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Foreword

After a landmark year for tourism during the
R.O.C. centenary in 2011, buoyed by the hard
work of industry members, even greater success
was achieved in 2012. Inbound visitor arrivals
reached a record 7.31 million, resulting in more
than NT$340 billion in tourism revenue. Our
slogan, "Taiwan — the Heart of Asia" continued
to boost Taiwan's tourism brand and international
profile by encouraging more tourists, domestic
and foreign, to experience Taiwan's diverse
offerings. As they enjoyed the wonders of the
island, they witnessed a transformation. Gradually,

Taiwan was becoming the "Heart of Asia."

“Time for Taiwan” Brings Tourism to Even

Greater Heights

In 2011 the Tourism Bureau sparked
excitement when it encouraged people to travel to
Taiwan and experience the centenary. A year later
it sent a new message. With the slogan "Time for
Taiwan," the bureau announced to international
markets that now is the time to visit. It focused
on six themes — food, culture, LOHAS, ecology,
romance, and shopping — to promote the Taiwan
Lantern Festival, Taiwan Culinary Exhibition,
Taiwan Cycling Festival, and Taiwan Hot Spring
& Fine Cuisine Carnival. In addition to these four
major national events, the bureau promoted
special local activities in conjunction with
national scenic areas, giving a boost to affiliated

industries. Results were underscored by two

major milestones: surpassing 7 million inbound
tourist arrivals, and surpassing 1 million inbound
tourist arrivals from Hong Kong and Macau
(following in the footsteps of Japan and Mainland
China). Record numbers of visitors also arrived
from Singapore, Malaysia and other countries,
providing further evidence that Taiwan's dual
strategy of opening diverse markets and building
a global presence works.

In developing the tourism industry our core
principle was to advance both quality and
quantity, with the former taking precedence
over the latter. We promoted excellent tours,
held a competition among tour group caterers,
strengthened quality control management for
the Mainland China market, and brought the
local hotel industry in line with international star
rating systems. We even created a mechanism
for choosing hospitable homestays. Our goal was
to solidify the fundamental changes taking place
in the local tourism industry. We established a
convenient shuttle bus system to service Taiwan's
major attractions and built a Taiwan app to assist
travelers in devising itineraries. Another event
to choose Taiwan's 10 best tourism towns had
wide-ranging benefits. Besides arousing public
participation and inspiring travel, it encouraged
local governments to place greater importance on
both urban and rural tourism. The event created
a friendlier travel environment and fostered local

economic gains.
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Building a Friendly Tourism Environment

Open for Exploration

Looking ahead to 2013, we set a goal of
surpassing 7.7 million inbound tourist arrivals.
Getting there will take a lot of work. As well as
continuing the "Project Vanguard for Excellence
in Tourism" and the "Economic Power-Up
Plan — Tourism Optimization Through Quality/
Quantity Upgrading," we will implement marketing
strategies contained in our "Time for Taiwan" plan.
Market expansion will take us from Southeast
Asia and Muslim nations to international cruises,
while we boost our presence at exhibitions, offer
travelers additional incentives, and encourage
more Mainland Chinese to visit under the Free
Independent Traveler program. By improving
tourism quality in Taiwan, we will bring added
value to the industry.

As we increase tourism revenue, it is important

that we make tourism in Taiwan friendlier and

more meaningful. For ease of travel we will
continue making handicap - friendly facilities
and building seamless transit between tourist
attractions. We will also promote low-carbon
travel. Using the "Time for Celebration - Taiwan
Tourism Events" calendar as a medium to show
international tourist activities and the affable
nature of Taiwan, we will promote events such as
"Taiwan Fun on the Tropic of Cancer," the island's
first Summer Solstice celebration. To market
Taiwan we want to tell stories that reveal new
tourism spotlights and show our soft power. The
ultimate goal is to create an environment where
every corner of the island is open for exploration.
We present to you our administrative
achievements of 2012 and look forward to serving

you in the future.

Director-General, Tourism Bureau @ ~ d W ~
o . Uﬂ"lz
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Major Achievements of Tourism Administration in 2012

|. "Time for Taiwan" Breaks Record of Inbound Visitor Arrivals

Following the centennial "Tour Taiwan" program, the
Tourism Bureau continued to develop Taiwan's tourism
market. It designated "Time for Taiwan" as the 2012-
2013 promotional theme. With the needs of visitors
in mind, the bureau promoted innovative activities
and mechanisms that highlight Taiwan's special
characteristics and make travel friendlier and more
satisfying.

In terms of implementation, the core values were
sustainability, quality, friendliness, living, and diversity.
Internally, the government balanced development of
Taiwan's local economy and tourism while improving
the quality of travel and life for the Taiwanese public.
Externally, to establish a travel environment where
sightseeing is possible at every location in Taiwan,
the Tourism Bureau reinforced the international image
of Taiwan's travel branding and deepened the overall
experience of international travelers to Taiwan.

In terms of international promotion, "Taiwan — the
Heart of Asia" welcomed travelers the world over to
experience Taiwan, and "Time for Taiwan" announced
the arrival of a new age of tourism. The objective was
to gradually make Taiwan the heart of tourism in Asia.

In terms of promotional content, the Tourism
Bureau built the following framework: "Who - Taiwan
Welcomes You," aimed at attracting visitors; "When -
Events Weekly," aimed at expanding suitable times to
visit; "What — Daily Deals," aimed at providing value-
added incentives; "Why — Spotlights Everywhere,"
aimed at making Taiwan an irresistible destination;
"How — Unforgettable Experiences All the Time," aimed
at advertising the convenience of travel. The bureau
combined this structure with the Taiwanese tourism

EUIIEE 700 BEEIRIRERE
Welcoming the 7 millionth foreign traveler to Taiwan

brand developed in 2010-2011, "Tour Taiwan," with
its 10 unforgettable travel elements: current culture,
local culture, aboriginal settlements, stargazing,
religion, environment, bicycling, hiking, hot springs,
and innovation. Major travel itineraries continued to
be promoted, with culture, romance, food, shopping,
LOHAS, and ecology as the six major themes. The
bureau further combined these with the four major
celebrations: the Taiwan Lantern Festival, the Taiwan
Culinary Exhibition, the Taiwan Cycling Festival, and the
Taiwan Hot Spring & Fine Cuisine Carnival. In addition,
the bureau integrated special events organized by
national scenic areas and local governments to form
a series of international, national, and local events
that could serve as a point of focus for international
promotion. The diverse tourism options led to
unforgettable service and activities for international
travelers.

With the successful implementation of "Time
for Taiwan," 2012 saw many new tourism records.
Foremost was a new high in the number of inbound
visitor arrivals, at 7,311,470, an increase of over
1,200,000 visits, or 20.11% growth, as compared to
the total of 6,080,000 visits in 2011. The second record
was a new high of over a million inbound visitor arrivals
from Hong Kong and Macau, after Japan and Mainland
China previously surpassed this milestone. The third
record was for number of visits in a single month,
reaching 702,588 in December. When international
travelers spent on travel in Taiwan, tourism and related
industries benefited. In 2012, this generated over
NT$340 billion in tourism receipts.
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Major Achievements of Tourism Administration in 2012

ll. Improved Tourism Services Promote Economic Development

In co-operation with the Executive Yuan's
"Economic Power-up Plan," the Tourism Bureau began
implementing tasks related to the improvement of
tourism in 2012 to create a new blueprint for advances
in both quantity and quality. This strengthened
international competitiveness, set the foundation for the
tourism industry, and put Taiwan on course to realize
the goal of 10 million annual inbound tourist arrivals
by 2016. In terms of improving tourism quality and
quantity, there were two main directions:

1. Strengthening the Breadth and Depth of

Existing and Emerging Customer Sources

With the central philosophy of diversified innovation
and global strategy, the Tourism Bureau developed
new market opportunities among Muslims and newly
affluent classes in five Southeast Asian countries:
Indonesia, India, Thailand, Vietnam and the Philippines.
In addition, the bureau pushed to simplify application
procedures for business and Free Independent
Travelers from Mainland China to attract high value
customers to spend in Taiwan. On April 28, 2012,
six new cities were added in a second wave of Free
Independent Travelers trial sites: Guangzhou, Nanjing,
Tianjin, Hangzhou, Chongqing and Chengdu. Four
additional trial cities were included on August 28, 2012:
Jinan, Xi'an, Fuzhou and Shenzhen. Additionally, 11
new cities were added to the eligibility list for "three
small links" travel to Kinmen, Matsu and Penghu. To
thoroughly exploit the potential of target markets, the
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The Tourism Bureau held an awards ceremony to honor caterers of tour group
meals

"Time for Taiwan" promotional plan was implemented
to create the impression that unforgettable experiences
and activities are available everywhere, every day, to
entice international travelers to Taiwan.

To reinforce marketing strength and fully exploit
Taiwan's advantageous tourism resources, the bureau
integrated activities with tourist potential organized
by other government bodies, local governments, and
national scenic area administrations under the bureau
has for the "Time for Celebration — Taiwan Tourism
Events" calendar. As of December 11, 2012, the bureau
has announced 42 international events and held an
achievements press conference on December 28.
Through the organization of data, application of new
technology, and creative marketing techniques, the
bureau integrates food, accommodation, travel and
shopping with calendar activities. By presenting tourism
activities at different times and regions the bureau
entices travelers to linger and shop, thereby invigorating
development in tourism and related industries,
expanding tourism service output and employment
opportunities. These benefits make the "Time for
Celebration — Taiwan Tourism Events" calendar a
representative brand for Taiwan's international events.

