIOMNES  Man4B -6 B8 -108E11 8
=EH  2/e1 2R - MERPAMNAE S > 4E5HEH 186,000
GRP- HHEL -HA -HH -HEKTBSERZE FEHRA L
YRR 0 FREU EMIRE PRI R KRS KR ERERAT » 1
FHNERES  HNEREESIKERZREERME  #2HEFER
BE  REEBUR -

RAFEME I R 104 E3 B8E 12 BHHE M2 TEEE —RAFA
FOE s ANERAHENES  BRRBEBHZHARTE 16 RERE
B30 ES »4:HEH 28 1,400 GRPERSIBEMR= 40Xk -
BIFRE S ER  IREZEREETREBY > BEFARRKERES U
THESKEEZ T2HERRKR A SIREHRE - SBRHERIER
6BE 10 MR AR EERERRIESRRE » LUEEERR o

#55 KBS REPEZEIEER (Z 5 5 FHEREBAIE) ME=EE -

BAERRERENREZREE (IIEERXR) KEHE - KBS FEM
EREHRE(FXCIFLEED) HEBESERESREGR
BEERAAERE NICLWATS -V HEUME - MBS EHRZE MFlo &
C!1-BSTBS MBEDVI—X41T) REBREREWMMBEHRE
BB SNFEE o

RS (& #2107 1) M#4E > IR51¥T 1 & 5,000 [AARIRRE o

BEMRITOEE BXEBEMN LINEQ » RIERRE - FEEH -
HEFHMARITHES > FETOEHEAS -

RRABEXXBOKRKKREERERIPERE > BERANERSEER
BMzEEEAES ARIBEM THERESSE -

—_

ZMRRBHIM ~ 17) II?EE%‘ HERZBEESFIHE 8% Fairy ~ )R
flls Road Show ¥F > sRE#MURREEB AR « PR/ NBESREEE
B SEEEERC ¥JJ¥EE TEEENAERRE) UERITHEEEX o

MBEESRERERM S BNENE  EBHBRETERS - flW -
ME TARGER) ; ARREtFAESSFNESERALEERE
BERESE  EBZTEBEREABNIM -

Hth . BARYEGES (6/26-6/28) =IEXEDL o

ZNET  BBRERE Spexial 210 TRRLFREFES (9/27) 1 ~
RIME2 TEARR FIEESES (10/31) 1 ~ FERESM MEEEE
&H (7/31)1 -

TV Ads

Radio Programs

TV Programs

Internet Media

Magazines: Placed ads of Taiwan's tourism in Shugakuryoko Monthly,
Nikkei Entertainment, Miyazaki Quntto, etc.

Published a collection of the photos submitted for tourism of Taiwan
and Japan to provide Japanese tourism operators.

Kanto Region: From March to December 2015, 30-second commercials
advertising tourism in Taiwan were aired on 16 TV stations such as
Fuiji, Nippon, Asahi, Chukyo Television. TBS in Kanto, Nagoya, Hokkaido
and Nagano - since a large number of people living in these areas
love traveling abroad. Special emphasis was put on the golden weeks
within April, June, and October to November as well as the time before
summer break, Christmas, and lunar New Year's Day. The broadcasting
of these commercials generated a total of 16,000 Gross Rating Points
(GRP) in Japan. Commercials broadcasted by Fuji, Nippon, and the
Nagoya TV Station were aired on weekdays in time slots directed at
office workers before work, noontime hours aimed at housewives,
and prime evening time viewers. Other TV stations aired all-day
commercials, matching the work and rest time of the audience to
maximize the advertising impact.

Kansai Region: From March to December 2015, 30-second commercials
were aired on 16 TV stations such as Yomiuri Telecasting in Shikoku,
Kyushu, Okinawa, and other potential cities and areas, targeting large
numbers of people taking charter flights abroad and generating
21,400 GRP in value. They were aired by UMK (UHF Miyazaki K.K.) in 40
time intervals and MRT (Miyazaki Radio & Television) 65 time intervals.
Different commercial times were purchased according to audience
attributes; most TV stations purchased commercials, which were cheap
and could be aired all day long for all audience while UMK and MRT
aired the ads during the 06:00 - 10:00 p.m. time slot.

Invited the Kochirahirataya Kyoto Head Office, the program of Kyoto
Broadcasting System to introduce Taiwan tourism.

Invited “The Solitary Gourmet”, the famous drama about culinary to
shoot episodes in Taiwan. We also invited Kyoto Broadcasting System
(KBS) to shoot special program in Taiwan.

Invited “Rainbow color Jean”, Kansai Telecasting Corporation to film TV
special about Taiwan tourism for spring and autumn seasons. We also
invited “Shittoko! ”, MBS, “The Best Cruise Journey”, BS TBS and Naikai
Broadcasting Co., Itd. To to film TV special about Taiwan tourism.

Created “Taiwan Mikke!” fan page on facebook. It received 1,5000
followers

Established the official website of “The Heart of Asia” to disseminate
related tourism activities and information about media reports,
annual events, tourism spotlights, etc.
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JATA 11718 « 67818 Yosakoi Soran HERE X HEEE - HILKH
RENEETE REERICOIFAYEARERDENHBEZY - = 8%
ZEE Yosakoi HERENHELTE - AWM EBEEZEE o

AE

1.

WAL REAW - ®HRRITHE © RITEEEE © BL Leisure #M
RBEOCHE ~ IRITHE  BEBCHE - XBBERME -~ Travel

Focus °

#izE | KTX Magazine ~ THE TRAVELLER - Lonely Planet Magazine Korea
TOUR DE MONDE + &H#&% ECONOMY - Korea Tourism News * Marie
Claire ~ HanKyoreh21 ~ Cine21 ~ COSMOPOLITAN * BAR&DINING »
Z 4 52 ~ ELLE ~ Golf Digest ~ Top Golf + Golf Magazine - Travie + AB
Road ~ Tour Korea ~ Nylone ~ Lemon Tree * Go Out * Bazaar °

M10BE 12 AT KBS-2- MBC ¥ EREEM 921 15 W ERES
4h > H1THREE KBS &2 MBC ERZ 15 W &ES ©

%1 TOUR 2000 Fik1TH & 1FETT 'EHREY 1 Home Shopping &
SHTRBE R o

£ (Taiwan Holiday) + (Hello Taipei) $Z#&(F  ENRFEZER &
BEE) « TEEFT) BEK Time for Taiwan) EEFH o

INSREREERR B MHTHAENE » BEEM B AR E T E ARZIREE

RUE NEREEE 24 /\FEE SEEAEBRER  EHMER - EE
EHFHAME -

SR MMEEEIE 24 N\IFEE | APP > BEITRE X8 - RIBE
AR ft o

RIBLSHLEN FMEA@MLLZ2EMTEERS - Re@itiE
BEERBEHR 30 WES -
MEGABOX * CGV E#Xk Cinema = KEBH IR FIIBIE 15 M EBER

B -

2015548268 5823 AN EZLARMGEREERES - BF
RELLthEgIL iPark Mall Plaza #HEHEES) - RIGEFREZEITIEZIR

Outdoor Ads

Public Relations Activities

Travel Fairs

Method of Promotion

Print Media

TV Ads

N

At the intersections in Shybuya, Tokyo and outdoor TV walls in Dotonbori,
Osaka, we broadcasted the tourism advertisement that Kimura Takuya
stared in.

N
7’

'

1. Participated in Tokyo Marathon, Takijawa promotion conference,
Taiwan Fair in cooperation with Keikyo Department Store and R Sentai
Road Show. We set up booth in these places to present Taiwan tourism
information, games with give-away. “Taiwan Tourism and Gourmet
Feast” was held to promote Taiwan tourism.

I a (01 o B

\
/

2. Assisted the local government and private sectors to perform
marketing cooperation such as “Seibu Taiwan Day”, panted train and
car advertising in cooperation with Tubu World Square and other
channels to promote the tourism exchange between Taiwan and Japan.

i g2

3. Others: Japan Travel & Products Expo (June 26 - 28) in Taipei Station.

4. Artist Activities: Idol group Spexial attended the “Tokyo Girl Collection”
(September 27), Taiwan talent Calvin Cheng attended the “JAPAN GIRLS
EXPO” (October 31) and Dai-Kang Yang participated the “Hokkaido
Taiwan Day” (July 31).

Participated in JATA Travel Expo, Yosakoi Soran Festival and tourism
promotional activity in Hokkaido, the Northeastern Japan Festival and
tourism promotional activity, Domatsuri tourism promotional activity in
Nagoya, Yosakoi Soran Festival and tourism promotional activities in Mie
County, Asian-Pacific Festival in Fukuoka, tourism promotional activities in
Kyushu, etc.

Content of Promotion

1. Newspapers: Ads were placed in Traffic News, World Travel News,
Tourism Information News, Leisure news, Tourism Traffic News, Travel
News, Korea Tourism News, Focus & Metro Rapid Transit News, Travel
Focus, etc.

2. Magazines: Ads were placed in KTX Magazine, THE TRAVELLER, Lonely
Planet Magazine Korea, TOUR DE MONDE, Daily ECONOMY, Korea
Tourism News, Marie Claire, HanKyoreh21, Cine21, COSMOPOLITAN,
BAR&DINING, MNB magazine, ELLE, Golf Digest, Top Golf, Golf
Magazine, Travie, AB Road, Tour Korea, Nylone, Lemon Tree, Go Out,
Bazaar, etc.
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1. A 15-second commercial ad was aired on KBS-2 and MBC TV channels a
total of 24 times from October to December 2015. Another 15-second
commercial ad was bought from KBS and MBC.

2. Conducted TV shopping campaign “Home Shoping” to promote travel
products with TOUR 2000 and other travel angencies.
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THHRAZE > TREXR X6 - HEFRRE - BRBUHERELL
RIEEHREHBERERE > IREREEREZENSTXIE -

ik & S & 2INREERRE - ZILEFRKRE - HANATOUR BIRRIR/E ©

EfFAN RE

TEERE R#E&2Z The Epoch Time ~ Asian Fusion Magazine * Dwnews.com
(Z4EFEA) ~ Jade Tour ~ 4RAFLESR ~ Smithsonian ~ HR B
BAfR - ESHM  IRKER -~ LRK - EESRBFT - HHRAFZT - The
Globe and Mail ~ Galgary Herald ~ Travel Week ~ Outpost ~ Metro
Vancouver ~ 8108 T ~ Travel & Leisure HEETIEZEH AT R AR
BERESSNERR o

BREE BERRHREMNERLQE ~ PEEREE - iEAEREZ (NTD) ~ tHREHER ~
CNBC Channel ; B A E M~ ™ &R ~ KCBS-TV (LA) ~ WCBS-TV
(NY) ~ KPIX-TV (SF) ~ETTV (RHZEMEHR) + KTSF-26 - EEHX
BE= - Global TV Network CIII ~ Global TV Network CKMI ~ Global
TV Network Chan ~ NGC Canada ~ Star Chinese Movies- North
America » HGTV ~ National Geography S¥ERIEERREEE AR
BEE®EhR

EHEER B i B N E K FM96.1 ~ AM1470 ~ AM1320 ~ Fairchild Radio ; %
KCBS (&E##) MEEEHAEFEARKEEITAS

R IR RS HREE& 2~ CBS SF 48ih ~ Oakland Zoo #8uf ~ INE KRR EEAY ~ OSSN
48 B& Banner & & ~ Student Universe » Smithsonian ~ Travelport »
United.com BitSMZEALL « Google ZFALLTIE ZEERE Banner Sk ©

080 %30 EERERBARATS

TVA / KATA Tourism Exchange Conference

Cooperated with “Taiwan Holiday” and “Hello Taipei” - two travel books;
printed Korean version of foldouts for “Taiwan Tour Bus” and “Taiwan
Tourist Shuttle” as well as the Korean version of travel guidebook - “Time
for Taiwan".

Travel Books

Internet Media 1. Strengthened the functionality of the Tourism Bureau’s official Korean
website, held a tour Taiwan campaign to increase membership in the
Bureau's website, and invited well-known Korean bloggers to visit Taiwan.

2. Created the exclusive official website for the “ +&+& 24 A|Eto| 2+"”
(Heartbeat of Taiwan) to publish microfilms and information on
annual events and other tourism activities.

3. Continued to enhance the APP for the “ +&+& 24 AEt0| 2" to provide
more information about attractions, culinary and transportation.

Outdoor Ads 1. Ads were placed in light boxes inside the Busan high-speed train station
and on the western security gates of the Busan Metro; a 30-second TV
commercial was broadcast on the Seoul Metropolitan Subway platform.

2. A 15-second advertising microfilm was broadcast on MEGABOX, CGV,
and LOTTE Cinema.

Public Relations Activities On April 26 and May 23, 2015, held two promotion activities seperately
at Rakuten Department Store's square which located at Busan
station’s west side and at iPark Mall Plaza, Yongsan Station, Seoul.
Those travel agencies sold Taiwan travel were also participated in
the activity. We set up booth to experience food, culture and LOHAS.
This was a chance to directly contact consumers and made them
experience the multi-culture of Heartbeat of Taiwan.

Travel Fairs Participated in the Korean World Travel Fair, BITF in Busan, and
HanaTour International Travel Show.

Method of Promotion Content of Promotion

Print Media Advertised the image of Taiwan tourism and travel products on
the following newspapers or magazines: The Epoch Time, Asian
Fusion Magazine, Dwnews.com, Jade Tour, New York Community
Times, Smithsonian, World Journal, Ming Pao, Sing Tao Daily, Global
Chinese Press, New Leaf Weekly, Eastweek, Ming Pao Weekly,
The Globe and Mail, Galgary Herald, Travel Week, Outpost, Metro
Vancouver, Taiwanese Canadian Monthly and Travel & Leisure.
TV Programs The promotional film of the image of Taiwan tourism was on air on
the following channels: ETTV America, Broadcasting Corporation of
Mainland China, New Tang Dynasty Television (NTD), World Journal,
CNBC Channel, Eastern Era, Talent Vision, KCBS-TV(LA), WCBS-TV(NY),
KPIX-TV(SF), ETTV, KTSF-26, SingTao Chinese Radio, Global TV Network
ClIII, Global TV Network CKMI, Global TV Network Chan, NGC Canada,
Star Chinese Movies- North America, HGTV, National Geography, etc.
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BAMERE

£ Smithsonian ~ B EERES - BEBHEQE « £t
& EHF ~ Oakland Zoo » R EMEABEEZRINESIRE > FIBEER
REE o

REEAMHEU TRIREREARMEE > BIEZEHERE -

NI

10.
11.
12.

13

25.

26.

27.

A Journey to Taiwan B RIRB BB RIZIKELHIRG o
210 2015 iHeart Media ER B4 =F%

2817 A Malan Breton 2015 Zi& Fashion Show °

2N RELEEYERES) o
EREEARCEYESEE IHEGS o

HHE 2015 FEEERIBEE 2R o

210 2015 4149 = /& jik 5 B )X G &1 (Taiwan Tourism and Culture
Festival) ;&&f o

HHRMMOSEERMBE LIRS o

2= EhRiE R X {68 (Taiwan Tourism and Culture Festival) ;&) o
2102015 USTOA Travel Now iR{TFABIRELRE o

HHE TREEE) NPT -

ATKHEPERSEEXRZSES o

.Bowers Museum Z7& 7 R EIEE) o
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.

210 LA Times £E o
BB EERERE ©
IEEESEHREG AN B~ BIEHK
RrHBYREESITHEEEE -

E& L Viator RIRITTHRESEIRIEE R R RIEE -
BIEIEIE LPGABHER o

MEIESEERE o
ESWISEERHM o
B IPN =S5 4 v
B RBXXICE o

Samovar Lounge &
EEMSEERIEE
BMERSEBEEE
Lrffi o
BMEBREEGS
Fgo

2015 “TASTE TAIWAN”
ITxEBEEEERE
FE o

O 8 2 e = BEHES (SFO)

North American Taiwan Tourism Promotion activities (SFO)

Radio Programs

Internet Media

Outdoor Ads

Public Relations Activities

Broadcasted the message about Taiwan tourism and preferential
treatments by Canada FM96.1, AM1470, AM1320, Fairchild Radio
and America KCBS.

Placed ad on the following websites: CBS SF, Oakland Zoo, Canada
Lion Travel, OSSN’s web banner, Student Universe, Smithsonian,
Travelport, United.com, Google, etc.

Advertised the image of Taiwan tourism on the following medias:
Smithsonian, Los Angeles International Airport, the city bus in Los
Angles, San Francisco BART, Oakland Zoo, the city bus and outdoor
advertising in Vancouver, etc.

Created many promotional activities to increase Taiwan's publicity:
1. Oscar Submission for A Joureny to Taiwan.

Participated in 2015 iHeart Media.

Participated in Malan Breton 2015 Taiwan Fashion Show.
Participated in the “Celebrate Taiwan@ Grand Central”.

g o> WS

Held a tourism promotion party in National Museum of Natural
History in Washington.

Held the “2015 Taiwan Night” in Citi Field.

7. Participated in the “2015 Taiwan Tourism and Culture Festival” in
New York.

8. Held the Taiwan Fine Cuisine joint Promotion and a tourism seminar.
9. Participated in the “Taiwan Tourism and Culture Festival”.

10. Participated in the “2015 USTOA Travel Now".

11. Held a seminar on the “Taiwan Lantern Festival".

12. Pencils for Kids.

13. Produced in a promotion festival of Taiwan in Bowers Museum.
14. Participated in the “Festival of Books” in Los Angeles.

15. Participated in the LA Times-Taste Event.

16. Held tourism promotion conferences in North America - New
York, San Francisco and Los Angeles.

17. OhBear+Oakland Zoo Promotion.

18. Publishing and promotion for the 6 Taiwan videos.
19. 2015 Swinging Skirts LPGA Classic.

20. Vancouver Taiwanese Film Festival 2015.
21. 2015 Taiwan Film Days.

22. Taiwan American Cultural Festival 2015.
23. Edmonton Heritage Festival.

24. Samovar Lounge “The Food of Taiwan”.
25. 2015 Cupertino Happy Kids Festival.

26. 2015 USTOA Annual Conference.

27. 2015 “TASTE TAIWAN" Culinary Event.
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fix & & RS2 EEENERRER > IGMSBEHRCEERHFENE
210 2015 ,%H,.\’\Jﬂﬁﬁﬁ’&@ o
210 2015 B % EEmE ©
2MEFERE ©
2MNZwZ P IMNKRE ©
SINEXRERE ©

210 2015 FHMBEL
2NZERTE DC ik ©
2015 BiRkiEEERE (LA Travel & Adventure Show) o
9. 2102015 Tour & Travel Exchange T &IBIRERZ E o

10. 20 2015 BT EZMikE (WTM Latin America) °

11. 210 2015 BBt o SkiiE B2 S R 8 o

12. 20 2015 MM KRB RIRE ©

13. 210 2015 BRIZHIHE o

14. 2/NZEF5f Guadalajara iREE ©

15. 20 2015 X #ETEIEEE (Pacific Orchid Exposition) ©

16. 2102015 Bl EEREZERRE -

17.210 2015 EMNEFRBkiEE SRR o

\

W

EEERRE Cruise3Sixty o

® N v AW
m\\ﬁ\\‘ﬁ\%ﬁ\\ﬁ\\)ﬂ\

\

EELR 2K

FHEKREE REBERTS  ERTHRERBEHSEHEAER 823 !

1. #BE:Globetrotter Magazin %5t ~GEO Saison Bl Zith3E ik Bz e
onrail ¥ 5§ ~ Spartacus Traveler ¥ 5§ ~ Touristik Aktuell 3 && ~
Reise Tipps #3& * Rolling Pin #35% * Allgemeine Zeitung Bk »
GielRener Anzeiger H #: ~ Market am Mittwoch H #& * Schweiz
am Sonntag H#R ~ Stuttgarter Zeitung HR °

2. ZEE : Travel Weekly ~ Lonely Planet ~ The Guardian ~ Star Magazine -
Travel weekly ~ Hedge °

3. 4B : Midi Libre » L'Est Eclair ~ Libération Champagne * Centre
Presse Aveyron ~ L'Union ~ Nordlittoral.fr ~ Centre-presse.fr »
Lamarseillaise.fr ~ Lemessager.fr o

EREE ERBREEBRNAECESNESNGFRRENE » NRSERLEBNE
EXFEATREL 823

1. #E Channel 4 ER=EBHEE (Ainsley eats the Streets) o

084

Travel Fairs Attended the major travel fairs to increase the effect of promotion for
Taiwan'’s tourism:

Participated in the “2015 Travel Fair” held by New York Times.
Participated in the “2015 Cruise Shipping Miami".
Participated in the travel fair held in Montreal.
Participated in the outdoor travel fair held in Toronto.
Participated in the travel fair held in Ottawa.
Participated in the “2015 Cruise3Sixty” in Fort Lauderdale, Florida.
Participated in the travel fair held in Washington D.C.
Participated in the “2015 LA Travel & Adventure Show".
Participated in the “2015 Tour & Travel Exchange” in Arizona.

. Participated in the “2015 WTM Latin America” in Brazil.

. Participated in the “San Diego Travel & Adventure Show".

. Participated in the “2015 UCLA Travel Fair”.

. Participated in the “2015 Cruise Shipping Miami".

. Participated in the “Guadalajara Travel Fair” in Mexico.

. Participated in the “2015 Pacific Orchid Exposition”.

. Participated in the “2015 SF / Bay Area Travel & Adventure Show”.

. Participated in the “2015 IMEX AMERICA".

o X en @SN =

N (U |t U N G O Vo )
N o o W N - O

Method of Promotion Content of Promotion

Print Media Took advantage of print media to expose the image of Taiwan’s
tourism in the main source markets including:

1. In Germany: Ads were placed in the following newspapers or
magazines: Globetrotter Magazin, GEO Saison, onrail, Spartacus
Traveler, Touristik Aktuell, Reise Tipps, Rolling Pin, Allgemeine
Zeitung, GielRener Anzeiger, Market am Mittwoch, Schweiz am
Sonntag, Stuttgarter Zeitung.

2. In England: Ads were placed in the following newspapers or
magazines: Travel Weekly, Lonely Planet, The Guardian, Star
Magazine-Travel weekly and Hedge.

3. In France: Ads were placed in the following newspapers or
magazines: Midi Libre, LEst Eclair, Libération Champagne, Centre
Presse Aveyron, L'Uni ,Nordlittoral.fr, Centre-presse.fr,Lamarseillaise.
fr, and Lemessager.fr.

Television Programs We strengthen the image of Taiwan tourism to the European countries

by broadcasting the promotional advertisement or invitation of filming
program including:

1. “Ainsley eats the Streets”, a food program on Channel 4 in England.
2. “LA TOURNEE DES POPOTES TV”, “Vue du Ciel” in France.

3. “Thisis my Taiwan” program on Channel NTV in Germany.
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The train advertising in Frankfurt

;%] LA TOURNEE DES POPOTES TV (#%&h&%) &Vue du Ciel (%
ZE{FEE) ©

= NTV & A% % Das ist mein &8 o

EREEREZMRRE > EREEHAEEEE

1.

—_

f=E : Bild.de ~ Reisen&Golfen ~ news4press » newsmax - Touristik-
News.com ~ go-with-us.de » FINE ART Reisen °

[ : Cox&Kings (coxandkings.co.uk) ~ Escapism (escapism.com) ~
Wendy Wu Tours (wendywu.co.uk) * Black Tomato (blacktomato.
com) ~ Master Che (mastercheftravel.co.uk) ©

7AE : http://www.marcovasco.fr/

E SRR  REBREAALSINES « BEAMREMEA
GRS °

IRt [ Tourasia IRITHMNEBRIEHEFIEQAEEGES  TUI
Flextravel ik1T# T B =& {RIHES o

AT B Giant
RLZREENS AT
R&{ER DI AR
BHf7E%E 'Mollorca
3121 EEITFIE KB
FERES -

1B17HZE2H 22 B PATATREI DS EMZ 3 AR RERIHG -
5 A 30 BE 31 BiEHR @A HEEES -
58 19 BE 21 H IMEX BIFREERhxifr Ed & 8 % o

7B7BE10H2mE
Meier's Weltreisen
RITHEETIEERE

B o

OB17HE18HZM
Suntrips fix 171 = & iz
2EHEFIARRBAG o

RS AE R R @ 3R (IMEX)
The Worldwide Exhibition (IMEX) for
incentive travel, meetings and events

Internet Media

Outdoor Media

Public Relations Activities

Travel Fairs

We take advantage of the major Internet medias to expand the
promotion channels:

1. In German: Bild.de, Reisen & Golfen, news4press, newsmayx,
Touristik-News.com, go-with-us.de, FINE ART Reisen.

2. In England: Cox&Kings (coxandkings.co.uk), Escapism (escapism.com),
Wendy Wu Tours (wendywu.co.uk), Black Tomato (blacktomato.com),
Master Chef (mastercheftravel.co.uk).

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

1. In German: The large advertisements in Frankfurt, Munich and
Berlin, king size lightbox advertisements at Terminal 1 of the
Frankfurt Airport, Germany.

2. In Switzerland: The moving advertising on the cable cars in Zurich,
2 weeks in-store screen promotion in of TUI's important and most
frequented own travel agency in Zurich.

3. InSpain: Mallorca 312 International Cyclosportive.

1. Participated in the roadshow in the sales exhibition hosted by
PATA for tourism industries in three major cities from January 17 to
February 22.

2. Participated in “The Bergerstrassenfest Festival”’ (a consumer activity in
Frankfurt) held from May 30 - 31.

Participated in the IMEX 2015 in Frankfurt from May 19 - 21.

4. Attended the winter itinerary orientation held by Meier's Weltreisen,
a travel agency in Germany on July 7 - 10.

5. Attended the sales training held by Suntrips, a travel agency in
Germany on September 17 - 18.

6. Attended the promotion roadshow held by FTI, a travel agency in
Germany on September 21 - 25.

7. Attended the pre-departure orientation held by Tischler, a travel
agency in Germany, in Garmisch-Partenkirchen on October 9 - 11.

8. Attended the pre-departure orientation held by Diamir, a travel
agency in Germany, in Dresden on October 2 - 5.

9. Held a tourism seminar and Tea Sipping also cooking culinary arts
(Semaine gourmande avec I'Office du Tourisme de Taiwan) in Paris,
France on February 17.

1. In Germany: ITB Travel Fair in Berlin, the travel fairs held by the
branch of PATA, Travel Fair in Leipzig.

2. InEngland: World Travel Market (WTM) in London, Destinations Show in
London, Destinations Show in Wales.

3. InFrance: International French Travel Market Top Resa in Paris.
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h
: y)
K . . ,
6. 98 21 BHE 25 B2/ FTI k174t 2015 FEaMNEmIEdH roadshow ° YT ——— T 1 S :
— 7. 10 B9 BHE 11 B2M&E#E Tischler IixT+L e M1TIZEREAS X
O - B Diarmir M5 4 HAEBIHR 2 s AEP Print Media Made tour guide manuals for the six International ports, which can ng
E=E ] o 2= > o . . . . 71N
g 8. 108 2 HE S5 BRE Diamir i fTH FBIINE EITIRRAEEE) receive cruises. We also made promotional post cards of express visa Eﬁ
& 9. 2R 17 BN ZEIERHEE ST RPAS R mARER REHEEE to provide Southeast cruise tourists important travel information. ﬁlﬁ
@
! REES) 1. 5 : ITB HMIRE ~ PATA EEAE 3 AIHIRE - HHEIRE o Travel Fairs Slnlce nfnajor. mtgrnatpnal cruise Imesj have sgt. up he'ad or branclh =i
3% e rn o . \ e offices in Miami, a Taiwanese delegation participates in the world's %
Eﬂ 2. SREWTM RSk « RACHEEIRE - FEHT 8 AHANT © largest “2015 Cruise Shipping Miami” exhibition every year to enhance
p 7EE © B2 TOP RESA fikf& © the visibility of the cruise tourism market in Taiwan. -,Ei
Public Relations Activities 1. According to the key points on subsidies for overseas cruises, we F
=

continued to subsidize the ports or local administrations to conduct
welcome activities. The activity can attract overseas cruises to
come to Taiwan and strengthen their positive impression. We total

EEAR S subsidized 37 cruises and brought 51,675 tourists to Taiwan in 2015.

FEEH IFES 6 AERBHEFBOSERETM « RRnBRkEHEET 2. According to the mechanism of Asia Cruise Fun, ACF, We cooperated
SEARZE BRI RSN RS T EERSEEN o with Hong Kong, Philippines and Hainan to provide promotional

subsidy to encourage the international cruises to stay at the ports
of the ACF members. We invited the representatives of cruise

IR SEE 2REBRHMBFATIEBNTRIRATRI AT > BLEEEFEE CEIT(PEITIES SINE) Uiis [BISs U9 e DTEpEpEes periy) [ 20 Cnis:
BIN2HEE AL 2015 BREHHE, > SEEA S SMRENERE - Shipping Miami. We not only promoted the subsidy mechanism of

ACF but also declared the determination of alliance of Asia Cruise
Travel Destination.

Method of Promotion Content of Promotion

Print Media 1. Hong Kong:

(1) Chinese Media: Printed ads of Taiwan themes and regional travel-
related information were placed in U Magazine, JetSo, East Daily, The
Sun Daily, Economy Daily, Apple Daily, am730, Sky Post, Headline
Daily, Wenweipo, Metro Pop, City Magzine, E Weekly, Sportsoho, etc.

(2) English Media: Standard, Travel, HutchGo, Priceline.
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2. Singapore: Printed ads with Taiwan themes and regional travel-
related information were placed in the United Morning Paper

(i3 VN VT 1. H‘:ﬁgﬂTi%%:ifﬁﬁ%ﬁﬂg%i}zﬁ%%D%%mﬁ%ﬁi¥b¥i2%§5%@ ’ (Chinese), United Evening Paper (Chinese), Shin Min Daily News
RS ERERA AL BREREEERINFAEEHEEERER > 104 (Chinese), The Straits Times (English), Today (English), My Paper (MRT
FEARFTIEE) 37 MR > FHIES B 1,675 ARKE © paper), Berita Harian, iWeekly, 8Days, and Campus magazines.
2. BRINEREREZE (Asia Cruise Fund » ACF) #%1 » B35  JERE RS 3. Malaysia:
Eﬁﬁﬁ?‘%wf%ﬁ%%_’ Eﬁ%ﬂ[‘%ﬂﬁ’&ﬁiﬁ‘%}z}%ﬁﬁ%/_ﬁﬂ ’ %?ﬁijﬁ? (1) Chinese Media: Sinchew Daily, Kwong Wah Daily, Guang Ming Daily,
2015:«%@”&@5?%@@1? ACI;E_T%EE ’ k%%?ﬁﬁzz@ﬁﬁl-\ﬂﬁfggﬁﬁ ’ China Press, Nanyang Press, and Oriental Daily News See Hua Daily
BAEE ACF 2ZBHEH » I S e N ERsm kil B A4S R S 1EZ R0 © News as well as in the Chinese magazines Tourism, Foodsion, Let's

088 2015 A% MR E 089
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EFARN 2K

HEAREE 1.8#8 !

(1) PCEERS - U 355 ~ #iRHA ~ RABHR - KGR~ KBEK -~ ARHE
] ~am730 B5#R FRIR H ¥R X EEFR ~Metro Pop #:&& ~SRMB T ~
E Weekly #:—%=BREA T ~ Sportsoho EB R E 5 S EET
EEETBEREEREERENE o

(2) HECEEE : Standard ~ Travel ~ HutchGo ~ Priceline ©

2. N REERR (PX) ~ BEBEKR (FAX) ~ MEBAR (FX) -
BUREFR (EX) « SHIR(HEX) ~ HI| GEER)  FHRIR (Berita
Harian) ~ iWeekly ~ 8Days - Sports & Travel ~ Campus F#:35TIE=
B E kG REERAS o

3. B2RAE:

(1) AAxCEERS - ENEIER ~ XZEBER ~ XPHBRR ~ PEKR - EEHR R
FHFE  FEHER; PXHES  FIURE - B~ RITX ~ HFER
IZE ~ Newtide ## « My Wedding 28 ~ iRiETE ©

(2) BEX ¥R : The Star ; B X3 35% © Gaya * Leisure Travel - Astelier
Marie Claire ~ Calibre ~ Travelution ~ Time Out * Asia Horizon ~
Escape! °

(3) HB3k>ZFR : Harian Metro ~ Utusan Malaysia ~ Kosmo! + Borneo Post ;
BEASCES © Santai ~ Libur o

4. B : Sunday Telegraph ~ & H#R (Sing Tao) - EMH#R (Australia
Chinese Daily) - the Sun Herald ~ Gold Coast Bulletin ~ Tweed
Daily News ~ Lismore Northern Star ~ Brisbane Sunday Mail ~ # £
fin 2= 4% E ¥ 5% (Jetstar Australia magazine) - the Global Goddess
Weekend Australian ~ Vacations&Travel ~ the Telegraph ~ APN »
Clyclist ~ Get up&Go ~ Women Health

ki E EPa: Kerson Media Global Sdn Bhd : TFR—M=& » FR{E—
Z2ZHRk) PHEHRIEEFM o

BRETE R 1.548

BHRES (1) TVB— Tit5RF1 31 60 DEE (6 %) o

090

(2) ERFERER Cable TV— THERRBE®REI 37E (13 &) -
(3) BEBBRER Cable TV— I3S AR —TERYFE 3988 (25F) -
(4) ERBBRBREL 125— HRFERRIP) 60 0iE (45) -

2. FrNE :
(1) ZEMERRI= (CNA) (First Look Asia) 8 & (2 &) o
(2) ZEMNFE= (CNA) S=ERPIER 30 988 (52 &) o

Travel, Traveller's Digest, Leisure Travel, Newtide, My Wedding, and
Travelmate Magazine.

(2) English newspapers: Print ads and editorials were placed in The Star,
as well as in the English magazines Gaya, Leisure Travel, Astelier, Marie
Claire, Calibre, Travelution, Time Out, Asia Horizon, and Escapel.

(3) Malaysian newspapers: Print ads and editorials were placed in Harian
Metro, Utusan Malaysia, Kosmo!, Borneo Post as well as in Malaysian
magazines Santai and Libur.

4. Australia: Sunday Telegraph, Sing Tao Daily, Australia Chinese Daily,
the Sun Herald, Gold Coast Bulletin, Tweed Daily News, Lismore
Northern Star, Brisbane Sunday Mail, Jetstar Australia magazine,
the Global Goddess, Weekend Australian, Vacations&Travel, the
Telegraph, APN, Clyclist, Get up&Go, and Women Health.

Travel Books “Different Taiwan - A Winter Tour for Flowers”, a Chinese-English travel

handbook by Kerson Media Global Sdn Bhd from Malaysia

TV programs and ads 1. Hong Kong:

(1) 6 episodes of “Neighborhood Gourmet”, a 60 minutes serial,
for TVB.

(2) 13 episodes of the 3 minutes-serial “Tasty Bureau” on Hong
Kong Cable.

(3) 2 episodes of “Holiday SSS - Hualien and Taitung Specail”, a 3
minutes serial, for Hong Kong Cable TV.

(4) 4 episodes of 60 minutes serial “Super Holiday for Parents and
Child” on Hong Kong Entertainment Channel.

2. Singapore:

(1) 2 episodes of 8 minutes program “First Look Asia” on Channel
NewsAsia (CAN).

(2) 52 episodes of 30 minutes Taiwanese travel program on
Channel NewsAsia (CAN).

3. Malaysia: 2 episodes of “FEST”, a 30 minutes festival and travel
program in Malay language.
4. Southeast Asia, Australia, and New Zealand:
(1) 10 episodes of 60 minutes “Fun Taiwan Challenge 2".

(2) 10 episodes of 60 minutes “Travel Taiwan” on major television
channels in Hong Kong, Singapore, and Malaysia.

Internet Media Travel and keyword ads on Yahoo and Google:

1. Hong Kong:
(1) Placed ads about hot spring, fruit collecting, health and other
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3. FERPEE : BRXEENRDEEIR (FEST) 30 HiE 2 %) -

4. REga oA
(1) (E=EZPAE 1) 60 2& (10 &) o
(2 RBERETBRENEERHE (K1TEE) 60 DiE (6 &F) -

@

MRS IR RS YAHOO & Google Mkilf RBIEFES :
1.5%8 !

(1) BAESRITHEER Travelzoo HIBEEEAR - KR - BEETE
MREES > RRRLEHENE -

(2) 8 HutchGo &H4ERIRIT/HEESESE » 7 Hutchgo.com #HERRE
BEEEEEF - Flyagain & meetHK.com HEES » INABHEERER
EREFE > EFRELFIENE - HERIE 4 TREMBAR °

2. AN : EONIRHFSEEEARL ~ SEMETREIE (CNA) ~ YouTube - Holidays.
SG hixiB EEAARLS
3. F2RAAEE ¢

(1) REBERAL 13 Ramhf 270 MEBEHIE Wi-Fi FRES -

(2) EERUFRAEE S EER BRI BT
www.taiwan.net.my (BHRX) o

4.8 -

(1) Travel Daily ~ Travel Today ~ Travel blackboard + eGlobal Travel
Fairfax online ~ News.com.au * adcon + Expedia Australia + Web
Jet ~ BNhRIRE M AR ES o

(2) Into water and beyond 4R KEE o

=PI ES 1. #rhnsR : g0 (RESH) SMEBIE « BS - thERES (FHE -
B~ BIR @8 - ik ~ 1BFEE) o

2. MR EAEES (BH - EWARGENT) o

BEEAN 2
THEHiERE 1. ZE : Around - Travel Guide Magazine + Daily News + Matichon »

Thai Post ~ The Nation ~ KOMCHADLUEK ~ ASTV POOJADKARN +~
BANGKOK BIZNEWS ~ Traveller's Companion ~ Bangkok
Business ~ R H#k Condenast Traveller ~ B&HR o

2. EE : Escape * National Geographic ~ Kompas * Travelxpose *
Panorama “getaway! ‘The Travel Time ‘&% \Bff AR - TEHR °

092

theme travel and joy in winter tourism in Taiwan on Travelzoo
in cooperation with Westminster Travel.

(2) Cooperated with the head of Hong Kong travel agencies, HutchGo
to conduct the festival of hot spring and culinary on Hutchgo.com.
Placed ads on Flyagain and meetHK.com to promote this internet
campaign and winter travel of Taiwan. We expected to this campaign
boosted the tourists came to Taiwan in the fourth quarter.

2. Singapore: Set up the website for Singapore Office, Channel
NewsAsia (CAN), YouTube and Holiday.SG.

3. Malaysia:

(1) Applied Wi-Fi advertising in 270 restaurants under 13 brand
names.

(2) Created and maintained www.taiwan.net.my, a website in
Malay language for tourism in Taiwan.

4. Australia:

(1) Australia: Placed ads in Travel Daily, Travel Today, Travel blackboard,
eGlobal Travel, Fairfax online, News.com.au, adcon, Expedia
Australia, Web Jet, and managed an Australian Facebook page.

(2) Into Water and beyond, Internet travel video series program.

Outdoor Advertising 1. Singapore: Ads were installed on the exterior walls of the hallway
of the Convention Center (location of the travel exhibition) and in
subway stations (on escalators, columns, roof tops, hallways, floors,
and light boxes).

2. Australia: Ads were installed in subway stations in Sydney,
Melbourne and Brisbanc.

Method of Promotion Content of Promotion

Print Media 1. Thailand: Ads were placed in Around, Travel Guide Magazine, Daily
News, Matichon, Thai Post, The Nation, KOMCHADLUEK, ASTV
POOJADKARN, BANGKOK BIZNEWS, Traveller's Companion, Bangkok
Business, Shi Jie Ri Bao, Condenast Traveller and United Daily News.

2. Indonesia: Ads were placed in Escape, National Geographic, Kompas,
Travelxpose, Panorama, getaway!, The Travel Time, Indonesia Shang
Bao, Guo Ji Ri Bao, Qiandao Ribao, and Jawa Poss.

3. The Philippines: Ads were placed in Asian Travelife, Smile, Philippine
Star, Philippine Daily and United Daily News.

4. Vietnam: Ads were placed in the Lao Dong and Bao Tuoi Tre.
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BERHBHBE K

BB

GEl O

B ohRES

3. JE2E . Travelife ~ Smile ~ Philippine Star ~ Philippine Daily - B
GH% -
i B - FER °

5. ENE : Travel Biz Monitor ~ Voyagers World » Travelscapes »
TNH ~ Wonderlust ~ Whereabouts ~ India Today Travel Plus »
Lonely Planet ~ National Geographic Travel * Discovery Channel
Magazine ~ Travel and Leisure ~ Outlook Business * Asiana
Wedding * Asia Spa * Harper's Bazaar Bride ~ Travel Span ~ Travel
and Leisure ~ Condenast Traveller ~ Harper's Bazaar °

6. HER : fIE3EE ~ Time out Dubai ~ Arabian Travel News + Gulf News
Tabloid &% °

1. Z%HH : iRkEEBAEE — Channel 7 TGin Plag Gin Lags ~ Channel 1
The First1 ~ Channel 5 TWorld 360 Degree; °

2. ENE : kB E M — Trans7 Z (Spotlite) -

1. FFRES 48 .
Z=E : http://www.taiwan.net.my/th/ °
EJfE : http://www.taiwan.net.my/id
#E : http://www.taiwan.net.my/vi o

Facebook & : &= ~ JEEE -~ EfE ~ ¥ ©
ERERBES | RE -~ ENfE ©
FEE . www.dmi.ar BIEES °

ENE : Telly Calendar $8#% ©

S e B8N

FRER © MFEEISIMER « FITRIELEEIRIMNERS - HIFHE Mupis &
MEGACOMS &g -

EFARN RE

FHEKREE

Lonely Planet ~ City Weekend ~ Shanghaiist * Talk Magazine ~
Time Out Beijing Family ~ Shanghaiexpat~ TTG ~» Time Out
Beijing ~ X M6 « (IiRE) #a8 ~ (IEREEK) ~ GREFF) « (R
TEER) MRSHETIEEETEREEKIERRAR

ERAREREE - AREHZ  PPTV (REEAHRR - EEE) F o

5. India: Ads were placed in Travel Biz Monitor, Voyagers World,
Travelscapes, TNH, Wonderlust, Whereabouts, India Today Travel
Plus, Lonely Planet, National Geographic Travel, Discovery Channel
Magazine, Travel and Leisure, Outlook Business, Asia Wedding,
Asia Spa, Travel Span, Travel Span, Leisure, Condenast and Harper's
Bazaar.

6. The Middle East: Ads were placed in Omen Magzine, Time out Dubai,
Arabian Travel News and Gulf News Tabloid.

TV Programs and Ads 1. Thailand: Filming travel programs in Channel 7 “Gin Plag Gin Lag",
Channel 1 “The First” and Channel 5 “World 360 Degree”.

2 Indonesia: Filming travel program - Trans7's “Spotlight”.

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

2. Facebook Advertisement: Thailand, Philippines, Indonesia and
Vietnam.

3. Blogger Invitation: Thailand and Indonesia.
Middle East: Placed advertising banner on www.dmi.ar.
5. India: Shot the photos for Telly Calendar.

Outdoor Ads The Middle East: Placed outdoor Ads in the road outside Dubai
International Airport and Abu Dhabi International Airport. Placed ads
of Mupis and MEGACOMS in Dubai urban.

Method of Promotion Content of Promotion

Print Media Printed ads with Taiwan themes and regional travel-related information
in Lonely Planet, City Weekend, Shanghaiist, Talk Magazine, Time Out
Beijing Family, Shanghaiexpat, TTG, Time Out Beijing, CommonWealth
Magazine, Traveler Weekly, Beijing Evening, Beijing Tourism and World
Traveler.

Electronic Media Ads were broadcast via Beijing People's Broadcasting Station, Mainland

China Central Television, PPTV (Home Stay. Taiwan), etc.

TV Programs Advertised tourism in “Follow the movies to travel in Taiwan”, “Dad
is Back” the second season on Zhejiang Television, “Traveler” on the
World Traveler, “Ride through Taiwan, Ride for Dream” on Jiangsu
Television”.
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EREE (REBREZE) - MWIEHR(BEEEXRT)Y F2F  RITEEE (R1T Internet Media Placed ads on YOKU, Mafengwo, Baidu, Sina Weibo, Tencent Weibo,
E) VIHERE (BRASEE - $EMT) ERAREE - Ctrip, Dianping.com, Taobaotravel, Kuxun.cn, Qunar.com, etc.

HARS IR AS BEEA VIEEE B ER RIS BEAME ERERITH KRB - Outdoor Ads Installed outdoor ads in the Grand Pacific Mall, the SML Center in
A ERITA -« BBieAE ~ EW R AEE o Shanghi and BuyNow Taiwanese Food Court in Shanghi.

BINES IEREXEE Travel Fairs Participated in China International Travel Mart (CITM) and World Travel
EBHABXE Fair (WTF).

MM MEENEO | B

5\ LiESEME
EEEREGS
SRS -

R e O i IO o B SR

III. Preferential Deals and Giveaways

() The Four Seasons Giveaway
1. Atotal of 200,000 Taipei Metro tickets were given away.
A total of 30,000 Kaohsiung Rapid Transit tickets were given away.

A total of 80,000 Taoyuan-Taipei one-way Intercity bus tickets were given away.

A total of 30,000 amusement park tickets were given away.

vk W

IR EEH HEFEERERZ 5 E (China International Travel Mart > CITM) ~ E
ettt B iRiEEE < (World Travel Fair » WTF) o

A total of 30,000 Taiwan Hot Spring tickets were given away.
(I)  Free Tours for Transit Passengers: A total of 5,258 passengers.

(III) The Charter Flight Incentive Program: A total of 215 charter flights, carrying 32,148
passengers, were subsidized.
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= - BEHH . . S :
(IV) The Incentive Program for Cruise Ships: A total of 192 cruise ships, carrying 261,338
(—) tFrEAtRE passengers, were subsidized.
1. EREFR  HBEEX 200 BRBEE (V) The Incentive Program for Encouraging Traveling: 58,458 travelers from 344
2. SEEEEERS > BRI EE - organizations were subsidized.
3. MERSTRELEREMEFTES LS > HEX8R/K - (VI) The Incentive Program for Receiving Study Travel: A total of 381 schools, receiving
4. TEBHBERAS  HBEEX3ER- 36,698 people, were subsidized.
5. ;I%/D?IZ?( ’ /\géb-& 3 %gﬁ °
(Z) BB » BIRGEY | #5258 ARSI o 1
(=) EIt8HHBh : HFHBI 2152~ B 38 2,148 AR o ﬂ ’
(m) HERDE R HHBREES 192 8K - 26 8 1,338 AR o J 1 )
() #EEhARiEHEEN @ HL4HBh 344 (BB ~ 5 & 8,458 A o

(7R) BFHEERTEMIIE) | 528 381 FIEKR ~ 3% 6,698 AR

096 H nizzimssm201saee 097

Promoted 2015 Taiwan Latern Festival in
Grand Pacific Mall, Beijing
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F=EF BRREHERLITH

SELEZTHNEAENLER  BERBAEENEERM > BARSIBERBEXEREMRK
2N BARRBERIIMNERTER  BEHEAZERGZHBEREGEE » THERKREXHS -
TEERMT :

— IR 12015 AIEEE

2015 8EIEE) B104E385HE3 A 15 AREFHFHGHEFTER - EFAEE
EREREFRBEEERM - LEFEH TF) #TEMRFZEE— 'SFNERI » AR5
SR BRETREERNIZRM - £EZI > EBEAIERE -6 ATE 1ERIEE, - IR
BHIRIR)  MAKRKBE - BO B FEZ=EERIMIBRILERRIGREMEKA T
Bk  ABRBENARERERZEREZREN HEEE) - RR)VPARKEEN TBIREE—WIRS
B RAREEZEBOREN NORIER) > EAAEEBNIRGERLS -

AREERSIBE « KEELE - BABHE  LBESF+ZEBREERRETEERESRE
EHHBEERS T ARBERRERELERII 6 BRIINERER2S > B2BEARSE1,3758A
BITEE2BARELHSLCH BEEMNENEMER 1208 BEREIREREES L
EERENBTELER) -

It s 30

— ~BHE 12015 EEEE 2351 RIEH

2015 288X 235 RIEHE 10456 A1 HEEIHA30HL  UEREESE
MIEEERATHIH  REEREMNBENBEEEZRARATEEZSIE > AL TEEEE
235 HEHm FERMATIEE -ZRIPEFESEMNILEESR > RERKMIEEES

r2015 &%E ) EE - EXMERE r2015 &% E) 6 AEBEZITEEH
“2015 Taiwan Lantern Festival” - the “2015 Taiwan Lantern Festival” - the”Blessing

centerpiece lantern was “The Lucky Ram” Lantern Area” one of the six themes

Chapter 3 Domestic Travel Promotion

The abundant and diverse natural and cultural resources in Taiwan are excellent material
for developing tourism industry as they have the charm to attract international tourists.
Based on the perspective of domestic and international tourists, the Tourism Bureau selected
some festivals and activities that were full of unique features of Taiwan and promoted them
in the global tourism market. The major tasks were as follows:

I. Held the “2015 Taiwan Lantern Festival”

The “2015 Taiwan Lantern Festival” was
held in HSR Wuri Lantern Area, Taichung
Park Lantern Area and Fengyuan District's
shopping Lantern Area on March 5-15, 2015.
The centerpiece lantern was “The Lucky
Ram”, which was designed to represent the
animal sign of 2015 according to Chinese
zodiac. As the highlight of the entire event,
the centerpiece lantern exhibited the
excellent handcraft art in Taiwan. Besides,
there were four secondary lanterns and
six large “Traditional Lantern Areas”,
namely, the “Radiant Environment”, the “Blessing Lantern Area” where apple-shaped lanterns
were hung in the form of four leaves glover to present hope, faith, love and luck, “Happy Lantern
Area” where costumed-shaped lanterns were displayed by tourism industry, children’s favorite
“Creative Lamp Area-A Castle in Wonderland”, 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.

Many lanterns made by international groups from Jiangsu, Nagoya, Hokkaido were
displayed in this lantern festival. The festival was visited by 13,750,000 tourists in total,
including hundreds of journalists from the international media and nearly 60,000 foreign
tourists, which is the best record in the history. It generated approximately 12 billion New
Taiwan Dollars in revenue. This lantern festival was highly praised by international medias as “A
Disney Land without Roller Coaster”.

II. Held“2015 Taiwan Fun on the Tropic of Cancer”

The “Taiwan Fun on the Tropic of Cance” activity ran from June 1 until September 30.
The culinary food was the topic of this campaign. Horizontal alliance with Family Mart and
Kingyo company, exclusive commodity of Taiwan Fun on the Tropic of Cancer, working
with the National Geography to film “The Taste of Tropic Taiwan” video for international
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102 B oisaszes

fEfatE TIEEZEMAK) ETERESN > ERXBERANE-RINEFTHEZEY  BBEZEH
EEBEGRFTIREERIN  ERmESEZEAREILRRGER -

BRIEZS > REPARKB/EREER - RE2T ST - ERHFFI4EARHTBREREALS
REPBFE - TERAUS - WEL - Bl - ERE - ZHF 6 ARAREREEER > 85111 @E
fUHEH 13 E&TES - EEHEIMHASTIRS] 196 & 4,707 A RBE > EEMHNEREE 181
2,800 & 2,240 5t > W EBEEEHMEZBN MG ENEXEHZBN -

= ~HHE 12015 B EERRE.

AEEREHZARERAHRAEEANES
1047817 HE 20 HREILHAEZH
LD—EA-DEEM AEERREI U TEHE
EHRMA AXTE EERZE - RIZHB-RBZ
M- BZEKRHEFES ATEDE > RIIASRE
BUAEEABRIREEZERSENMETLR
AXRBRHME 148 0,629 AREBSH ZEE -
IREEHREBB 1,762 BAIE1 R4 TEZHE
iREE REASMBERZXCER > FBHE
NEEERZAEREE > #HEEEXRXE -
FIEE BREEESE) > U TER+ZR) 2TH > BERERE '6EXRR) BH > ERER
THREZRNMS  GoEMEERERE T0EKF1T) & TeEEE) FREER > BRMA
FEELERE > REEMEM  AMHBRH > RUHEARIMNKEEEREZEZRESR -

g~ $HE 12015 EEB1TEH

015 2EBE1THE) TEHEHE 104 F
10 B30 HE 11 B 22 HE17 - &EBRMU (28
BITEBELEKSE) - TBERWEY (Formosa
900)J ~ THAE Come ! Bikeday] & 0K =
""""" EMERT 4 KEWMES > EEERKR - T6E
%% “ERB =~ 236 6™ TR
W s RAERBA - EFRAERAEREARE
EEREZREEH  REBTERENEZR
& BERER BRBETERRBIEE - TH
NaTEREIEERE > E— P EINEE
TEES TERME) ~ TETEREEFRRA kR 2R%E) 3 KBR-

R 12015 88T S RAREREEE)

BXFEE104FE 10 B2 HEE 10551 A 31 Hik » U NEERERG » BEXFE AF
MEESEAREREY KREASEE19RARE (1) 200 REFARBEZER »&E1T R
RIFEER BERSRERRI » 55 Apple Watch Sport ~ BREEBEREAREES (—A
“R) REBESS ZREES - RERBESERSNAFFZHERELHEARSETHRRM
8o b5 BARKMERIRES - TREWS - MERE) BRTIHEESN > BREZFES

rEEBTEZLEIE RBHe
The opening ceremony of Taiwan KOM
Challenge

2015 Taiwan Culinary Exhibition

marketing and a series of domestic marketing
campaigns. All of those activities made tourists
not only to enjoy the beautiful scenery but also
to taste the delicious food during the celebration.

Besides, Center 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) all 11 government offices held 13 activities which attracted
1,964,707 tourists in total and generated approximately 1,828,002,240 New Taiwan Dollars
in revenue. This campaign successfully built up a new summer celebration brand and
achieved the goal to intergrade the industry economy activities.

III. Held the “2015 Taiwan Culinary Exhibition”

In order to promote Taiwan Food, Taiwan Culinary Exhibition (TCE) was held in Hall
One of Taiwan World Trade Center from July 17 to 20. The theme of the TCE this year was
“Taiwan's Fine Food Era” and featured five specialty zones, including art of food, containers
of food, ingredients of food, journeys of food, and food presents. This exhibition created
massive business opportunities and strengthen the branding of Taiwan food. 140,629
people visited the TCE and media reports were over 1,762 pieces in 4 days. It created 140
million media value. The exhibition focused on the culture level and displayed a variety
of cuisines to promote Taiwan food culture. By maintaining the slogan of “Wheel of Food-
travel in Taiwan”, based on the theme of “Fine Scenery Plus Fine Food”, together with the
TCE and the slogan of “OhBear Guides You to Taste Fine Food”, and associated with inter-
departmental assistance 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.

IV. Held the “2015 Taiwan Cycling Festival”

“2015 Taiwan Cycling Festival” was held from October 30 to November 22, 2015. This
activity combined four main events, namely, “Taiwan KOM Challenge”,“Formosa 900",
“Sun Moon Lake Come! Bikeday” and “OK Taiwan Bike and Horse Riding Tour” with related
travel activities held by the governments of Yilan County, Hualien County, Taitung County,
Taichung City, Taipei City, New Taipei City, Hsinchu County, Hsinchu City, Changhua
County, Kinmen County 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.”
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V. Held the “2015 Taiwan Hot Spring and Fine-Cuisine Carnival”

With the slogan of “OhBear Loves Hot Spring Baths, Win a Prize with A Soak,” the
Tourism Bureau advertised the “Hot Spring Fine Cuisine Carnival” from October 2, 2015
to January 31, 2016. 200 facilities awarded Hot Spring Certification Marks in 19 hot
spring areas in Taiwan were integrated for the activity. “Hot Spring Passport” issued
to offer preferential treatments and chance for winning raffle prizes, including Apple
Watch Sport, accommodation voucher of hot spring resort tween room with one night
and two meals, free soak ticket, cuisine discount, limited OhBear 8-inches dolls and so
much more were offered for people joining the carnival. In addition to the launch press
conference, “Bamboo Arts and Craft Feast” marketing and promotion activities, relevant
advertising information were placed in nearly one hundred major spots with heaviest
crowds in Taiwan, including THSR stations, railway stations, bus stations, the freeway
service areas, motor vehicle offices, hospitals, MRT stations in Taipei, and three major
night markets (i.e., Shilin, Fengjia, and Ruifeng.) They also exposed on wireless TV, cable
TV, radio, public transportation (all the LCD monitors in EMU800 of Taiwan Railway West
Truck Line.) It was expected that the particular culture of hot spring and fine cuisine in
Taiwan would be deepened to attract domestic and foreign tourists.

Section 2 Measures to Create a Friendly Travel Environment

To create a high quality and friendly international level travel environment, efforts
were made by the Tourism Bureau, MOTC to help domestic and foreign tourists have
convenient access to various travel information about, for example, major tourist
attractions in Taiwan and how to solve transportation problems while traveling. Specific
measures were as follows:

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

4)) In 2015, the “Taiwan Tourist Shuttle” project expanded its services from 33 up to
39 routes as compared to 2014. The existing routes in 2014 were retained with the
following 6 routes increased: “Zhugian Route”, “Tianwei Route”, “Douliu Gukeng Route”,
“Guanziling Wushantou Route”, “Harvard Route” and “Taroko Route”. An approximate
total of 3,350,000 people made use of the shuttle services within the year.

(II) In 2015, the various administrations continued to promote the discounted tickets, and
over 80 kinds of ticket packages were published for tourists.

(IT) ~ Established e-Bus system and provided free download APP for tourists in Chinese,
English, Japanese and Korean to quickly obtain the bus information.

(IV)  In order to present the convenient and easy tourism atmosphere of the “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 were
presented on November 30 in Taipei.
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(V)

(VI)

(VII)

II.

0

(I)

(I11)

(V)

(V)

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 the “2016 Plan for Upgrading Taiwan Tourist Shuttle Service” was
completed in October, 2015. Based on the evaluation, 28 executive administrations
including Taipei City were selected, as well as 42 travel routes. The traveling service
network is expected to be expanded in the future.

Set up the Taiwan Tour Bus System Operations

Travel operators were given assistance in developing a series of 106 kinds of nationwide
tour packages covering northern, central, southern, and eastern Taiwan. A total of
406,230 tourists utilized this system in 2015, of which 207,584 were foreign tourists
and 198,646 domestic. More than 53 million New Taiwan Dollars of direct tourism
receipts were generated. Since Taiwan Tour Bus System was launched in 2004, it had
serviced more than 2,080,000 travelers, of which more than 1,100,000 were foreigners
(approximately 53% of the total) and more than 980,000 were locals (about 47% of the
total). It had generated more than 2.58 billion New Taiwan Dollars in tourism receipts.

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 the brand image.

Assist bus operators 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 the Taiwan Tour Bus professionals evaluation to inspect the service content. The
evaluation urged bus operators to supply diverse high quality services and strengthen
competitiveness.

Held the “Taiwan Tour Bus” marketing and promotion activity through various medias
(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 the convenient, high
quality image of Taiwan Tour Bus.

Encouraged bus operators 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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ITII. Promotion of Taiwan Pass

4)) Tourism Bureau selected municipal city Kaohsiung and non municipal city Yilan as two
winners of Taiwan Pass proposal for the first time in 2015 and officially issued “Kaohsiung,
Pintung, Penghu Pass” and “Yilan Pass” on July 15, 2015. By the end of 2015, these passes
were sold 22 thousands and 20 thousands separately and made tourists who liked to
travel by themselves have a whole new experience in simple Taiwan trip.

(I)  In order to promote Taiwan Pass in 2016, Tourism Bureau selected municipal city
Taichung (including Miaoli, Taichung, Changhua, Nantou) and non municipal city
Taitung as two winners of Taiwan Pass and will assist those authorities to issue the third
and the fourth pass by 2016 to expand the area of friendly travel.

Section 3 Promotion of the National Travel Card

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. Besides, 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 proven 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
2015, subsidies given to civil servants who took their annual leave in Taiwan amounted
to approximately 8 billion New Taiwan Dollars. About 5.5 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 43.9 billion New Taiwan Dollars of
expenditures, contributing greatly to the overall growth of tourism and economy in our
country.
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Katomayan Tribal Music and Dance Festivaln

¢ Chapter4 Development and Management

of Tourism Resources

Section 1 Planning, Development and Management of Tourism
Resources

I. Development and Mechanism Management of Tourism Resources

Tourism resources can be roughly divided into two categories: Cultural tourism resources
and natural tourism resources; however, we 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.

) 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.

(II) 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

Three forest parks were established by Forest Bureau of the Council of Agriculture in
accordance with the “I-Taiwan 12 Projects-green forestation”.

(V) National Farms

Eight national farms were established by the Veterans Affairs Commission in accordance
with the “ROC Veterans Act” and are administered by their respective farm units.
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The trail around Meihua Lake

(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 six 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

1. National Scenic Areas:
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:
These scenic areas are evaluated, The four scenic areas administered by
designated, and established by the county or city governments are Qing-Cao
Tourism Bureau, MOTC and county Lake, Tamsui, Jiaoxi, and Wushe.
/ city governments in accordance o .
with the “Act for the Development 3- Provincial Scenic Areas:
of Tourism” and the “Regulations The scenic areas administered by the Taiwan
for the Administration of Scenic Provincial Government are Shimen Reservoir.
Areas.” 4. Municipality and County /

City Designated Scenic Areas:

The 22 scenic areas administered by
municipalities, county, or city governments
are Chenggqing 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, Liyu Lake,
Fenghuanggu, Taian Hot Spring, Qixingtan
Coast, and Hutoushan.

There are nine 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 by
the Ministry of the Interior in
accordance with the “National Park
Act.”
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Pikachu booth in Zhudong Anime Park

Designated and established
by the Council of Agriculture in
accordance to the “Forestry Act”
and “Regulations Governing the
Establishment and Management
of Forest Recreation Areas”; and
designated and established by the
Ministry of Education in accordance
with the “University Act”.

Based on I-Taiwan 12 Projects-
Green Forestation.

Designated and established by
the Veterans Affairs Commission
in accordance with the “The ROC
Veterans Assistance Act”.

Established by the Council of
Agriculture and the Ministry of
Economic Affairs in accordance
with the “Cultural Heritage
Preservation Act” and “Wildlife
Conservation Act”.

Developed and established by
related administration agencies,
local governments, or non-
governmental organizations.

1. National Forest Recreation Areas:
The 18 national forest recreation areas are
Taipingshan, Alishan, Dasyueshan, Kenting,
Dongyanshan, Manyueyuan, Neidong,
Hehuanshan, Wuling, Basianshan, Aowanda,
Shuangliu, Tengzhi, Zhiben, Fuyuan, Chinan,
Guanwu, and Xiangyang. They are managed
and administered by their respective foreist
district offices under the Forestry Bureau of
Council of Agriculture, Executive Yuan.

2. Agricultural and Forestry
Agencies under the Veterans Affairs
Commission:
Two forest recreation areas, Qilan and Mingchi,
are administered by the Forest Conservation
Office of the Veterans Affairs Commission,
Executive Yuan.

3. University Experimental Forests:
Two experimental forests, Xitou and Huisun,
are administered by National Taiwan
University and National Chung Hsing
University, respectively.

The 3 forest parks are in Danongdafu Forest Park
in Hualien County, Aogu Wetland and Forest
Park in Chiayi County, Linhousilin Forest Park
in Pingtung County. They are administered by
the Forestry Bureau of Council of Agriculture,
Executive Yuan.

The 5 national farms are in Wuling, Fushoushan,
Qingjing, Changhua, and Taitung. They are
administered by their respective farm units.

Reserves for important plants, animals, and
unique geological features are precious
resources for developing ecotourism. There
are a total of 22 nature reserves, 20 wildlife
refuges, 37 important wildlife habitats, and 6
protected areas.

There were also tourist and recreation areas
for the public, such as tourist agricultural areas,
leisure farms, large parks, fruit orchards, dairy
farms, and amusement parks.
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2015 Nantou Global Tea Expo

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

()  Assisted County and City Governments in Organizing the “Competitive
International Tourist Attraction Demonstration Plans”

By means of the “bottom-up” mechanism and a competitive planning model, county
and city governments were assisted in expressing their creativity and in making good use of
distinguishing local resources. Related software and hardware facilities were reorganized to
attract international tourists. In 2015 the four new tourist attractions are listed as follow:

1. Hsinchu County, the “Reconstruction of Classic Style - Comics Dream Park”

This project combined high-quality local anime talents and railway culture of Neiwan
Line. We expected to attract the tourists from Asia to visit these sights, such as Zhudong
Anime Park, Love He Xing Station, Neiwan moon bay fairyland trip, which help to run the
first Comics Dream Park successfully.

2. Nantou County, the “Nantou - Homeland of Tea and Bamboo, a Tai Chi Holiday
Destination”

This project focused on the culture of tea and bamboo. We have blended it with the
origins of Dong Ding oolong tea in Lugu Township, local tea culture, tea industry, tea
arts, bamboo arts, and the history of immigration to Zhushan in late Qing Dynasty. We
connected these tourism facilities in neighboring scenic attractions such as Xitou, Dong
Ding Mountain, Qilin Tan, and Xiaobantian.

3. Taitung County, the “LOHAS in Taitung - a New Railroad Settlement”

This project renewed the abandoned dorms of Taiwan Railway. We further renovated
and organized the cultural and creative performance stages, featured product fair and
Austronesian cultural exhibition.

4. Penghu County, the “Leisure Holidays - Aestheti Glamour of Penghu Bay”

Taking Tianhougong Culture City, Qinwan Cactus Park and areas near Magong inland
sea (Fenggui Peninsula, Magong Urban, Magong Harbor and Tianhougong Culture Area,)
in “one axis and two centers” method, we rebuilt the features, landscape, and potential of
Penghu Island. We created a demonstration of green environment, low-carbon recreational
spot. We used cactus theme to present image of the Penghu tourism and combined the
historic sites built during Japanese colonial period to remake the depth of nature and
culture ecology of Penghu tourism.
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(—) RItABEHSFERASEEEE http://www.necoast-nsa.gov.tw
RItABEHESFEREEAFEELUM s BF A0S

BREBEAXEAS > 104 FEFERS EEHAXIMERPE f‘ﬂt

5E (101104 F) ) BT 'RILABEHBFEARBEREERT o 4 IEWESrEsaramss

#1916 BBE—H M AR PREEPIKE
Hsinzhu 1916 Park - Hsinzhu Park Shimen Reservoir, Taoyuan

(I) Assisted countycity governments to held Cross-border Spotlight Plan and “Plan
for Value-adding and Reconditioning of Recreation Areas”

In order to extend the achievements of “Project Vanguard for Excellence in Tourism”,
the Tourism Burea intended to implement “Cross-field Spotlights and Value-Adding Mid-
Term Plan (2015 - 2018)" which approved by Executive Yuan on August 19, 2015. This plan
follows the direction of Special Tourism, the one strategy of Taiwan Tourism Action Plans
and contains two minor plans including “Cross-field Plans” and “Recreational Area Value-
adding Plans”, the planes will assist local government to build international recreateon
spotlights and improve the quality of travel environment.

1. Cross-field Spotlight Project

Five major goals for the projects have been set as follows: Resource integration, feature
creation, overall marketing, 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.

2. Value-adding Project

This project started from 2015 to 2018 and was carried out by top-down strategy,
competitive planning model to assist local administrations to build comfortable, convenient,
and friendly travel environments as international tourism spotlights. This will not only
increase the tourists but also enhance the economy activities around the tourism areas.

Total 16 local administrations applied for this project. We invited professional
consultant to hold the second phase selection committee. The 6 projects we chose are
Yunlin County, Miaoli County, Hsinchu City, Chiayi County, Taoyuan City, 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” 379 millions NTD,
“Hsinchu City, Hsinchu 1916 Park” 380 millions NTD, “Miaoli County, Old Mountain Line
Railway” 351.276 millions NTD, “Changhua County, Qingshui Forest. The Happiness of
south east corner” 200 millions NTD, “Yunlin County, Travel in Yunlin” 322.5 millions NTD,
“Chiayi County, Suspension Bridge, Tea Ceremony, and Meishan Inn” 310.88 millions NTD.
The Tourist Bureau will asisit the 6 local administrations to implement the Cross-field
spotlight projects.