2. Setting the Foundation for Moving from

Quantity to Quality

As the number of incoming visitors rose, improving
the quality of travel became a point of focus. Therefore,
the Tourism Bureau, through guidance and incentives,
improved the industry's management and professional
character to raise tourism service quality, create added
value, and attract return visits from high-end travelers.
Main points of focus were:

(1) Promoted quality travel. For instance, the Tourism
Bureau encouraged operators to provide good
quality packaged tours, enhanced surveys of tour
prices, and raised the quality of tour group meals.
The bureau held a competition of Taiwan tour
group meals to find the best value, most refined,
and most characteristic restaurants, with the 10
best in each category announced on December
18, 2012. Management of the Mainland Chinese
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Major Achievements of Tourism Administration in 2012

tourist market was also reinforced. This included
defining reasonable arrangements for tour groups
(round-the-island trips based on eight days and
seven nights, daily mileage capped at 250 km);
maximum tour bus driver working hours (10 hours
per day); management of drivers' licensing and
training; regular inspection of licenses; enforcing
vehicle mechanical safety; banning refurbished
tires on tour buses; increasing inspections on
older vehicles; constructing emergency warning
notifications; and highlighting areas and times
where tour buses should exercise caution. In
addition, the bureau enhanced traffic control at
popular destinations and encouraged Mainland
Chinese tourists to stay at star-rated hotels.

(2) An incentive scheme for foreign travel agencies
to create new package tour products to bring

travelers to Taiwan processed 222 applications
in 2012 and attracted 385,543 international
visitors. Furthermore, the Taiwan Strait Tourism
Association's Shanghai office opened on
November 15, 2012, and began to actively promote
six protections for tourists: safe accommodation,
safe food, safe tourism, safe transportation,
no compulsory shopping, and no self-funded
activities, all of which emphasized high quality
itineraries in Taiwanese tours.

(3) Raised hostelry industry competitiveness by
alignment with international management
standards and evaluation mechanisms, including
hotel star-ratings and the Taiwan Host selection
program. By year-end 2012, a total of 222 hotels
obtained star-ratings and 499 hotels were rated as
welcoming.

l1l. "Top 10 Taiwan Tourism Towns" Creates a New Tourism Spotlight

The main purposes of holding the "Top 10 Taiwan
Tourism Towns" competition was to encourage
local governments to examine and organize tourism
resources within their jurisdictions, create a travel-
friendly environment, invigorate the local economy and
encourage the development of selected locations by
promoting the top 10 tourism towns.

Initially 39 municipalities were nominated to
compete in the top 10 tourism town selection. Judges

3N
Tangweigou Park, Jiaosi

narrowed these down to 17 towns open for public
voting. In the second round, voting took place via the
web, mobile phone app, or postcards. The public was
encouraged to visit these locations and use the website
or postcards of the towns to vote for their choice. A
total of 5,190,133 votes were cast (2,592,903 through
postcards, and 2,597,230 on the web). Committee
members awarded points based on five criteria:
maintenance of environmental beauty, friendliness of
the tourism environment, expression of characteristic
themes, friendliness to foreign tourists, and status of
municipal government guidance. Points were based
on site visits, reports by municipal governments, and
supplementary information presented in documents.
The top 10 tourism towns that were chosen, in order
of Chinese character strokes, were: Dajia, Taichung,
for its Matsu culture; Dasi, Taoyuan, which was a
popular holiday getaway for two presidents; Beitou,
Taipei, for its small town character; Anping, Tainan,
Taiwan's namesake; Jincheng, Kinmen, a nostalgic
town; Meinong, Kaohsiung, for its deep beauty;
Lukang, Changhua, for its craft, food, and history; Jiji,
Nantou, for its scenic trains; Ruifang, New Taipei City,
for its gold mines; and Jiaoxi, Yilan, for hot spring and
LOHAS. In addition, Sanyi, Miaoli, was selected as
most characteristic; and Ruisui, Hualien as the cleanest
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and most orderly. The town with the most international
tourism potential was Xinyi, Taipei. Beigang, Lienchiang
County, on Matsu; Liuqiu, in Pingtung; as well as
Makong, on Penghu; and Luye, in Taitung, were all
selected as towns with tourist potential.

To market Taiwan's top 10 tourism towns, the
Tourism Bureau held a promotional press conference

on April 11, 2012, and in June it held a tourist town
exhibition in conjunction with Taipei 101. On July 4,
2012, a workshop on sustainable development and
management of tourist towns was held. Mayors and
magistrates of localities in which selected towns are
located committed themselves to development and
sustainable management.

ﬂ\‘mﬂ.'&ﬂl‘%"‘b"‘"‘-

LI A N

=HESEmE
The Taiwan and Japan Tourism Summit

IV. Foundation for Bilateral Meetings to Set a New Qutlook for International

Exchange

Taiwan and neighboring countries in Southeast
Asia have always been important tourist destinations
for one another. Visitors traveling between Southeast
Asian countries have also broken successive records.
Given that Taiwan, Japan, Korea, Vietnam, and
Mainland China are important tourism partners, in
order to deepen exchanges and friendly relations,
bilateral meetings were held in 2012 to consult on
expanding tourism market cooperation. Other than
reaching consensus on many topics, a new outlook for
international exchanges was set.

1. Taiwan and Japan Tourism Summit

On July 6, 2012, the 5th Taiwan and Japan
Tourism Summit was held in Hualien. As new open-
sky policies were coming into effect, the focus was
on how to expand exchange and create new travel
products. Other than extending the Japan-Taiwan
Tourism Exchange Year to 2013, the consensus was
that flights would be used to expand exchange.
Through promotional activities, online information
exchange, mutual recommendation of travel products,

and promoting educational travel, travel between the
countries in 2012 reached 2,992,615 trips. This was
close to the goal of 3 million set at the previous summit
and marked a new page of Taiwanese and Japanese
tourism cooperation.

2. Taiwan-South Korea Tourism Conference

On May 24, 2012, the 27th Taiwan-South Korea
Tourism Conference was held in Kaohsiung. The
conference reached the following consensus: the
Songshan to Gimpo route and the high-speed rail
should be used to develop in-depth travel itineraries;
chartered flights should be used to advance local
tourism exchangs; energy-saving LOHAS products
based on cycling should be developed; the integration
of cultural and creative industries into travel products
should be encouraged; promotional material in Korean
should be improved. Furthermore, the Taiwanese and
Korean governments and the public will promote the
year of Taiwan-South Korea exchange, with the aim of
reaching 1,000,000 trips between countries.
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3. Taiwan-Vietnam Tourism Cooperation

On May 9, 2012, the Taipei Economic and Cultural
Office in Vietnam and the Vietnam Economic and
Cultural Office in Taipei signed a memorandum of
understanding on Taiwan-Vietnam tourism cooperation.
On November 21, 2012, the first Taiwan-Vietnam
tourism cooperation meeting was held in Taipei. A
consensus to reinforce tourism information exchange,
arrange mutual visits by media and tourism industry
operators, and mutual attendance at international travel
fairs was reached. A second Taiwan-Vietnam tourism
cooperation meeting was scheduled for September
2013, to be held in Vietnam, to cement the bilateral
tourism relationship.

4. Cross-Strait Tourism Exchange Round-

table Meeting

On August 8, 2012, the 4th cross-strait tourism
exchange roundtable meeting was held in Taiwan. Shao
Qi-Wei, head of the Taiwan Strait Tourism Association,
led representatives from the tourism bureaus of various
provinces to Taiwan to discuss topics regarding further
cooperation, including cruise tours and travel insurance.
The meeting progressed toward the greater goal of
creating a win-win situation for cross-strait tourism.

V. Expand Free Independent Travel to Benefit Cross-Strait Tourism

Free Independent Travel by Mainland Chinese
tourists in Taiwan began on June 28, 2011. Initially,
travelers were welcomed from Beijing, Shanghai and
Xiamen, the three early stage trial cities. The Tourism
Bureau proactively discussed the simplification of
application procedures with relevant government bodies

1. BINEHTERES

1. A ceremony to mark the launch of Free Independent Travel for residents of
Guangzhou

2. ERRSE D RIBESHEES

2. A reception and sign-unveiling ceremony to mark the opening of the
Shanghai office

and the easing of limitations on Free Independent
Travelers. After negotiations, a bilateral agreement was
reached whereby residents from 10 more cities would
qualify for the scheme in two stages. On April 28, 2012,
Tianjin, Chonggqing, Nanjing, Guangzhou, Hangzhou
and Chengdu were qualified. On August 28, 2012,
Jinan, Xi'an, Fuzhou and Shenzhen were qualified.
The daily maximum of Free Independent Travelers was
raised from 500 to 1,000. As of December 31, 2012, a
total of 221,429 visitors have entered Taiwan under the
scheme. For the "three small links" Free Independent
Travel, in addition to the original nine qualifying cities,
a further 11 have been added, including cities in
Zhejiang, Guangdong and Jiangxi. The scheme now
covers 20 cities in four provinces, where residents can
use the "three small links" (mini three link) to enjoy Free
Independent Travel in Kinmen, Matsu and Penghu.