I1I. Encouraged Private Investment in Tourism

Through the completion of “Pingdong County Majia Township Liangshan Champing
Site and Parking place BOT Project”, “Phoenix Villa OT Project”, “Lienchiang County Nangan
Township Jinsha Spot Service Facilities OT Project”, “Jingzaijiao Salt Culture Park BOT and OT
project” and “Southwest Coast National Scenic Area Administration Budai Tourist Center BOT
Project”, the MOTC Investment Conference actively held in 2015, the bonds between the
Tourism Bureau and private operators have been created. They are expected to encourage
the cooperation between National Scenic Area Administrations and private operators for
promoting the development of the tourism industry.
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B ZEMERTHE KERBEXEERE  -BRBEXAEEIH - ABRARERERAREL In the future, the Tourism Bureau will not only actively regulate and follow the potential
SR | I SR BBLIER  HENMIEARINEBELSHNE > A ERMR G firms but also comply with the policies of the MOTC and Promotion of Private Participation,
BEENEESETIFE > LEHHEEAREIR ROT+BOT HEEIE » H|ERMIKRE 14 x> LAIE the division under the Ministry of Finance. It is expected that the latest and best recreational
IM3EEIEEE R 104F7 B 23 HEAZSERE  EEAERABEEBEBRYM N2 REFIRIE » services will be available for visitors by adding the vitality and creativity of private enterprises
BETEEBWT : to travel service facilities.

1. BEREEE

(1) BRELEES%ED Section 2 Construction and Management of National Scenic Areas (NSAs)

AR MEENEO | B

A SPREREMEBBSERERBRMNE HERKERGSEERERBEZEEREETRE (5 L Enh d Pl ina Constructi do tion M t
—H) Z1E (104 EESHERE 20%) o . nnance anning Lonstruction an peration ivianagemen

() 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 (2012 - 2015)" is ongoing. In 2015, the Bureau Tourism, MOTC continued to improve
travel services and facilities in this area according to the order of investment priority: Major
international tourist attractions, major national tourist attractions, local tourist attractions,
and national scenic areas. Private operators were also assisted in participating and investing
in the tourism industry, especially the Fullon Hotel ROT and BOT Project attracted 1.4 billion
NTD of private investment and created about 300 work opportunities, which added an
international glamour to this area. The major achievements are as follows:

1. Cross-border Spotlight Plan

(2) BINBRNAEESHER (1) International Tourist Attractions
BEREESEHERERFRE ARESETHREIRE - KAEBEEZHOIRIBEHEHESR A The T oro f the Service Facilities in Wai d Yilan ¢ |
6\ 104 L B AR R s I T2 3 1 o . e Improvement Projects of the Service Facilities in Waiao and Yilan Coasta

Recreation Areas: The construction project (the second phase) of Zhangwei Travel

Service Area and its neighboring area. (the progress was 20% in 2015.
B) MABENEEIHER g g ( prog 0 )

MIBISIE RN HEE BB ARREERERBREIR - 14 EEETESE B. The Improvement of the Service Facilities in Fulong Recreation Area: We have
MM TIZ 104 EESFERISIEMETIRZE 3 E o completed the renovation project of pavillion in Fulong Park and wood trestle.

V]

(2) Major National Tourist Attractions

The Improvement of the Service Facilities in Yilan Coastal Recreation Areas: We
have completed the improvements of Shicheng Lookout Area, Environmental Education
Pavilion in Dali Visitor Center and the 2105 renovation of wood skids in Guishan Isle and
the cleanup project of marine and terrestrial areas.
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(3) Major Local Tourist Attractions

The Improvement of Environment and Facilities: We completed The Improvement of
The Yuanwangkeng Water Park’s basic trestle construction in 2015, The Improvement of
Facilities in Specific Areas and The Project of marks and signs in Specific Areas.

’| 2 2 HERERFEEFERBEEEZETRE BEFIRKAEREEREEEETRE ’| 2 3
The construction of Zhuangwei Travel The Improvement of Yuanwangkeng

Park's surrounding Water Park’s basic trestle construction
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2. KEEHE
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(2) MNEgKIEEREEENEE

A EZRPBAXRFAEBHEEHRTEA - FREFEM > RHAFREAFBEKIETKELZMH
BHEREXEBEESE - UITHEEERANE 1,635 AR HXKELZEHBEEE
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B. M104F 10 B 14 BMIE IRIEAHBEHZEER) Y RERSIEHERABRE
KRR Z o

C. R104F1BAE3AKEFE10BE 12 ARNBARNZEESTERFRENE
EMETEEF 45 R BXVERE 460 R - BETBRTREZEES 3,344 R HIL
REBHEIS K

(3) 10457 B 1 BT TRUSERKREFEEERER k BUESEBRERFEAEN
DU IRER F RBERZE » WRERT RO ~ BRKRE - RIEAEERMY - BERS
IRBESRBAR/A o

(4) 104 FelBREFESHBERE  FLEEEFPOMRSRE  RRINERE K
BEBEEROFER RIEMERERMSUEES > ERANMNBNRBECEAREZEE -

(5) FEWIRRE TR S F AR KB E ROT ~ BFEEBIREEE ROT+BOT ERIMNRART
& OT RZEBHNEEIEE -

EFHE

(1) AEMEREE > 104 FEN TEEEBTERERRRG 2MERIKELR T4
B Z2#8A 12015 BBEARZE KRS (Tourism for Tomorrow Awards) J » IRE2EK
57 EAEXREME > 5t 158 hEREF AE FBRI#EZ (Destination Award) 1 ZF%E »
EEEE—E > hEEMNE—ABLL—IRIEME(] ©

() RIEABEHEFEXARERABEREE
MEEX > BTHEERBEZBAER > 104
FEHABMT 6 KBRS > EBHRERSIA
A5 BEC N > 104 BEEHEH 430 Bk
BEAZ o flgn : T2015 RICHIDIEEREN ) &
B EE-HRAEBERT ERAEBREZTR
BELMENRE > HRIISEARSM; &
EEEFE > 2 TR NFEEREREE

’l 24 RESIERER VEBE BAETHRES 2015 AR

First imported the barrier-free VIT in 2015 Xingangao Running Event
consideration of the disabled

2. Operations and Management

(1) The barrier-free environment in Fulong Visitor Center, Nanfangao Visitor Center,
Waiao House (No.9 Café at the beach) and Old Caoling Tunnel were rewarded six
prizes of Friendly Building Contests 2015 in best contribution, exhibition class,
recreation class and restaurant class etc. Dali Visitor Center was also rewarded
second place for its high quality service in I-center’s criteria by Tourism ,MOCT.

(2) Strengthened the Advocacy of Water Activities

A. During the summer vacation, we cooperated with local governments and coast
patrol agencies to make public enlightenment about safety in water areas by
exhortation and spreading foldouts along guardless water shores. A total of 485
foldouts about safety in water areas were spread, with an estimated 1,635 persons
being advised within the period of water safety promotion. In the summer vacation
of 2015, the death toll of drowning accidents was zero; therefore, the activity will be
maintained in the future.

B. On October 14, 2015, the “Safety in North-East Waters Seminar” was held to caution
people to keep awareness of safety in water areas.

C. From January to March and October to December 12 in 2015, we had promotion
of safety rock fishing and inspection of safety sea fishing for 45 times, delivered
460 foldouts, exhorted travelers to take care of safety for 3,344 times, and gave 35
tickets.

(3) OnJuly 1, 2015, we amended the “Key Points on Ecotourism Management Guidelines
for Guishan Isle”, and “Application Guidelines to Guishan Isle Ecotourism” to maintain
travel order and recreational safety. Foldouts and other multimedia ads were also
placed at the Visitor Centers, recreational locations, and on the website of the
administration of Northeast and Yilan Coastal National Scenic Area.

(4) In 2015, We have completed the leasing of Fulong Parking Lot, improvements of
beverages store in Fulong Visitor Center, Lailai Branch, Dali Visitor Center and
encouraged private anticipation to activate the management and operation of
tourism facilities.

(5) We continued to implement the contractual management tasks of renovating the
Longdong South Ocean Park and Yacht Port ROT, and the Fulong Coastal Hotel Area
ROT+BOT project and the contract performance of Waiao Service Area OT.

3. Advertising and Promotion

(1) In order to increase international awareness, we held “Old Caoling Bicycle Tunnel
and Round Tour” to participate in Tourism for Tomorrow Awards 2015, considered as
the Nobel Prize in tourism industry. Among 57 countries and areas, 158 applications
worldwide, we were finalist in “Destination Award”, the first in Taiwan, and the first
one in Asia.
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BEREERSE  mhRMKERETPOFEREERSE -

758 B S E B

Cycle Along the Northeast Coast The beach cleasing activity in Xinganga

(2)

3)

(4)

(3)

(6)

(1

Northeast and Yilan Coast National Scenic Area has a variety of tourism resources
and is beautiful in all seasons. In order to promote the high quality resort, we held
6 big tourism activities and drew 450 thousands visitors during activities. A total
of 4.3 million visitors participated these events in 2015. Estimated 50,000 tourists
participated in “2015 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 5000 tourists participated in “Longdong Four Seasons Bay
Yacht Festival.” A total of 30 thousand tourists visited “2015 Fulong International
Sand Sculpting Arts Festival.” Over 1,500 people joint the “2015 Xingangao Running
Event” and “Cycle Along the Northeast Coast”. The goal of bicycle activities was to
unite Toucheng local associations and develop local industry in Juanwei Township. A
total of 80,500 tourists participated in the “2015 Caoling Historic Trail and Silver Grass
Festival” which in accordance with the openign of Silver Grass biodome.

“Taiwan Tourist Shuttle - Gold Fulong Line” expanded to 11 spots from 9. New
spots are “Gold Waterfall” and “Nanya Nanxin Temple” with low-floor barrier-free
bus. Besides, we published 6 travel packages in Chinese, English, Japanese and
Korean and attended the international travel fair in Shanghai and Hong Kong,
which could increase its international awareness. Gold Fulong Line has serviced
more than 1,000,000 passengers between June 2011 and December 2015. We will
focus on foreign independent travelers, the seniors and the disabled to set up more
convenient and considerate travel service.

We promoted quality ecotourism by utilizing “mountain, ocean, and river” resources within
the jurisdiction. Old Caoling Bicycle Tunnel was chosen in the Top Ten Classic Cycling
Routes. Caoling Historic Trail Silver Grass Pavillion was established for environmental
education. We strengthened travel information contents, broadened travel marketing and
promotional channels. We used interactive website and its convenient functions to create
instant promotional efficacy.

Campaigns for ecological conservation and sustainable tourism resources were
harmonized into volunteer training programs to promote the rich geological landscape
of the Northeast Coast. Local forces, e.g., primary and junior high schools, communities
and residents, were also tapped to further education, promotion, and tour-guide
training, so as to raise the understanding students and residents have about their local
geology, as well as their awareness to care about the natural environment.

Volunteer interpreter trainings, seminars, recognition presentations, and evaluations
were carried out. Also, a manpower databank was established, augmenting the use
of social resources and professional know-how.

4. Future Development

Establish Human Concern Environment

A. Build new spotlight in Yilan: Establish Jhuangwei Travel Park.

B. Attend Friendly Building Competition: Nanfangao and Fulong Visitor Center attended

the competition.
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C. Upgrade barrier-free facilities: Upgrade Longmen Camp accessibility facilities.
(2) Strengthen Advocacy about Water Area Safety
A. Promote Bitao as geological educational environment.

B. Advocate and manage safety awareness of water activities.

(3) Improve a friendly environment for foreign tourists
A. Promote Bitao as geological educational environment.
B. Establish signs in Chinese, English, Japanese and Korean for Old Caoling Tunnel Route.

C. Strengthen promotion for South Korea and Southeast Asia to increase source tourist
market.

D. Release travel packages in collaboration with tourism industry.

(4) Increase Self-Liquidation Ratio

A. Encourage private investment: Invite businessmen to invest in The Beiguan Tidal
Park.

B. Promote Guishan Isle toll collection system.

We will continue to carry out the four subjects mentioned above and implemented these
plans by four principals “Safety”, “Sustainability”, “Specialty” and “Service” to make the world
see the beauty of Northeast and Yilan Coast National Scenic Area.

(II)  East Coast National Scenic Area http://www.eastcoast-nsa.gov.tw

East Coast National Scenic Area boasts the majestic scenery and rich natural ecology, as
well as unique prehistoric archaeological sites and the traditional culture of the Amis people.
Offering tourists opportunities for rafting, hot spring bathing, scuba diving, whale watching,
and a multitude of other activities, this place is a destination 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 2015 under the “Mid-term Plan for the Construction of Major
Scenic Sites (2012 - 2015)" were as follows:

1. Planning and Construction

(1) Initial Planning

We completed “Plan for Friendly East Coast Bike Route”, “A Review on the Overall
Development Project of National Scenic Areas Along East Coast”, “The Evaluation of the
Sustainable Development Project of Tourism in Dulan Area”, etc. We inspected strategies
and action plans by “Sustainable Tourism” principal.
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(2)

A.

Public Works

Created a Friendly Environment: We completed the improvements of the Green
Island's Ziping Plank and the garden of visitor center, Xiaoyeliu and Jialulan
Recreational Area, Xiaoyeliu Trail and Parking Place, Sanxiantai Pavilion and
Pavement and Hualien Visitors Center Mechatronic Facility in order to build a
friendly travel environment.

B. Established Bicycle Recreation Spaces: We have completed improvements of Donghe
and Guangfeng Farmer Cooperative Stations in collaboration with local industries.
C. Tribe Tourism Environment Renovation: We have improved the environment of
the Tropic of Cancer landmark, JingPu Tribe Landscape and performance stage of
B ‘ Fongbin township Fongbin village Maogong Tribe in order to promote tribe tourism.
> B. BEMBEITENREER I BT ERLES > TRRAKRNCEREEBIENE -
= . N L _ D. We have completed 34 constructions in 2015. Improved recreation facilities and
— BREALE CIEAE) REEMNESIRE - O
= ()
5 2. Operation and Management <
O ©
3 (1) Improvement of Service Quality -8
o 3
f A. The average score of service satisfaction in 2015 was 84.63, which is higher than g
@) the score 83.22 in 2014. We won the second place in the management and safety —
% # among all the National Scenic Areas. g
n i : o
< %‘Mw B. The Visitor Center won third place in rank three of the evaluation for I-center travel =
S service system in 2015. “A home for Hermit Crab” held by Xiaoyeliu Vivitor Center g
v won the second place in I-travel service polls event. Q
4 Q
>
5 C. We set up four new information stations, including Jialulan Tribe Market, Water S
> Running Upward Tribe Market, Baqi Store and Taiching Real Estate(Donghe branch). 0]
= =
Pt . . (@)
. . . ) . - s o (2) Implement of Environmental Education —h
= D. EFEHTMN 34 112 > NEBGERBRMN > RABRKERFRE - —
= A. We won the excellent prize for the fourth “Taitung County Environment Education 8
N 2. KRS Award” and competed the “National Environment Education Award” as representative a
o o for Taitung. 3
o (1) PR RERHA =
T B. We held eight beach cleansing activities in collaboration with indigenous people, 1)
- A 104 FEEBERBIREETBATIINHNS 84.63 5 » HHEN 103 FATIINH surfing stores and East Coast Administration. o
83.22 /A ERXBEHBENB 104 FEERAREKEEREZRHEEEE X =
Bo& o (3) Increase Tourist Safety: We held the “Air Emergency Assistance Training Session” -
in collaboration with the third brigade the third squad of National Airborne Service 0
B. @EEHL M-center RBEMBERRB BRI E=ERFLLE 3R /NFOEE Corps.
hi0 HEFRE—ER & THEEN -IRERFBRERE F28 -
(4) Result of Outsource Management: We completed “Xibulan Visitor Centor” and “Jiqi
C. BIfEMEETHE  -BX - BEEFEMNSIENIE 455 MERLL) > SEMEBEIPERE Beach Recreation Area” outsourcing managements and established Jialulan Market
KELREETE - BIBEE - eBETHE (RARE) o and Tropic of Cancer Market.
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The improvement of Sanxiantai pavilion
and pavement construction

The improvements of the Green Island’s Ziping
Plank and the garden of visitor center

The improvement of the environment of the Tropic of Cancer landmark




AR MEENEO | B

VNIHD 40 DI79Nd3Y ‘NVMIVL 510 INSTYNOL NO L¥0dIY TVNANNV

A ERFNE ERHRRHFE) HE > IARERBFIFN ERRFEHFHE -
B. #EMEER - HREXREEEASHIEFE (OB) FF 85 -
(3) RALBEZE  BEABMEHEEE=RBEE=Z2BEF =R B HEERTEI®R -

(4) RIMEER T TX bREBEFFR O K MEEEEERE) HBARIMNEE IR
0% B R bl ERAR £ BT & o

EFHE
(1) R BERES
A BEMAEEERTIERNEN ZUE KELR BEREERSHEHEREEER -

B. REZMEE | EREMBIFAEREAXERME =W cBERES « T8
BHREREE) F58 0 514 7,000 [ EFTSM -

C. EEiRDsHEE © #HE 12015 BRERE
FEITEHREE - 12015 FHEZR
BEZAEA=ZIRRE FEF > 5t
43,000 BiEE210 ©

D. XMCERCHE B TRBEFAHE
flighy ~ ZML= ~ JEEIER4R ~ FIEKRR
BHROEMERE AXNREXRE
£ KRB ~ T BEWHIER
ui%Lg/?EZUEa%ﬁ%/él_ﬁ%ﬁE’JEJ%Q
25 SRS 19 BEREAR

E. RE/NERE : BEMAREHMERSE
WIE TR Zh/ BB REBZR ~ TA
FHTREANEFMH ~ T2015 &k SEH
ERRBEEFERTE) 0 51491 8 6,000
REESM -

F. DBk - I M103-104 R
/ﬁlﬁﬁﬁl_i%f\%ﬁxﬁijh » 3 APP
B BB ER RS ERREE
JEER a%éﬁﬁﬁ%iﬁ-‘ém%% SikBEER
5tIR31 3 & 8,319 AR

(2) BREBHE

A TERET(RRER) I FERAKBREIEEREY > TRTSIHRRERSMELEE > £
BREREENEE TR > SBRIBEN 30 UET > BIEE 4 X3 & > RKITEE

3. Advertising and Promotion

(1) Promotion of Tourism Activities

A. We have completed guide maps of Xiaoyeliu, Sanxiantai, Water Running Upward,
Douli and Fanshuliao, etc.

B. Big Spotlight Activities: We made use of the local unique nature and humane
resources to held “Katomayan Tribal Music and Dance Festival” and “Sanxiantai New
Year's Day Sunrise”. An estimated 7 thousand people participated in these activities.

C. Promotion of Sports Travel: We held “2015 East Coast Super Rider Cycling Race” and
“2015 Xiuguluan River Time for Raft Triathlon”. An estimated 3 thousand people
participated in these activities.

D. Promotion of Culture Tourism: We conducted “Taiwan East Coast Land Art Festival”
by the form of songs, dance and art at Sanxiantai, Tropic of Cancer, Amis Folk Center
and Moonlight Inn to make tourists appreciate the hospitality of East Coast people.
An estimated 190,000 people participated in these activities.

E. Exploring the Beauty of Small Town: Let's listen to the story from the local people.
We held “Night Travel to Xiaoyeliu”, “A Tour of the Fishing Village in Chengong
Township” and “2015 The Project of Promoting Low-emissions Tour on Green
Island”. An estimated 16,000 tourists participated in these activities.

F. Smart Tourism travel: We held “The Recruitment of the East Coast Travel Master
2014 - 2015". We took advantage of APP to connect virtual card game and physical
activities and stores to make users get travel information easily. An estimated 38,319
people participated in these activities.

(2) Promotion of Tribe Tourism

A. “Tribal Working Holiday"”: We continued to promote the featured tribal tours and led
volunteers to explore tribe life and experience the splendid working holidays. We
recruited 30 volunteers for 4 days 3 nights at tribes to involve and to know the tribe
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2015 Xiuguluan River Time for Raft "Oh! Thank You for Preserving the Crabs" 2015 The Project of Taiwan East Coast Land Art Festival

Triathlon Promoting Low-Emissions Tour on Green Island
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B. I<FETER - ZREMB I EEARERF
BB EERRBRAEBEMKRTT > U
BITESHUBEEERE  FETLR
CREERSFNEZER > BRE
WEELBHFNERTES -

C. THREBFEEFHALERKE) @ B
ENEREREXEELRIADE
FE MBI ERBERGE  RE
BEBEESFRE - ZRBHEH
REREXER > ITERBBFEE
Btk o

D. MEEBAMRERE) SNEREATBEHNEABESIANEIEHRFEEM TED
RIGEER BEBATHED) BE 6 KAREEERRTREBISTHVENEH LEE
HIRBRELZEET > IZRBERE -

4, RFLEREBR
(1) “ERDBFEGEMEZBEAASRBFBAXER » REERKXEER -
(2) MERBBFERGEEME DB « 2T 2B ICIRERM
(3) RERMKREKRBAEXER ML MERST » ERMGEE -

(4) HREEE L > MHEGEEAIRRRABBEEHAAER  BURS BRI ZFHALE
RR iR am b o

(Z) ERMABERARE http://www.erv-nsa.gov.tw

TERMAAERERE 2 4t A 2 F JE 32 & kR BER
TR RPENRIRIE R MAZ A 1_LJEEP91UJHJL’%%D,§/$UJHJEZF‘§’
Z2RI18RE - HEEENEARERETHNAX RS
ERERBENELER - %?TL?I:%M‘"E}Z%EIW
KEZK ~ B~ ELTBERECEREM 0 DRRERER R E KT FEH M E 28 iE & B MR AR K
R ZE g e iR 5, - MBS ERK B ERHE KRN RE > BiE N8l 2RI - 104 FHF
B (EEHNASHERPIETE (101-104 F) | BT MERMABEXRESEERFE] » EE
THEEEWNT

SRR

RS ARAFEFLIE
East Rift Valley Matioral Scenic Area Administration,
Tourism Bureau, MOTC

1. REER

(1) f‘%&ﬂ@%z;%&ﬁﬁﬁﬁ? EER

MIPEAERSE  ETREAME EFHiT BULIERERR R+ AaL - REPIESE -
/ﬁiﬁﬁiﬂﬁﬁ&q]\ﬂ&ﬁﬁii15§Eﬁf§£’\ﬁﬁﬁﬁ)§zf’31ﬁi&iﬂﬂﬂl§ RIS R BB » 1=
PERRIRIE fm E KRR TNAE ©

BHEE B rmEYEE) ERER
JingPu Tribe'a work holiday Dyeing experience in Dulan Culture Park

B. “Guard Taidong and Hualien -
I Love Cycling and Sailing”: We
introduced a new way to experience
East Coast traditional culture by a
bicycle trip. Through bicycle and
tour bus, tourists can easily enjoy
the splendid scenery along East
Coast to appreciate the life by the
mountain and sea.

C. “The Industrial Alliance of Tribal
Tourism on East Coast”: We built : x
a platform for tribes and related industry sectors to share experience and enforce
the partnership. Our goal is to promote the cooperation between tribes and private
industries. We also invited professional consultant to help to create the tourism
brand for East Coast tribes.

D. Tribe Tourism Presentation: We joined the “Welcome to the Tribes. Tribe Tourism
Promotion” held by the Council of Indigenous People and Tourism Bureau at Taipei
Station. Six National Scenic Area Administrations were invited to present the most
special tribe itineraries. We welcomed fellows of Taiwan to visit and feel the charm
of tribes.

4. Future Development

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

(2) Establish East Coast and Green Island as travel paradise for slow journey and LOHAS.

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

(4) Assist to establish tribe tourism environment and industry structure to make the
branding of East Coast Tribe Tourism.

(IIT) 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. The length is 158 km. 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 order to meet the international standard
and become a diversified tourism resort, we built the Liyu Lake as water area spot and Luye
Longtian as air area spot. We promote the low-carbon transportation linked all the tourism
spot. The results of continued implementation of key tasks in line with the “East Rift Valley
National Scenic Area Development Plan” in 2015 under the “Mid-term Plan for the Construction
of Major Scenic Sites (2012 - 2015)".The major achievements in 2015 are as follows:

135

O
®
<
w
o
©
3
)
>
(s
)
>
Q
<
o
>
o
Q
)
3
)
>
—
o
ﬁ
_|
o
c
o
0n
3
)
™
wn
o
c
=
(@]
)
wn




(2) ZEEEBRRRSKERR 1. Planning and Construction

WEXEEEHERERANEIR BN EEERRENE « EH =  BiEt . , . . .
B~ ARt St Fi R EiS A R A S RIBIE G 5 TR 1B (1) International and national attractions and aboriginal constructions
> B RIS o Carried out improvements of public facilities and surrounding in Liyu Lake Scenic

Area, Luye Longtian, Luye Shrine, Luoshan Recreation Area, Liushidanshan, Beinan
Dingyanwan and the entrance of Southern Cross-island Highway at Haiduan in 15
townships to enhance the qualities and functions in these attractions.

(2) Barrier-free and Friendly Travel Environment

Carried out improvements of barrier-free public toilets for children in all areas. We
also improved the barrier-free facilities in Tannan, Luye Station, Ruisui and Daipo Visitor
Center and Chishang Visitor Center to establish a healthy and ecological tourism.

AR MEENEO | B

(3) Improve “Eastern Taiwan Bikeway Network”

Carried out improvements of the cycling path in Longtian Longtian, Yufu, Liyu Lake,
Guanshan and Ruisui to enhance the safety and service of the bicycle tour system.

(4) Initial Plan and Design

Implemented the development project of Fonglin Recreational Area and East Rift
Valley. We carried out the evaluation on the reuse of Jiuxikou Tunnel and Guangfu Tunnel
and safety check in Tianlong Suspension Bridge.

(3) fBME TREIMBEITERME,

IR MAEERBTEE - TEETHE - THERBEREFIERESE - BREEHETE 2. Operation and Management
E-RUtEBTTEERKEEEHERLERMNETLRE » RARBEL 2 R E8EEIL R
FEINEE o (1) Risk Management in Dangerous Areas

Improved the facilities in the spots with potential danger and increased the frequency
(4) SEHAMEIRE of on-site patrols. We installed warning signs and increased block facilities to strengthen

WEEMBEEERMEFE « TRMASIRKIEHMERRETERE « BAXARBERERASZS & safety control in Liyu Lake Water Areas, Longtian, Liji Badlands, the monument in memory
BORNEMEEHNAIGHE REFBEEZR2ERIZ of Fongban Event, Liukou Hot Spring and Tianlong Suspension Bridge, etc.
2. KEEHE (2) Safety Control
(1) Rt RMEE A. Enhanced safety control measures for the pedal boats in Liyu Lake and established
M TR E R BRI > NRAAR B D S T 1 » MRS I A A 2K SOP mechanism, enhanced patrols and the informing system. Assigned patrolmen
EIEE ; B E A Fﬁﬁﬁgmﬂm:wﬁ FIE T« EIREALRE « AR to take turns on duty in this area, installed monitors, offered training drills for
BIHS T £Y A7 %~ ke U] 2 AL N /moK S

KEERELHE » R ESIET « MR IAER LRSS o emergency management.

VNIHD 40 DI19Nd3¥ ‘NVMIVL S10Z INSTdNOL NO L40d3d TVNNNV

B. Enhanced the safety control in aerosports fields. Applications for the use of the
(2) BEZEEIE sports fields should be applied in advance. Implemented the registering when
tourists attended or left the aero activities.
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A TREREREAR 2 EEREN | BIRM SOP H#E « MBKERBHRES - ZRE

KiFZRKTERE « NEERRBEIRERSEEIGSE - (3) Revitalization and Reuse of Recreational Facilities
Reused and reactivated the recreation facilities in tourism areas, including Linrong
4R 1R 3 ath | | ok =
B. MEMRTEDZUMLZEERE  FHRIMREFFLIEEREBE > EHEHRRIEZ Rest Area, Liyu Lake Campground, Seth Village, Lungtian Recreational Area, Liyu Lake
% 0 REEIHREE o stores, Luye Plateau, Chishang and Loushang Visitor Center.
’| 36 EELIERERRENS 1 37

The improvement of the barrier-free
facilities in Tannan Trail
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138 r2015 BZ 235 58 BRER

(3) mERERMIE{CH A

BIEHHEREAEERMEEBANA  SESMRNEE - BRERZEE - BELME =
RELEFRSE  REREEE - EFSERE%S 1 LAEE BLUBEEHROEESFH
RS EIR o

(4) RIBBERMIGFAEE
ERIRIREEME - 11 104 FRERBUSEERS > EEKECEERZBMN -

(5) ERRMEERCEENEE
el [TERMABRREAREEIRLRE GIS HIBEMALK BE > MCITBIEE - BIOAD
REEBER > LIRAEEZMEE ©

EfEHE

(1) EHMSEEETHED

I#i# Mg B RIRAERR Z iRy ~ FEI 235 RYEB—ILRIFLEE & FRELR] « 12015
SEETEN HREBTREFEMASTEH) &k 2015 REMAMRITEERBFEREER
EF%%J FARETEEH -

i DRERSAZIESRE) « XKTFES EREAEK - T2015—#BRRMR
B -REAGEREE) Kk TERHA Ek EFE| FEH o

(2) UHhRMtAEREETEE

kR 12013 - 2014 TERMAREEBT FHE) RIERGUD 2 ZUER M » FHERR
RE BHEERMnZE-

[Ek]

(3) mERAREFAR
TH I EEMSEMERE=E > B 38 KBREERTE IRMEEHER =
BEER=EREEMT > BT [TERMDBIRIT) RES > AREERSRBZEREE -

(4) MHIEFTIRAS DB B BIARTS
MBS B EREER - WAEREENHARN Facebook MMHEREME -

2015 REMAMRITEEFREFEREZEHRE
2015 East Taiwan Valley Paragliding Accuracy National
Open Championship & Pre-PGAWC event

2015 Taiwan Fun on the Tropic of
Cancer - Serve tea for guests

(4) Certification of Environment Education Facility and Field

“Certification of Environment Education Facility and Field” was proposed in 2015 to
develop environment education groups and sustainable development.

(5) Enhanced Information System

We completed the “East Rift Valley National Scenic Area Administration GIS” and
simplified the process of administration to save manpower and funding.

3. Advertising and Promotion

(1) Held Marketing Events with Various
Themes

Held large-scale events such as “Liyu
Lake Ecology Tour for Butterfly and Fireworm
Watching”, “Taiwan Fun on the Tropic of
Cancer”, “2015 Taiwan Cycling Festival”
and “2015 East Taiwan Valley Paragliding
Accuracy National Open Championship &
Pre-pgawx event”.

We also co-organized “Huilan International
Triathlon”, “2015 Dragon Boat Festival” and
“International Balloon Festival”.

(2) Published the Photography Album

Published the photography album of
East Rift Valley to demonstrate the beauty
of this place.

(3) Upgrade Quality and Industry

Searched for the tribe spotlight and
activated 38 green travel plan. We have
promoted these spotlight owners, stores,
happy tribes and happy products and
published travel magazine to convey the
features of East Rift Valley.

(4) Provided Real Time Interactive Media

Added the East Rift Valley Page and the Tour Taiwan Fanpage to the Web of Taiwan -
The Heart of Asia, and promoted activities on the Facebook fanpage.

(5) Convenient Travel

Planned “Taiwan Tourist Shuttle - East Rift Valley” to provide seamless travel transportation
and convenient travel experience.

B o amEpsA=-EssR
2015 Huilan International Triathlon

EIPRA B 5 2 139

International Balloon Festival
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(5) RHENRIRIE
RE TREIF T MBTEER) REXBRBEERIRTIRENRE - ERERNER
RS E B REERRER

(6) IEBEEBN

T RERBMEERCHES S E TERMSIBFIRIEEREE  UBELLREREN
TIER =B BURIRER & R iEE 35 R o

4., RRERER

(1) M TERRR/KEE - BAMS) AERTH  TERBMRKEZK B BEREE
ByCEREM -

(2) LX MEEE ~ TRHe X « TEEEN Xk KEBRX) ABEAERBERA
ZERE - ARe « BREAKRRKEZBARBEIRIE

(3) HMEREREEEBRICREER > HEIRERERDE

(M) EHERRARE http://www.penghu—nsa.gov.tw

ﬁi%.-ﬁﬁ@ﬁﬂ:ﬁé ) Lﬁ(‘?é@?kié@]&/@ii i'ﬁl_h it }*
BExXRERE 104 FRHEHE EEH LS HERPESE (101-104

F)1ETF TEHERRASERHKNE > EETFEBUNT - PENGHU
1. RBEH

(1) PR RES

EERERREEE(CKERBTERERERE > ERRMXEZERCREEERR
METTERDER ©

(2) REHARHTRE

A, PHEBREARERIEAE | S ERPIMRDBIERBEFRDVBERERT > REEFEEAM
ABEEROR/NIBEERBERLC EELEREREHRRE  EREELME
QB FERAANEE @R R - BER - REHERRIEBEZTROFAMR
RIS RIFEZRN > RHETE « FTEKRZSTHRFBIE -

B. BEREINE I MAKMENGZEL > 2RMESTRIE B« =8~ BELUME
BEMRGEHHK  BERREECRIEASBRR

(3) EERERIR

A IEREEBIMELBERBRBERENRE | ERE *UJIE%EEEE%REE ARERATE
Brpad  WHMESIEAR - BEFHE - A\EBRRE - BRBEBRRBERE
BE R EEFAEFRERE > BRIEXBBERRBER o

1 40 [ 1 IR EEE E Fdi R g b
Carried out the East Rift Valley tribal tourism
project to promote tribe tourism

(6) Tribal Tourism

Carried out the East Rift Valley tribal tourism project in order to make a beautiful
tribal tourism system.

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) Develope substantial tourism environment
by quality, uniqueness, intelligence and
sustainability as implementation strategies.

(3) Improve the tourism facilities in aboriginal villages and promote in-depth tribal
tourism.

(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 2015, the results of the “Penghu National Scenic Areas
Development Plan” under the “Mid-term Plan for the Construction of Major Scenic Sites (2012 -
2015)" were as follows:

1. Planning and Construction

(1) Developing New Tourist Attractions

We have improved the bicycle service facilities between Tsaiyuan fish farm and
Xingren reservoir to establish a travel passage around Tsaiyuan, Xingren and Pengnan
recreation system.