As more cities are added, the number of Free
Independent Travelers to Taiwan will continue to
increase. The development of the hostelry and tourism
industry will benefit as the economic boon penetrates
every level. Furthermore, Taiwanese travelers made
more than 3,139,000 visits to Mainland China in 2012,
while Chinese visitors made 2,586,000 visits to Taiwan.
Proactive development of cross-strait travel exchanges
has already created significant economic benefit. With
further cooperation, greater prosperity is expected,
bringing further real contributions to peaceful cross-
strait development.
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VI. A Two-Track Approach for Improving Tourism Attractions and Services

Developing the local tourism industry requires
tapping into local characteristics. A necessary
ingredient is a local consensus that motivates residents
to take action and develop tourism resources. Such
concepts are part of the Tourism Bureau's bottom-
up approach, which relies on competitive proposals
to spark action from local governments and residents
while determining their expectations and visions for
tourism development. They can then build benchmark
attractions and the environment needed to support
them.

1. A Model Plan to Develop International
Tourist Attractions
This model plan used a bottom-up approach,
relying on competitive plans to assist city and county
governments in expressing their creative abilities.

FRERMIIEEEERILE

Refurbishment of areas around old city walls in Pingtung County

Locales constructed the infrastructure and services that
supported their unique tourism advantages, building
attractions that brought in international visitors. The
Tourism Bureau completed the first stage of this model
plan and lent assistance to the following projects:
New Taipei City, turning the Shujinjiu region into an
international tourist attraction; Taipei, regenerating
the tourist area surrounding Taipei Confucius Temple;
Taichung, regenerating an urban green area; Changhua,
revisiting the beauty of Lukang through its crafts
and historic landmarks; and Pingtung, restoring the
landscape of the southern tip of Taiwan. Meanwhile, the
bureau continues to oversee the second stage of this
model plan, with construction, marketing and activity
promotion taking place in Hsinchu, Miaoli, Nantou,
Taitung and Penghu. Completion was scheduled for
2014.

Improvements were seen in tourism numbers from
2010, a year after introduction of the model plan, to
2012, when several associated plans were completed.
Growth in annual tourist visits and revenue between
2010 and 2012 are as follows: Shuijinjiu region, New
Taipei City, 500,000 visits, NT$679,500,000 revenue;
the historic district surrounding Taipei Confucius
Temple, Taipei, 150,000 visits, NT$203,850,000; urban
green areas, Taichung, 350,000 visits, NT$475,650,000;
the Lukang area, Changhua County, 600,000 visits,
NT$815,400,000; and the southern tip of Taiwan,
Pingtung County, 950,000 visits, NT$1,291,050,000.

2. A Development Plan to Bolster Tourism

Facilities

This plan improved the facilities and services at
local scenic areas, tourist areas, and travel bands,
raising the quality of surrounding environments. In
2012, NT$650 million worth of investments were poured
into subsidizing local governments for 84 refurbishment
or building projects involving infrastructure in local
scenic areas.
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3. A Regional Flagship Tourism Plan

This plan used a top-down approach,
commissioning professional teams, who received
support from international tourism experts, in setting
tourism development themes for the northern, central,
southern, and eastern regions of Taiwan along with the
outlying islands. Their ideas guided the distribution of
NT$700 million in subsidies from the Tourism Bureau,
which were offered to local governments in 2012 to
conduct 67 projects for improving regional tourism
environments.

SRR EEE

Urban regeneration in a green area of Taichung

VIl. Seamless Travel for a Friendly Tourism Environment

As part of its commitment to high-quality tourism,
the Tourism Bureau promoted seamless travel. The
bureau also carefully considered each element of the
travel experience, so it could ensure convenient and
comfortable services. In recent years, responsible travel
has emerged as a growing trend, leading the bureau to
work toward developing environmentally friendly travel
and green itineraries.

1. Seamless Travel Services
(1) Visitor Information Centers

a. In 2012, the Tourism Bureau used the corporate
identity systems of its visitor information centers
to assist local governments in establishing
centers in Taoyuan Train Station and Hengchun
Bus Station. Expansion of the service network
produced a friendlier, more convenient travel
environment.

b. The Tourism Bureau continued training service
staff; guiding, evaluating and comparing
visitor information centers; and assisting
local governments in maintaining operational,
management and service quality of visitor
information centers.

(2) Taiwan Tour Bus

a. In 2012, the Tourism Bureau assisted 11 travel
industry operators in establishing 26 packaged
tours in scenic areas across Taiwan (43 types of
itineraries). Operators provided services in Yilan,
the Northeast Coast, Yehliu, Yingge, Taichung,

Lugang, Sun Moon Lake, Penghu, Kaohsiung,
Kenting and Taroko Gorge.

b. To focus on the service provided, in 2012 the
Tourism Bureau abbreviated the Taiwan Tour
Bus Chinese name and designed new branding
and signs. Further improvements included
unifying the exterior design on each of the
buses, improving the quality of foreign language
tours, and building friendly meeting points. By
doing the re-branding in-house, the bureau gave
the buses deeper meaning and raised service
quality.

c. In July and October of 2012, the Tourism Bureau
cooperated with travel industry operators to hold
special activities for Father's Day and Double
Ninth Festival. Extensive promotion of these
events led many people to ride the bus.

(3) Taiwan Tourist Shuttle Service

a. The Tourism Bureau selected 22 routes for the
Taiwan Tourist Shuttle in 2012. These achieved
a ridership of 1.8 million, attributed to higher
brand loyalty fostered by improvements in two
main areas: better services and better ticket
packages. To achieve the former, the bureau
integrated GPS guide services onto 11 routes
and introduced a model reservation system
for select times on three long-distance routes.
For the latter, the bureau introduced over 50
ticket package promotions (including nine
regional packages), to give travelers a range of
convenient, and economic travel choices.
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A poster promotes the Taiwan Tourist Shuttle as a great way to travel

b. To encourage the use of public transit, the
Tourism Bureau held a special press conference
for the Taiwan Tourist Shuttle, an event to
give fans a chance to meet spokespeople of
the service, and a campaign to gather fans.
It promoted Taiwan Tourist Shuttle using
brochures, posters, placards, and a short video
shown at major transit stations (at Taiwan
Railways stations, Taipei Metro stations, King
Bus stations, and Songshan Airport). The bureau
also advertised Taiwan Tourist Shuttle service in
newspapers, on the radio and in other media.

(4) Cloud Service
The Tourism Bureau built a tourism information
database by gathering information on attractions,
accommodations, restaurants and activities
from local governments, agencies and each of
the national scenic area administrations. The
information is available to all interested parties.

Businesses use it to facilitate the creation of

new value-added products and services, and

it will become the basis of a complete tourism
geographic information system.

(5) LED Displays
At 55 visitor information centers in airports, major
train stations and tourist attractions, the Tourism
Bureau has installed smart LED displays that offer
transportation and travel information. Besides
covering local travel and popular activities, there
is information on discounts (such as at hotels and
restaurants). While at visitor information centers
of major transit points tourists can observe these
displays to quickly gain valuable information. As an
added benefit, this service encourages travelers to
explore visited areas in greater depth.
(6) Tour Taiwan Travel App

The Tourism Bureau also developed the Tour
Taiwan travel app, which provides more than
16,000 pieces of location-based service data,
ranging from attractions, accommodation,
restaurants, visitor information centers, police
stations, hospitals, parking lots, gas stations,
train stations, and other transit points. Users can
even check for tourism-related activities. The
service significantly reduces the frustrations that
sometimes can be a part of travel.

2. Promoting Taiwan as an Island for Low

Carbon Tourism

The government has responded to global
environmental trends by introducing policies to save
energy and reduce carbon emissions. On January
7, 2010, in a symposium on low carbon cities, the
Council for Economic Planning and Development gave
a directive calling for the Ministry of Transportation to
serve as the lead government agency in promoting
Taiwan as an eco-tourism island. It designated Green
Island and Liugiu as model destinations for eco-
tourism, with development to be achieved through a
mid-term plan focused on seven main areas: planting
vegetation, low carbon construction, energy savings,
green transportation, recycling, renewable energy,
and low carbon lifestyles. The council also called on
the ministry to assist the Pingtung and Taitung county
governments in implementation. By building a green
transportation system the ministry will create a low
carbon, environmentally friendly living area, and in the
process produce a travel environment where tourists
can take advantage of green energy.
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Chapter 1

Section 1 Global Tourism Market

[. The Global Tourism Industry

According to the latest data provided by the
World Tourism Organization (UNWTQ), international
tourist arrivals were a record 1,035,000,000 in
2012, surpassing the 1 billion mark and growing by
4% compared to 2011. By region, the Asia-Pacific
performed best, with 7% growth in international tourist
arrivals. This includes 9% growth in Southeast Asia and
6% in Northeast Asia. The Americas saw 4% growth,
with Central America highest at 6%. Africa also grew by
6%.

According to UNWTO forecast, international tourism
will grow slightly in 2013 by about 3-4%. By region,
predicted growth rates are: 5-6% in the Asia-Pacific,
3-4% in the Americas, 4-6% in Africa, 2-3% in Europe,
and 0-5% in the Middle East.

101 Froo) =R
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Il. Asian Tourism Market
(1) Japan (Source: Japan National Tourist Organization)
Outbound travelers from Japan in 2012 were
estimated at 18,490,000, up 8.8% compared to 2011.
The number of inbound visitors for the same period
was 8,368,100, up 34.6% over 2011. Major sources of
Japan-bound tourists were South Korea, (2,044,249),
Mainland China (1,429,855), Taiwan (1,466,688), the
United States (717,372), and Hong Kong (481,704).
Analysis of the growth rate of these countries showed
across the board increases, with a rise of 47.6% from

Taiwan.