(2) Makeovers for Tourist Attractions

A. Recreational Facility Improvement: We established pavilion at Lintou Coast Resort
in Aimen and renovated Hujing Military Observatory, South Sea Visitor Information
Center and Xiaomen Recreational Area. Photo taking sites was set up at Kuibishan
Recreational Area. Parking lots were added in Kuibishan Geology Park, Zhongtun
Wind Force Park, Tongliang, Shetoushan, Fenggui Cave, Guoye Sunrise Building and
North Sea Visitor Information Center to provide more complete and comfortable
facilities and various services.

B. Landscaping Improvement: We enhanced aesthetics by planting gardens and
greenery; renovated the forest forms and thinned the white leadtree bushes in
Jibeiyu, Xingren, Kuibishan, and Fenghuangshan.

141

=N

I o B

I/\

_m\
Hm S

(e IR DR 30

O
®
<
w
o
©
3
)
>
(s
)
>
Q
<
o
>
o
Q
)
3
)
>
—
o
ﬁ
_|
o
c
o
0n
3
)
™
wn
o
c
=
(@]
)
wn




AR MEENEO | B

VNIHD 40 DI19Nd3¥ ‘NVMIVL S10Z INSTdNOL NO L40d3d TVNNNV

142

TREELIMEAEFAESERENE

B. BABZABIHEAMEAEBERRENE | FHBRIMEZEMSEELE > WL
R2EEERSE, SREFLBEEEREEERARMRE  RURRERELEE
B2 IRIBEIRIR o

REEE

(1) RIRBHZPEE

R3B 19 AMEASEETTOESRRBMEFENEY  MEBIBMAFR - 24
WM ERIRRE FERISBEREAZR - BEMSTERR/NZ - BEBSEER/
B BHT - S7AN  BURMBRAR HAMSEES S - BHBXEET  RUSH
RITBRAT EZHERE  PERSTAERBRIINCBEFEN > B8 AEK 280 A >
BIEHELNA 1,000 AR » BREIW 174 AF > EMFEIIRA 530 AF o

(2) RABCRECEEANBRKEIGR

A FEBIEEEI®K 10438 30HE31 B> ARIZHARRASZSERIE 1104 F
EFEBEREEME (SFIM) 1 > AR EEERNH - BEIRIE « AKE ~ KEFE -
HE - REES REBEXEAGTRBTREFEZHES » BAWIMER K
BRESHLZEME > FXIIRABSEEEHFTH 6T B o

B. KEEREZTHLZE2HEIMK: 104 F4 81 BE 2 HEEIDYHRHIR KSR HRE IR
KEERERS > BRBERBEKLERENKRELELZEZEN > TESRBLEME
B RETRFKELERBEEBREZRARIS s IEEFEE  WUEEEELE -
KTRINRABSGBRBESHHE 33 H °

C. KELZEHESIIR : BFERBIA+FE
SETNREHLFEEM 1104 FEKER
EXESINGRM (SEBE) 1 > SEREH
7104 F10 Bz 287~ BfIRA » #&
8K HFFHE 21 AHmB 18 A2 14
Nl &EE ; HEPHEMERIRE » EPix
MBEBRE > FTAS ABESHE AR
KEREBRE > 518 21 AMBEGE ©

KRB HE B
The improvement of the landscape facilities Lifeguard Training

around the Geopark in the Kuibishan, Beiliao

(3) Creating a Friendly Environment

A. Improvement project of the landscape facilities around the Geopark in the
Kuibishan, Beiliao: Kuibishan, Beiliao is a very important tourist site. In order to
improve tourism quality, we built new public toilets, reorganized parking lots, traffic
routes for people and cars, recreational service facilities, information station and
stores to strengthen the recreational service resources.

B. Improved the third fish port in Magong and barrier-free facilities in Shetoushan: We
repaired the floating dock in the third fish port in Magong and constructed another
2 barrier-free bridge; besides, added barrier-free wood ramp to offer the public a
more friendly and safe travel environment.

2. Operation and Management

(1) Environmental Improvement Plan

On March 19, we held the environmental clean-up announcement activities at the
Fisher Island Visitor Center and collaborated with Xiyu Township Office, Taiwan Penghu
District Court, Penghu Senior Citizens’ Home, Xiyu Township Zhuwan and Heheng
Elemantary Schools, Hengjiao and Hejie Villages, Ailian Book Club, Huxi Township, Men
and Women in the City, Rainbow Recreation Ltd, Penghu Vehicles Office, volunteers in
Penghu Office and staff of outsource cleaning company. A total of 208 people joined the
activities, cleaned about 1000 meters long area, recycled 174 kg resource, and cleaned
530 kg garbage.

(2) Held Water Recreation Industry Skills Training

A. Snorkeling Instructor Training: In cooperation with the National Penghu University
of Science and Technology, the program “Regulations on Governing Water
Recreation Activities” was held on March 30 and 31, 2015. It taught instructors basic
training, equipment instruction and diving rescue methods to make the operators
have the ability to lead the diving activities and improve safety of water activities in
Penghu. A total of 61 trainees achieved certification in this training period.

B. Jet Skiing Safety Training: On April 1 and 2, 2015, a jet skiing activity was held in
conjunction with the National Penghu University of Science and Technology. In this
activity, the trainees learned about skills and safety precautions for jet skiing. They
were also taught to use safety equipment, follow the regulations of jet skiing, and
water rescue in order to protect the safety of tourists. A total of 33 trainees achieved
certification in this training period.

C. Lifeguard Training: Penghu National Scenic Area Administration and Taiwan Red
Cross Society Penghu branch held “2015 Water Safety Lifequard Training Session”. In
2015, a total of eight days of training was held on every Saturdays during October.
A total of 21 people applied, 18 people attended and 14 of them passed the training
session. 5 people achieved the certification of swimming pool and 21 people
achieved the certification of open waters.
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“The Drum Is Beating, Here Parts the Sea; the Gong Is Beating, Here Comes the Flood” -
A Campaign for Moses' Leading the Way

D. CPR + AED Disaster Prevention and Emergency Rescue Training: On July 28 and
November 13 2015, we held two disaster and defensive fire drills. These classes
include: CPR + AED, fire escape drills and introduction of fire control, emergency
escape facilities and emergency drills of defensive fire control group. These trainings
were expected to lower the loss when accident happened.

(3) Promoted Private Investment

A. “Tsaiyuan Leisure Fish Store and Barbecue Area” Rental Case: We authorized the
private sector - Tsaiyuan Company Ltd. to run business by contract from April
1, 2015 to December 31, 2019 on March 26, 2015. The yearly rental is 258,000
NTD and it saves 150,000 in maintenance a year. This private sector created work
opportunities for the public by hiring 6 staffs a year.

B. “Xiyu West Fort Visitor Center Stores” Rental Case: We authorized the private sector -
Sanshan Corpration Ltd. to run business by contract from May 1, 2015 to May 9,
2019 on April 28, 2015. The yearly rental is 302,250 NTD and it saves 20,000 in
maintenance a year. This private sector created work opportunities for the public by
hiring 2 staffs a year.

3. Advertising and Promotion

(1) Qiqui Ceremony

During the Lantern Festival (March 3 to March 9, 2015), we held “Penghu Loves
Lantern Festival Qiqui Ceremony for Peace” activity to supply 1,500 baby green sea turtle
action figures and 300 fong-pian sticky rice turtles for each tourist came to Penghu. These
fortunate gifts will make everyone joyful and safe in Penghu Lantern Festival.

(2) 2015 Penghu bicycle series activities

In order to embrace the beautiful seashore and promote low carbon tourism, we held
a series of bicycle activities during lovely, romantic spring time in Penghu, such as “Friends,
let's Ride in Penghu”, “Fun Biking, Cycling in Penghu” Guided Bicycle Tour Service and
“Guanyinting Rental Bike Biking Tour".

(3) “The Drum Is Beating, Here Parts the Sea; the Gong Is Beating, Here Comes the
Flood"” - A Campaign for Moses’ Leading the Way

In order to strengthen the environmental conservation, we held 8 activities between
May 8 and June 27, 2015, added 1 activity for cooperation with Taiwan VIP Travel Group.
The street artist Uncle Shark, roleplaying as Moses, played the magic show, made custom
shaped balloon and played music for families and kids 30 minutes before the trail “Mose
Leads the way” opens.

(4) “Fresh Tour in Penghu”

In order to promote Penghu tourism, we planed and implemented the theme travel
focused on stone tidal weirs, geopark, lighthouse, the senior citizens and barrier-free. All
these activities contributed 4 million NTD media value, 21,314 views of website, 39,492
people attended the internet campaign and 585 people participated in 22 tours, 585
people in total.
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2015 Penghu Light Sculpting Firework Formosa 900 - Penghu Cyclists Group

(5) “Taiwan Fun on the Tropic of Cancer” Series - The Lighting and Music Feast on Fisher
Island

On June 21, 2015, the “Lighting and Music Feast on Fisher Island” was held at Fisher
Island Lighthouse to promote the Hujing landmark and lighthouse travel. About 300
people were invited to attend this activity and appreciated the sunset, light art and grass
concert by the oldest lighthouse in Taiwan.

(6) “2015 Penghu Beach Running Event” Tourism Campaign

“2015 Penghu Beach Carnival” was deliberately planned by the end of the summer
and the activities are 3K hiking group, 6k race group and 12K challenge group. Richard
Mutisya from Kenya won the champion in the 12K one. We invited the famous singer
Ricky Hsiao, the winner of Golden Melody Award, to participate in the wonderful music
concert as the last performer for 45 minutes long in the beautiful sunset beach.

(7) 2015 Penghu Light Sculpting Firework

Penghu Light Sculpting Firework was held in Valentine’s Night on August 20, 2015.
Splendid and amazing fireworks came with the 3D light sculpting definitely becomes a
hot spot for Penghu tourism.

(8) Formosa 900 - Penghu Cyclists Group

In order to encourage citizens to take
a trip to Penghu in fall and winter, the
“Formosa 900 - Penghu major activity of
“Taiwan Cycling Festival” was held in Penghu
by the Tourism Bureau. Started from
November 14, 2015, the activity lasted for
three days. You can appreciate the beautiful
scenery along the road and the breeze
under the sun. These human and nature
landscapes are going to make Penghu an
international leisure low-carbon island.

(9) Winter Travel - The interesting Shigandang

In order to promote Penghu Tourism in winter, searching Shigandang activities can
shorten the low travel season of Penghu, bring visitors special travel experience to create
an unique and deep culture trip that is different from visiting Penghu in summer.

(10) The Results of the Exchange with Mainland Tourism Market

A. Chinese Media Tour Groups are about 10 groups: The delegation in East Mainland
China, Nanjing Tourism Delegate, Mainland People Daily, Wuxi Mainland China
Travel Agency Chairman, Xiamen Tourism Bureau, Baidu Travel, Mainland Huaxia
travel industryes and so on.

B. Collaborated with Mainland China Government: Xiamen Tourism Bureau invited
Penhung Adninistration to join the “Promotion of Tourism in Shannxi, Gansu,
Ningxia, and QingHai between July 27 and August 7, 2015. Director Chang attended
the opening of “2015 Cross Strait Wedding in Love Festival” in Xiamen between
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() BHERRASZE http://www.matsu-nsa.gov.tw/

FHEXEREHEREFEY SEMEH KRR EE > &

August 15 and August 18. Held “2015 Cross Strait Wedding in Love Festival - Penghu
Group Wedding” on September 19 to promote the “2015 Romance of Penghu
Tourism”.

C. Promotion of Tourism Cruise: The Starcruise “Libra” stops at the Magong Port every
Thursday and Saturday between July 18 and October 10, 2015.

(11) Promotion Results

A. The second route of the free aging itinerary tour for the seniors: In order to
promote the second senior citizens route, we held a ceremony of “Long Life Peach”
and kindergarten kids performed on October 21, 2015 to celebrate the Chung Yeung
Festival in Penghu Visitor Center.

B. Blog media campaign “Low-carbon tourism in Penghu by electric motor”: On
December 3, 2015, we invited well-known Bloggers, Gao Yiru (print media) Travel
Go magazine, Su Gao Huei (Electronic Media) Shin Taiwan, Cai Shuzhen / GRACE
(Blogger) Grace Walk in Happiness, Lin Shihsin / Sin (Blogger) Sin’s Travel, Food
Note, Xiao Yachun / Bunny (Blogger) to experience the low-carbon trip in Penghu.

4. Development in the future

Penghu officially was one of “The Most Beautiful Bays in the World Club” in the end
of 2013 and was elected as one of the 8 emerging travel cities in Asia by agoda.com. It
can be expected that higher popularity comes with higher challenge and competition. In
order to meet the standard and requirement of international tourism spot, we not only
need to improve our competitiveness but also need to open up more potential markets
such as Mainland China (Hong Kong and Macao), European countries and countries in high
latitudes.

We will continue the sustainable development of Penghu by “prioritizing the ecology

"ou nou

environment”, “promoting the quality of the facilities in recreational areas”, “prioritizing

nou

tourist service”, “pursuing international landscape standards” and “local participation”. We
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expect Penghu stays the fresh nature scenery, friendly and convenient environment and
world-class tourism industry to be one of the international holiday island located in the
blue sea and azure sky.

ETE 2 8 5,052 QB (BFEEmEL 2,952 AE  BigEEL 28
2,100 AE) ; BERE 88 E 11 B 26 HR I EHERESEEIE
BUKR > EEHBNEZASESENEEREKCEETET(F-
104 FEFEERE TEERNXSHBRPIEAE (101-1045F)

EHT TEHERARERERTE) > EETFEBWT -

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

1. REER 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 (2012 - 2015)" produced the

following major results:
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1. Planning and Construction

(1) Completed the Matsu National Scenic Area Dongju section landscape planning:
In order to coordinate the military and the environment change, we reused the
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(4)

(5)

(6)

(7)

(8)

(9)
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(2)

3)

(4)

(5)

(6)

(7)

(8)

9)

unused and idle military facilities and connected them to all the tourism resources.
We considered making private industries join public construction to improve the
cooperation between private and public administration and to promote the tourism
development.

Reused the idle military camps to reactivate the local tourism industry: Encouraged
participation processes of Furen Village (86 spot), Jinsha Village (57 spot), Siwei Camp
(77 spot) Dawoxi (08 spot) are granted by MOTC. Nangan Twonship Xiajinsha (55
spot) invest recruitment was completed and the entrust operation period is from
September 1, 2015 to March 31, 2022.

Promoting environment education exchanges for students in Geopark: Caoling,
Beimen and Jinshan Elementary Schools visited Matsu and local junior guid gave them
a detail understanding about cultural and environement between April 12 and 13. The
8 schools in Matsu visited Taichung in return between October 17 and 19.

Matsu Geopark Internationalization: Invited National Taiwan University to host an
exhibition about geology, ecology, battlefield scenes and traditional culture of Matsu in
Taoyuan International Airport between May 7 and August 3. Attended the Asia Pacific
Geoparks Symposin, visited San'in Kaigan Global Geopark and Itoigawa-shi Geopark to
exchange experience and expand the popularity of Matsu. Publish the English travel guide
“Booklet for Matsu: A guide for enjoying Matsu” and “Matsu Geopark Q&A” to provide
foreign tourists and local service staff.

Nangan Visitor Center Parking Space and Landscaping works: New canteen was
established by Zhongxingling to make use of military resource and to become
a new tourist attraction. This place has a wide field of vision and special ecology
surrounding. It will be the start point of a tour and the Nangan Visitor Center’s
parking offers a lot places for tourists.

In 2015, Renovation of Beigan Dawoshan'’s surrounding: Improved surrounding
in Dawoshan, new square in 08 spot and new fence in Bishan Lookout, all the
constructions were expected to increase the length of tourist’ visit by 0.5 day. These
new attractions and facilities poured with local people’s enthusiasm will be able to
promote the development of local economy.

Landscaping works of Mazu History Park: New square and toilets were established to
satisfy the crowd for seeing the Statue of Goddess Matsu. 270 degrees view of ocean,
expansion of services and facilities will require plans for outsource operation. Local
people’s enthusiasm will be able to promote the development of local economy.

Innovation of Donyin Recreation Area: Improved new platform in A Thread of Sky,
surrounding in Sanshan, Andon Tunnel and Yanxiu Tidal Echo and entrance sign of
Dongyin Visitor Center, all these new attractions not only add battlefield atmosphere
but also shape the tourism in Mazu.

Conducted the 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, 16 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
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Promoting the project of environment education
exchanges for students in Geopark

FHERSM 2015 EEAMEABAE 151
We attended the 2015 Asia Pacific
Geoparks Symposin in Japan.
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2. KEEHE

(1)

(2)

(3)

(4)

(3)

(6)

(7)

(8)
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2015 EBLEER REIBEDOFEER
2015 Hong Kong Lohas Expo Dongyin Visitor Center completed

encouraged to operate featured home stays, restaurants, special product shops, or
provide places for the community development association.

2. Operation and Management

(M

(2)

3)

(4)

(3)

(6)

(7)

(8)

In order to enhance tourism safety, regular fire inspections and scheduled building
maintenance were implemented. Besides, in accordance with “I-Pa-Go”, the mobile
services recently invented, patrols in scenic attractions in this area were served more
than twice per day to ensure the safety of tourists.

Collaborated with Matsu Weather Station to provide tourists information about local
weather on the Web (with a link to Little Weather Helper).

Took out public liability insurance coverage plans on recreation area, offices, parking
places, tourist center, public toilets and other public facilities to protect the personal
safety of visitors.

Carried out the drill of Emergency Management Information Cloud with MOI.
Reported the information and emergency response plan through the LINE group and
online report system during holidays.

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

Held an annual meeting for travel safety control in potentially dangerous scenic
attractions in Matsu Area. On November 11, 2015, we invited Coast Guard
Administration North Region Bureau the 10th Coast Brigade and related unit to
discover potentially dangerous areas and develop measures to ensure travel safety
for tourists.

In order to solve the problem of lack of manpower, we held volunteer training in
Taipei and Dongyin and recruited 36 people in Matsu Administration. Volunteer
services were up to 43,270 times in 2015. Besides, Chi Nan University students visited
Matsu through collages strategic alliance and provided service by walking around.

More than 9,500 people joined the fanspage on Facebook, which was 3,000 more as
compared to 6,500 fans in 2014. The number of people who are concerned about the
Facebook fanspage grows stably.

3. Advertising and Promotion

(M

(2)

3)

Held a road running at the Dongju Lighthouse, a centenary monument, to welcome
the first sunrise on New Year’s Day, 2015. Approximately 300 people participated in
the activity.

Attended “Lohas Expo Hong Kong” on February 5, 2015, with 22 Matsu travel
operators to promote the Matsu package tours.

Completed Dongyin Visitor Lookout and started to run business on April 15, 2015. The
concession stores sell beverage, food and Matsu snacks.
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4. RRFREH

B o kSRR o A8RE
FRREREESLCH
REMAEBERE -

9)

h
# (5) T2015 &£AEBBE S LERME) FEVA 201 EEBXFEEE B7H81BE (4) Watching Blue Tears in Beihai Tunnel opened from May 18, 2015. This special ecological
B SA30HREEE—-=-F - AE > HETEGSItEINETHLE - hE (B spotlight polishes the Matsu tourism. A total of 4,244 tourists have seen the unique
BB) > BEBIHEITIET - FER (B LRSS ERBREERREY X) - E8 ecology scene between May 18 and September 30, 2015.
—_ y 4T g == fo 3 i EEEEITRE = e = P = A
O ¥??ij¥gﬁ?f "‘Igf %ﬁiﬁﬁgﬁmﬂgﬁ%ﬁ%ﬁ& SIERAAR > LRERERR (5) “2015 Matsu Tern Watching Tour” was still listed in the “2015 Taiwan Tourism Events”.
g FERARLE - #851 1,050 ARSE It was held on every Monday, Wednesday, Friday, and Sunday from July 1 to August
E 6) 104488148 158 -21H 228 288 -290& 98408 5 AREEHE 30” The |t|rr1]erar)£ mcI.u?mg T|eJ|antIr;s,Iand, ;Zh;)ngda.o Is:an;i, Qiaozai Vlcljle::ie abnd Qtl.r;b:
2 BHERE > REUREETERAETDHESN > HRESENERREE—EE 90 jlan styIe. This activity arew 4 1of of aren J
o . L travel medias and a total of 1,050 tourists have participated in this tour.
5 HEEE > 8 BRHEMRS| 800 ARME o
F N ‘ ‘ - . L (6) On August 14, 15, 21, 22, 28, 29 and September 4, 5, 2015, Beihai Summer Concert
¥ (7) »TEERIIEBEREEMRE  FEEN THHE - F8 Matsu.Kaliu) &/ > B3 was held in Nangan Tourist Center in coordination with Tasameng Travel Supply
=R FHt AF 115 > T > = N —_ s
B@mBA John HEBFHHEKSRE - RRERER » REEE youtube B 4EE Station and Watching Blue Tears. This concert is not only a leisure activity for tourists
ERESHBAHUK 18BAR ) LABZEREDHALE ° but also a stage for performing groups in Matsu. Eight events attracted 800 people
. Y ) . e to enjoy the concert.
(8) AWMEMAERE  BHES  RE- BE - B  EERFERABDLEBAKHT o
20 104 FINERBEARER 621 AR > KERZTEHREA © (7) In order to attract more foreign tourists to visit Matsu, a film, “Matsu, Kaliu” hosted
N — ey by John, a well-known wine taster, led tourists to a journey for fine wine, fine food,
(9) R 104%11 8 8H and fine scenery in Matsu. The film had been viewed more than 180,000 times on the
RESEHES—ES official YouTube channel of the Matsu Administration and had been nominated in
HEIRBRIAE > K5I Serbia Tourism Film Festival.
M= FE s 8) Inord i int tional larit invited j lists fi H K
RIENSHIEE > B8 (8) In gr erto |chease international populari y we invite Jogrna |s.s. rom Hong Kong,
800 A o Mainland China, South Korea, Japan, America and Malaysia to visit Matsu. In 2015,
- foreign tourists hit 621 people and tourists from Mainland China were over 10,000
(10) BHFERITEFLEKBEH [ —— people.

Held the first Matsu International Marathon in Nangan on November 8, 2015, drew
many athletes from Hong Kong, Mainland China, America, Japan and Africa. Total
over 800 athletes participated in this race.

(10) Invited travel photographer-Hemingway, to film Matsu and his work will be collected

in Roundabout Taiwan documentary.
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(1) BDEERRBHXEHIRE  EXREHEA ERSIE -

Z=wmEHE) - 4. Future Development

(2) BERFORE> RESLMIERESREHRLE (1) Create a high quality tourism environment and build Matsu as “International Island,
R TgE) B TERR) A H > ERISEKE Happy Matsu”.

S EAYEIE A THE CEBBEZHRy s T = . .
gi?éL?E:;ﬂ;{iﬁzﬁﬁ*ﬁ%%’Eﬂ&g{;‘(mf?ﬂg (2) Take advantage of the unique humane and natural resource to develop specialty
] Ri N f’”a Z R{ &: T@ K tourism and feature “Slow Movement” and “Ecology”. Develope geology tours,
Z BRI BB RS 2 R RFIIA - tern watching tours, military history tours, downshifting Zen meditation tours, and

(3) BIURKHE  EABERE > 2EIEAERR religious and cultural tours to build the international featured resort islands.

Bl WEETEZRERERMARLE - LY (3) Establish strategic alliance, supply high quality service network in all aspects to
i E i BB RE o increase the length of tourist visit.

(4) HIBEFGRAEESHER > BoEAREZE (4) Organize the domestic tourism attractions to become a whole recreational system.
ABEXEESE  BHRATRKBERRR > A The system connects each attraction’s tourists to expand coverage. We expect this
RABBREEBEHZENESY » LUIEASIEK system can attract international tourists and meet the international standard of
AE > BURSIBIFRBR R - Nk EBPREER - tourism.
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The first Matsu International Marathon Invited travel photographer,Hemingway to film

round-island documentary for Matsu.

The preservation of Dapu Village, Juguang
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(77) BEEREZFUEARESE http://www.northguan-nsa.gov.tw

LERREZSLERASENBREERAEM » BHER
MBE - £8 - %2 Al K2 2BEREBE RHSE N
BRREHANIEORY  BEAHERE  AREE AXA . 75?&3"@,*
FREERS BEABRSHEBEERES N8E « T8 VS A
FE) 2 EMEEEE » WRSIERIMNENE o 104 EHFEES o o aonal Scenic Area
EEHK SRR PIZHE (101-1044F) ; BF MtEER
ELERASERSHE, >  SEETFEANT

1. REER

(1) ZHREEHEERERBENESINE BERBA
HAAOBERBAEIRRELERTROLRE
(FERER) TREFERIFER - RAER

oo B ER HIE BRI ARTS -

(2) ERAFMRZFAEERERBEREIRE BUE
BEERAERENEIRE - BEEWNARNE
REBREBEREIRSEARER &
REURENZER o

(3) SEitiER (BER - BiER) BITEEXRABIRENETIRE  EEFRAEZLARES
Bt TMEFRBRENE TR S REER - REMBEER -

2. KEEHE

(1) KeEr

REDBRRERERE > BREREESAECERERE > EERE - KENRBEIRIE ;
2EBEEHR103F579BARIEE 104 F 648 BAR 104 L¥FILBFRBETLER
BRREEERE bR BERFBREESHUSESS.540 > B# 101 FELIREER 13 @
BERERERS ° ZFMHELIE 104 FHEFTAREIIS EAR ) S2EBHEFER S5 A -

(2) BULEIRMEE
A BEREZHEEEZRIIGR - ATRESZBEKRFERELZETE - FEPEDAR
NECBHNA > ZEEERMEEEFTRMEEET(F -

B. XBAMKEREREAREEEERER  BERREHBLIEEHERH > BLAQ
BPIEEERS L - RREEM SRR -

C. MES2HEBRBEMZEFETHNE  BERBEETHINBEETRBL » LiIHFZR
MEERE > B RBPIEETEEES L -

D. yTEANEBEERORBBIRZAEERKE R RE o

(3) %=iME

BIUGKEXESEAKXEHENE > MBRSRIINEFRZBERE > TREBELER
ERAG  BREZEEERIE  RABRZEDENE ZEBRABIERSEEENRE
ERpez ik IR AR EEBHTAN 2 HREX AKX EREHEEK - EREIHGEEE
P REISRIEER

156 HEEBEANAORESENETE

The improvement of Lovers Lake’'s surrounding landscape in Keelung

(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. We 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 2015, 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 (2012 - 2015)". Major
achievements are as follows:

1. Planning and Construction

(1) Completed improvements of Jilonghu Bay’'s surrounding landscape, Lovers Lake's
surrounding landscape and Jinshan Visitor Center (including elevators) to improve
the service quality of recreation attractions.

(2) Completed improvements of Shimen Kite Park, Linshan Cape Recreation Area’s
surroundings, Wanli Guihou public toilets and surrounding landscape to improve the
recreation space.

(3) Completed improvements of cycling trail and landscape along north coast, the
underground project of utility poles and landscape of corridors in North Coast and
Guanyinshan to improve local tourism development.

2. Operation and Management

(1) Operation and Management

Improved software and hardware facilities at recreation sites in order to created an
international, safe and friendly environment. These areas received a total of 6,480,000
visits in 2015 with a great increase compared to 5,790,000 visits in 2014. The overall
tourist satisfaction score reached 85.54, which has been the best of 13 national scenic
areas for two consecutive years after 2012. Besides, the Yeliu Geopark received 3,150,000
visits in 2015, occupied fifty percent of total amount of tourists visited this area.

(2) Tourism Resource Maintenance

A. We have enforced safety instruction and training, maintained clean and orderly
environment to encourage the reuse of driftwood. We have implemented the
management of the safety and sanitation in the recreational facilities.

B. Encouraged public organizations, private organizations, and individuals to adopt
and manage recreational sites to develope 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.

C. 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.
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(4)

HBHE RIE
AR 104381 HES5HA31H~1081HE11 B30 HEK 'FHtELAEE

FHREERAFE > BEEOANR > REBRRE -

(5) TEAEMEEIRES I HEIGERGIE E 104 £EN AL « EEE)
R o

(6)  TAAREERE) NG 104 FAFAET IHE AL 5%

(7)  TeLBEERL) « TRUABEES) « RESEAE %3 REFILH 104 £2
PR HE AR o

(8) RBRHEFEENE BTEGERAEEREEET 104 SERAEEREE — T
ERRTHHBAES o

3. BERE

(1) BN TEREASLESESEE) « [a8FT—2EeRe) SBER TKTEH
kS UBBERFEE) - TSRES | SSEPEEZR © (HERES 21
BREERYIR SHIRS » RHEEE 2 REEH -

(2) #9T 2015 LEARAREEHRMNE) o B TAERIKES) AR - NS
OB R EOHRE RS - LA R i A 2 (R o

(3) B TSREEERAE—BN2R - THSMNERMEAR  UERFRIHEAR
817 BEFSRMIBBILERARER -

(4) 104 FRHERD Q8T 2TIERE > BRKEENISILRBELRLER
13 IR EE > MR 4 RAERES ) R (ANFT RESEG B GEE
ERAE > RETEGERSSRIARRE TSI TR SRR
KPR E ERT AR > ERBSTAT IR HERA AR o

(5) B 12015 BEEEISRSHE RIED  EEHN - K TREEE (T

EEA - ASKRERER - TEEEEEHT) » BN T=@IER PREG -

I ERE e SHEBFN>R

North Coast Music Festival - The Night of Yeliu

D. Developed the Baisha Bay Visitor Center and surrounding environment into barrier-
free scenic site.

(3) Safety Maintenance

Established the contingency operations plan and communication network in
preparation for natural disasters and raised first-response capabilities. We also installed
surveillance systems in recreation areas to monitor status and ensure safety functionality.
We improved staff emergency response and professional skills through training to
achieve short, medium, and long-term goals for emergency response plans.

(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, 2015 to stream tour group
traffic and improve recreational quality.

(5) “Beach Cleansing Hours Certification for Students” was rewarded innovation prize by
MOTC in 2015.

(6) “Water Scavenger Plan” was rewarded the first place of innovation prize by MOTC in
2015.

(7) “Jinshan Visitor Center”, “Zhongshan Park Parking Lot” and “Jumping Stone Coast
Park” were rewarded 2015 Golden Public Restrooms Prize in New Taipei City.

(8) “The Plan for Friendly Travel Environment” was rewarded the Sustainable Development
Action Plan Prize by National Council for Sustainable Development Network in 2015.

3. Advertising and Promotion

(1) In order to provide tourist complete travel information, we published many
publications such as “Lovers Lake Park Guide Map”, “Taiwan Tourist Shuttle - the
Crown North Coast Line”, “Travel through Time: The Old Story about Jinshan Wanli”,
“North Coast Adventure: Ecotourism of Sanzhi Shimen” and “North Coast Adventure :
Ecotourism of Jinshan Wanli".

(2) Implemented “2015 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) Held “North Coast Music Festival - The Night of Yeliu” to promote the night scenery of
Yeliu Geopark. We donated all the income form this activity to North Coast nonprofit
organizations.

(4) Keep promoting “Taiwan Tourist Shuttle - the Crown North Coast Line” and “Taiwan
Tourist Shuttle - Bus East Line” to build a seamless service between different
attractions. This measure not only increased the foreign independent tourists but
also connected Taiwantrip's tourist shuttle routes.

(5) Held “Wedding in Yeliu: Queen’s Witness"”, “Love begins from Fugui Cape: Hike for
Rich” and “Love in Bay Concert” to promote North Coast as happy attraction.

(6) Held “The North Coast Hot Spring and Culinary Carnival”, the “2015 Guanyinshan
Eagle-Watching”, “Shimen International Kite Festival”, “2015 North and Guanyinshan
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(6) R MLERBRESEE%E, 20158 S |
T B~ 12015 TVBS biER2 A T
2015 AMIEEE 1~ 12015 WWEI15E -
ITEHEEXRESEEXRRREREZBMHEE ) K2
2015 @2ERE] FEITHEE » WK
E N4 EEYEERAEEETI ARG, » b
TEIRBEMEBRESARR  TMEEEEER

REL o

._._ =
(7) BHEDHMERFBLEGYREERE > TERBFEELERTSHRBMER > £H
PR EIRR S IRER - i ERRE -

4., RRERER

(1) EEEEER NELS2E8ELRSEE  BUSRBOLRZEREL > WEILEFERE
RERAERERBZ SFERE -

(2) EREBAH - HBERNTEFREBEN103F 12 ALEMARKREARERLE > &M
REBRRE RERERA > UEEEEMETENE  BRE > KRIEBFERER
&#PIF o

(3) mFEME: RIAEFEFZRESHAES > EaFHRE  HUEEFES - BXR ME-
LEFAETEZBEEE > BIERA—REEEIBENREARE -

(4) BLEERRBREES: HIHFIHE QB SEHE AL (UNESCO) ZFHNMEAR
(GEOPARK) ZMEEAZIIEM o

(5) MEXBEER @ HHAMMKE  REHFRD - BERKETESEESERBMEEHE
REF > EREIBRERELARE -

(t) 2UERASZE http://www.trimt-nsa.gov.tw

BLUEREAREFREZMBAL HUEKNHLERREES
SENSULER REEFELHREARER B FHEX é ‘)#_MmmmNaﬁmsmmm
162 REBIES - 104 FRHERS E2BEARMERPIEFS =
(101-104 %) 1 BT MI2UBERARERRFE) » EETFE
BaTF

1. REER

(1) AREWBELUASESBEHERBRE > TX MTHEULEAESERESBERFERENE
Ti#E) > MMBEURSREABLUELRANETRR) - HBALRSEBERZEATE
REHERARKERFTREAELRE - THEALASRE+ -FEPEREITRE &

MEEEERORMUEEHERTERMIELR FAHKRERMERES 5HE -

(2) H»EBBHUMRARLIRMHERTSHRCZKRERER  WHE TSRAREERTERN
ETIRR) » THUARNESHFBRRSB&EELCIR « RUNFETEEEERRE
RIBETR » HRURASRBEESEEMRIRE) « HUEFPOBELAHLRER
hRERETIR « TRHUEEE (AR RHELUXYIRTIESEHBREETIE)

1 6 O 2015 {5 - BB FBEPERIER
2015 Guanyinshan Eagle-Watching. The launching
ceremony of Niugangling hiking trail

National Scenic Area Photo Contest” and “2015 Taiwan Fine Food Fair” to promote
tourism activities. We also conducted “2015 National Scenic Area Volunteer” to
exchange experience for volunteers.

(7) Promoted tourist events through press releases and media coverage. The press was
invited to attend seminars to understand various constructions conducted by every
administration, and was thus expected to make accurate reports.

4, Future Development

(1) Improve the Crown North Coast Line: We will improve the landscape and integrate
scenic sights along Provincial Highway 2 to transform the North Coast and
Guanyinshan National Scenic Area into a shining crown-like recreation area.

(2) Lovers Lake, Huhai Bay, and Hoping Island had been announced as the scenic
attractions within the national scenic area in December 2014. We expect that the
complete land and sea traffic network will make Lovers Lake and Huhai Bay become
new attractions for North 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, barrier-
free tours 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 2015,“Tri-Mountain
National Scenic Area Development Plan” in accordance with the “Mid-term Plan for the
Construction of Major Scenic Sites (2012 - 2015)” produced the following major results:

1. Planning and Construction

(1) In order to improve recreational facilities in the Lion’s Head Mountain Scenic Area,
we have completed “the landscape of the bank in the south of Kangji suspension
bridge in the Lion’s Head Mountain Scenic Area”, “the Improvement in Wuzhishan
Climbing System”, “Penglai River Trail Ecological Tour Guide and the improvement of

recreation facilities”, “the Improvement of Shierliao Trail” and “the Improvements of
Nanzhuang Visitor Center and Lion’s Head Mountain ecological classroom”.

(2) In order to rebuild the image of Lishan and provide various leisure experience
to tourists, we completed improvement of Guguan Hot spring Museum'’s display
area, “Demolishment of Five Lodges in Lishan and Landscaping Construction”,
“Improvement of the Barrier-free Friendly Environment in Four Seasons Flower
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2.

(1)

(2)
(3)

(4)

(3)

(6)
(7)

TERERRTFMEREAODERE
BT > NMNUAFEEHRLARER
WLISCYBRTEE A BB ZEREICRE T2 &
MULEEREREBETETIEERR
MBIRET) FRAHBEERERERET
BIEREFT 9
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REFTESEEZHERLN > TH
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HHE 104 FEMLESHEE 50 ARRBEARHRENREGHEEAERIE
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BRBHESHE LI o

HHE 104 FERBEREBHM - BEERARERETHEMBERRERGHEELEXHE
E+E

EHRREHE 2R 2 ZACHRFRERBAESRE > LG IMEEHNEER
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TEAEER 28 ERBEXRZERAMBMSKE > EEEREAKERZE -
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E 1,258 8RBT SEMRRMMENT -

A. BIERLLE S

C.
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AMBRNICERTERNE
The improvements of Guguan Hot spring
Museum's display area

3)

Garden”, “the Extension Cherry Blossom Trail in Lishan Scenic Area”, “Improvement of
Lishan Visitor Center Facilities and landscape”, “Construction of Entrance of Guguan
Camp Ground”, “2015 Interior Improvement of Lishan Cultural Artifacts Exhibition
Hall” and “the Plan for connecting Lishan Guest House and Belvedere's Trail".

In order to provide diverse recreational experiences and complete recreational
facilities in the Baguashan Scenic Area, We have completed nine projects: “the
Renovation of Baguashan Scenic Area, Fongming Section’s Entrance”, “the
Landscaping of Babao Canal Park”, “the Construction of Environmental Education
image of Baguashan Grey-faced Buzzard Exhibition Hall”, “the Construction of
Connecting Buxia Village Trail, MingJian Towship”, “the Improvement of Xiaoling Trail,
Yuanling Township”, “the Improvement of Songboling Visitor Center’s Structure”, “the
Improvement of Baguashan Ecology Visitor Center’s Structure”, “the Improvement of
Interior Display Space in Baguashan Ecology Visitor Center” and “the Improvement of
Changgqing and Ershui Bicycle Trail Fence and Recreation Facilities”.

2. Operation and Management

(M

(2)
3)

(4)

(©)

(6)

(7)

In 2015, we held training programs of emergency first-aid and helicopter delivery,
emergency response for natural disasters, AED+CPR training sessions and high
mountain disaster drills.

Held clean environment activities around office to promote mosquito prevention.

Made 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 2015.

Assisted the accommodation industry located in tribe tourism area to improve their
service for Muslims, the disabled and the elders in 2015.

Promoted environmental education: Two colleagues of Tri-Mountain Administration
have acquired environmental education licenses and assisted “Alice’s Garden” to
apply certification for environmental education facility. (We expect it will get the
certification in the beginning of 2016).

Completed professional security testing and joint patrols on 28 suspension bridges
in the scenic area to enhance travel safety.

Managed private investments in public construction projects, rentals, and other
projects in the scenic attractions. These projects produced a total revenue of
NT$12,580,000. 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 2015.

(B) The “Shitoushan Visitor Center café (Xiexin Teahouse) rental project” contributed
NT$135,800 to national revenue in 2015.
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(10) 104 FEENSFZSUERE ~ HIUXYIRIERSEZFOF 8 BROIGFNE °

(B) MBEIFHFRERREZBLAKEEEE) 14 FEENMBEEWRZFHE=N 459 8 B. The Lishan Scenic Area: The “Lishan Guesthouse OT Project” contributed NT$3,914,960
TTE o to national revenue in 2015.

rg RS EIEE 5 i = o 138 seon e |
(Q) , E?I‘?F%ﬁﬁ%m_}ﬁjutén%n SEIEE (EMBHE) 1 104 FEEINEE RS C. The Baguashan Scenic Area
188 7,031 jtE o
(A) The “Fen Yuan Leisure and Health Park (Alice's Garden) OT Project” contributed

oo . & = +| L\E\ =l NS I ZF = 5 > =

% 58 & 3,000 jTE o
(B) The “Houtanjing Recreation Area and Sky Bridge Delegated Management Project”

S ] & oo T 4 K s TR Y o 2 Ak SRR B E RN E O o o ; i i
WE 104 FEERASHEEREEREL R HEESETRBER TRERTE contributed NT$4,590,000 to national revenue in 2015.

104 FEARPHELALE « ETE- 26
WMEZERIAF -

v

EEilEh « B op e T BR 2 B A |\ 4 TS B
FEI - RMRHBRARSEL/ MR RIS (C) The “Yuanlin New Baiguoshan Recreation Area (Cream Manor) Delegated

Management Project” contributed NT$187,031 to national revenue in 2015.

(D) The “Houtanjing Recreation Area and Baguashan Ecology Visitor Center Project”

(11) 32 104 EEHAEL « LR N\UGFERRFEE o contributed NT$583,000 to national revenue in 2015.
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(8) Implemented supervision and inspection on the management and maintenance in
certain national scenic areas in 2015.

(CFi

SBMEITHED  HESHEEEHEH
BmAR 2R > WRSIBERHASW
mERER > SARETERRIEE M
BlL— TeE8FTEmERd, 3l —

A% - FEE) ; \F— TE
BN BERMARKITHES
BRI R R > BRERLLE B
103FRBEE6NIRAE 104F 7%

b

(9) Organized emergency squads and emergency notification system for Typhoon Noul,
Linfa, Chanhom, Soudelor, Goni and Typhoon Dujuan in 2015.

(10) Assisted Tri-Mountain Scenic Area Administration, Lishan Cultural Artifacts Exhibition
Hall and each visitor center a total of eight places in obtaining AED certification.

(11) We organized security services in Lion's Head Mountain, Lishan, and Baguashan
Scenic Areas in 2015.

WEE L ESE : WIE 2015 & EtFiTH 3. Advertising and Promotion
LM ERITIHE —2MBERBEE/ME
BErathe | g7k RARTFE 17
15 > B FY 4B PR Re 3 75 15 2R it
E8EmEMERETSHE) ~ &%
HEWESR) «- NROI-EEEERHSE
HE) EHEREREPEHICITHES

(1) Tourism Promotion Activities: We promoted tea-taste to high-end customers and
attracted tourists to visit Tri-Mountain for tea. We held many spotlight activities to
promote tea such as “Taiwan Trip Yitong Leicha”, “Guguan Hot Spring Fun Picnic” and
“Bagua Eagle-Watching”. Thanks to spotlight promotions, the international tourists
ratio increased form 6% to 7% during 2015.

A. The Lion’s Head Mountain Scenic Area: We held “2015 Taiwan Trip Shishan Mountain

HURSE: #HE 2015 R ARMEKRIDHIES L ~ T12015F R W -Owl Town (5 Nanzhuang Line Promotion”, “the 8th Nanzhuang Atayal Summer Concert”, “Penglai
SEEE/NE) 1~ T2015 A Mammy Walk SBBkEaiiT— 3 RA%E1 ~ 12015 AR Community Festival” and “2015 Nanzhuang Saisiat & Atayal Party of Dance and Tea”
BHEINHASAEBESEENEE) « 12015 &) £BAR) ~ TRASZE to promote indigenous tribe tourism.
BERASEEARKBREESECEGRESEH) « RERABEZERE— 2015 AR , _ ,
TAMBIZEEE | « (S 14 BACEIEER |~ FAEITT) SEM4E5=1552, B. The Lishan Scenic Area: We held “the 2015 New Year’s Eve Celebrations at Guguan”,

“2015 Lishan-Owl Town”, “2015 Guguan Mammy Walk”, “2015 Guguanshan Power
Energetic Dance Competition and Taipower Electricity Propaganda”, “Guguan Hot
Spring”, “2015 Shuttle Bus from Guguan to Songhe”, “The Press Conference of
Universal Tourism Environment in National Scenic Areas”, “Happy Bus Package
by Provincial Highway 18 from Qingjing to Lishan” and “2016 the New Year's Eve
Celebrations at Guguan”.

R Tl 2016 - ERHIW ~ MO ARRE
FiEE) FEH o

NELERE : #HE 12015 BiH/\FH—
HBRELERRFAEES) - TRABXRZE
ZRBMEBRMEEALAERREE)
TN LERREMZF) ~ TEERE—
FHEEEEREHCEEY « 2015%

C. The Baguashan Scenic Area: We held the “2015 Bagua Eagle-Watching”, “Lord of
Heaven Crosses the Sky Bridge - A Pilgrimage and Tourism Carnival”, the “Bagua
Fun Beetles”, the “Grey-faced Buzzard Watching on Sky Bridge”, the “2015 Changhua

BEFTERERE 2015 FREL - Owl Town (SHEEE/NE) B35\ Eh ’l 65
Taiwan Trip Yitong Leicha 2015 Enjoy Lishan - Owl Town. Bagua Eagle-Watching
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Merida Cup Nanzhuang Saisiat & Atayal Party of Dance and Tea”

Water Running Festival”, the “Shetou Textiles and Guava Festival in Changhua” and
the “2015 Baguashan Merida Cup & Bike Festival”, etc.

(2) Promotion of Tribe Tourism: We held “Nanzhuang Saisiat & Atayal Party of Dance
and Tea”, “Lishan Owl Town" and “Guguan Hot Spring Tour” to introduce indigenous
culture to all. We developed four specialty tourism itineraries and attended Hong
Kong Tour Fair to promote aboriginal hometown.

(3) Designed Promotional Materials: We have issued many publication in 2015 such as
foldouts, series of books about LOHAS in Tri-Mountain (landscape planting manual,
wild plants guide, cycling Tri-Mountain, good tea in Tri-Mountain), travel letters and
many scene post cards.

(4) Marketing for Local Culture and Creative Industry: We have developed creative
souvenirs for the three scenic areas in accordance with events like “Surveyors of the
Sky - Gray Faced Buzzard”, “Taiwan Tourist Shuttles”, “Lishan, the Fairy Land”, the
“Guguan Hot Spring Tour”, and the “Cycling Festival”.

(5) Development for OhBear and the Promotional Activities: We have developed 23
OhBear related products and cooperated with accommodation industry to release
“OhBear theme Room”. We have promoted OhBear products through every channel
(HSR, TRA, Working House and Eslite) and planed activities with business resources.
We also invited private sectors to develop OhBear Card and bilingual information
stations. Besides, we held Shetou Beetle Festival with NISSAN to expand marketing
benefit.

(6) Organized the seventh volunteer training and issued certifications when they
graduated.

(7) Promotion of Barrier-free Travel Environment: We completed the demonstrative
barrier-free routes in Guguan in 2013 and continued to promote barrier-free routes
and package tours in Lion's Head Mountain National Scenic Area for senior people in
2014. We have completed the barrier-free route in the Baguashan and barrier-free
facilities in more than 28 scenic attractions in 2015.

(8) Implemented Online Marketing: In 2015, we have 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

We will integrate tourism resources and improve the facilities and services in all scenic
areas. We have implemented management and maintenance to upgrade the quality of
tourism service.

(1) The Lion's Head Mountain Scenic Area

We designed the travel network centered on the Nanzhuang Visitor Information
Center and connected the cave temples along the Lion’s Head Mountain Historical Atayal
and the Saisiat culture. This network would unite diverse culture, refined Hakka gourmet
food, and high-quality home stays to establish Lion’s Head Mountain as a leisure base
with humanities and energy.
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The Maple Valley - 1956 Secret Garden Cherry Blossom Garden

(2) The Lishan Scenic Area

We 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"”. We created special tourism attractions and brought new life to Lishan
Hotel. We expect to build “Lishan Forest Mountain Resort Base” in the lively mountain.

(3) The Baguashan Scenic Area

By connecting the ecology resource of grey-faced buzzards, cycling events and the
tea industry, we have 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".

(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 “multi-culture”. Combined with water and land
activities, it provides a high quality and diversified resort area. In 2015, 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 (2012 - 2015)" produced the following major results:

1. Planning and Construction

(1) In light of major national policies and the goal of sustainable development, we
continued to implement initial projects such as the overall outline plans, renovations
to the transportation environment, monitoring of the natural ecosystem, and to
study the possibility of promoting private participation in building recreational
facilities on the Base of Combined Service Command in Shuili.

(2) Improved facility and service in wharf including Yidashao Pier facility, Xuanguang
Pier facility and pier recreation space. We also enhanced wharf management and the
comfort and safety of the ships.

(3) Continued to construct the separation system for pedestrians and vehicles. We also
improved Shuili Bicycle Station and trail around the lake and established bikeway on
the north side of Sun Moon Lake.

(4) Improved the infrastructures and landscape in indigenous area including renovation
of retailing wall, flower stand and observation point.

2. Operation and Management

(1) We continued to promote electric passenger ships in Sun Moon Lake area. Four
electric passenger ships “Qiming”, “Holy Love”, “Diamond” and “Sun Moon Lake
Princess” were launched in 2015. We have had 11 electronic passenger boats since
2013 and marched to the goal of low-carbon lake.

(2) Inorder to maintain the beautiful scenery at Sun Moon Lake, illegal buoyancy devices
were cleared up after cleaning up the illegal boathouses. An estimated 88 abandon
floating mats in Peacock Park Wen Wu Temple had been cleared up by 2015.
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The electric tricycles with tourism guide

2015 B EERTEAN SR EEE
2015 International Fireworks - Music
Festival in Sun Moon Lake

(3) We are the first National Scenic Area to have three electronic buses, charge station
and information station. We also released travel electronic packages to establish the
“Low-carbon Travel, Smart Tourism"” environment.

(4) "Innovation of Mobile Service Vehicle 2.0": Mobile service vehicles are used to check
the trail and preserve the quality. We will keep promoting value-adding service for
holiday activities.

3. Advertising and Promotion

(1) Provide the package tour route “the Thao aboriginal culture in Sun Moon Lake by
Taiwan Tour Bus” to bring tourists to explore the charm of the Yidashao Tribe and
the Bunun Tribe by connecting tourism resource between the Yidashao Tribe and the
Bunun Tribe.

(2) In order to make the elder and the disabled enjoy the happiness of travel, we have
promoted the low-carbon travel. Any tourist can ride electric tricycles with tourism
guide. We also promoted farm products developed by local farmers.

(3) Held ecological, sports and music carnivals such as “2015 The First Dawn of the Year
at Sun Moon Lake”, “Tour de Taiwan Sun Moon Lake Marathon”, “Sun Moon Lake
Firefly Season”, “International Fireworks-Music Festival” and “Sun Moon Lake Come!
Bikeday". Spring for blossom, Summer for Firefly, Autumn for Music and Winter for
Plum. You can visit Sun Moon Lake all the seasons.

4. Future Development

(1) We chose “alpine lakeside” and “multi-culture” as two major development principals.
We expect to turn this area into a 21st century lakeside resort centered on safety,
sustainability, aesthetics, and rich cultural characteristics.

(2) Establish “Low-carbon Travel, Smart Tourism” travel environment and continued to
enhance the quality of recreation and service.

(3) The target source markets are tourists from Europe, America, Japan, Mainland China
and international tourists who are interested in eco tours. We will also develop
the leisure agricultural industry to appeal to travelers from Hong Kong, Macau,
Singapore and Malaysia to provide them with farming experiences.

(IX) Alishan National Scenic Area http://www.ali-nsa.gov.tw

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
on specialty tourism and diversified travels, we expect to achieve the coexistence of nature
and tourism. In 2015, “Alishan National Scenic Area Development Plan” in accordance with
the “Mid-term Plan for the Construction of Major Scenic Sites (2012 - 2015)" produced the
following major results:

171

O
®
<
w
o
©
3
)
>
(s
)
>
Q
<
o
>
o
Q
)
3
)
>
—
o
ﬁ
_|
o
c
o
0n
3
)
™
wn
o
c
=
(@]
)
wn




AR MEENEO | B

VNIHD 40 DI79Nd3Y ‘NVMIVL 510 INSTYNOL NO L¥0dIY TVNANNV

1. REER

(1)

(2)

(3)

ERBEAEESMES  AEEMNBUAOMER
8 18 MRIREEEED > SeR i O F R E T
B @mOEEfOoRKKkBAEREMETIE - 0
BERORTHFERFERGHEANE IR i

NI ARG TRE 4 ARRRERE - o

BEABAEERMER  STESKREERARKEMAILLREEESI  THEEE
MIEAETRE s BHREAREXERORERECHBEELCHRETLRE - B=NEEE
BRFBRMETIIE - KN 2HBBERRBRELIZS 4 HEEKRMER -

A BN EERURS
B -

2. EEHE

(M

(2)

(3)

RBIRERT | 104 FRTENEBRPREGESSE > RAREEEEHNERER
BURTS - B BGT 3,409 AR BIEEHME S PHEFTHF A ERIGHRETE
STERERER 5,489 ARK/NEEEN 1,965 8 » BRATRIRBEHEIBER  #HE 16
BT -MELR) > FBMEERSH - EH REXEEH DELURMNBLESE
REPRIE BRI IRTS > SBERRITHELESE 104 FEFAH AR (EH—WE
) 3% 3,487 AR B (BREXNBH—MEL) 178 4,510 AR BT & (BfE—
EfEM) 285235 A& o

RABELZS BEQAHSIMEREERG  RCRSGREKETHEE » BT 8 KA
ERBEBMHTETZZ2EEES  MEESIEEKXEHH - MEaREEEE > NS
O% 5 B 0IFERZE AED (Automated External Defibrillator BE1BE SN
fg=8Eas) o

IRIGMEEGEE HEED KIE AlE - EF - NXE - CH5 - IKE Kl - XFF
WEZEFKRFHEREIE  TEXEFDRABREERMZIRIZFRELERIEE
I

3. EfFHEE

(M

172 &

EXWHE  ME104FEEBEETEINIITF M 104 FERAFNELMEREBRE
REERELRLD  RARRAEAKBRMEEI > UEASERERRBRE -

EREM A Kt 8 2B T2 BEERM
The renovation of Fenqihu fire remains Lijia Information Station

1.

(M

(2)

3)

Planning and Construction

International Tourist Attractions: In order to establish the gateway for Alishan and
the tour corridor for Provincial Highway 18, we completed Niupuzai Recreation
Area, Chukou Visitor Center’s interior construction and surrounding’s improvement,
improvement of Niupuzai parking space’s pavement and renovation of Fengihu fire
remains.

National Tourist Attractions: In order to highlight the tribal features of the Tsou
people and to connect the scenic attractions in the northwest corridor, we completed
Lijia Information Station’s interior construction, improvement of Tsou Nature and
Culture Center and Dabang Kuba, Nansan villages' surrounding improvement and
Taihe Gong Tian's recreation facilities.

Local Tourist Attractions: We have completed attraction guide signs and improvement
of barrier-free and recreation facilities.

2. Operation and Management

(M

(2)

3)

Tourist Traffic Service: We executed traffic alleviation measures and provided free
shuttle services between Shizhuo and Fenqihu during the Chinese New Year holidays
in 2015. A total of 3,409 passengers were transported. We also executed traffic
alleviation at the interchange stations in Niupuzai and Shizhou in accordance with
the cherry blossom season, and thus a total of 5,489 tourists and 1,965 automobiles
were transported. We promoted Taiwan Tourist Shuttle - the Alishan Line, which
connects the THSR Chiayi Station, Taiwan Railways, the Alishan Forest Railway, and
seamless shuttle services in Fengihu and the Alishan National Forest Recreation Area
to offer a convenient tour for visitors. In 2015, an estimated 33,487 people had take
A line (THSR - Alishan), 174,510 people had take B line (Chiayi Station - Alishan) and
25,235 people had take B1 line (Shizhuo - Fengihu).

Enhanced Visitor Safety: We constructed maintenance systems for public facilities
and enhanced on-site security patrol and management. We decided eight potentially
dangerous spots and established a security control mechanism. We also organized
safety and emergency response mechanisms and carried out joint inspection. We set
AEDs (Automated External Defibrillator) in five visitor centers.

We have organized the planting and landscaping projects in Chukou, Anding,
Shizhuo, Dabang, Wenfeng, Renshou, Ruili, Ruifeng, and Taiping. We implemented
environmental cleaning and facility maintenance along major traffic flows and
around tourist attractions.

3. Advertising and Promotion

(M

(2)

Industry Training and Guidance: We organized training for volunteer tour guides
in 2015. We also co-organized the training courses to develop healthy and creative
cuisine for the home-stay industry and catering industry in order to improve their
service quality.

Advertising and Promotion: Held promotions such as “2015 Dance with Firefly in
Alishan”, “Alishan Wedding under the Divine Tree” and “Taiwan Fun on the Tropic
of cancer - Midsummer Night's Lawn Concert". We assisted Tsou tribe to hold
traditional ceremonies and special activities. We also promoted package tours such

e 5 SR B0 o 0 Bl P 20 173

The opening ceremony of Tsou
Nature and Culture Center
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(ST EM%“E%U%  HEARAFHHEHANEEEE (EEPNIEELRT
INERGEREBIT IRBBHEERT MELEHE) RERRE » REZTESRERE
&Eﬁ%ﬁ@ﬂ'r& °

XE ik : ERFELUEFFET ~ FiL - 2EBERREXERRE -

REIEEME 104 EF‘JEIWEFE&QHJM?E&E% 887 HI ~ BSMRIERTHRE 11 B »
MRiEAELE (R~ 25~ B ~ 88hR) BIBAXR 1228 2,964 A~ 4@ 185261 A A&
?ﬂE%FﬂEmgﬁﬁ‘ﬁﬁﬁﬁiﬁéﬂ&EﬁﬁﬁE% °

TERERRR | ARAKMEREETHRNE  HBEMNER - 2ARAKREERRE
AR > BIBEEEREE ERARCERENIE > K104 FESZEKAES
BEERSRIE 158 13 EHXAEREESER) > £ 6 KFTREAY > B 3EFER
3IEHEFZEEMNE -

4, RRERER

(M

(2)
(3)

BADO ~GERf ~ 337« SRR > 8 THIRKE ~ IRBEER - EEXIE) 3K
BocEsh 28 TFHEL—Z ONE&FLMERE) -

SEMELAOMPRE 18 MRIREEKE » RHSERERSR > TERBERHBRA -

DRLEHALHEZ EBRBEAFECREBEESE » URPERIEZRRECRLERE
BRELZITEEME -

(+) EEmEEEXRESE http://www.swcoast-nsa.gov.tw

Fﬁ/ﬁ/ﬂ' %@%ﬁ;:/gﬂ%j(ﬂﬁ/l\/m ~ R #3:!
ﬁkﬂﬁm%&/iﬁ@]&ﬁ%ﬁéﬁiﬁ HEESLLE LEEEY (r .ﬁ)
_; BSERARE

ZH>BNERSERZK 104 FRGHED EEBENRA

Southwest Coast National Scenic Area

rRpi2stE (101-104 F) 1 BT EEmESERARE
ZRstEl EETFEENT !

1. REER

(M

(2)

BRERDY [BESFRAE) T# > TEILF NEWEM) - RAHR EERE) FE&E
BEMSIERE - BRE DANPINEMEE) T8 X NFRE 3D @mFtti) « D@
WIE ERIER > SEHEBANERER -

RS RMERE > 104F 6 B 1 A IREFBEAREERFESEREREERH R
ERMESEIMNEE FH104F 108 15 Bl HFREEXXCEESEREE
FREXTHTIEEEEZEERERE &0 -

3)

(4)

(5)

4.

(M

(2)

3)

Future Development

as happy LOHAS (for the seniors), barrier-free experience, wedding photography and
honeymoon, Meet Alishan, firefly-watching. For different customers, we released
four kinds of packages (Fengihu reminiscent trip, Petty Happy Trip, the Seniors Easy
Trip, Good Life of Alishan) to sell on the internet.

Promotional Materials and Publications: We released the semi-annual Alishan digital
journal, notebook revised all-region foldouts.

Media Advertising: We released 887 stories in domestic print media and Website media
and received 11 foreign media interviews. Our website (providing Chinese, English,
Japanese and Korean versions) has reached 1,222,964 views and fans number climbed
up to 15,261. These are the results of promotion for Alishan tourism information.

Golden archives Award: We were
rewarded the highest title of 13th
Golden archives Award in 2015.
This is recognition for efficiency on
archives management, high quality
public service and cultivation of
staff’s profession.

Establish “Alishan Tai One Forest Resort” by extension, streaming and connection
strategies to promote the three main tourism ideas “Sustainable Resource, Eco-
Tourism, Industry Culture”.

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.

Stream and connect the Northwest corridor’'s ecological environment and special
home-stay 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 2015, 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 (2012 - 2015)". Major
achievements are as follows:

1.

(M

Planning and Construction

Implemented the concept of “Romantic
Avenue"” to develop specialty attractions
such as Beimen the Wonderland of
Wedding and Budai the Palace of
Wedding Ceremony. We also developed
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another concept of “Fish Village Art Gallery” to establish “Haomeli 3D Ocean World”

(3) #THE HFRE 30 EEHRA 5 AL (755 and "Hungtung Former Home"

BREWP &k THRESQE) FRE
2R AP RMEBRAER > TR
SEZRERT o

(2) In order to encourage private investment, we signed two BOT contracts. “Outsource
Operation of Budai Visitor Center, Southwest Coast National Scenic Area” was signed
on May 1, 2015 and “Jingzaijiao Salt Industry Culture Park Operation Transfer and the
Establishment and Transfer of Special Salt Industry Theme Pavilion” was signed on
October 15, 2015.

(4) SEIFMMEEFREER NILFIEIRE
THERERTIRRE) STREEIEFIHRER

Ff ~ S3PRthiR S B R R ALY E , . , ,
Serse s BRI IEPIS LD EH Ik S (3) Established “Haomeli 3D Ocean World” and renovation “Budai Coast Old Post” and

L ' “Budai Sea Park” to add tourism resources for Budai area.
HEZEEHEBEN SEBRE -

(4) In order to enrich recreational resources in Beimen, after finishing the restoration

r LA o N £3 BtE oA g e g A bl 8 L, AL (12 ) %
() EREFHO) RERERIBIEE RS ':; 104 FHIERY EMRZS LTI > KK and re-utilization of Beimen, we will build up wedding attractions including Beimen
N =

EIBYESRE > AtRMEITIERREE

ﬁ%?}%}ﬁﬁﬁﬁjﬁﬁ%%&ﬁﬁ P EETRELL -~ 8% Salt Factory Buildings, Beimen Branch, Money Coming Grocery Store, Beimen
SR o Wedding Wonderland, Crystal Church, etc.

(6) 5EAk TILFIRARSIBRHORNTIRE « BERPRETRE] kBTHEERRER (5) Made Qigu Visitor Center becomes a place connected with salt industry and
SRR FREAEERERREHRSTRBRARS « BFHMRERE environment. Qigu salt Mountain and Taiwan Salt Museum can be new recreation

spots in Qigu area.

2. wEEE : . : : :
(6) Completed Beimen slate trail, portable toilets, bikeway and many new constructions
(1) WEZESURHEHALSE  SEHFWER -« EXEE5ERE « bPIREE -~ 169 to provide tourists a variety of services and friendly, convenient travel environment.

HERAR ~ KEER ~ R PO ~ IR TR R « HREBKIH - §EHE

MIEE ~ KBHEZ 17 GHER  RABERMKEES - 2. Operation and Management
(2) RETHKETEZENFHEL  ZSELMEESE  TIHEXNSERRSNE > SREEW (1) In order to improve management of facilities, we held rental of attraction facilities
BEF ~ [SBERd0) ~ P9 R & i B e i S B R O TR o such as Jingzaijiao Salt Fields, Masago Coastal Recreation Area, Beimen Restaurant,
Beimen Branch, Yonghua Elementary School, Kouhu Visitor Center, Salt Wash Factory
(3) MEP9eE4bEM ) K MKBREE ) RABPISE » A4EBEMNRERTSIEE > N 1045 Office, Budai Coast Old Post, Taiwan Salt Museum, Chrystal Church, etc.

REFMNRASETENEER €85 - RREAEAFMFMEHSTEE > HIEEXHE - - . : i
(2) Implemented management of facilities and improved barrier-free facilities. We have

(4) IRIEHERHESFT MLPRER OB FWESSE 12104 £ 3 A 16 ABTHIISE completed renovation of Jingzaijiao Salt Fields, Kouhu Visitor Center, Beimen Visitor
(PEBIFBIDE o Center and Taiwan Salt Museum.

a0EE ©

(3) In order to preserve the service quality of Beimen Wedding Wonderland and Crystal
Church and put an end to illegal vendors, Tainan City government carried out a joint
inspection with Health Bureau, Police Station and Environment Protection Bureau.

(5) WEBRNK 103 FEUAIERBERTIE > 104 S5E(EITE P22 3D B R » W
HESFRAMEIEE « THEHE > TMIHE RS TF > BIESENERE -

104 FEEBIR 16 BRBERH °
(4) Beimen Visitor Center and Jingzaijiao Tile-Paved Salt Fields had passed certification of

3. SEEE Environmental Education Facilities on March 16, 2015.
1) [&MyPT— BN E a4 IEIRMBEEIRT » 104 F2 | EERER AR O+ RIS IEE = (5) No visitor had ever been to Howmeli fish village before 2014. After we built Howmeili
SR B R RS RARS 4510 AR » 8 103 ERKE 28% o 3D Ocean World and cooperated with community to held guide tour by volunteers,
completed guide map and sign. This new attraction has attracted more than 160,000
(2) 104% 6 820 H 2015 B BIRELHIBR) R > U NMEEEH | FRILRDVBER tourists.

BIERNERE > FBREZE 7 A 31 BHFNBER 55 6,000 AZE °
3. Advertising and Promotion
(3) HERBEBNSIENHE 12015 RAEBABERABSZES] K& 12015 EEXICE) 8

ZERMN 104 FE7 BB 45AEES » L5 BIB 32 ARSI - FkEXLE (1) "Taiwan Tourist Shuttle - Southeast Coast Line” has continued to provide good
R 104%E 9 8 26 E 27 HIEEHASHERN > AAEEEMERELTE « BAA services. We introduced barrier-free big bud and connected to South Branch of the
Rk 358 » WERAMERNERAEERE » £IB3|49 1 & 5,000 ZiEE o National Palace Museum in 2015. An estimated 4,510 people have taken the route

this year. It increased 28% than 2015.

176 HRESAESWEL 177

Reactived the Budai Sea Park
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(4)

(5)

(6)

RUEREBRVEBZFM 2EER ERMEBUVEES ST THERERBWER
R 104 £ 8 A28 HE 30 HEBXBREEMEREAERENBEEERARBEEES
B2 HEEWIRER - (TIHESMBEUEREMN -

W ERLHIEREEFIRESEEN 12015 TEETHRFE) D « BEBAXRGE
12015 PRER) > UESAmA AR > FEIRS|I EEARSM > BIHTHERR
BBAXES > WHEEE BB

104 £ 12 B 19 BHHE THGERH) E8 > BERMEEXBERAESH - 104 FIEE
MEAmEEREH » BR TRRKRERE AKREK 20 UBRFREEFHST > MEHBEE
HEEFHEEMEFETMEBEEEAN  EERBASBERMT/IVNEEHREFETETERK
g M ERE -

(8)

(9)

(10)

104 £ 12 B 31 BETIEFHFR TBeES5) &8 > AZmhEFE =S50
EEIM TREHFR - mARBERG) 2EH > BAEMERERIPIEPERHRE
BERR—ERIERESH 2015 F - WREHHH 2016 F - EAXAE 8,000 AFRES
InEE -

104 % 6 BEERAM 2015 AEERE —ERRmABSERARERTLLE) » K51 136
EFRETEHREERDE - 104 F 11 B 24 BLTHEED 100 HERER > 28 ER
RERERRRENEZEBENER

RIBEREEERITHH > 104 £ 11 BE 12 BRABFEBAZHEEERRERE » H5t
FIHBSESERXE 12 7% > MBEIABESS BA

FRIBHE B BEREATA > 104 £F Facebook A MIELIE 15 7 3,000 A% > # 103 &
HL 25% - 104 7 12 A 31 BIBHBEREHROUAES  ANDMTEARES
RS > MAREERG2ES o

4, RRERER

(1)

(2)

2015 BB EHIEHEE
2015 Whitle Christmas

NTHBERRA (FaEETHIH  BReNeRERESMAReMREERZT
= EERaRM FEEY BESFRAE) &k NANPINEME) SBSEE -

SERAHRMES EERE) « WHOMES IER%EE) > FEZRIPPHE 15
whxsh) > WREFTERELRMES BEXE ) EENEZOERZIERE

2015 BEEIBES
2015 “White Waving Farewell to the Sunset”
activity

(2)

3)

(4)

(5)

(6)

(7)

(8)

9)

“2015 Masago Classic Sand Sculpture Exhibition” opened from June 20 to July 31, 2015. A
total of 56,000 tourists have visited this activity.