BARIREMRENETE

ivals from Major Asian Tourism Markets in 2012
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(I Hong Kong (Source: Hong Kong Tourism Board)
Hong Kong residents made 85,276,018 trips
abroad in 2012, an increase of 0.5% over 2011. A
total of 48,615,113 travelers arrived in Hong Kong in
2012, 16.0% more than in 2011. Excluding those from
Mainland China (34,911,395), arrivals fell by 0.8% to
13,703,718. By country (or area) of residence, the most
important sources of visitors were Mainland China
(34,911,395), Taiwan (2,088,745), and Japan (1,254,602).
In terms of market growth, Mainland China topped
the list of source countries (24.2%), followed by the
Philippines (7.6%), and South Korea (5.6%). Travelers
from Taiwan decreased by 2.8%.
() South Korea (Source: Korea Tourism Organization)
In 2012 Korea received 11,140,028 visitors, an
increase of 13.7% over 2011. The major source
countries (or areas) were Japan (3,518,792), Mainland
China (2,836,892) and the United States (697,866).
Taiwan was fourth at 548,233. In terms of market
growth, Uzbekistan topped the list of source countries
(86.1%), followed by Kazakhstan (31.1%) and Hong
Kong (28.2%). Growth from Taiwan was 28.0%.

(IV) Malaysia (Source: Malaysia Tourism Promotion

Board)

In 2012, Malaysia received 25,032,708 visitors, an
increase of 1.3% over 2011. The major source countries
(or areas) were Singapore (13,014,268), Indonesia
(2,382,606), and Brunei (1,258,070). Arrivals from
Taiwan totaled 242,519. In terms of market growth, Iraq
topped the list of source countries (61.7%), followed
by Nepal (50.6%), and the Philippines (40.5%). Growth
from Taiwan was 3.7%.

(V) Mainland China (Source: www.51yala.com)

In 2012, Mainland China received 132,405,300
visitors, a decrease of 2.23% from 2011. Tourists of
foreign nationality accounted for 27,191,600 of the
arrivals, an increase of 0.29%. The major source
countries (or areas) were Hong Kong (78,713,000),
Macau (21,166,000 arrivals), and Taiwan (5,340,200
arrivals). In terms of market growth, Vietham topped
the list of source countries (12.99%), followed by the
Philippines (7.57%) and Australia (6.63%). Growth from
Taiwan was 1.47%.

101 FREMEFIRTIZARNRMEZETE

2012 Inbound Visitor Arrivals in Taiwan by Country of Origin
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Section 2 Taiwan’s Inbound Tourism Market

In 2012, Taiwan received 7,311,470 visitors, an
increase of 20.11% over 2011. Tourists of foreign
nationality accounted for 3,831,635 arrivals, an increase
of 242,908 (6.77%) over 2011. Overseas Chinese
tourists were 3,479,835, an increase of 981,078
(39.26%) over 2011. In terms of market growth,
Mainland China topped the list of sources (44.96%),
followed by Hong Kong and Macau (24.26%), and New
Zealand (13.76%).

The source country with the most incoming
travelers was Mainland China (2,586,428, or 35.37% of
the market), which grew by 44.96% compared to 2011.
It was followed by Japan at 1,432,315 (19.59% and
growth of 10.62%), Hong Kong and Macau at 1,016,356
(13.90% and growth of 10.75%), the United States at
411,416 (5.63% and a decline of 0.29%), Malaysia at
341,032 (4.66% and growth of 10.76%), Singapore
at 327,253 (4.48% and growth of 9.23%), and South
Korea at 259,089 (3.54% and growth of 6.66%).

Pleasure was cited as the main reason for visiting
Taiwan, accounting for 4,677,330 of arrivals, or 63.97%
of the total, the highest percentage in the previous
decade. Next was business, accounting for 893,767 of
arrivals, or 12.22% of the total. Visitors were 51.14%
male, and the largest age group was between 30 and
39, accounting for 20.57% of the total. The average
length of stay was 6.87 nights.

According to the "2012 Annual Survey Report on
Tourism Expenditures and Trends in Taiwan," inbound
visitors mainly came to Taiwan via tours arranged
through a travel agency (40%), self-guided tours
without any arrangement by a Taiwanese travel agency
after arrival (36%), and booking hotel and airplane
tickets through travel agencies (20%). Primary draws for
inbound visitors were sightseeing, food, and Taiwanese
customs and culture, while the main activities these
visitors participated in were shopping and visiting night
markets. Among the major scenic spots in Taiwan,
night markets were the most frequented (78 times for
every 100 visitors), followed by Taipei 101 (62 times for
every 100 visitors), National Palace Museum (53 times
for every 100 visitors), Chiang Kai-shek Memorial Hall
(89 times for every 100 visitors), and Sun Moon Lake (37

times for every 100 visitors). The favorite scenic spots
among inbound visitors were Jiufen, Taroko Gorge and
Tiensiang, Sun Moon Lake, and Alishan (all enjoyed by
over 20% of visitors).

The overall satisfaction rate of inbound visitors
to Taiwan was 95%. Among different categories,
satisfaction was 95% toward the services of travel
agencies and tour guides, 84% toward hotel
accommodations (including international tourist
hotels, tourist hotels and general hotels), 81% toward
guesthouses, and 82% toward youth hostels and
activity centers.

Among the major tourism markets, the satisfaction
rating of South Korean travelers was 85%; other
markets were all over 92%. Satisfaction among
Mainland Chinese visitors was highest (at 98%),
followed by New Zealand and Australian travelers (also
at 98%) and European travelers (97 %).

Based on the current experience of traveling
in Taiwan, visitors were most impressed with local
friendliness and hospitality (50 out of every 100 visitors),
night markets (41 out of every 100 visitors), food (39
out of every 100 visitors), tourism attractions (29 out of
every 100 visitors), and coastal scenery (27 out of every
100 visitors).

In 2012, average daily expenditures among visitors
to Taiwan were US$ $234.31 (a decrease of 9.12%
compared to the previous year). The breakdown of
average spending includes: shopping (36%), total hotel
expenses (32%), food and beverage expenses outside
the hotel (13%), transportation within Taiwan (10%),
entertainment expenses (8%), and miscellaneous
expenses (1%). Annual tourism receipts from overseas
arrivals were an estimated US$11.769 billion (an
increase of 6.36% compared to the previous year).

The Tourism Bureau continued to promote its "Time
for Taiwan" slogan and "Project Vanguard for Excellence
in Tourism" in 2012. It used diverse promotions to
develop markets around the world, as well as flexible
tourism promotion strategies that could attract travelers
from every country. The result was another record year
for tourism receipts.
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Section 3 Taiwan’s Outbound Tourism Market

In 2012, 10,239,760 outbound travelers departed
from Taiwan, an increase of 655,887 over 2011, and
first time departures exceeded 10 million. Analysis of
international destinations (based on the first point of
arrival) showed that Asia was the leading destination
(accounting for 9,367,597 of departures, or 91.48%),
followed by the Americas (537,014, or 5.24%), Europe
(240,760, or 2.35%), Oceania (89,166, or 0.87 %), Africa
(1,826), and other areas (3,397).

Analysis of destination countries (areas) put
Mainland China first (3,139,055 departures), followed by
Hong Kong and Macau (2,548,262), Japan (1,560,300),
South Korea (532,729), and the United States (469,568).

According to the "2012 Survey Report of Travel by
ROC Citizens," the main reason Taiwanese citizens
went abroad was sightseeing (at 61%), followed by
business (23%), visiting relatives (15%), and study tours
or studying abroad (1%). Among those traveling for
tourism purposes, the main reasons for going abroad

were: invitation by relatives, curiosity and desire to
experience foreign cultures, relaxation, company tours,
and cheap travel cost.

In 2012, the leading overseas destination for travel
by Taiwanese citizens was Mainland China (40%),
followed by Japan (19%), Hong Kong (8%), Korea (6%),
the United States (5%), and Thailand (4%). Among trips
abroad, 35% of Taiwanese citizens had local travel
agencies handle part of the arrangements, followed by
joining group tours, incentive or company tours (35%),
purchasing self-guided tour packages or itineraries that
include plane tickets and hotel (16%), and self-guided
travel without any arrangement by a travel agency
(14%).

Average expenditures by Taiwanese citizens abroad
in 2012 were NT$48,740 per trip (an increase of 0.6%),
while total expenditures for trips abroad were an
estimated NT$499.1 billion (an increase of 7.5%).

=225

Bali Island
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2012 Key Indicators of the Taiwan Tourism Market
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Average Expenditures for
Inbound Visitors
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IS ERH

Average Length of Stay for
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HEIRE
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Average Daily Expenditures for
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ECERIIRE AR
Total Visits by Travelers Citing

"Pleasure" as Their Main
Purpose of Visiting

EOCBEIRE
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Average Daily Expenditures
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1018 2012
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7.31 Million Visits
117.69f8E7T
US$11.769 Billion

1,610E7T

US$1,610

6.87
6.87 Nights

234.31%E7T
US$234.31

4688 AR
4.68 Million Visits

256.87FETT
US$256.87

898 AN
890,000 Visits

1005 2011
6098 AKX
6.09 Million Visits
110.65(8=7T
US$11.065 Billion

1,818%E7T

US$1,818

7.05%)
7.05 Nights

257.82%ETT
US$257.82

3638 AN
3.63 Million Visits

280.41ZE7T
US$280.41

98B AN
980,000 Visits

1015821005 EER Change
ARER20.11%
Increase of 20.11%
%£6.36%

Increase of 6.36%

BAM1.44%

Decrease of 11.44%

B0.187R
Decrease of 0.18 Nights

BA9.12%

Decrease of 9.12%

B28.72%

Increase of 28.72%

T51)8.39%

Decrease of 8.39%

T19.25%

Decrease of 9.25%

217.48%7T 288.22557T, BA6.75%
Ausizge PRy [Braemeli e US$217.48 US$233.22 Decrease of 6.75%
Among Travelers Here for
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RERERIEREE o EE A%
=] i
Overall Satisfaction Among 95% 93% )
. Increase of 2 Percentage Points
Inbound Visitors
IR REEMWLER
N= A\
Percentage of Inbound Visitors 319 35% BDAEE DR
Who Previously Traveled to Decrease of 4 Percentage Points
Taiwan
RESELS

Tourism Bureau, MOTC
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2012 Key Indicators of Outbound Travel by Taiwanese Citizens

IEH Item 1015 2012 100 2011

B A1 S B AR B AT LR
Percentage of Citizens Who Traveled
Abroad

B BB AR
ERM12EER)
Total Outbound Trips by Citizens

(Including Those 12 Years Old or
Younger)

I ALHEIRE
BEFRm12EER)
Average Number of Outbound Trips

Per Person (Including Those 12 Years
Old or Younger)

FIEEBRE
Average Number of Nights Per Trip

BABRHIHES T
Average Expenditures Per Person Per
Trip

HEIIRE HE RS
Total Expenditures on Outbound
Travels

20.6%

10,239,760 A X
10,239,760 Trips

0.447R
0.44 Trips

9.067
9.06 Nights

HEMEA8, 7407T
(Z5551,6467T)

NT$48,740
(US$1,646)

F=M4 991187T
(E=£168.54{E7T)

NT$499.1 Billion
(US$16.854 Billion)
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19.1%

9,583,873 AN
9,583,873 Trips

0.41R
0.41 Trips

9.33W
9.33 Nights

HEME48,4367T
(EE51,6437T)

NT$48,436
(US$1,643)

=M 642{87T
(E£157.48(87T)

NT$464.2 Billion
(US$15.748 Billion)

101EE2100FELLER Change

IR E=pay

Increase of 1.5 Percentage Points

B 6.8%

Increase of 6.8%

5P
No Significant Change

BA0.2717)
Decrease of 0.27 Nights

FTEME : FFT(+0.63%)
NT$: No Significant Change
(+0.63%)

(EE : FF(+0.18%)

US$: No Significant Change
(+0.18%)

HEM : fR7.5%
EE : E7.0%)

NT$: Increase of 7.5%
(US$: Increase of 7.0%)

5t

[SIRS BN A SR

Note

4]

TEALERAZR 8 MIEBRE ERFR  DEEEE et (BT -
FRET RNE 5% BREICET ISt R EREREER -

. BRI RARIERRAE—EFAED B BRI 1 REFSL -
CHIBALERE =EAEEBAR - SEHAOR -
BABRNHIBRESHESERESES 5258  REBRMEENEESLS  EFEELETIIROEEMEESEE
BABRHIBEZHUEREERH 60 MR TEETHEIDS -

. Data for total outbound trips by Taiwanese citizens and average number of nights per trip were gathered from tourism statistics published
monthly by the Tourism Bureau.

2. “No significant change” is defined as less than 5%, meaning that following T-test verification there is no significant difference.

3. The percentage of citizens who traveled abroad measures the percentage of Taiwanese citizens who took at least one outbound trip dur-
ing the year.

4. The average number of outbound trips per person = Total number of outbound trips/the total population.

5. Average expenditure per person per trip includes international flight ticket fees, visa fees, hotel bills, and all overseas expenditures. It
does not include expenditures prior to leaving Taiwan or after returning.

6. Average expenditures per person per trip were estimated based only on trips of 60 nights or fewer.

-
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Taiwan's Five Leading Tourist and Recreation Destinations by Category
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Section 4 Taiwan’s Domestic Travel Market

During 2012, tourists made 274,392,314 trips to 307 tourist and recreation spots in Taiwan. The five leading spots

in each destination catego
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Yangmingshan, Taipei
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Bl A 2 I 5B R B8 ) 18 28 B A ik ot (5
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RBEEE

Cihu Mausoleum, Daxi

According to the "2012 Survey Report of Travel
by ROC Citizens," Taiwanese took an average of 6.87
domestic trips in 2012. The estimated total number
of domestic trips taken by citizens 12 years of age or
above was 142,070,000 (a decrease of 6.7% compared
to 2011).

A majority of domestic trips were taken on
weekends or Sundays (61%), followed by weekdays
(29%) and national holidays (10%). Most Taiwanese
citizens planned domestic trips themselves (88%).
Major factors considered by tourists when choosing
travel destinations were: convenient transportation,
themed activities, never been or curious, and food.
Overall satisfaction for tourist areas was 98%.

REEHRAE

Tourism Bureau, MOTC

B0 ke TEOWESE R 2R 5 MR ST e Y 08 B 3
RS 98 % -

10118 B A ik s p N B R B LB s
#1,9007C(BL99FMHE » {HEL1004F £ K6.8%)
TEE IR P 5 A8 (1527 %) ~ BARE(H24%) ~
REYIEL (23%) ~ HEAE B (A 17%) ~ RS (H6%) K
HAME((53%) 5 HEA 2 BB Y BB AEA B T
2 6998 ST (FHHR99F AR 13.4% » #1004 &
i R13.0%) °

EhaLLEIHF
The Sword Well, Tiehchenshan

In 2012, Taiwanese citizens spent an average of
NT$1,900 per trip (similar to 2010 and a decrease
of 6.8% compared to 2011). A breakdown of
expenditures includes transportation (27%), food and
beverage (24%), shopping (23%), accommodation
(17%), entertainment (6%), and other expenses (3%).
Estimated total expenditures for domestic trips taken
by citizens were NT$269.9 billion (an increase of 13.4%
compared to 2010, and a decrease of 13.0% compared
to 2011).
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2012 Key Indicators for Domestic Travel by Taiwanese Citizens

15 H ltem

PN LSS Edn S
Percentage of Citizens Who Took
Domestic Trips

I ANMRERE

Average Number of Trips Per Person
EIPNEIR)iSE N

Total Number of Domestic Trips by
Citizens

FIIEBRE
Average Number of Days Per Trip
SISV RS

Percentage of Trips Taken During Holiday
and Weekends

IR RmEE

Overall Degree of Satisfaction

BABHIKEFIIER

Average Daily Expenditures Per Person

BABRIREFIIER
Average Expenditures Per Person Per
Trip

B A\ B iRsEs KR B AR
Total Expenditures on Domestic Travel by
Citizens

99 £ 2010

93.9%

6.08 X
6.08 Trips

123,937,000 xR
123,937,000 Trips

1.49 X
1.49 Days

71.9%

98.0%

HTEME 1,289 7T
(% 40.80 7T)
NT$1,289
(US$40.80)
=M 1,921 7T
(%% 60.817T)

NT$1,921
(US$60.81)

=M 2,381 (BT

(E&£ 7537 B7T)

NT$238.1 Billion
(US$7.537 Billion)

100 £ 2011

95.4%

7.42 R
7.42 Trips

152,268,000 XX
152,268,000 Trips

1.50 X
1.50 Days

69.7%

98.1%

=ML 1,350 It
(E£%£ 46.1070)
NT$1,359
(US$46.10)
FTE=ME 2,038 It
(££69.147T)
NT$2,038
(US$69.14)

#T=ME 3,103 (BT

(£ 105.27 &7T)

NT$310.3 Billion
(US$10.527 Billion)

101 & 2012

92.2%

6.87 X
6.86 Trips

142,069,000 xR
142,069,000 Trips

1.47 X
1.47 Days

71.2%

98.1%

FTEME 1,208 7T
(3£ 43.66 7T)
NT$1,293
(US$43.66)
#EME 1,900 7T
(% 64.16 7T)

NT$1,900
(US$64.16)

=M 2,699 (BT

(E£ 9114 ETT)

NT$269.9 Billion
(US$9.114 Billion)

1L FEEHERTR 12 U LEE -

2. "R RIRTE 6% REENET - It REREREER -
3. BAIKELE RMIERRERFREDBIRE 1 NEMSLL -

4.100 FMEZRBFSM—RIVEBREFFTE » EPIRIAIFENR TEENS

5.101 R ABIARERENEBR 00 TR 14.6% 101 FEEABIAIEEE R 99 FMAE 13.4% °

Notes:

1. Survey subjects were Taiwanese citizens above the age of 12.
2. “No significant change” is defined as less than 5%, meaning that following T-test verification there is no significant difference.
3. Percentage of citizens taking domestic trips refers to the percentage of Taiwanese citizens who took at least one domestic trip during the year.

4. In 2011, nationwide activities to celebrate the ROC centenary and the International Flora Expo took place. These events caused the number of domestic trips

to rise dramatically to a new record.