We held four big concerts during July, 2015
to celebrate Summer Ocean Festival and it
was estimated that over 320 thousand people
participated in the “2015 Ocean Festival at
Dongshi Fisherman’s Wharf”. We held Autumn
Pleasure Culture Festival on September 26 to
27,2015 in Budai. We presented local specialty
agriculture product, water activities and pole dancing show for the first time in Taiwan.

Delivered wedding photography manual to wedding photography operators in
Tainan and Chiayi. Tourism Bureau and Tainan wedding photography operators
attended Hong Kong Wedding Travel Fair to promote the wedding wonderland in
Southwest Coast.

Subsidized Tainan Tucheng Orthodox Luermen Matsu Temple to hold 2015 New
Spring Lantern Festival and Nan Kun Shen Dai Tain Temple to hold the “2015 Salt for
Peace Festival”. Those two activities are in cooperation with nonprofit organizations
and attracted thousands of tourists.

Held the “White Christmas” activity and invited private business groups to join this
charity activity. We also invited twenty national champions and local school students
to have dinner with elder people living alone. After dinner, students took national
champions to visit salt field and promote local special scenery.

Held the “White Waving Farewell to the Sunset” activity on December 31, 2015. We
invited local band and Beimen Junior High School's Drum team to play. Everyone join
this year-end concert to embrace the new year. An estimated 8,000 people attended
this activity.

Held the “2015 White Southwest - Southwest Coast National Scenic Area Photography
Competition” in June 2015. 135 contestants attended this competition. The judges
selected 100 winners and their photos will be important promoting resources.

In order to promote blogger marketing, we invited famous bloggers to visit scenic
area and published twelve related articles between November to December, 2015.
These articles’ page views reached 850 thousand.

(10) Actively promoted social network marketing. Our Facebook fan page has reached

153,000 thumbs-up. The number increased 25% than last year. On December 31,
2015 we 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

(M

(2)

2015 A EEALER
The 2015 Autumn Pleasure Culture Festival

“White Southwest” is the main image for marketing campaign. White can symbolize
local features and romantic elements. We will keep pushing Romantic Avenue and
Fish Village Art Gallery.

We have developed four core specialty tourism areas. They are Dongshi Budai as
Wedding Sanctuary, Sihu Kouhu as Happy Park, Beimen as Wedding Wonderland and
Qigu as Love Paradise.
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(+-)

AHEEZREASE http://www.siraya-nsa.gov.tw/

ERNANRAREABENRRES  BAERAARME - RE

FHEARASELEBIENRERS - Bt RS REMT « SEN ~ ‘.’;
rrE ’ Ei@
ERERESESEENEERERM Y ESD - 104 EESERS (E28

HEEBIZEE (101-104 F) | BF (AHEERASERBHE] SIRAYA
EETHREENT o fi 1l

1. REER

(M

(2)

(3)

(4)

ARBEEZBEBRXERXEER  ME RIUKEXESERRERENHHE
£ BIMERRE « BRECERSE BAYESE  BREEEIE - MR
kB EETEETRIREIR > (FAREBEAER - 178 - KIEERZ2HE -

AERTFRIMSHEEABRKYE > HE BHEERXAREREXSHEECRERE
EIER) RAZMEERMBAFEZRFRNER > AT REFRAIIEE - BIEEHEA -
BEAXE  RBERKESS > HEER BARRRABZNHMFEXTHNEES
B T—REMAEBEFEAXBRABEEENTY -

AREHREENERELC  RERAEEARASTINE » FHRAERERKIEA
BEXEEREE > HE RARERESEEAERENHER » TARFEMER
BESREE > GBETAMES > UBEHEHESHE > RUAEXEMSB - B M75%
22 1 LINE 348 > R EAESIFRENRMENR » EMRESEZABKREALEE -

EIREREE  BRETCREL  RHEFEH RENKEBRE > EEKRELR
MR FHEETAODRRBERRBREAEREEARE - ARLBESRREMES » TR
BWEBETHRAOETRIENM  TRRABEARMBALCEREEE « SEEMILERMCL
B RESENE  RUABRASERIBAFEMES ERHANE  mIEEMMBADE
BERENE - AHFIHEBERBFEAREEE BAETHFEERERERE
EERTEERES  REJNAEMTEMHSFE > URABRKSHMZERSE
TEAZERBEEZER - FUBEEGHELSN  BETEEGEKREEENAF > #F
ACBR-FESEMEERE  ENMTEIFE > SEREERRIIRER -

2. KEEE

(1)

(2)

(3)

(4)
(3)

AR B - EHSEEBEURBEEEL B - T RPN FEER
RBHE > ARHHEABTEZHSEERBRZBERE > HEMERRESFERR
BREETR > WRENHAREHRERBZARTBEH TR » LUFHEANBRE -

AREAZIRERBRERFALBINEER » FEEEZE -

RERER - TERKREEES » EEEERARBEAHLRML « IRIFER > WiEE
BARABERRE ; L5 > ERBRERAZAEZRFROZHHRERE

BE EHMEREERAR  BEEEXRKRFRITHKERY » ARERLZEEENRT

FEMBIRAEWIRERREER - REFHT I WREEE 1 58 > BEHERER
28 WABEBIRIEHE SN

(XI) Siraya National Scenic Area http://www.siraya-nsa.gov.tw

Siraya National Scenic Area with its unique graystone 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 2015, we kept promoting the “Siraya National Scenic Area
Development Plan” in accordance with the “Mid-term Plan for the Construction of Major Scenic
Sites (2012 - 2015)" produced the following major results:

1. Planning and Construction

(1) In order to implement the sustainable tourism, we held “Financial Project for Siraya
National Scenic Area Development”. This project covers a variety of plans for us
to carry out development, marketing and construction. Those plans are land-use
program, ideas of tourism development, management of total recreation, financial
program and estimation of self-liquidation.

(2) Carried out “Siraya National Scenic Area Romantic Hot Spring Corridor Project”. This
project will present the progress of Guanziling for three hundred years including the
Siraya Culture, Japanese Occupation and the Han Culture. We combined education
and travel and expected that tourists can learn the history and culture of Guanziling
in the nature scene.

(3) In order to upgrade tourism industry and improve sustainability, we implemented
“Project to Develop Tourism Industry of Siraya National Scenic Area”. This project
recruited five private operators and invited community to establish an industry
association and established “175 liangmeng” LINE group. So they can work together
to increase the value of tourism industry.

(4) In order to provide a tourist-friendly environment, we carried out many landscaping
improvements such as Guanziling Entrance, Guanziling Recreation Facilities,
Lingding Park, Red Leaf Park and Wushantou administration center. Regarding
for domestic attractions, we improved Lover Park Landscape, Meiling Information
Station facility and Erliao Lookout. Regarding for local attractions, we improved
Shinong Timber Land for rural tourism and landscape of Nanhua Information Station
Entrance. Besides, we implemented renovation of Guanziling Hot Spring Corridor
and Taril Pipline to upgrade the scene to international spot. We carried out electricity
underground project in Lover Park and Erliao Lookout in collaboration with Hinet and
Taiwan Power to create a blue sky without wire.

2. Operation and Management

(1) Traffic Alleviation Measures were carried out during continuous holidays such as the
Chinese New Year holidays, the Tomb-sweeping Day, the Dragon Boat Festival, the
Moon Festival and the National Day; and coordinated with the local police stations
to implement traffic controls at areas with high tourist volume and likely congestion
bottlenecks.
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(6) MHABEEERAHIFI—EMHE KL ZIRRIZRESHEIRRIZ - BEZRILIR
BFRD ; ANERBERRE AED HEERE - Bl 5 AEERBEMERL 0B
3. EfFHEE
(1)  HHETBFIEWLEPESE DAYS &8y | ~ T EERE | Kk I ZRIDEEX | 758 REEXRME

RAAEE) > WE7EM R E L EITE - RS HH -

(2)

(3)

(4)

(5)

(6)

(7)

WHE T meEREmITH o BAER 10K
HFFERXAEm  UBYRLNEES
BRI OB logo M @METE R » #T1E
UBHHEHNMEHRE > TEBEK
ARMER - TABE/NEBHE » HHEAK
EZHEEBYFHTE o

AR T BRIEKERRERE | > BB
ERAYEIZ B E R A - FELES)
IR ©

RETAECSm > S3mE T~ DEREGEAN | T RMFBEEHR 1 K T B
EXAEm > RBBEETORFEERRERENE  REEFRSGEE -

BITRBIEShRA ke > 84 [TABE) 1~ 35 - HE 3 BESREBER [ lFEER

Bl%o

FAMEETE (FB REBFIR) » UAEHEINERRIFEES > €8 [ XAImEBXYF
BITHEZEEREZESHMAIN T R I ZRAOBAEN 1 S THHENMEEE > B
EEFEE  ZSECHURSHYRABRERRFNESS > WMEETEENE - i
BEAR > RABINENZE -

EREETIEFRRE  HEBNIRERF AR 0 104 SHIHE 9 BET - &
36 FRATER « BEERERR - FARBE®H  BE Und ~ RER - EBEREERMBERES
IREEE BRI o IEINBRIEE o

2015 EBRE T AERRERE ) EXRY
The 2015 Go CreCar Race The press release of "Siraya’'s Big Adveture"

(2) Took out public liability insurance coverage plans on scenic area facilities to protect
the personal safety of visitors.

3)

A patrol plan was mapped out providing for scheduled, unscheduled and
joint supervision to maintain an understanding of the state of public facilities,
environmental cleanliness and the maintenance of natural landscapes, as well
as the scheduled completions of fire safety inspections and repairs of the visitor
information centers.

For area control, established and renovated real-time management systems at the
area facilities to show and get control of the present, real-time situation.

Continued monitoring and survey of butterfly ecology at Red Leaf Park, held butterfly
festival in the summer, and encouraged community participation.

Combined the private operators and official departments to organize training
courses on safety control and emergency ambulance service in the water areas
in order to provide safe travel environments for tourist; installed AED (Automated
External Defibrillator) in every service spots in the Siraya National Scenic Area, and
now the five tourist spots in this area are AED-certified locations.

3. Advertising and Promotion

(M

(2)

3)

(4)

(3)

Held “Guanziling Holidays"”, “Go CreCar Race” and “Observing the First Sunrise in
Erliao” to improve industry brand. We also promoted these activities with local
businessmen to strengthen local consensus.

Carried out a “Brand Product Campaign”. This campaign united 10 souvenirs and
gifts to sell on shopping websites and used the heart shaped Siraya logo as the
brand image. We also connected famous web writers and TABE Market to promote
Siraya's brand.

Published “Siraya’s Big Adveture” which introduces attractions in Sirsya by fictional
characters to promote parent-child tour.

Developed many souvenirs including brand T-shirt, thermochromic cup, figure USB,
creative magnets, etc. Tourists can buy these products in every Visitors Center and
sale counter at stores.

Published “Tabe” in Chinese, English and Japanese versions, “The Guide Map of
Guanziling”, etc.

Held internet campaigns on social media network (FB and E-paper) in the form
of playing games or sending gifts for participation. We also held fan meetings
and made holiday animations by Siraya Mascot and OhBear to increase Siraya’s
popularity.
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4, RRERER

(1) HESESECHBIRD > RFERIHENSNEZE > WUARRK (7 - K 1R 58) IR
AR > BB R - BUINE - 2REE  RRERREMRESERRINE
AR

(2) UBAFEER - RUWMBE ~ AR
EFEMBRATE FAERESREMN
EFXHEI/IRITER  ERRRLE
HEITH > EEERRBIES -

(3) RREMPORE - EX XL BB 8
HTPE RORE > MFREN [E]) ~ TX
61~ TEX) HBARRIH > MARE

MalH ®MF BRABRENER - &
SENER  RPMARNCREERGES -

(+Z) EMEXRESE http://www.maolin-nsa.gov.tw

EMBEREARERESHETRME - HRE « NEBEERFRR
=PI BEM - BREBZL 6 EE () > 2EMFEREILKRER
IEUFELBERAE ~ RAPRIARFERE « BU+/\BELL ~ FUIE
EMWRLUBREAR > RESHE - FRWHE > ERG% 55 9,800 2

)
8> BRRABEZHARE BRI O RS - X208
A SHNAXABRLENHENES <104 FREED (E Taivwan

SESLRBNIRBRHE (101104 5) | BT (EHERARER o
BEE)  WRARARARERIE  BABXRBRTHRER
HAREEEAREERENZ R  AFEEETEAENT |

1. REER

(1) ZEHZEeRINBERERBERMNETL
B RRETHERAERERES
HANETRE s RUBEERBRENE
IR -FTEHMEHRKRBEREAST
B HREBRMBERBERBERES
“HEIR - ZMEmBREIRE
EREZARBERFHBARKLETL
IFRRMERE R ERIE -

(2) EREMEAREERFEZRARESHERRIRE IMEAREREHRIEERRZSEE
RBERFERE - RMMEERTABRHEGHAEREFEREHFTN T EERT
E EMBERERERILEMEESR -

SMERERETR
The improvement of Duona High
Suspension Bridge

The Siraya's TABE Market

(7) Held 9 conference presses and issued 36 press releases. We invited China Times,
Apple Daily, UDN, Xin Media, Chen Sheng Broadcasting and blogers to interview
Siraya to increase popularity.

4. Future Development

(1) Promote high quality country travel to present the beauty of Siraya. We will carry out
value-adding services on spotlight tourism in five fields (sight, touch, taste, smell and
hearing).

(2) Develop special travels based on local specialities like Guanziling Hot Springs,
Dongshan Coffee and Siraya Country Style and connect industry with marketing to
promote specialty tourism.

(3) Present the scenes, industry and culture through tourism platform and focus on
development of culture tourism. We expect to bring a touching culture story to
tourists.

(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 2015, the Tourism Bureau continued to implement the Maolin section of the “Mid-
term Plan for the Construction of Major Scenic Sites (2012 - 2015)", 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) Completed the improvement of Wutai Guchuan Recreational Area and the
surrounding facilities, the improvement of the second phase construction of bicycle
trail and surrounding facilities, the improvement of Liangshan Recreational Area,
the improvement of Bulao Streets and surrounding facilities, the improvement of
the second phase of Pulai Stream Xitoushe War Road, the improvement of Duona
High Suspension Bridge and the improvement of Laonong River Rafting and the
surrounding facilities.

(2) Completed renovation of traditional Maolin stone slab houses and produced aerial
photography and multimedia videos. We evaluated the number of tourists visited
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(3) HHENRBEEERENAERART  EMRIRHBEHIURE - EMBERAZTEHRNLE Maolin and benefit of Butterfly Watching Festival and the maintenance of Maolin
BEREEXWHESHRINRELIRE - National Scenic Area website.
(4) Z2ERBRGELCERIERRMIRIZHE (3) Carried out construction project of Sinwei recreation area, environmental education

2. KEEHE

B tEHEEME TEERRASERZMESEINGE) « RMEREREINEE

certification in Maolin and industry development plan for Maolin National Scenic
Area.

(1) ASIARBARKCESELERIEL > kit EERBIHBARER L BB TRHE (4) Implemented construction landscaping and maintenance in every tourism spot.
BRAFLUEBETEERES2HEEEBE ROT X » EEAZERR - UKEBEES
TERE=#FIAEZLEREERBAS2EEERE ROT £ & - RIGEBNKE 2. Operation and Management
TSR UEREREACEREE
(1) In order to encourage private sectors to invest in tourism recreation areas, we
(2) ARATIRE-FXHERE > WE TE—EBKMEASINR, > BRAEXKESES - have implemented Liangshan Camping Area ROT and continued to supervise Saijia
Recreation Area ROT.
> (3) HAEKBEAEBRBEANRBEZERNRKEEMKRILHRAN > RAFERRTLHITHE
% FARIBLE R ERT > ZNETBEE2KERET 15N TRNERBBERIRE - (2) We held Emergency Medical Technician Training for volunteers and co-workers to
c enhance basic emergency medical skill.
> (4) WE TEMEXEREHEACEREBEEHMEENZEXZRTCHERD ) » HHEER
x NRERBGHEBETEXEZENATKRES T - BAXEERSHRE - B XS EHKE - (3) Held suspension bridge security check and practice once to make inspector E
8 EXRAHEERGEBNATIE2ENESS  HRREBV P RERETRILEESE understand the condition of suspension bridges in autonomy. é
= BAERZEE WA HNEEREIRERERERETIEESSE - _ _ . . , o
o (4) We have a plan to develop Maolin National Scenic Area and cross-field value-adding 'g
zZ (5) HEHFERIEM  RBRUEZTECEERAKEHEFERIRMEERZIARE , SHHIEM FESRE » on tribe culture. We have researched the indigenous tourism industry and assist o
5‘ BEEMTE B ENEEESEEZETNN BB EEAREZLIEWIR T » them to run business independently. The results have infused energy to develop =i
= WEMY REGREYEEMBIEERS,) > HEFIIWEELRIREBEMAEMAIE - indigenous tribe tourism. The local sectors gave recognition to our promotion on %
0 indigenous industry. o
< —
™ 3. EREE (5) Recognizable Measures: We provided personalized postcards and aboriginal clothing §
o (1) $HIB 12015 B REHEE — BEAR for V|S|tor§ to take photo'graphs and held local sem.ma.rs to encourage.exchange 8
E Ui RBIES) « 2015 - 2016 LIHTE ar:nong artlsanj, cs\;cerkllng |ndusg;y,har;d ;hep.arts creatlve.lnddustry Tlhd assisted all of Lg
)% SEMEE | . 12015 - 2016 BB M ;coce;rrgeL\Jggrj]zaa”eir‘.ancz vi(;/rekesta ished the Pingtung arts industry alliance to promote g
z KRS - BFEHIKS) FRYES ' 3
o EERXMERERERALER > R3IK - _ g o
< 95N o . Operation and Management :
g (2) HEHEMBGHEEEEEEE  SE (M Helq the “2015 Austrc.)nesi.am Wedding'— Love in I?awu I\/I’c'Juntain", 'Elhe “2015 - 201§ Hot g
o SENELNE » WIE THOER TR Sprm'g Season of Whispering Flgwers in Mountain Town ar\d 'E,he 201.5 - 2016 Taiwan T
2 B« [EERA— R EEEME Mac;lm Pudrple Butterfly \r:alley B.|enn|al Butterfl;;lsl\’/tleaLJI'Fy FNes'FlvaI I\/SVatchlr;g Season were =
T SEE) « NES@ES < [HCRBILE conducted to promote the tourism resources of Maolin National Scenic Area. ?
)Z> 71~ TRWBLR) ~ TRMSHERXK (2) Held the “Hla'alua miatungusu”, “Pintung Tribe Art Festival”, the “Huangjin (Mango) 8
R FEH o Legend”, “Taoyuan Sakura Trip”, the “Wanshan Warrior Festival”, the “Tapakadrawane =
(3) BEHMBENESE B HH AR Festival”, etc to promote local tourism industry. o
2015 SHEEREL & 2015 29 (3) Participated in the “2015 International Travel Fair in Kaohsiung”, and the “2015
BIFRE IR EEREE o International Travel Fair in Taichung” to promote local tourism.
(4) AEEERRBZEEM > ESHER (4) In order to advocate the importance of environmental conservation, the Tourism

Bureau, in conjunction with local administrations, schools, and organizations, held
the “Training Sessions on Environmental Tour Guiding”, the “Outsourced Construction
Project (the second phase) of a Database for Foreign Language Interpreters and Tour

'I 86 2015 FA BIREFIERE —BERRLL
2015 Austronesian Wedding - Love in
Dawu Mountain

LR SR 187
The opening of Hot Spring Season of Whispering
Flowers in Mountain Town




(5)

EMRANNENEREERRERE
ZARERIAR (B2TH) 1 > RELE
BEREATHN > EEERBEEER
MR RULZHHRER > RERA
NRBEEH > LUKEFREZEER -

RIEBEEARERXE  EER#HE
77t B IESCIE S » BB R HEER

Guides in the Maolin National”. It is expected that conservation awareness might
be improved through educating the public about the special lifecycle of the Euploea
butterfly. In this way, the environment may be protected and sustained.

(5) In order to inherit aboriginal culture, we assisted local organizations to hold culture
program. Through knowing about tribe style, traditional songs, handicrafts, we
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.

BERRE - ERAERFIZRSE
P& AR - HIE IR T EDE L5 X
BEEAE - BIEmMBEN LK > B8
EBEEERNAERLER -

(6) EMEEBMILIMUR  BBKRAZER
BERRITHERZS  BElAME
BARMBARERIEZ— > TR
FRAEEREE - 2EHERERM
EXEm EREAFEBRE - AX
RBERERAERFRESN » HiER
RIS E > FILRS|EEED -

(6) Because Maolin Administration has spent a lot of effort in development and
promotion since it was established, Maolin National Scenic Area has become one of
the most popular tourist destinations in southern Taiwan. We have designed a variety
of foldouts, maps and publications. They are expected to offer travel information for
reference and attract tourists to revisit.

AR MEENEO | B

4, Future Development

(1) Establish entrance image of Maolin Scenic Area and linked this area to other
attractions to improving the service quality to international standards.

(2) Make Maolin National Scenic Area as southern Taiwan resort combined hot spring leisure,
indigenous culture and adventure travel. We will carry out the promotions in four fields
of hot spring, ecology, religion and indigenous
culture. We continued to hold Austronesian
Wedding, Biennial Butterfly Watching Season,
Plum blossom & Mineral Spring, etc.

4., RRERER

(1) BEFARKEBAORR  HBERF
ZREER > RABRRB R @
B> DUEBIFRKE -

(2) EBERMEXRRESEARAE RERXE - ERRESFTRZEMEERERM o
EHRR  EE R RRXEF 4 XRTHEY > REBAFESRNMEERFER
SFER - WRTEEKESTEFEE -

(3) MERBBFFTHEEDRL BEEELERPERBITEERR  TEAHRTRE
TR FHE R ARFE R AE ©

(3) Construct a new administrative center, an ecological
hiking trail and a cycling trail to complete public
service facilities and improve their recreational
functions.

(4) By the two principals of environment restoration
and reconstruction, we will try to make Maolin
become an international tourism spot.

(4) ARRESHEEZRURBUBRUT - RESE > AEBR > MERXMBE RS
BERRME -

-

(XIII) Dapeng Bay National Scenic Area http://www.dbnsa.gov.tw

VNIHD 40 DI79Nd3Y ‘NVMIVL 510 INSTYNOL NO L¥0dIY TVNANNV

(+=) KEEEEZXASE http://www.dbnsa.gov.tw

AFEEERAREENSHEATE  THEBRERRARBE _ |2
MM 2 MIRRIRIKBER - AR  ABMRRHEEFZEE K {%ﬂ%
BAAXSRE > AREERRBRERSKCERNS > 104 FiEE
HE E2BAREERPIESE (101-104 F) 1 BT TKEBEZRER
ERE&@mstEl > EETFEBUT !

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 “Mid-
term Plan for the Construction of Major Scenic Sites (2012 - 2015) was implemented. The
major achievements in 2015 are as follows:
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1. Planning and Construction
1. REER

(1) BEREAEEREER

(1) International Tourist Attractions

BHFLERBL

’| 88 [ S i 25 22 B R BT IR A I B B
The traditional handicraft - Glass Beads

The foregn tourists experienced the mark-
release-recapture of Euploea butterfly

PHE IR A 2 E SR BRI 189

The young couple of Paiwan wore traditional wedding dresses.




A METERIRESEHER CHO3 ZIREK A. Completed the second phase work on Tender CHO3, involving widening and
SHERMmE _HTRE - landscaping work to a scenic road encircling the bay.

B. MBSO ERIZERTIE - B. Completed the construction of dredged channel at tidal inlet.

C. WIEEMEEREBEROLEETIE o C. Completed the construction of Costal Park Tourist Center.

D. MEEeNERER > TRHBOMEL D. Completed infrastructure construction, including the dredging of the shipping

R IRERENBEETLR

channel at the tidal inlet and project mapping in tour bay cycle path.

(2) RBEAEESMER (2) National Tourist Attractions

TERERIRA S GRS IRF NS D E  MINER T mEE o Continued the construction of the Liuqgiu Scenic Area and enhanced the quality of

recreational environments to increase tourist satisfaction.

AR MEENEO | B

2. KEEHE

e . o . PR 2. Operation and Management
(1) MWEBEXRBEERESE BOTEZRENEIE > WEHAMBOT ZEILFiHAZE > EITE

EERREEEE - BEHS - RAEERBEME » Go-Kart EXRIEAZEREE -

(2) EREANRIEIMEA > ERiEZZSERBE - WRE - BAOEMARRNE « RIKE
Bt BEERFUIKERBRERBIMEESEIE > IREHREZHRE  BEXRE-ER
EBIBIE o (2) Completed the operation of multi-function visitor centers, Keke Island, the facilities of

' Pengcun Wetland Park, the shops of Liugiu Station and the Liugiu Eco Campground

were outsourced to save the workforce and increase income. These places provide

recreational services and information on travel, recreation, sightseeing and
accommodation for tourists.

(1) Carried out the contract performance management for the Dapeng Bay National
Scenic Area BOT project and also held the regular BOT review meetings. The motor
racetrack, Orient Resort Penbay Hotel, and Go-Kart have begun operating.

(3) HBARIEE

A BHEBERAHKREEN > WHHEE
FKBGIL ARS8 R/ N EK & R s > L
ARFE b

B. HENAERMIRIZH T IHEAE

104 F2EBER 51 1 > 5 3,105
AR o

(3) Recognizable Measures

A. In order to make tourists more convenient to access the travel information, we set
up many information stations in Dapeng Bay and Liugiu in collaboration with retailer
and merchants.

. . B. Promoted the approval of the environmental education area at Dapeng Bay Wetlands.
3. ERER In 2015, an estimated 3,105 people participated in 51 activities.
(1) #BE 2015 BEiREHREIRERE]
2015 K M5 7 i Bt 11 A & 51 5F
g1~ 2015BRA 9B BEER
RItRy ~ TEZ_EAMBEE g
BRI & THE M KBS
EXHR FTHEEEE > K8
1T EH A MG T P B 4L ficids o
(2) EERFBMBATHIE 12015 B
BB E) X 2015 &R
REBEFE -
(3) B EEFEHEXEXRME LEAZ2MS#E - 2R SUHERRERE FREHE

g FRERKE > HETH MEEF SRR - BMBERIMEE AR o (3) Cooperated with the Hengchun Peninsula Doubling Tourist Arrivals Industrial Alliance
to participate in international travel exhibitions in Kaohsiung, Taichung, and Taipei,

3. Advertising and Promotion

(1) Held “2015 Tour De Taiwan”, “2015 Dapeng
Bay National Windsurfing Championship”,
“2015 Dapeng Bay Heroes Galaxy Marathon”
and assisted travel agencies and operators to
establish Dapeng Bay Travel Industry Alliance
and to keep promoting Dapeng Bay tourism.

REEABEBAZLBEAIAS
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(2) Held the “2015 Blue Fin Tuna Cultural
Festival” and the “2015 Taiwan Hot Spring and Culinary Carnival” in collaboration with the
Pingtung County government.

2015 KBS AL R FIES
2015 Dapeng Bay National
Windsurfing Championship

190 BEABBEE R NIRIR A R

Coastal Park Visitor Center The information station in Liugiumerchants.

AIEEE N ERM RIS ’| 9 ’l
The ceremony of Dapeng
Bay Travel Industry Alliance
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(4)

(3)

4. RRERER

(M

(2)
(3)

(4)

(3)

EEHEBET R > HHERTIE
HERIREEE) o

R DNIRMCR BB BRIEIFER
REEME ~ VNRKEDHHEER
BIRIEE ) TR FERNT
#H UNRKERE) o

RERBZSEAXBEEXRARERE  Ea PERREXREES THERKRZINEE
EENREERBM) o

FMAALRMAR  EEEVZHMEERRERMERIEHE -
EEBRERNBERATNTHME o

BUMMBERZREES » B/ NAKARE
ERTEEEI=—ABEEE -

BERRIRE o MG 75 R A S B AR B RS O

BREERBEOREXEEBHBT - WEZmA TAGEERERER o

= IR EMEE S RF R MR

(=)

(2)

ANBEMEEERZAE > 104 FERRARECEEERLEHETEZ K TH
XMARBEECEEREL2HEETEREEEZR) (103F586 AEE) » A
ZRVE - EEIEEMERZ (D84 65% K& 35%) ° FRVERBFEKXMTAEE
REFBEAN ) BFELBEAKECREERKRES - KWEEEZE K58 14HE
10 B 8 HEE#MEBEERERINKEERAREEER - WETHOEALLERRE
BEMIE - B4 A3HE 10 A 18 I EEREKEREEMEZZ

BEERKCEEEREEZREMNE  kENME - MEBEBERNMIDFAER A3 85
HEE R&BEF - LEFAESUBARESREEERE - TNETEFHD > UBAE
BERN TRARSmE) 1B REEFEERN RIFRERE) B JHEEEN MR
REELZE) BRERAER -

BZ=E BNERBRBUERZED

— RIS REE

(=)

192

AEREKREEESRFREETRE > SEHRNUFPE KB EHLETER
REERERE > E 103 FIEEWIE 195K > BB MARE 1,575 A - FIZVERDHER -
EEREERE  BLRR - EHETEEES > BELUEFBEEAL BRAEHR 2T
Mo LURLBIMETEN ; AREBEBAEAMERE KEEREHZE2EE) E& >

201588 ~ Y5« EEFHMN
2015 Dapeng Bay Heroes Galaxy Marathon

II.

0]

(I

as well as the Singapore and Malaysia Travel Fair, and the Hong Kong International
Travel Expo, so as to emphatically market the “Hengchun Peninsula Package Tour
Route” and to increase the number of domestic and foreign visitors.

(4) Launched package itineraries in cooperation with the Kenting Express Bus.

(5) Held the beach cleaning and marine conservation activities and electric car experience
press conference to continue the promotion of the Liugiu Scenic Area.

4. Future Development

(1) We encourage private sectors to participate in Dapeng Bay National Scenic Area
Development Project with governmental agencies to bring about joint developments.
We expect to turn Dapeng Bay into an international multifunctional resort destination.

(2) We used man-made wetlands to create a diversified biological habitat and held
environmental education.

(3) We have established the Coastal Park to Be the New Spotlight.

(4) We established a “Coral Reef Eco - Learning Island”, improve the Liuqiu Scenic Area
recreational environment, and link yachting events with the developments in the
Dapeng Bay and the Kaohsiung metropolitan area into a triangular recreation belt.

(5) We built a fast and easy tourism transportation network, connecting Kenting and
Sichongxi to become a “tropical beach vacation corridor”.

Improved On-site Supervision, Evaluation and Results

In order to carry out a fair on-site supervision as well as assessment and grading in 2015,
the operations management and security maintenance of national scenic areas were
evaluated in light of “Directions on the Supervision and the Evaluation of the Operations
Management and Security Maintenance of National Scenic Areas” (which was revised on
May 6, 2014). On-site evaluation was conducted by the judge group and secret guests
(whose scores accounted for 65% and 35%, respectively). The chief of Technical Division
of the Tourism Bureau, MOTC assumed the chairman of the judge group, who 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 May 14 to October 8. Taiwan Institute of Landscape
Architects was authorized to take up the responsibility of secret guests, who carried out
on-site assessment in the spots managed by each national scenic area administration
from April 3 to October 18.

Being graded by the judge group and secret guests, the results revealed that the top
three were Sun Moon Lake, East Coast, Northeast Coast and Guanyinshan. Among
the secret guest’s evaluation, Sun Moon Lake got the highest rank in “Service Quality
Improvement,” East Coast got the highest rank in “Environmental Cleaning and
Landscaping” and North Coast and Guanyinshan got the highest rank in “Tourist Safety
Improvement.”
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HEREABFEBERZEL - REKRIEIZSFRSFEN > RERESBKEBERETEHE
BRFLE2EEERI TEEHSHESE 12EMXEN 121 1 - RKERERE
DKL E2ENME > HEEFEREZREEE -

(Z) FTEBKZA S KEERE - BAAFEHIZFRES > XHIZEERBKER

EHEERETULE  REEFITEREYZE ; SFSEED & () B - M
SMKIERESERTAZHE - ST > TN KBBERIHTIEEHARESTME
BRITEREFRKHBEZEENTHEEZH 2ZREZ  LIHBEREHZBE « BRE
B AXERGNEBMERLEZEE - ZANREERRASE KRB EZHREEE
A E TEREREREEZBKEBEREHNLEEETFEAN » MARITKIRERES
LEKREZER > WRATHKIIAFEEEEZTILEE - 5IEEK 2~ - KEE
HE - BAARZFEHIEFRES  XHEZEERMRRAEHEERETULRS >
REBXIEEEEHEZE ; EFSEED & (h) BT > MeRKIEREEHERTS
Z8E SR ITHE AKEEREHTEREREET T ; BHRITHREFKHEE
BRITHEBEERIZZEER > UHHEREGZBE BREE > AXELSMNEME
MBEZEE - ZRANMBEEEARAREKFBEREZHLE2ERE > 5] EXEARERNE
MEBKFEREHZEEE LA » MARTKEEREHZEKEZEL] > It
RHITHRIIAFEEEEEZTLLEE -

=~ HEEER R IRE IR IR
(=) HEFEER M IRERIKE

BXB%E 101 £8 A NERERKEIRIEHEN/VE) - HBINERARE  BOCIKE « IKE -

REEERRN > UEBBEAERRRSRERE > B50RRERIREHRSHEELRINETE
BITHREE - 104 FHEBBRWMT ¢

FRE 13 ERREREEEERIUK
BREZBSHBARAZFE W
EEERKERIERNEIF 104 F
HENETR 13 FERASERER
MR ER AR 0 WUARIRZIR ~ B OERE
ETHAHEZRRBHS -

WERTERRTHIRZERREERS
B 104 FHEERXAREBRHTT

R 12 EREREKRETEZIR  #HE
SRIERS o

1045848 BE%® TWHEEZT
AR IRIT R AHENERE ) o BIEIRTT
EMITIR R REERRDE 2 BB
MU BRITEHHIRBERRBEEALZ
BXRERIEE « Sz ikiEEm ©

BE IE2E8REME > REEBRERE
BERSEZIRKESAHERES -

194 Bl R E = & S8 AR IT R E B RERAREE $RE2 R RS

The press conference of tour for aging Senior citizens tour

people in National Scenic Areas

Section 3 Promotion of Policies and Acts on Tourism Resources

oy

(I)

II.

oy

Promotion of Water Recreation Activities

To promote water recreation activities and improve tourist safety, safety demonstrations
and experience workshops were held or subsidized annually. A total of 19 such events
were held as of 2014, with over 1,575 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 special section concerning water recreation safety was set up on
the Taiwan tourism information website to allow the public to consult related regulations,
limitations, prohibitions and other cautions. Short education videos on operation safety
at various types of water recreation events were produced. These were linked to the
Ministry of Education’s water safety website and the National Fire Agency's water safety
information website to provide comprehensive safety guidance.