5. Comparing 2012 to 2010, the total number of domestic trips by citizens grew by 14.6% and total expenditures on domestic travel by citizens grew by 13.4%.
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101 FFBDEA R IR T BRI 100 IR
S BDC A R IR TP ABDE S HIREHE 2 i it &
G ETE ~ B S A0 S RE I ~ IRITIRE ~ IR
4% - RV BB S o MBI ~ A
BN B2 IR 3 B 0 o3 Rl ET HAE 2 2 B
R o (P 100F ZEBDLE R IRIVARE - 1004

N R Z - BHTERS,127.60(E5C 0 BT
HRAE > FBHTE%1,245.40 (87T ° 100E % BIERE
anHH H o A EER R BDE S 2 iR RIEE A
30.28% * REBHEY) > 1524.95% » EEKIE22.30% »
HAEHI159.27% 100 BIEGDP ## 213 242(5
T A EERBGDP 22.34% » BOGEEIFTAERY

FEEABS401,.899 A » Hrh LB ERSE ZBUCZEA
W% - B LEEZE R BRI ETEIRESE -

BOCSCHGERT EZ 8,276, 01{E T » HAKEIRE X
e - T EH3,903.000E 7T > BB A fik b

96 &£ 100 &Ytz #fi5TR
Tourism Expenditures for 2007-2011 BS0T : PEMSTT
Unit: NT$100 Million

]S 100 & 99 & 98 & 97 & 96
Item 2011 2010 2009 2008 2007

{£78 Accommodation 767.47 598.53 527.99 554.15 557.29
£8N Dining 1,845.41 1,517.93 1,275.80 1,223.72 1,197.79
X23@ Transportation 2,506.00 2,330.76 1,881.21 2,000.99 2,011.52
fE 5EH Land Transport 1,056.58 890.15 722.63 686.00 725.75
NZESEWE Air Transport 1,449.42 1,440.61 1,158.58 1,314.99 1,285.76
JREEHTE Car Rental 242,10 227.58 211.58 211.81 194.40
R{JARFE Travel Services 202.05 187.19 165.70 166.40 180.92
IRELARFE Entertainment 467.89 312.81 229.71 224.07 286.35
f&%) Shopping 2,053.39 1,764.33 1,402.10 1,146.52 1,217.76
EAhEREEm Others 180.08 146.39 133.13 147.19 210.96
ffjfiiiendmg 8,264.41 7,085.51 5,827.21 5,674.85 5,856.98

ffu 14.93% 18.19% 19.14% 22.75% 23.07%
i&iiﬂype in\f 37.84% 34.80% 35.29% 37.21% 41.38%

ffiﬁfd% 47.23% 47.01% 45.57% 40.04% 35.55%
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Section 5 The Economic Impact of Tourism (Taiwan Tourism Satellite Account)

The purpose of the 2012 Tourism Satellite Accounts
(TSA) planning is to consolidate the 2011 accounts.
Tourism expenditure accounts in 2011 included the
following items: accommodation, food and beverage,
transportation, car rentals, tour services, entertainment,
shopping, and other travel-related products.
Calculations of tourism expenditures in Taiwan were
conducted by dividing trips into three categories:
outbound travel by Taiwanese citizens, domestic travel
by Taiwanese citizens, and inbound visits. According to
the 2011 TSA accounting, total tourism expenditures
in 2011 were NT$827.601 billion. Accounting for the

highest proportion of this amount were inbound visits
at NT$390.300 billion, followed by domestic travel
by Taiwanese citizens at NT$312.760 billion, and
outbound travel by Taiwanese citizens at NT$124.540
billion. For tourism expenditures in 2011, transportation
accounted for the highest share (30.28%), followed
by shopping (24.95%), food and beverages (22.30%),
and accommodation (9.27%). Tourism contributed
approximately NT$324.2 billion to the 2011 GDP, or
2.34% of total GDP. It created jobs for 401,899 people,
led by the food and beverage industry and followed by
ground transportation, then accommodation services.

96 & 100 FERCENEETRE (B GDP)

Share of Tourism in Overall GDP, 2007-2011

96F/2007 2,533
974£/2008 2,396
984F/2009 2,576
99%/2010 2,820
1005/2011 3,242

B : FEMETT
Unit: NT$100 Million

B GDPIL#RGDPLEA

Share of Tourism in Overall GDP

1.97%

1.89%

2.07%

2.07%

2.34%

' N

BEEMRISHMEABLERERS

Tourism's impact on job creation is greatest in the restaurant industry
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International Tourism Advertising and
Promotion

Section 1 Exploring the International Tourism Market

()

Northeast Asia

Japan

Progress seen in the Japanese market in
2011 continued into 2012 owing to an increase
in air routes and air passenger volume. A hurdle
occurred beginning in September in the form of
the Diaoyutai Islands sovereignty dispute. The
Tourism Bureau, however, restored growth by
quickly publicizing travel safety in Taiwan and
launching advertising campaigns and incentives in
conjunction with tourism companies. There were
1,432,315 visits to Taiwan from Japan in 2012,
an increase of 10.62% compared to the previous
year. Growth in visitors citing pleasure as the main
purpose of their trip was 14.88%. Also, for a record
eighth consecutive year dating back to 2005, the
number of visits to Taiwan from Japan exceeded 1
million.

In 2012 the Tourism Bureau concentrated
marketing to Japan on four main themes: LOHAS,
cuisine, romance, and shopping. It focused on
developing the youth and female market segments
by employing spokespersons and producing travel
shows hosted by celebrities. Other methods to
raise exposure included multimedia promotions,
travel fairs and other large-scale activities. To open
new channels the Tourism Bureau also cooperated
with major tourism agencies such as Japan‘s
HIS, UT, Tabix Japan, Nippon Travel Agency, and
Hankyu Travel. These collaborations promoted
stable growth in tourist numbers.

South Korea

In 2012 Taiwan saw 6.66% growth in inbound
visits from Korea, to 259,089, including an 18.25%
increase in visitors citing pleasure as the main
purpose of their trip. The upswing was attributed
to many factors: improved performance of the
Korean economy, the“golden holiday,''the opening
of flights between Taipei‘s Songshan and Seoul's
Gimpo airports on April 30, etc. The Tourism
Bureau contributed by sending representatives

to Korea's four major international travel fairs and
running outdoor advertisements. Promotion in the
Korean market focused on three main themes:
LOHAS, cuisine, and culture, and to raise Taiwan's
profile the bureau continued to rely on the support
of celebrity spokespersons, including Korea's Jo
Jung-suk and Taiwan's Ivy Chen. The bureau also
ran advertisements in Korea on TV and public
transit as well as in newspapers and online. To
open new channels and promote stable growth
in tourist numbers the bureau cooperated with
major tourism agencies such as HANA, MODE, and
Tour 2000. It also collaborated with Korean travel
organizations to increase tourist exchanges and
develop innovative new travel products.

II. Europe and North America

Outbound travel from Europe and North America
suffered in 2012 due to the effects of the European
debt crisis, a poor outlook for the European economy,
and continued high unemployment in the United States.
Each of these factors underlined the challenges of
attracting tourists from these regions. The Tourism
Bureau continued to use its "Time for Taiwan" slogan
with a focus on four main themes--culture, cuisine,
ecology, and LOHAS--while focusing its efforts on the
United States, Canada, Germany, the United Kingdom,
France, and other major tourist source countries.
Promotions included cooperating with mainstream
media organizations on promotions, strengthening
contacts with major tourism agencies, expansion
of horizontal alliances, commissioning PR firms to
hold events and educational seminars, and sharing
advertising costs with travel firms. Collaborations
such as these not only strengthened the Taiwan brand
but also boosted business for cooperating partners.
Benefits gained from years of promotions in these
western markets led to a slight growth in inbound
tourist numbers, allowing Europe and the Americas to
contribute nearly 700,000 visits to Taiwan in 2012.
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lll. Southeast Asia

In its approach to Southeast Asia the Tourism
Bureau focused on attracting independent and repeat
visitors from Hong Kong, Singapore, and Malaysia;
improving the international competitiveness of the
Taiwan tourism brand; and developing emerging
markets (Thailand, Vietnam, Indonesia, the Philippines,
and Muslim nations). The bureau used diverse methods
to appeal to a wide range of market segments. It
commissioned media and blog reports that fostered
Taiwan's image as a fashionable, must-visit destination.
It took advantage of Taiwan's prominence in the
Chinese-language film, TV drama, and music industries
to promote the added-value of traveling to Taiwan
to get close to the stars. Other methods included
overseas activities to advertise main tourism themes,
the production of television programs and reports, and
inviting Taiwanese celebrities to travel exhibitions for
added exposure. The bureau also integrated special
offers into other promotions to improve sales. In 2012,
inbound tourist arrivals to Taiwan from Hong Kong,
Singapore, and Malaysia all increased' notably, the
number of visits from Hong Kong exceeded a million
for the first time. The results showed the benefit
of combining diverse resources, marketing, and

incentives.

IV. Mainland China

Aided by strong group tour prised and Free
Independent Travel profits, the Mainland China market
produced remarkable results in 2012. In terms of
group travel, in-depth tours and tours by district were
promoted to agencies to improve product quality.
Specific measures included joint offering of quality
Taiwan tour itineraries by large agencies. Additionally,
the Tourism Bureau attended local travel shows and
held tourism seminars to encourage agencies in
main tourist source cities to update their itineraries
and develop diverse products and short trips. For
Free Independent Travel, the bureau constructed an
information website for promotion through the web
and social media. This was advertised on outdoor
signage and vehicles in qualifying cities on a trial basis
as a means of maintaining enthusiasm for Taiwanese
tourism. Free Independent Travel was also promoted
through Taiwanese businesses in Mainland China. On
the whole, market development is progressing toward
order and quality.

International Tourism Advertising and
Promotion

2012 =LEEIRE

2012 Taipei International Travel Fair

VI. Emerging Markets

In 2012, the volume of tourists from southeast
Asian emerging markets including Thailand, Indonesia,
the Philippines, and Vietnam grew steadily. Other
than attending local travel fairs, the Tourism Bureau
proactively organized tours for operators and media
to become familiarized with Taiwan. The bureau held
tourism industry seminars in Vietnam for the first time
to strategically expand marketing channels. In response
to localization requirements in emerging markets,
economic and cultural offices abroad produced
promotional material in local languages to increase
impact.

In 2012, the Muslim tour market was mainly
comprised of visitors from Malaysia, Indonesia,
Singapore, and Brunei. The Tourism Bureau promoted
model Taiwanese itineraries for Muslim tourists and
worked with airlines to invite foreign Muslim tourism
operators to visit Taiwan for research. Furthermore,
media were invited to film travel-related programs in
Taiwan. Advertisements were published in Malaysian
newspapers and magazines. Subsidies for advertising
costs were offered to encourage tour operators to
promote Taiwanese travel products. Domestically,
food, accommodation, sightseeing, itinerary, and other
criteria were continually improved. For these purposes,
the bureau worked with the Chinese Muslim Association
to provide training for tour guides receiving Muslim
visitors. Domestic food and beverage operators were
encouraged to obtain Halal, Muslim, or Muslim Friendly
certification. To date 20 operators have obtained
certification, and an additional 15 will be certified within
a year, raising Taiwan's overall competitiveness in the
Muslim tourism market.
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Chapter 2

International Tourism Advertising and
Promotion

Section 2 Six Main Tourism Promotional Themes

In conjunction with the 2012-2013"Time for Taiwan"
international tourism promotional strategy, the Tourism
Bureau categorized Taiwan's travel attractions as food,
romance, shopping, culture, LOHAS, and ecology.
Promotional themes were selected according to the
special characteristics of targeted markets. Themes for
various markets are as follows. Japan: LOHAS, food,
romance, shopping. Korea: LOHAS, food, culture.
Southeast Asia: LOHAS, food, romance, shopping.
Emerging markets: food, romance, shopping. Europe
and North America: LOHAS, food, culture, and ecology.
Year-round advertising and promotional activities in
each market were carried out in accordance with the
chosen themes, making Taiwan's tourism marketing
clearer and more systematic.

|. Strong Focus on Theme Activities

() In 2012, for the romance theme, tourism activities
such as a "Yuelao" matchmaker god tour and
the Love in Alishan wedding ceremonies were
introduced to promote Taiwan's marriage traditions
and romantic travel ideas.

The"Yuelao"matchmaker god tour was held
on November 24 and 25, 2012. One hundred and

""’P:;’"
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Alishan wedding ceremony

o012 AT
2012 Love In

", W
Uelao Matchmaker god tour

six foreign tourists were invited to participate in a
tour of Tainan's famous"Yuelao"temples, including
the Grand Matsu Temple, the Official God of War
Temple, and the Grand Guanyin Pavilion. Visitors
had a chance to experience traditional activities
such as facials, eyebrow plucking, fortune telling,
wedding photography, and pineapple cake making,
giving them a taste of Taiwan's special romance.
The activity attracted 20 foreign and domestic
media, and was broadcast on NHK World Network
and other channels.

To attract Mainland Chinese youth to
experience Free Independent and in-depth travel,
three couples were recruited from Mainland China
to participate in the Love in Alishan wedding
ceremony Together with 10 Taiwanese couples.
The 13 couples were wedded at the sacred
tree on Alishan on October 12, 2012. The three
couples from Mainland China included a teacher,
doctor, and tourist hotel operator. In addition to
the wedding ceremony and photography, the
three Mainland Chinese couples also travelled
independently. Tour industry operators and media
representatives from Jiangsu and Shandong came
to Taiwan on the trip and were impressed with the

BEIRETTER KT

Six main tourism promotional themes
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potential of Taiwan wedding tours in the Mainland
Chinese market. This will facilitate the opening
of Mainland China to Taiwan's romantic travel
potential.

() For the theme of shopping, in 2012 the Tourism
Bureau assisted the Ministry of Economic Affairs
in organizing the Taiwan shopping festival,
which began on October 13 and ended on
December 20. Tourism promotion began by
targeting the Southeast Asian market. Before
the event, the Southeast Asian official marketing
website(welcome2taiwan.net)began the promotion
by emailing members. Local economic and cultural
offices distributed shopping guides and coupons.
Between October and November, television
advertisements were broadcast on Hong Kong
and Malaysian television, and print advertisements
appeared in Hong Kong, Singaporean, and
Malaysian newspapers. Market response has been
enthusiastic. The official website was browsed
189,338 times between October 12 and December
20, and the coupon was downloaded 103,658
times. A total of 17,638 people registered for the
lucky draws, totaling NT$41,643,142 in value.
Prizes from eight draws included gift certificates
for shopping malls, products and coupons from
corporate sponsors, and coupons from five-star
hotels, totaling NT$1,840,638 in value. Tourist
impressions of Taiwanese shopping were enhanced
and revenue from tourism increased.

[I. Countless Gourmet Attractions

Gourmet food is a main point of attraction in
promoting Taiwanese tourism. As such it is the common
theme in all targeted markets. On May 18, 2012, the
Tourism Bureau held a Taiwan tourism gourmet banquet
at the Tokyo Hotel Okura. Renowned chefs Chen Chao-
ling and Shih Chien-fa were invited, along with the
winning team of the 2011 Taiwan Culinary Exhibition's
world culinary contest from Link restaurant. The
Tourism Bureau and the Taipei Economic and Cultural
Office invited 120 Taiwanese and Japanese industry
and media guests. At the event, the latest creatively
refined Taiwanese dishes were introduced.

In 2012, a major goal was to attract more than a
million visits from the Hong Kong market. The year's
promotional strategy also included the gourmet theme.

International Tourism Advertising and
Promotion

In 2012, the Taipei Economic and Cultural Office
in Hong Kong organized three food related events,
including the Taiwan beef noodle festival in February.
Eight award-winning beef noodle restaurants and
Taiwanese variety television shows assisted with noodle
tasting events at shopping malls. Another event was
the round-island Taiwan tastes event that combined
local municipal governments, tour agencies, airlines,
and commercial resources to promote various local
delicacies and tourist attractions, along with magic and
dance performances. In September, a coffee and grape
festival was held to promote Taiwanese coffee, grape,
and recreational farms and included performances by
the Taiwanese percussion group Ten Drum, balloon
performances, and baby boss. All three gourmet events
were used as sales promotions for Taiwanese and Hong
Kong tourism operators to offer quality Taiwan-themed
travel products. Attendance at these lively events was
over 200,000, and they encouraged 1,400 Hong Kong
tourists to travel to Taiwan.

[ll. Tangible Results from Long-Term Investment

In line with the characteristics of countries of origin,
themes chosen for the European and North American
markets were culture, LOHAS, ecology, and food. The
strategy is long term and involves incremental progress.
In 2012, in addition to focusing on the advertising and
fam tours, related products launched in cooperation
with enterprises, have brought appreciable results. The
Taipei Economic and Cultural Office in Los Angeles
worked with renowned motorcycle journalist and
Discovery Channel producer Peter Starr. After a year
of preparation, an overseas motor-scoater enthusiast
group for seniors travelled to Taiwan and completed
a round-the-island tour with Hondao Senior Citizens'
Welfare Foundation's Go Grandriders. The trip garnered
widespread attention, and penetrated the high-end
tourism market for tours cashing nearly US$5,000.
Furthermore, the Taiwan Economic and Cultural Office
has worked long term with the major local CBS media
outlet and prominent travel industry operator AAA.
Through recommendations and surveys, the Taiwan
Lantern Festival, which is related to the cultural theme,
was selected and drew a 40-person tour group in 2012.
With long-term investment, Taiwan tourism themes are
gradually producing tangible results in the European
and North American markets.
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I. 2012 International Promotional Strategy

[E15 Area EiZ¥i5: Target Audience

a4 RE ~ EiR - EREALERE - BERTRIIT - FESxET
e Incentives, study trips, agricultural associations and other large groups, Free Independent Travelers, women
and youth

7RIS Strategy

1. BEBERIAEERE  WEAZERERRIBEEERES : LRWER/AEAN  ERNEARBZANMNES
Super Junior MIRE (BATFE) R » FBENEM « YouTube ~ Facebook ~ Twitter ~ Plurk ~ ¥TRMIER BEiBSE
BREEFREIMDBETHERNEA  FEEN2EERNEALEE - REES) « IRKEEE - BEmaSHhIuETRS
1J3RE1E > EiBYouTube  EHEBFEEAIRET « BEIDETEBLHITREMNE. - URAMEEZEIER
SEERY -

2. ERREER  RESEENBE : IKFAERE - LIER - FH - @8 - PARE  SAIRE  RHEREEZSE
BOXERKEHRE - BESE %%E%EZEDDD = RS T EEZEREHS a%i% R HIRBE IR BIREH IR E
EBITERKEEE) - I2TBIERNRER 2 LEESEEEEREEFAR

3. FHBTSEIFESF - IERE®E ﬁ%ﬁéﬁixmﬁﬁ?ﬂi » WREERR/ ) ERITHE SR BR AR TFETE > Hiha
BIEESR » IERE=EER

4. FEEMISINNE - FREhES  EFMEBRNRESREENE - BREBSIFRAZABEKITMS » IEaRITHE
{JEREAE -

1. Celebrity promotional strategy and the use of internet and other media channels. Videos with Taiwanese band Fahrenheit as
main spokespersons together with celebrity spokespersons and tour guides, including were continued Sachiko Kobayashi, and
Super Junior M, were filmed and distributed through blogs, YouTube, Facebook, Twitter, Plurk, Sina Weibo, Baidu, and other
sites. At the end of the year, Show Luo was selected as spokesperson. In 2013, spokesperson press conferences, publicity
events, travel shows, and merchandising will be used for integrated marketing and promotion. The aim of attracting visitors to
Taiwan will be achieved through the rapidity with which information spreads and gains exposure on the web via YouTube and
official sites, as well as through publicity events.