Stipulated cautionary points of consideration for activities such as scuba diving, rafting,
jet skiing, and canoeing for regulatory institutions to publicize as necessary according
to existing management requirements to remind travelers to pay attention to personal
safety. Various local government bodies were reminded to reinforce guidance for water
recreation safety violations and set up signage at main water recreation areas. The Coast
Guard Administration was asked to inspect boating and scuba diving activities for safety
compliance and follow-up on violations. The Fisheries Agency was asked to reinforce
education on boating and scuba diving regulations. To reinforce the safety management
of water recreation activities at national scenic areas, a handbook of necessary
knowledge concerning the subject was produced as a criterion for safety inspections.
Results of safety inspections will be listed in annual supervision and evaluation
assessments.

Promotion of Accessible Travel

Barrier-free Travel and Senior Citizens Tourism

In August, 2012, the Tourism Bureau established a group to promote barrier-free travel

environment in national scenic areas, tourism hotels, hotels, home stays to ensure the

disabled and the seniors can travel outdoor freely and easily. The measures taken in 2015

were as follow:

Improved the accessible travel environment by the universal design in the 13 National
Scenic Areas. In 2015, kept completing the 13 barrier-free travel routs to make the
senior citizen and disabled more convenient to visit these places.
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5. MEAIMPIAEEERRIRZHFRER TR

(1) HWHHEZASEEREEDRESN 104 F£4 B 30 BFHE NBLRBEE S OE5
EfEmAEl o

(2) FHEPHEZAZLTEBRGHEEMNEST TN 104FOR7AMET IREHT > &
BEE GO !y MEF=thEERRERTE) o

(3) 104%F 108 15HKR104F 108 22 HtEKREEWE 2 15X R REEARER
IR EEEERTE) o

6. EERKERERIREZKIKETHES -

(1) 104F 11 B26 BE TEX
ER&iEARERESELE
g BRE1IBEERESESE
R ESRRME » MIUAAFR
BRXCE G RRABERSEAB
BERESBEMIHERIGTE o

(2) 104FE9 R 23 HiE TEXKA
=EIRERRIERAR ERE » ;
NBZERRAREREBFREER > WAHBEEIEERLZ THB EEERERERTT

DI PHERRAR RS ©

(D) =BBEESEExHEEEEHRE

THRAESEFRBELER > EE ESEHERLRRBATE IR » UHESHRSIKE
HEEPHEARE > RERKSZHEHHRE > GFEBH2EUBEEMD REEZES
BENFEAOARESZEEBATHESERAMEY > FREESHRESEARSIREEETS > 8
BREHMASEEN  ¥RARATZHEEERN T -REENGRERNE > BHAERE
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The press conference of universal tourism
environment in National Scenic Areas

2. Assist the travel agencies to promote good package tours for senior citizens. Published
12 free independent travel tickets in National Scenic Areas and 9 group tour packages
in 2015.

3. In order to encourage travel agencies to develop high quality and diverse travel
products for the seniors and the disabled, Tourism Bureau issued and revised the “MOTC
for the Brand-building of Travel Agenues on May 4, 2015.

4. Set up Taiwan Stay website to provide information of hotels with barrier-free accessibility.

5. Held education training of accessibility and senior citizens travel for public officials.

(1) Subsidized Taiwan Association for Disability Rights to hold workshops about implement
of the disability rights in tourism on April 30, 2015.

(2) Subsidized Spinal Cord Injury Foundation to hold seminar about accessible travel for
the disables in Mainland China, Hong Kong and Taiwan on September 7, 2015.

(3) Held two “Universal Design in Scenic Travel Environment” seminars separately by
north district and south district on October 15, 2015 and October 22, 2015.

6. Promotion of Accessible Travel and the Senior Citizens Travel.

(1) Held a press of universal design in National Scenic Areas to present the achievements
of 13 National Scenic Areas constructed by universal design on November 26, 2015,
and held pioneer activities in Guguan Hot Sprint Culture Center, Hot Spring Park and
Guguan Suspension Bridge and etc.

(2) Held a presentation of senior citizens tour route in National Scenic Areas on September
23, 2015 to introduce travel products in National Scenic Areas for senior citizens and
selected the tour designed for the aging people by Sun Moon Lake Administration as
the pioneer activity.

(I) Encouraged Off-Island Tourists to Rent Electric Motorcycles

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.

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
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2015 Taiwan Hot Spring and Fine-Cuisine Carnival

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 county administrations and electric motor rental operators into consideration
and amended the “Directions on Subsidies for Electric Motorcycle Rentals on Offshore Islands”
act which implement on January 1, 2016.

ITI. Hot Spring Resource Management

In compliance with the Hot Spring Act that came into effect on July 1, 2005, the Tourism
Bureau, MOTC encouraged operators to make necessary improvements and obtain hot spring
certification 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 2015, 13 local governments received assistance in formulating hot spring
management plans. The following 12 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 and Taitung county. Kaohsiung City government is reviewing plans for hot
spring management, and expected to complete public announcement in 2016.

(I) Established the Hot Spring Inspection Unit and Review Mechanism

As of 2015, 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, antislippage 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.

(IV) Provided Hot Spring Certification 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 operators 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 operators
without certification within their jurisdiction. Between July 14 to September15, 2015, to comply
with the annual inspection (which is held by Water Resources Agency of Economy Affairs) on
hot spring management, the Tourism Bureau inspected local governments on organizing legal
hot spring operation registration and application for hot spring certification, and continued
to require that governments of counties and cities should assist operators in obtaining hot
spring certification.
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The Taiwan Host Awards Ceremony The promotion of the seniors travel

¢ Chapter 5 Guidance and Administration
of the Tourism Industry

Section 1 Travel Agencies

I. Current Status

By the end of 2015, there were a total of 2,779 headquarters and 801 branch offices of
travel agencies: 130 headquarters and 453 branch offices of consolidated travel agencies;
2,433 headquarters and 382 branch offices of class-A travel agencies; 216 headquarters and 2
branch offices of class-B travel agencies.

FE REMRITAE BREMRITE ZRENRITHE FEy
Year Consolidated Class-A Class-B Total

AT ba/N=] AT DAFE HATF DAF YN DAF
HQ Branch HQ Branch HQ Branch HQ Branch

102 114 383 2,203 361 195 11 2,512 755
103 124 422 2,322 375 210 4 2,656 801
104 130 453 2,433 382 216 2 2,779 837

II. Assisted Travel Agencies in Increasing Competitiveness

()  To boost the transformation as well as upgrading of the traditional travel industry
and encourage branding operation, we continued to promote “Incentive Directions
Governing Awards of the Tourism Bureau, MOTC for the Brand-building of Travel
Agencies”. We have subsidized 47 travel agencies (including 29 consolidated travel
agencies and 18 Class-A travel agencies). The total subsidy was up to NT$ 2,335,000.
Three agencies were granted subsidies amounting to NT$272,342 on the interest of
loans for establishing brands. As for premium itineraries, we have subsidized 2 cases for
NT$ 200,000. As for the seniors and the barrier-free travel, we have subsidized 9 cases
for NT$ 175,920. Besides, we also assisted travel agencies to maintain business through
Internet and E-commerce, we subsidized 30 cases for NT$1,500,000. In the future, we
will continue to assist travel industry to develop branding and create additional value to
increase international competitiveness and upgrade industry.

(I) 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 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.
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Press conference of Golden Award
selection event

The group training of travel agencies

(III) Travel agency associations were subsidized to organize training courses for tour escorts
and people engaged in the travel industry. Through the courses on the trend of tourism
development, itinerary planning, consumer behavior, travel policy, and so on, the
trainees were 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 2015, a total of 18 training courses were offered for people engaged in the travel
industry, and 7 training courses for tour escorts.

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 took the information immediately and used it for early
identification of travel agencies with financial problems. Inspectors were then sent to the
agencies for safety auditing.

(I1) Travel agencies with bad records (including bounced checks or defaults on loans, massive
low-priced advertising, explosive increases in card consumption, and frequent staff
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
charged with watching out for news 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, eliminate illegal affairs and
safequard the rights for legal agencies, personnel were sent to the agencies to inspect their
operations. Regular and irregular enforcement actions were carried out against illegal travel
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agencies as well as unlicensed guides and tour managers. In 2015, a total of 91 agencies were
inspected, 57 cases of illegal operations were put down. A total of 363 tour guides and 44 tour
managers were investigated at airports and major tourist spots.

V. Intensification of Consumer Protection Information and
Educational Publicity

() In conformity with the provisions of the “Consumer Protection Law” regarding the
resolution of consumer disputes and the provision of information services to consumers,
in addition to offering consumer complaint mediation, the Tourism Bureau has also
established a toll-free hotline (0800-011765) manned by personnel exclusively to answer
travel inquiries from consumers. In 2015 a total of 948 cases were received (including
travel disputes and appeals, and cases involving guiding members of the “Travel Quality
Assurance Association, R.0.C."), with 570 cases settled, attaining a conciliation rate of
60%.

(II) A “Consumer Protection” page was set up on the Tourism Bureau website, this page
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”,
which are provided to assure the security of travel transactions and offer consumers
a sufficient and correct information. Besides, the function of searching for legal travel
managers, tour guides, and personnel engaged in travel agencies was also given to avoid
unassigned workers illegally executing the business of travel agencies and damaging the
rights of consumers.

Section 2 Tourist Hotel Industry

I. Current Status

(I) In 2015, there were 118 tourist hotels with 27,691 rooms in Taiwan. International tourist
hotels accounted for 75 hotels with 21,466 hotel rooms, and regular tourist hotels were
43 with 6,225 rooms.

(I) In 2015, applications of two new tourist hotels with 723 rooms and a total of NT$16.6
billion of investment were approved. Additionally, five tourist hotels passed the
inspection and were issued tourist hotel industry business licenses, and a total of 951
hotel rooms were increased.

II. Management Implement: Unscheduled and Routine
Inspections for Tourism Hotels

Scheduled inspections of tourist hotels were carried out from August 3 to November 12,
2015. We held paper audit for 84 tourist hotels and carried out site inspection for 19 tourist
hotels. Besides, we held four irregularly joint inspections to check 12 tourist hotels to urge
operators to do self-management and to enhance service quality.
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ITI. Service Quality

In order to encourage tourist hotel industry to upgrade service quality and offer an
excellent lodging environment for domestic and oversea travelers, we subsidized operators
to improve software and hardware according to the Tourism Bureau’s subsidy regulations for
tourist hotels. One tourist hotel was subsidized with a total subsidy of NT$1 million in 2015.

To improve star hotels’ service quality, we collaborated with the Taiwan Star Hotel
Association to held four “Value-adding-improving hotels’ service quality seminars” at north,
center, south and east section between October 27 and November 25, 2015. Professionals
were invited to give lessons. A total of 445 operators and 283 hotels attended the seminars.

IV. Consumer Rights

To protect consumer rights, the Tourism Bureau and related government offices held
inspections of gift certifications issued by tourist hotels. In 2015, a total of 138 inspections
were carried out.

V. Meeting International Standards

In order to raise the service quality of tourist hotels and to meet the international
standards, 18 tourist hotels were assisted to sign up for the Hotel Star-Rating Appraisal in
2015. 77 tourist hotels were certified star-rated hotels by the end of 2015.

VI. Incentives and Subsidies for Tourism Industry

Subsidies were given as an incentive measure for those engaged in tourism industry to
obtain professional certification. In 2015, an estimated 76 applications were approved and
subsidized with a total of NT$5,600,670.

Section 3 Hotel Industry and Homestay

I. Supervisory Inspections

Till the end of December, 2015, there were 3,010 legal regular hotels and 6,076 legal
homestays in Taiwan. 2,883 inspections on hotel industry and 1,936 inspections on homestays
were implemented by local governments.

II. Homestay Management

To comply with the “Statute for the Development of Tourism”, we super vised local
governments to conduct home stay registration program and hold related seminars to enhance
the concepts and quality of home stay management. In 2015, a total of 946 homestays were
assisted in obtaining approval for registration.

I1I. Hotel Quality

To enhance the quality of regular hotels, 1 tourist hotel was subsidized with a total of
NT$1,000,000 to upgrade hardware and software in 2015. A total of 198 hotel rooms were
improved.
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Little Ding-Dong Science Park

IV. Assistance in Obtaining Certifications

In 2015, we assisted 76 hotels and homestays to acquire subsidies for obtaining HACCP,
(Hazard Analysis and Critical Control Point, HACCP) hot spring marks, fire fighting marks and
other domestic certification. A total of NT$5,000,670 of subsidy was given.

V. Improvement Assistance

To help the tourism industry obtain low-interest rate loans to upgrade their overall
hardware and software, 6 tourist hotels were assisted in applying for a total of NT$221.36
million of preferential loans in 2015.

Section 4 Tourist Amusement Enterprises

I. Current Status

In 2015, there were a total of 25 amusement parks, which were licensed and carrying
on business. 24 of them were classified as major investment projects, and the other one was
classified as minor investment project. These amusement parks employed a total of 4,523
employees. Formosa Fun Coast closed of business on June 30, 2015.

II. Evaluation Establishment

()  In 2015, the amusement park enterprise development projects reviewed by the Tourism
Bureau under the “Regulations Governing Amusement Park Enterprises” included six
cases: “The Development Project of Shangrila Paradise Recreation Area (second revision)”,
“The Development Project of Chikanding Recreation Area in Puli (third revision)”,
“The Development Project of Lihpao Land Amusement Park (fourth revision)”, “The
Development Plan of Mandifu Recreation Area (first revision)”, “The Plan for E-DA Sci-Fi
Park” and “The Plan for Changing Dancewoods Hotels & Resorts Japanese Theme Park
(Original Yilan Ocean Ecological Technology Park) (second revision)”. In these projects, a
total of 306.3949 hectares of land was involved and an approximately NT$367.17 billion
of money was invested. After the completion of these projects, they were expected to
create new jobs for 2,251 people.

(I1) According to the definition of land development in the Geography Act, we deleted the
fifth item in the directions for investing amusement park apply and change on October
14, 2015. This amendment allows that amusement park’s set-up and change plan don't
need to be presented with investigation of sensitive geology are and safety evaluation.
This improves the efficiency for authority to check and review set-up plans.

III. Operation and Management

()  To improve the facility quality of amusement park enterprises in accordance with
“Regulations Governing Amusement Park Enterprises” and “Guidelines for the
Examination of Applications for the Development of Recreation Area Facilities”, the
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The 2015 training for managers of Yeliou Ocean World

travel agency

(I)

(V)

(V)

IV.

0

amusement park operators need to reinforce self-inspection; municipalities, county,
and city governments which have jurisdiction over the operators need to hold regular
or irregular inspection; the Tourism Bureau, MOTC and related central government
agencies need to enhance overall supervision and management.

From July 6 to September 21, 2015, 11
series of inspections were carried out in 23
theme parks. Licensed amusement park
enterprises that conformed to the required
qualifications were evaluated by rankings.
A total of 12 enterprises were evaluated
as “Outstanding” in 2015: Janfusun Fancy
World, Formosan Aboriginal Culture
Village, Leofoo Village Theme Park,
Sunlinsea Forest Recreational Area, Lihpao
Land, Farglory Ocean Park, Window on
China Theme Park, West Lake Resortopia, Jianshanpi Jiangnan Resort, Atayal Resort,
Little Ding-Dong Science Park, and The Wanpi World Safari Zoo. Another 8 enterprises
were evaluated as “Excellent”: E-DA World, Yun Hsien Holiday Resort, Dongshi Forest
Garden, Yeliou Ocean World, Shangrila Paradise, Bada Forest Theme Paradise, Dalukuan
Amusement Park, and Kentington Resort. Others were not rated.

We guided the amusement park operators to promote ecology tours and to be
certified to environmental education facility and location. “The Project of Assisting
Amusement Park Enterprises in Promoting Environmental Education and Developing
Education Program” was conducted to assist operators in taking part in implementing
environmental education. We have invited related government offices, groups, or people
to hold seminars on environmental education. The amusement parks, which had been
certified environmental education facility and locations, were assisted in developing
program and content to create new markets.

In view of the Formosa Fun Coast's explosion, regulations were amended to strengthen
the safety management in specific activities:

1. OnJuly 9, August 5 and August 14, 2015, we invited Ministry of Justices, Ministry
of Interior, Financial Supervisory Commission, Insurance Bureau, Consumer
Protection Committee, local governments, Insurance Association and operators
to discuss increase of insurance coverage and direction of amendment. MOTC
released “Tourism Amusement Park Management Regulations (No. 10482003926)"
on September 22, 2015.

2.  The amusement park operators should apply for approval to local authority for
specific activities with safety plan before 30 days. The types of specific activity and
contents of safety plan should be made and announced by MOTC. This act was
announced by MOTC on October 7, 2015 and came into effective on November 15,
2015.

Assistance in Obtaining Certifications

By the end of 2015, we had assisted Sunlinsea Forest Recreational Area, Dongshi
Forest Garden, Yun Hsien Holiday Resort, West Lake Resortopia, Formosa Aboriginal
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The 2015 pre-employment training for The 2015 on-the-job training for tour guides
tour guides

Culture Village, Window on China Theme Park and Janfusun Fancy World to get the
certificate of environmental education facility and field. In order to encourage tourism
and amusement park operators to apply for the certificate of environmental education
facility and field, we have appointed Mandarin Daily News to held a “Education in
Amusement Colloquia” on November 16 to 17 2015 in accordance with Janfusun Prince
Hotel and planed to released reference about outdoor education activity for tourism and
amusement industry.

(II) To attract Muslims and repeat
international visitors, we assisted
four amusement park operators in
providing Halal-certified restaurants.
These parks are Window on China
Theme Park, Leofoo Village Theme
Park, West Lake Resortopia, and
Farglory Ocean Park.

(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.

V. Employee Training

To assist amusement park enterprises in enhancing management and promoting
quality, three sessions regarding related industry development and professional training
were conducted. They were “Tourism and Amusement Industry Comprehensive Educational
Training-intermediate Class”, “Tourism and Amusement Industry Comprehensive Educational
Training-basic Class” and “The Safety of Mechanical Facilities in Tourism and Amusement
Industry and Emergency Medical Seeds Coach Training Session”.

VI. Integrated Marketing

We conducted Taiwan Good Amusement Park joint marketing campaign “Fun Happy
Goat Year” and “Love Amusement Park, Countdown for Summer Vocation”. In low season,
we especially held “Fun at Taiwan Amusement Parks” and “Slot Prize for Everyone” Internet
campaigns with promotional film and theme song to expand domestic tourism markets,
enhance the glamour and theme features of each amusement park, and deepen their
educational connotation.

Section 5 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 talents’ professional skills and
marketing management.

343 4R 2 SR AR ER B 3

Trainer Training Seminar The class for travel guide of rare languages
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BTS2 S EI2 milgRTe
Arranged the trainees to attend the
training sessions in foreign countries.

B st B ABE
The delegators of tourist amusement
enterprises went to visit Japan.

4]

II.

(I

(I11)

Tourism Talents Training

To ensure the quality of travel services and coordinate with the Ministry of Examination’s
“2015 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
2015 to April 2016. A total of 2,818 trainees (496 foreign language tour guides and 2,322
Chinese tour guides) completed tour guide training, and 2,865 trainees (1,534 foreign
language tour managers and 1,331 Chinese tour managers) completed tour manager
training by the end of 2015.

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 22 practical pre-employment training courses. In 2015, five training
courses for managerial personnel in tourism industry were held in northern, central, and
southern regions. A total of 352 trainees were certified professional tourism managers.

Increasing Tourism Talents’ Professional Skill

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-
the-job training. The training included interpretation and marketing language applied
to major scenic 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 4,773 people took the training courses.

In order to strengthen the management skill, communication skill and manpower
planning for tourist hotels’ practitioners to meet international standards of service
quality, we held hotel middle managers training courses in northern, central, southern
and eastern section for eight times. We have trained 503 attendees. Besides, we held
“Trainer Training Seminar” in collaboration with Grand Hyatt Hotel Taipei every year to
improve the training skills for leader and supervisor. This seminar has trained 68 people.
571 participants has been trained in these courses in 2015.

In order to improve the quality of manpower and the overall service level, a training
course for senior managers was held in 2015. A total of 82 trainees took the course.
Besides, we assisted hotel associations in 20 counties and cities to hold “Educational
Training for the First-line Employees Engaged in Hotel Industry”. A total of 3,800 people
received the training.

III. Cultivating International Tourism Talents

To extend the result of “Tourism Talent Cultivation Plan (2010 - 2014)", we continued to

hold “Tourism Key Talent Cultivation Plan” for training the middle and senior supervisors. We
made regulations of subsidizing tourism talents for aboard training to cultivate and improve
Taiwan tourism talents. We have sent 12 travel industry talents to Tokyo JTB and Rakuten
Travel and 29 talents to 5 stars hotels in Bangkok and Chiang Mai. 16 hotel industry talents
were sent to Huis Ten Bosch and Universal Studio in Japan and another 4 talents were sent
to France, Italy and America for training. A total of 61 senior supervisors and 450 middle
managers attended this program. Only through talents cultivation can we improve quality and
global competitiveness of Taiwan tourism industry.

IREERE KRB IREEERESH
The delegators of hotel industry and tourism
hotel industry went to visit Tailand.

217

BB N HER LT O

\
/i

e T

)
=
o
Q
-}
o
)
Q
>S5
o
>
o
3
=
n
H
-
Q
=2
(@)
S
(@)
-
H
>
(0]
_|
(@)
c
s
0
3
L |
-}
o
c
0
—+
=
<




T ) 8 4

Convenjent Tourism

M EBfTEE

S921AJ19S A1ajeS pue uoleWIOJUT WSIINO |

The cycling path in Chishang.




SR EREO | B

VNIHD 40 2I19Nd3¥ ‘NVMIVL S10Z INSTdNOL NO L40d3d TVNNNV

220 2= 4L B R AR

"

rEEEl We

mation Conter

— AT BRI R AR

(—) AEERESREERE > RIEERARS 3 BHRE
105 B I-center fRARIZBEARFE mE IS » BHETE
WAFEE ~ RTEERIE ~ iRI7# - BX IR~ 189
EURIKEFrEATAIBEMIEE THEER) WE
NEE > HERE TMERL IRMEEMERES
R 8 5 R L AR TS » FRIBIB A K ZIRIERT
HERBME o

(Z) 104 E22RBERE 115 REML > RERME Wi-Fi ARF -~ 2« BXRITEMEL > 5
ERBEBERTRE THERLFEHIHE > TESEMBENEHADMIKRE APP
R AREMBREENTFE » REESSERSRERT

(=) RBRFBPORMSTEEAIRELARS > FUEEER ERMABRTAR &S
EHRAERARARENRTESI BEEREBAERRBAFEBABPIZEEKRESN > 5
BEASMEERHERMAZNREZARBREEREEN - ZESRBEREMI 365
R~ 24 NBs ~ REABEZ RIEREAMDRG — Call Center) » BERIMEEEE
LREMRENIREIRIE - WREBAIREESE > BERVISEREES « BHER - &
st MRBERSUKRES KR BREFRBEL > REMLEAREE o 104 FikiE
ARFSHROHARTS 6,219 & 2,521 AR > IRMEIREEE R 22 & 5,603 17 ©

515 VR L P 4 B0 P
Visitor Information Center in Taipei Railway Assisted police stations to set up information stations.
Station

¢ Chapter 6 Tourism Information and
Safety Services

Section 1 Travel Information Services

I. Joint Public and Private Promotion of Travel Service Information
Stations

()  To establish a friendly travel environment, we have enhanced the service quality of all 105
I-center locations 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 2015, we have set up 115 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. We 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.

(III) Visitor information centers provide diverse
tourism services. In addition to being open all -
year and being staffed with personnel, they also ﬂsgl'm?-ﬁ'
provide printed materials, and online information e
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. We 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 2015, a total of
62,192,521 visitors were serviced by visitor information centers, and 225,603 copies of travel
information material were given to visitors.

-

Section 2 Front-line Services at International Gateways

I. Tourist Service Centers at International Airports

To service tourist arrivals, the tourist service centers 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:

()  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.

(I) Assisted in receiving guests and groups who were invited to Taiwan, announcing tourists
from Mainland China, and other travel-related services.

iz AR TS OB RS O TR BARFS 2 2 ’l
Battery charging service provided by visitor
information center
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Placed free promotional foldouts for
travelers.

Songshan Airport Visitor Information Center

(1) Provided information service especially for foreign backpackers, and offered a variety of
online services to comprehensively improve access to tourism information.

(IV) Set up advertising pictures and light boxes in the arrival corridor airports, and offered
free guide maps and foldout material with information on fine dining, shopping, etc.

(V) Inaccordance with the reception activities for guests coming by cruise liners or inaugural flights,
the Kaohsiung International Airport offered handy services such as postal service, currency
exchange, seasonal fruit tastings, and display and sales of local products, among others.

In 2015, the Tourist Service Center at Taiwan Taoyuan
International Airport received 891,509 travelers and
gave out 1,921,418 copies of tourism information; the
Kaohsiung International Airport Tourist Service Center
received 246,337 travelers and gave out 531,157 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 terminal of Taichung Airport and
Shuitou Wharf in Kinmen also have been established to provide related travel information for
tour groups from Mainland China.

In 2015, the three information counters mentioned above received a total of 54,643
tourists and gave out 554,871 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;
enabling domestic and foreign travelers to access information through mobile devices.

In order to enhance the image of our official website, we 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 more friendly 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 16,000 items of tourism information in Geographic
Information System (GIS). The information database is available for tourism industry operators
to offer tourists accurate, prompt, and cross-field travel information; and will thus reach the
goal of providing seamless information service.

B ERES R BB 223

Placed free promotional foldouts for travelers.
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Illustration of Travel Taiwan App Illustration of Taiwan Tourist Information

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.

Smart multi-functional electronic billboards have been set up to provide dynamic
transportation and travel information in 57 visitor information centers at domestic and
international airports, major train stations, and scenic attractions. They provide tourists more
considerate service. People can quickly browse through information about local travel, popular
activities, and special deals offered by shops, hotels, and restaurants at major transportation
hubs. This is expected to encourage more in-depth travel.

Section 4 Travel Safety and Accident Policy

I. Supervision and Assessment of National Scenic Areas
Management and Safety

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.

II. Supervision and Assessment of Tourist Amusement Parks

According to the “Regulations Governing Amusement Park Enterprises” 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.

ITI. Supervision over the Implementation of the “White Paper on Public
Safety Management” (Safety Management of the Amusement
Facilities in Tourist Areas)

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,
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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. We hope that management and safety maintenance in each tourism area will be
strengthened so that we will provide tourists quality and safe travel environments.

IV. Measures to Safeguard Travel Safety for Our Nationals

The following measures were taken to safeguard travel safety and establish a safe
network for our nationals:

()  Travel agencies were supervised and urged to follow relative laws and regulations. They
were also required to carry out travel safety from the design of tourist products.

(II)  To ensure travel safety for tour groups as well as their rights and interests, the Standard Operation
Procedure (SOP) was established to facilitate the reporting mechanism and take emergency
response measures in time.

(III) Travel associations were assisted in bringing emergency response into the educational
training courses for people engaged in the travel industry.

(IV) Travel safety was promoted to reinforce tourists' capability of dealing with emergency situations.

(V)  We suggested that tourists should read the travel safety instructions carefully before
departure and follow the directions given by tour leaders or local tour guides to reduce
the risk of accidents. If emergency accidents happened in a foreign country, they can ask
“MOFA's (Ministry of Foreign Affairs) Emergency Call Center for Citizens Traveling Abroad”
for help.

(VI) A Travel safety notification mechanism was established to connect with the Directorate
General of Highways and agencies such as Taroko National Park Administration; thus safety
warning messages about the roads or the scenic areas would be passed to travel associations
and the travel agencies in Mainland China.

(VII) Assisted the organizer of tourism activities to obey the Regulations on Governing
Safety Management of Big Activity, Fire Codes, Consumer Protection Act, Architecture
Act and Directions on Governing Temporary Building in various counties and cities.
The organizer should also be prudent in choosing the location, using facilities and
equipment, traffic control, emergency care measures and other safety issues to
implement safety management in activities and enhance the promotion of replacing
explosive devices such as fireworks with recordings of fireworks sound.
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Taiwan Cycling Festival: Formosa 900

¢ Chapter 7 Plans for 2016

Section 1 Speeding up the Transformation and Upgrading of the
Tourism Industry, Innovation and Development

In order to enhance the successful outcome of the “Project Vanguard for Excellence in
Tourism” the Tourism Bureau, through the multi-channel approach, will continue to build a
“quality-oriented, value-added” core concept to promote the “Tourism Action Plan” (104-107).
Through the four strategies of “Quality, Characteristics, Wisdom and Sustainable Sightseeing”,
it has proposed 18 tailor-made implementation plans to shape Taiwan into a quality-
optimized, creativity value-added, major tourism nation that has attractions everywhere.

I. Top Quality Tourism

(I) Travel Industry Branding Program

We will continue to establish branding mechanisms in the travel industry and to assist
businesses in the travel to polish their branding and specialty by developing new and
customized products, strengthening electronic marketing and expanding their international
market. We have to amend regulations in order to subsidize the travel industry’s brand
building and keep up with industry trends. We are devoted to creating an environment
in which travel agencies, tour guides and tour leaders can work together to improve the
competitiveness of the travel industry.

(II) Travelodge Industry Quality Enhancement Project

We will continue to strengthen the incentive plan for the Hotel Star-Rating System, as well
as marketing and branding. We expect to increase the number of star-rated hotels to 700 in
2016. The Homestay rating system will also be established to not only carry out enforcement
against illegal operators, but also expand the management of the Internet system to increase
the international popularity of the accommodation industry.

(ITTI) Travel Industry Innovative Training Program

We will assist small hotels and accommodations within the culture creative industry to
combine local culture and resources. We will also help interested individuals and enterprises
to invest in the accommodation industry in order to create a win-win situation.

(IV) Quality Plan for the Tourism and Amusement Park Industries

We plan to establish a system to encourage investment and mechanisms for talent
retention, as well as help hotel operators to understand value-adding innovations and
branding developments, such as providing transportation services, electric cars and other
low-carbon, environmentally friendly measures, hosting school outings, and the environment
education markes. Furthermore, we will set up a safety management mechanism and
implement voluntary inspections, periodic inspections, and supervisor investigations
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1 s o o e . . 2. Overseas Cooperation: We cooperate with international training institutes to open
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management courses or invite teachers to come to Taiwan to lecture and teach. We
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(F) BHELEBEAATESE 3. Survey of requirement and supply of talents in the tourism industry: We will continue

to monitor the demand gap of the tourism industry for future talents cultivation and
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(I) Cross-border Spotlight and Characteristic Value Plan

1. Cross-border spotlights and special value-added plan

We have selected six international spotlights action plans in 2015. We will continue to
push these plans in 2016 and assist the local governments to develop unique Cross-border
spotlights.

2. Recreational Facility Characteristic Value Plan

—iSEEX To extend the “Regional Flagship Tourism Plan”,
the local government can obtain subsidies for adding
(—) BERERFEINESSE value to tourism spots. We improved 59 value-

adding areas in 2015 and expect to select 45 value-

B S BERK (AL 2l
1. BERMEREReHE adding areas in 2016. We encourage innovation and

B 104 FEL 6 EREERBELERSRITHAE 105 ERFERHEREARTEBE integrated marketing communication of culture,
SRIMEEFHFER > LEA TATMLE] NRITREE > @EMAFRNFETERSMERRITE art, hardware, and local software to assist the local
HEMAERSY M B ERSE - government in building international tourism spots and improving the services and facilities of
2. EEMBESEMESE these areas.

AR TeFEAEENSE) S AERFARRETH > MBS BRAHERAEREMET

. | s . (I) Characteristic Tourism Activity Support Plan
HemE . 25 104 £/B) 59 EMEE IS > 105 FaETHERESE /D 45 @AMEESE -
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DU~ E ~ 84 - EXEEMEBEEREMESTAIFIZIESE » SR EDS M SITaEET We will continue to improve the quality of international and domestic tourism activities.
85 0 BN S AT B PR YL i EE e B 1R R PR R Y i R S R AR TR K o The activity hosts will be granted subsidies for quality upgrades as recommended by the

industry, government, and academia. We will also hold international seminars to exchange
and share experiences.

(2) ReBtEgkEstE

HERABEEREEMBOEDAERAE  BEE B B8 AERSEEHERAD (Ih)  Diverse Tourism Product Cultivation Plar
EZMHER > MAEHEIWEN > PFRRERABCETENRE - ZHEEEREFEHMA We will continue to promote the International Spotlights, Taiwan Tourism Events, and
B FREE KRN o organization of a tourism platform, as well as develop diversified travel products and markets.
2 3 2 104 EHRNREXMBATERHE BB ERSE - CRA D EHE 2 3 3
2015 Tourism Key Talent Cultivation Plan Regional Flagship Attraction - Taiwan

Sugar Railway in Zhanghua County
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Taiwan Tourist Shuttle - Alishan Travel Package

(IV) Taiwan Sightseeing Destinations Promotion Plan

We will work to build the brand and trust of Taiwan tourism and promote the International
Spotlights Project. We will also expand both main source markets (Japan, Korea, Europe, the
United States, Hong Kong, Singapore, Malaysia, and Mainland China) and emerging source
markets (Southeast Asia and the Middle East).

(V) High Potential Tourists Source Development Plan

We will continue to develop high-end source markets, like cruise travel, incentive
travel, Muslims tours, study tours, etc. At the same time, we expand the potential market in
Southeast Asia and promote simplified visa regulations for high quality Southeast group in
order to attract high-end tourists to Taiwan.

ITI. Wise Tourism

(I) Wise Tourism Promotion Plan

We will strengthen the integration of tourism services and information technology (ICT,
Information and Communication Technology) to seamlessly provide tourists with information
throughout their journey. This innovation connects many areas, such as data, services and
industry, to bring visitors all the information they need wherever they are.

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

In order to strengthen the convenience for foreign tourists, we have assisted private
industries to get involved in the I-center project in order to set up information stations, and
provide local travel information in English and Japanese, etc.

(III) Taiwan Pass Promotion Plan

For the convenience of independent tourists, we will continue to assist the local
government to promote the Taiwan Pass, which connects public transportation, travel
services, food, hotels, amusement parks, and shopping places together. The Taiwan Pass has
no limits on taking public transportation, which can save tourists a lot of time and money.
We are going to issue a new Taiwan Pass in 2016 and will go public through the press, our
website, and tourism literature for promotion.

IV. Sustainable Tourism

(I) Taiwan Tourist Shuttle Upgraded Service Plan

We will continue to improve the quality of all tour trips and will assist 19 county
governments and nine scenic area administrations to complete 42 routes that cover all main
attractions in Taiwan. Each route will have a guide service. We will also raise the number of
barrier-free routes to more than 50% of the total to satisfy the needs of the disabled and
seniors. Joint tickets that contain public transportation fare (High Speed Rail, Taiwan Railway,
Mass Rapid Transit, and Ferry), attractions, and related products will be issued.
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Inspected restaurants in major travel areas

(II) Taiwan Tour Bus Upgraded Service Plan

We will keep improving the quality, supplying intelligent tour guides, and strengthening
management and relevant mechanisms. In order to increase tourist satisfaction, we will
promote tour buses through diversified marketing, such as e-stores, social media, and
strategic alliances with HSR, amusement parks, travel agencies, accommodation industry, etc.

(III) Travel Industry Green Service Plan

We will set up a counseling group to assist the hotel industry to use green facilities and
obtain certifications related to rank, green architecture, environmental protection, hot springs,
and fireproofing. Through this group, we will also promote green services and encourage
locavore and local consumption.

(IV) Accessibility and Senior Tourists Travel Promotion Plan

We will continue to hold barrier-free tourism seminars and build accessible facilities,
public toilets, and search application services to create barrier-free National Scenic Areas.
We will also assist the hotel industry to establish accessible facilities, promote senior tour
packages, and encourage operators to develop travel products for them.

(V) Indigenous Tribal Tourism Promotion Plan

The Council of Indigenous Peoples, Council of Agriculture, Tourism Bureau, and related
administrations all worked together to assist Taiwan’s indigenous tribes to develop specialty
products and brands by training professional guides and marketing traditional holidays and
folk activities to lengthen the time that tourists stay.

Section 2 Upgrading the Quality of Mainland China Tour Groups
and Tour Services

In order to handle the burden on traffic and tourism attractions when too many Mainland
China tour groups enter at the same time, we increased the quota of high-quality Mainland
China tour groups from half to two-thirds to the total to encourage diversified travel products
and the flow of Mainland China tourists. We should enrich travel products using theme or
culture packages, such as cycling, LOHAS, culinary food, and traditional culture. This is not
only to establish the concept of quality travel but also to expand new source markets and
make tourists visit again and again.

Regarding quality control, we demand that authority organizations, local governments,
and associations establish joint inspection task forces to uncover problematic
accommodations, restaurants, stores, and tourist bus lines in major travel area and track the
performance after inspection.

Section 3 Create New Tourism Attractions / Promote Localized
Travel Adventures

I. Cross-border Spotlight Plan

The Tourism Bureau has approved the six projects. They are: 1. “Taoyuan City, Shimen
Reservoir Dahan River Cross-border Spotlight”, 2. “Hsinchu City, Hsinchu 1916 Park”, 3. “Miaoli
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FRMARMARERIRIENE  BRBCEMFRSRIE - EXHHEKEREM KANO BE
stE s BUZIREE - RROBAERBEM A EMNES - SEERN 104 FHRHT -

105 FR&A 10.5 B FEITEMARHEMERR > U EX - FEIRBPSEHMT
RTEEEHE TR U2FPRERZEENT @ RUBTREENREIRIE °

= 3T MBEERCERREERETE

Bt S BT RETR R #HEMAFRRE « Bt E RS 2 BOCBERRN - #AHES
BERRERE  FHRESREZRNRERE  EXEREERER  EMRSIERBEXEEG -
104 FEAIREMNER 6.5 87 MM ABAAT N HRAREARRKREERENERTIE &
EEXREIENTELAREERRENE « +OBETRORBEETRE - MARERZEREE
REEHRALRE  BUBRFEHEACBERFERFELR - ITHEFERSE FUN BERERENE
T  EUBXEZHhBERABRMRENETR tnfERBILBMEIEREERERNRMERT
2 mRERBRERFSREERAEEARERBEREINE BKFREEFTERETRE €&
BEERSRIEZRETRE - METHAERAER{EIRESE -

I ~ R st ks R SRR L - #E) TRRREX - MRNE) TH#HE > BMARNAE > BiBES
B X s BMRERFBARE UBERHEGER » HEEMIKE « SRR O ERR KRR «
BERRHE > BT URERBEEXES TER » BREMKRS|ITEMEFEERRM > EHNMII%EE
LE ST GHERE o
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Siangshan Wetland

County, Old Mountain Line Railway”, 4. “Changhua County, Qingshui Forest. The Happiness of
the Southeast”, 5. “Yunlin County, Travel in Yunlin” and 6. “Chiayi County, Suspension Bridge,
Tea Ceremony, and Mayshan Inn “We expect to build six international tourism spotlights by
2018 and carry out spotlight marketing campaign every two months to develop the economy
in the spotlight's neighborhood and improve the servicequality.

II. Plan for Value-adding and Reconditioning in Recreation Areas

To extend the results of the “Regional Flagship Tourism Plan”, the Executive Yuan approved
the “Mid-term Project for Cross-border Spotlight and Characteristic Value Plan (104 -107)" on
August 19, 2015.

This project was implemented by a “top-down” strategy to develop the five main tourism
areas from north, center, south, east and off islands. The local governments will receive
subsidies to add value, improve facilities, and promote marketing in order to improve the
benefits and quality of all recreation constructions. We spent NT$ 1 billion on 59 projects for
local governments in 2015, including reform of Suao Cold Spring, improvement of Wufeng
recreation facilities, reform of Xiangshan Wetland, construction of Lixiping tourism spot,
Art Museum Parkway in Taichung City, improvement of Mangrove Forest's neighborhood in
Fangyuan Wetland, Qingjing's Elevated Trail, Kano Park Project, the Eye of Park and value-
adding in recreation areas in Pingtung City. All constructions were implemented in 2015.

We are going to invest NT$ 1.05 billion to keep adding value to culture, industry, and feature
scenes to promote the tourism theme and provide tourists with the best travel environment.

III. Plan for Reconditioning of Recreation Areas

We plan to assist local governments to recondition facilities and improve the quality of
tourist attractions and tourism areas. We spent NT$650 million in 2015 to subsidize local
governments to recondition 91 scenic areas. Major constructions have included: Improvement
of the Taipei City Yuan Shan Scenic Area’s facilities, recondition of Shifen Waterfall Visitor
Center, expansion of Thermal Park, the Plan for Reconditioning the Recreational Facilities in
Hengshan County, improvement of 19 Hectares Grassland’s facilities, improvement of Furong
Fall's neighborhood, guide instruction of Caoling and Beigang areas, improvement of facilities
of Budai Yacht Harbor Visitor Center and Dongshih Coast Scenic Area, reconditioning of the
Love River’s light sparkled bank, reconditioning of Star-Gazing Square, Qixingtan, landscaping
of Jinhu Township Park, etc.

IV. Cooperating with local governments, the Taiwan Tourism Bureau will promote the plan
of “Creating New Tourism Attractions / Promoting Localized Travel Adventures”, which is
kind of travel itinerary that focuses on helping tourists experience the life style and culture
of Taiwan'’s local areas, from the countryside to its small outlying islands. By combining local
culture, art and industry, we will encourage eco-friendly tours and implement environmental
education. The whole plan will not only help the Taiwanese inbound tour industry develop
more diversity, but create job opportunities for the young so that they can stay in their local
communities. This will help both the economic development and the social structure of these
local communities.
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+ [f#$¢ Appendixes

— RELE

I. Major Events

By ] EE
2015 ZEIFEE - HF
1B 168
FUN ¥, iL&EE
OIS aEEE) TEE/N
1H20H
RIEEMERTEY
HHEMER T=R/HNAE)
1822H
EEX
BrRAREERASEERE
18248
FERLILEim 15 B
1H28H~2H3H 2015 EDEHES

2RA11B~3H5H 2015 EEIEHEETR

2H13H~2H15H 2015 FFREERIRE

2015 FHAREFTLE

2R14B~3H8H
SEBEER

AIME 55 K32 B ik 5 & & o5 e

2B248~28258 :
(GE)

2R25H~3K1H 2015 ZEEFERIKE

Date

January 16

January 20

January 22

January 24

January 28 -
February 3

February 11 -
March 5

February 13- 15

February 14 -
March 8

February 24 - 25

February 25 -
March 1

Event

Held a press conference on the “2015 Taiwan

Amusement Park, “Fun happy Goat Year".

Held a presentation on the major lantern and
small lanterns displayed in the “2015 Taiwan

Lantern Festival”.

Held micro movie “the Appointment of
Happiness” premiere.

Sun Moon Lake National Scenic Area

Administration has set up for 15 years.

Participated in the 2015 India Promotion
Conference.

Participated in the 2015 Taiwan-Jiangsu

Communication Lantern Festival.

Participated in the 2015 Travel Fair in the
Philippines.

Participated in the “2015 FGS Dong Zen
Temple CNY Lantern & Flora Festival” in

Malaysia.

Participated in the AIME Asia Pacific Incentives
& Meeting Expo (Australia).

Participated in the 2015 Thai Spring
International Travel Fair, TITF.

¥ i

3A3H

3B4B~3H8H

3BA5B~3RH15H

3H6H~3KH8H

3816 H~3H19H

3A25H~3R29H

3827H~3R29H

4HB3H~4R6H

4R 15H

EE

2015 FHEABERAE
EEILEIARRESRT

2015 tEMERIRE

53
3

2015 AEkE

o
0

2015 EHERABERE MITM
EFIRE

2015 BRIZRE

2015 FHERA DM E R
EEE

2015 ENfETRE

2015 #Fa A P B P ke

FMERIEEREBRITH
mEal ~ TSR
TBAM ~ TSR0 ~ TEMI
TRAP ~ TEMD ~ TEED »
MREE L ~ MMk ~ THRINY
&5t 11 @S

Date

March 3

March 4 -8

March 5 - 15

March 6 - 8

March 16 - 19

March 25 - 29

March 27 - 29

April 3-6

April 15

Event

Held the “2015 Tourism Festival Awards
Ceremony” at the Grand Hotel in Taipei.

Participated in the “2015 Internationale

Tourismus-Borse Berlin, ITB".

Held the “2015 Taiwan Lantern Festival”.

Participated in the “2015 Spring Johor MITM
Travel Fair".

Participated in the 2015 “Cruise Shipping

Miami".

Participated in the 2015 promotion campaigns
of Malaysia Area.

Participated in the “Astindo Fair 2015" in

Indonesia.

Participated in the “VITM Hanoi 2015".

Open up the fifth list of pilot cities. The total 11
cities are “Haikou”, “Hohanhaote”, “Lanzhou”,
“Yinchuan”, “ChangZhou”, “Zhoushan”, “Huizhou”,

“Weihai", “loanyan”, “Guilin” and “Xuzhou".
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P
D
%]

Attended the 46th APEC Tourism Working S5H22H~5H24H Hrinig it & B L E SR ED May 22 - 24 Held promotional activities in Singapore.

4H16H~4H21H APEC 55 46 RIT1FE:& April 16 - 21 ]
Group Meeting.

RS HEEEREO | B

The Ministry of Transportation and

g4 i Akt e 1 — . R )
5818 SRR B A T i May 1 Released the plan for high-end travel group 5H26H iBEL 104 FEBEAY May 26 Communications organized the 2015
JZ> 1 from Mainland China. Investment Solicitation Convention.
=
[
>
- Amended and released the “Key Points on ) ) )
= e e ) N ) - e ae Held the 8th Taiwan-Japan Tourism Summit
o —r EIEER MHE R AERTT Vi 4 Governing Awards and Subsidies of Tourism 5H29H % 8 EEAB T ERE May 29 Forum
a .
% HATENEENE R / Bureau, MOTC for the Brand-building of Travel
- Agencies”.
O
=
— FERARINMZERRIRE
8 5H20H~5A31 8 (Air Asia T | Fair) Mav 29 - 31 Participated in the “Air Asia Travel Fair” in
Participated in the “Arabian Travel Market - IrAsla fravel Fair ay e7- g
X 5H4E~5878 2015 HEMHHERE May 4 -7 p . _=pE Malaysia - Selangor Area.
2] 2015" in Dubai. =rEE
<
N
o
&
= 2015 Lt RikiFiHE S Participated in the “World Travel Fair (WTF) 681H~6HA5H SEREHEE June1-5 Held promotional activities in the Philippines.
> 5H7H~5H10H May 7 - 10 i )
in Shanghai.
= (WTF) 2015"in Shangh
>
=z
ﬁ 6H1H~98300 2015 EHEEE 235 ZFIEH, June 1 - Held the serial activities of “2015 Taiwan Fun
e %11 BBRREEEg Participated in the “The 11th Cross-strait meEE e September 30 on the Tropic of Cancer”.
c 5HA8H~5H10H - May 8 - 10 o )
w (FBEEM) Travel Fair (in Amoy, Fujjian Province)".
=
o
O . -
T 5§ 24 ERAIEE Held the 24th promotional activities for the
(:E BEBE RIS 13EERE  May14- Implemented on-site supervision, inspections 6B 11MBE~6A15H (YOSAKOI SORAN) June 11-15 Street Dance Tourism in Yosakoi Soran in
= 5A14H~1088 and ass essments on 13 National Scenic Area T -
= R14B~10R8 88  wme October 8 5 essr ' ' BB D Japan.
> Administrations.
. . Participated in the “2015 International Travel
2015 EIFR IR IR K B B B Participated in the Worldwide Exhibition for 6811 B~681418 2015 EBEERE June 11-14 Icip I ! v
5H19H~5RH21H May 19 - 21 ) ) i Exhibition (ITE)” in Hong Kong.
(IMEX) incentive travel, meetings and events (IMEX).
S 015 Held a press conference on the (2015 EEITHE - B L Held a press conference on the “2015 Taiwan
55220 :‘*E%ﬁ =/2124 £ May 22 #2015 The Charter Ceremony of Halal Muslim 6 H23H o BB, e June 23 Amusement Park Association Fun Summer
fRECE E - e Vacation”.

Restaurants”.
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s e EE

6 H23H~6R25H 2015 BESbEEEE

BERADIINNZE AT RE
(Air Asia Travel Fair)
~HEE

6 H27H~6H28H

2015 FEHRADER MITM
i

7H4B~7RH58

BARBREIKAERMER
(OhBear) R =15 101 £
T2 AE(E 75 KR Mission is

Possible RE |

7H14H~8RH31H

ek EMEFERRER
BiZ

7HB14H~9H15H

7B 15H raEEn-r EXXNEE

5 7 BBRmEERXRESR

[

7H28H~8H2H

@
7A31B~8A28  WNEKSKEE
7A31B~8A6H  AARLRAARE

Date

June 23 -25

June 27 - 28

July4-5

July 14 -
August 31

July 14 -
September 15

July 15

July 28 - August 2

July 31 - August 2

July 31 - August 6

Event

Held the conference of the supervisors of the
diplomatic missions in 2015.

Participated in the “Air Asia Travel Fair”
in Malaysia - Kuching.

Participated in the “2014 MITM Travel Fair”
in Penang, Malaysia.

Super mission captain, OhBear held “OhBear,
Mission is Possible”exhibition at the Taipei
101.

Implemented on-site inspections on hot
springs in coordination with Water Resource

Agency.

Taiwan Travel Card activated.

Held “The 7th Cross-strait Tourism Exchange

Round Table Conference”.

Participated in the “2015 Autumn NATAS

Travel Fair” in Singapore.

Held tourism promotion campaigns in the
Northeast Region in Japan.

S| EE Date

88 1H B IR FEE B August 1
2015 FHERAEREBINE

8HA7H~8H9H August7-9
MATTA fifcif% &

8H13H~8AH 16 H 2015 ZEMEIRE August 13 - 16
2015 FERAZHER MITM

8H14H~8H16H August 14 - 16
Bl yiid

THRE TEERE RS 6
InEstEPFEE+E (104-107
F)l

8H19H August 19

2015 FHKADESRE MATTA
kil &

8H21H~8H23H August 21 - 23

APEC 58 47 RERF T 1E/VE

.
o

8H26H~8H29H August 26 - 29

8H26H~8AH30H 2015 BRI HEES August 26 - 30

BI7TEEEBEEARRHA
R IEETES

8H27H~8H31H August 27 - 31

Event

Set up tourism inspection force.

Participated in the “2015 Autumn Johor MITM

Travel Fair”.

Participated in the “2015 Thai International
Travel Fair, TITF” in autumn.

Participated in the “2015 MITM Travel Fair”

in Kuala Lumpur, Malaysia.

Executive Yuan approved the
“Mid-term Project for(2015-2018)".

Participated in the “Melaka MITS MATTA Fair
2015" in Malaysia.

Attended the 47th APEC Tourism Working
Group Meeting.

Held the 2015 tourism promotional activities

in Korea.

Organized tourism promotion campaigns in
the “17th Nippon Domannaka Festival”

in Japan.
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¥ i

8H28H

9HB2H

9H4H~9K6H

9H4H~9KH9H

9H10H~9AH12H

98 13H~9R19H

9H816 H~9R 23 H

9A17H

9H18H~9H21H

JEE Date

EIE TER el 4t & FREE R &

e August 28
ERRIBIE TR ERER)
FAWERE - =R B

. N September 2
BRREREMETCES

2015 FHRAEHE MATTA

September 4 -6
i3

DRIRERE PATAIBS S

N, September 4 -9
KPS 7

HEASATERREEES  September 10-12

2015 BNHEES September 13- 19

2015 ENfEHEEES

o September 16 - 23
(BEEINEE + MK )

MREB7oE HOK #E S

R September 17
MEf) FRCEG

2015 FEIEAIRER 28 September 18 - 21

Event

Amended the key points for inspecting the
application of setting traffic sign in tourism

amusement areas.

Held a press conference on “Tour Taiwan by
Taiwan Tour Bus” and the launch of Smart
Travel Service.

Participated in the “2015 Autumn MATTA
Travel Fair” in Malaysia.

Attended the meeting of administrative
committee and travel mart of the Pacific Asia
Travel Association (PATA).

Participated in the “ITE HCMC 2015" in Ho Chi
Minh City, Vietnam.

Held the 2015 Tourism Promotion in Australia.

Held 2015 promotional activities for 2015 in
Indonesia (Jakarta + Surabaya).

Held conference press of information station
at HOK, concept store of Kuo Yuan Ye.

Attended the conference of the “2015 China
Northern International Travel Mart”.

Ry e P

9F22H BIE Tt E EIRRA

BRIt FRREEE S JATA K
BtHEES

9H22H~9H30H

2 TEREREIRBRDER
M) BRE

9H23H

% 12 [& The Abacus
Holiday Travel Fair
PEY e

9H26H~9R27H

9H28H~10H2H JAE IFTM TOP RESA Jik/&

2015 IT&CMA =3\ 32 Bh ik b

BEER

9H29H~10R1H

I F2015 2EBITEHE

98308 )

B Eg

Y 12015 %75 —BR
10828

EREFE 2EMEFTEED

BRMUBKE ~ TETHEI &
10860

MR 3 KEEEFER

Date

September 22

September 22 - 30

September 23

September 26 - 27

September 28 -
October 2

September 29 -

October 1

September 30

October 2

October 6

Event

Amended the “Regulations for the
Management of Tourist Amusement
Enterprises”.

Participated in the “JATA Tourism EXPO 2015"
and held tourism promotion campaigns in

Tokyo.

Held a presentation on “The ageing tour

itinerary in the National Scenic Area”.

Participated in the 12th “The Abacus Holiday

Travel Fair” in Negara Brunei Darussalam.

Participated in the International French Travel
Market (IFTM) Top Resa in France.

Participated in the “Incentive Travel &
Conventions Meetings Asia (IT&CMA) 2015".

Held a press conference on the launch of
“2015 Taiwan Cycling Festival”.

Held a press conference on the launch of
“2015 Taiwan Hot Spring and Fine Cuisine
Carnival”.

Released three promotional films, “Transit”,

“Cycling” and “Cruise”.
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B [ JEEN Date

AERTEABREEERR
A B19%KZ 1 E1ERE >
FEtRM 2 2 B ERCSH TS
TERMEZ I EIEEHELR

1087H October 7

F 18 E=EHLRE
YOSAKOI #1558 e FE Eh

10B8H~10H12H October 8-12

016 =EEEEREERE
ST R

10H12H October 12

2015 IMEX America =l E

108 13H~10H 15H .
AR R IR & o ()

October 13- 15

108 14H BB REEERREERFER  October 14
&

MEBELEREE 21X TAS
BiEAREIRE R EEHE
G

October 15,

108158108 22H
October 22

108178~10820H NiNtERCIEEED October 17 - 20

October 30 -

November 22

108308~11822H #HE 2015 2EB1TEH)

Event

According to the 19-1 article, the first paragraph
of the “Regulations for the Management of
Tourist Amusement Enterprises”, the plan for
safety management of specific activity should

be presented to the local administration.

Held promotional activities for the 18th Street
Dance Tourism in YOSAKOQOI in Tsu Domain,

Japan.

Released the result of “2016 Taiwan Tour-

Group Specialty Restaurants”.

Participated in the IMEX America
(The Worldwide Exhibition for incentive travel,
meetings and events).

Announced the amendment of “the key points
for inspecting the applications of tourism
amusement enterprises, Tourism Bureau,
MOTC.

Conducted two seminars about “Universal
Tourism in National Scenic Area” in north

region and south region.

Held tourism promotional activities in Kyushu.

Held the “2015 Taiwan Cycling Festival”.

¥ i

1MB2B~11KH5H

1MA6H~11HA9H

1MB6BE~11KB9H

1MB78B~11KB9H

1MA13B~11B15H

11 B18H

11A20H

118208

1M A23B~11KB27H

11 A258~11RB27H

JEE Date

2015 B ERIRE (WTM) November 2-5

2015 ITF 2I6EEIRE November 6 - 9

%10 BBEMEEILRE November 6 - 9

2015 F ERFETIEM
Goodlife 74 7& Expo BE

November 7 - 9

2015 HEEBRRIER ZE November 13- 15

November 18

5 EiBMEREENIFAERIL

November 20

EEATTBbHS) DH BRI

2015 I-center fRiEEARTSRE &
BRI FH NE iR HE

November 20

54 EEREAFEREY
PAEIERED

November 23 - 27

%30 EEBRHNAR NG E November 25 - 27

Event

Participated in the “WTM London 2015".

Held the “Taipei International Travel Fair,
Taipei ITF 2015".

Held “The 10th Cross-strait Travel Fair” in
Taipei.

Participated in the Goodlife Expo in Penang,
Malaysia.

Attended the “China International Travel Mart
2015".

Established Shanghai Branch Fuzhou Office.

Carried out consumption bolstering program
in cooperation with Executive Yuan.

Held the 2015 i-center award ceremony for

service improvement.

Held the 4th Taiwan-Vietnam Tourism
Cooperation Conference and promotional

activities in Vietnam.

Held “The 30th TVA / KATA Tourism Exchange

Conference”.
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BRF P

2 TEXEREERRER

11 B26H .

REELED)

104 5 T&EIFITHE 8 AR
11 B30H -

NEE

12H4H~12H85H EHRERRE RN EEE

BREBE NEK HRINE

12B5H _

IHIBMERTERENS

EIE TRIEMEX B HEBBES
128108

R AEERERERER
128 20H RENMREFET 1,000 BAR

regEAcEe®E) RAE

12H22H

REHE

FIE MRS EANERNE
128 23H .

R ME T EREEIE]

Date

November 26

November 30

December 4 -5

December 5

December 10

December 20

December 22

December 23

Event

Held a press conference on the“Promotion
of Universal Travel Environment in National

Scenic Area”.

Held 2015 “the Master of Taiwan Tourist
Shuttle” sharing session.

Taiwan-Japan-Korea friendship tournament of

tourism cup.

Captain of super mission, OhBear held a
birthday party in Taipei Zoo.

Amended the “Key points on implementation
of Tourism Bureau, MOTC Subsidies to Tourists
for the Leasing of Electric Scooters on Outlying

Islands”.

The number of tourist arrivals reached 10

million.

Held “Taiwan Tourism Gourmet Feast"” in
Tokyo, Japan.

Made the “Regulations of Personal Data safety

Maintenance in Tourism Amusement Enterprises”.

— s BIITEOR R R AR

I1. Organization of Tourism Administration

TTEIE

Executive Yuan

TERE R RESERER
Tourism Development and Promotion
Committee Executive Yuan

T
Ministry of Transportation and
Communications

BE

Tourism Bureau

N
RitAEERERERAREEER
Northeast and Yilan Coast National Scenic Area
Administration

EALTHEUR
Taipei City Government ﬁ%ﬂﬁ.ﬁ
Planning and Research Division
BAEED
Department of
Information and Tourism %i’%i’ﬁﬁ
| Hotel, Travel and Training Division
SRR
Kaohsiung City Government I@%ﬁ
| PR
International Affairs Division
Bem

Tourism Bureau .
Feifoil

Technical Division

HALTREUS

New Taipei City Government Eﬁﬁﬁ%ﬁ

Domestic Travel Division

BohkisH
Tourism and Travel
Department o,
| EE
Secretariat
ERTHEF
Taichung City Government -
L AEE
Personnel Department
Libniicio]
Tourism and Travel
Bureau
| EEE
Accounting Department
Em M

Tainan City Government

| BEE
Anti-Corruption Department
Libniicio]
Tourism Bureau P - o
1 Al
AN 1
., DRAE X
1 Pubic Relations Department 1
1 1
BB BT e X
Taoyuan City Government N
IREEEERE GO
I J| Hotel Inspection and Supervision
Center

BthRiEH

N
REBEEREAREEIER

East Coast National Scenic Area Administration

N
ERMEEREAREEER

East Rift Valley National Scenic Area
Administration

EHEREREEER

Penghu National Scenic Area Administration

BiHEXRERREER

Matsu National Scenic Area Administration

tiBRREST LEREREEER
North Coast & Guanyinshan National Scenic
Area Administration

N\
2 EREREEER

Tri-Mountain National Scenic Area Administration

AR EEREREEER
Sun Moon Lake National Scenic Area
Administration

PR LB 5 SR B R A

Alishan National Scenic Area Administration

S NN =
ERFABERAREEER
Southwest Coast National Scenic Area
Administration

Tourism Bureau

FERE RS RS
IRERRIE D

Taiwan Taoyuan & Kaohsiung

BERHEREREEER

Siraya National Scenic Area Aaministration

EMEREREEER

Maolin National Scenic Area Administration

W (B s Herioralcenias
City / County Government
S | HRBERRFE D
P

Taipei Travel Service Center

Tourism Sections

AEEEREAREEIER
Dapeng Bay National Scenic Area
Administration

BIRER « KRRIFERE

Overseas Branch Offices in Tokyo,
Osaka

SEEmMER

Overseas Branch Offices in Seoul

BEFTINIRINEBE

Overseas Branch Offices in
Singapore

EIEPEIRNER
Overseas Branch Offices in Kuala
Lumpur

BERRAY ~ Bl JBAZEE
WER

Overseas Branch Offices in New
York, San Francisco, Los Angeles

BEARI IR SRR
Overseas Branch Offices in
Frankfurt

EIERABMER
Overseas Branch Offices in Hong
Kong

BHLURER « BB -
TEMHAZE

Overseas Branch Offices in Beijing
and Shanghai, Shanghai(Fuzhou)
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RIBEE NS
RItAZREHESFRERRASEEELE
Northeast and Yilan Coast National Scenic
Area Administration, Tourism Bureau, MOTC

RIBEE N
REBFERESEEIER

East Coast National Scenic Area
Administration, Tourism Bureau, MOTC

RiBEEENE
TERMAERRAREEER

East Rift Valley National Scenic Area
Administration, Tourism Bureau, MOTC

RiBEHENE

B R AR EER

Penghu National Scenic Area Administration,
Tourism Bureau, MOTC

RiBEHHAH
BHEREREEERE

Matsu National Scenic Area Administration,
Tourism Bureau, MOTC

RiBHENE
IIEFEREELERAREEER
North Coast & Guanyinshan National Scenic
Area Administration, Tourism Bureau, MOTC

RIBEE N
Z2UERE=EEER
Tri-Mountain National Scenic Area
Administration, Tourism Bureau, MOTC

= RBEPHENEERA=ZEEIERE
III. National Scenic Area Administrations

22841 it EREEEEEER 36 9%
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 ERGAINBAEREMITE 25 9%
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 TEERMIGTEAPASMN 17 AP ELEERE —FR 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 B AT HER 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 ET BRI FAM_EH 95-1 5%
No0.95-1, Renai Village, Nangan Township, Lianjiang County 20942,
Taiwan, R.0.C.

http://www.matsu-nsa.gov.tw/
TEL: +886-836-25631

25341 FHIEHAMEERE TN 33-6 57
No.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 ERHZFEEHIER 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

RIBEEND
HREBERASEEIELRE

Sun Moon Lake National Scenic Area
Administration, Tourism Bureau, MOTC

RIBEPER D
FELEXRRSEEER

Alishan National Scenic Area Administration,
Tourism Bureau, MOTC

RIBEPE D
EEmESEREREEIEE
Southwest Coast National Scenic Area
Administration, Tourism Bureau, MOTC

RiBEHEA
AR X AR & E IR

Siraya National Scenic Area Administration,
Tourism Bureau, MOTC

RIBEE N
EMBEXEREEER

Maolin National Scenic Area Administration,
Tourism Bureau, MOTC

RiBEHENE
AEZERERE SRR

Dapeng Bay National Scenic Area
Administration, Tourism Bureau, MOTC

55547 mgi% ik f Ak AT L 599 5%
No.599, Jhongshan Rd., Yuchih Township, Nantou County 55547,
Taiwan, R.O.C.

http://www.sunmoonlake.gov.tw/
TEL: +886-49-285-5668

60246 =HEHERPHEONTEIE 51 5%
No.51, Checheng, Chukou Village, Fanlu Township, Chiayi County,
60246, Taiwan, R.0O.C.

http://www.ali-nsa.net/
http://www.ali-nsa.gov.tw/
TEL: +886-5-259-3900

72742 =mmIEPIEIEFIREIZ 119 57
No. 119 Jioucheng, Beimen Village, Beimen Dist., Tainan City, 72742,
Taiwan, R.O0.C.

http://www.swcoast-nsa.gov.tw/
TEL: 886-6-786-1000

73257 EFTRAIBIERWE 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 RRG=HMIMEZNERZS 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 FRMHRBEAMEAER 169 57
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

B

HRRMER EERANE B ARREBHR
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

B RPRME R SRR E BN KRER
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

rAFE
G Ve P e

Taiwan Visitors Association, Seoul Office

Rm. 902, 9F, Kyungki Building, 115 Samgak-Dong, Chung-Ku,
Seoul, Korea

TEL: 82-2-732-2357~8

FAX: 82-2-732-2359

Website: http://www.tourtaiwan.or.kr

E-mail: taiwan@tourtaiwan.or.kr

BEBMER SERAGEEBMSEE
Taiwan Visitors Association Limited

Room 1010, 10F, Silvercord Tower 2, 30 Canton Road,
Tsimshatsui, Kowloon, Hong Kong

TEL: 852-2581-0933
FAX: 852-2581-0262
Website: http://www.welcome2taiwan.net
E-mail: info@tva.hk

N

EEATINIRI R R =B SR IR R

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

BERINMER SRR ST EEMNER
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

TEE
o

EEMREMER HREEENER

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

=

EHRAMERR BHRN I E SRR
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

BESUMSER SHES WS CRERE A
Tourism Representative, Travel Section, Taipei
Economic and Cultural Office in San Francisco
555 Montgomery Street, #505, San Francisco, CA 94111, US.A.
TEL: 1-415-989-8677

FAX: 1-415-989-7242

Website: http://www.go2taiwan.net

E-mail: info@visittaiwan.org

BB BMSR RS E IR E R
Tourism Representative, Travel Section, Taipei
Economic and Cultural Office in Los Angeles

3731 Wilshire Boulevard, Suite 780, Los Angeles, CA 90010,
U.S.A.

TEL: 1-213-389-1158

FAX: 1-213-389-1094

Website: http://www.go2taiwan.net
E-mail: info@taiwantourism.us

FREIARE

BRI SRR RE G I RIS
Taiwan Strait Tourism Association, Beijing Office
IERTHEREEPIIMAEZ 12 SREFREAEEE 29 /B

29th Floor. West Tower, LG Twin Towers, B12 Jianguomenwai
Avenue, Chaoyang District, Beijing. PR China 100022

TEL: 86-10-656-64100
FAX: 86-10-656-61921
E-mail: tsta7@tsta-bj.org

B bisiiER SR ERMERIRERE DSES R
Taiwan Strait Tourism Association, Shanghai
Branch Office

LisThEBEAEAR L 168 SEEH4ASIAIE 10 /8 02 BT

Room 1002,10F Headquarters Building No.168 Xizang Middle
Road, Shanghai,200001

TEL: 86-21-63510909
FAX: 86-21-63510696
E-mail: taiwan@tlhsh.org

B EBIMERBNRAE S BRMERIRERE L5

MEDEBMNMAE

Taiwan Strait Tourism Association Shanghai
Branch Fuzhou Office

BREAEMNTHIEE R MK 82 SRS AE 18/ 06 BT

Room 1806,18F Rongdu International Building No.82 Wusi
Road,Fuzhou,350000

TEL: 86-591-63335018
FAX: 86-591- 63335017
E-mail: tsta8@tsta-bj.org
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