2. Media resources were used to raise Taiwan's visibility. For different customer groups, different channels including television,
print media, the internet, outdoor media, major travel shows, seminars, and promotional events were used to promote Taiwan
to operators. Taiwan's characteristic themes and product information was delivered and different target group markets were
developed. Representatives from prominent local media were invited to Taiwan on reporting trips About theme itineraries and
large events to increase exposure, product-packaging opportunities, and spread the wealth of information on Taiwanese travel.

3. Cooperation and medium-sized with industry operators to reinforce sales channels with large travel agencies, was continued
and cooperative relationships with small to medium agencies were developed to implement plans to increase incoming visitors.

4. Combined local government influence to develop the market. Local governments and the Japanese National Tourism
Organization were used to develop the educational travel market and hold seminars with travel agencies.
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2H B ~ 2 ERARRE  FIT
Korea Groups, women, youth, Free Independent Travelers

RIE Strategy

1.

ERREER  BREEENBE - (KTEEE  LER - FE - 185 - PHIRE

FEBRIAEERE  HEXERRBEIBEERKEE : TH¥FHATHBHEURBERAEA  EARK
= AR ASuper Junior MR (RAFFER) EiR » BEEEGEME - YouTube ~ Facebook ~ Twitter ~ Plurk ~ ¥TRMER
EERSFESREEZEHEMBDRBRNEEEZEN » THFHEHEEMSUSERSD « BEBRIHNERE
A0 HIE (BEEE24)\HEE) MEFEES S » EiBYouTube ~ SEEIEH - FacebookFEE N EIE » ERBE
HEREIFAVRRIT « BRI - BREMDE TS TTBERAIRY -

.

BFAIRE - RPEREESSE
ROXERKSHE  BESERETERERAR - RASTAEGRETS - BREMARRERSRDERE
FEITERAEED @R FETEBRIRERERHE  UERSEEESZRESRAS
SHFESF - IEREEE  BAARTHESFMEEXREHhE 1S ) FADEREESR - IEREEEER -

. Celebrity promotion strategy and expanded use of the internet and other media channels were continued. In the first half of the

year, in Japan the band Fahrenheit served as the main spokepersons by shooting "Celebrity Tour" videos featuring Super Junior
M. These were distributed through blogs, YouTube, Facebook, Twitter, Plug, Sina Weibo, and Baidu. In light of the difference in
demand between the Japanese and Korean markets, in the second half of the year a short video featuring Taiwanese actress lvy
Chen and Korean actor Jo Jung-suk was filmed and distributed via diverse channels on YouTube, websites, and Facebook.

. Media resources were used to raise Taiwan's visibility. For different client groups, different channels including television,

print media, the internet, outdoor media, major travel fairs, seminars, and promotional events were used to promote Taiwan
to operators. Taiwan's characteristic themes and product information was delivered and different target group markets were
developed. Representatives of prominent local media were invited to Taiwan on reporting trips about theme itineraries and large
events to increase exposure, present product-packaging opportunities, and spread the wealth of information on Taiwanese
travel.

. Cooperation with industry operators to reinforce sales channels. Cooperation with large travel agencies was continued and

cooperative relationships with small and medium-sized agencies were developed to implement plans to increase incoming
visitors.

ol 9148, 527)e] = efao] A2ttt www putangputang cam
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Taiwan

1. BEES 24 /NF=E > MES
SEER

. Promotional poster for a
micromovie on travel in Taiwan

. BEMEE N E ARTIFREE
KELIEIER

. Show Luo, the Tourism Bureau
spokesperson for the Japan
region, together with Deputy
Director- General Liu

. ﬁZT n g/%

. Celebration of a traditional
Taiwanese and Japanese dance
festival
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&5 Area BEtZ%I3 Target Audience

Europe and North

B= SRECNE SR  TOUNIREE MRS RSHEEEE (1 - B ZEE)

Ameri Seniors, backpackers, Asians, layovers, business travelers, special interest travelers (e.g.: cycling, hiking)
merica

RHEE Strategy

1.

FHEINRE T RXRERGES - ReSEIRBERBIE *ﬂi,\atmiii‘ﬁ%%féﬁéﬂﬁﬁf’ﬁﬁﬁf% (30 : AAAR
American Express » SREIfUSTOAIRTTHL) - WEEBENIIIRABEE » s8LE—IRNEAEHSETIAEMIZ
SERESEERZELVRMINE - BIIREFGFEL -

. ERREER  BREEENBE : REMERREUESIRASFOINGEEEET R - BBEEEGF

BANFEDOD - R BEREZBALRREEEERID - ERETAERRE -

BBREFER > ESSEBNEETRBEREBEE | RHEAMBERE - 1ZRT  BitE SEETHSFE

FRVIEEREG(F » BISEB R ERTIZAVEEENT » BUSEE S TEEHS

- DIRREERREF HEREMERIER - #EINSRKS5 BIRIREHRE -

. Networking with mainstream operators to increase exposure of Taiwanese travel products was continued. Long-term working

relationships with local mainstream operators including AAA, American Express, and other USTOA travel agencies were built up.
Through their internal training and education, knowledge of Taiwan of front-line sales staff was strengthened. A positive working
model was established by raising the confidence and success level of selling Taiwanese products.

. Media resources were used to raise Taiwan's visibility. Through advertising and cooperation with local mainstream media,

continual exposure to Taiwanese tourism was maintained. The Tourism Bureau worked with media and celebrities on guided
tours, brought added value to the Taiwanese image through media and celebrity exposure, and thereby increased product sales.

. Talking points about Taiwanese tourism were created and promotional channels were expanded through alliances with various

industries. Mainstream points of interest were added to Taiwanese tourism by working with Major League baseball, motor-
scooter enthusiasts such as the Go Grandriders, orchid exhibitions, Taiwan's film festivals, etc., which built a rich and diverse
impression of tourism in Taiwan.

. Free half-day tours and discounts were offered to transiting travelers to continue attracting visitors to Taiwan.

" - 20125F
lim Friendly 88K st 3% % R HER G

1.EBTM BUIIREIREEZER 2. HENSHMENRE o B ARTREECHEEREMT 4. H8MEES

-. 1.The Tourism Bureau attended the EIBTM Global Meetings & Events Exhibition 2. Launching of a certification system for Muslim-friendly restaurants 3.

Horizontal alliances were used to promote Taiwanese orchids at the largest orchid exhibition in the United States 4. A Taiwan tourism advertisement on
the Hong Kong subway
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Southeast Asia  Hong Kong, Macau, Singapore, Malaysia — Free Independent Travelers and repeat visitors
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. Diverse information sources were integrated to create added value as an incentive for repeat visits. "Time for Taiwan" was used
as the main focus to develop food, romance, LOHAS, and shopping themes to target different customer groups. The resources
of airlines, travel agencies, leisure farms, retail firms and banking were combined to offer discounts and maintain interest and
visibility in the tourism market. For instance, buy-3-get-1 tickets, loyalty reward credit card services, and 7-Eleven 3-for-1 gifts to
ensure customer loyalty and encourage tourists to revisit Taiwan.

. Spotlight topics were sought out to maintain enthusiasm for travel. Through print, electronics, outdoor media, and media reports,
attention was focused on the market and talking points created. Reports and advertisements were maintained in a continuous
series to maintain the impression that Taiwanese tourism is fresh and fashionable.

. The Tourism Bureau worked with corporate chains to gather more related information and gain chances to cooperate. In

Malaysia, for example, cooperation with Din Tai Fung and other chains to build a Taiwan tourism information website increased
opportunities for the local public to gain information on Taiwanese tourism.

e MBS —HEREE « BHTNEEE

Southeast Asia  Emerging Markets-newly wealthy, Muslim travelers

. IREYEREY ZERIRIEERIMZ NS Dﬂﬂﬁgil@ﬁgﬁgl‘ﬂ MUEF -~ FHE - EHE - PANERETHRSE &
NAZAIRE « RASRIEETOXERIEHEE - 55 VRE N BE \Eﬂ%%ﬂﬂ?ﬁﬂﬂ%@ﬁﬁiﬁi%u‘%

. RN EREANEFIRIE  BIRBHTNEES Eéﬁiﬂplﬁléﬂﬁ% BIF » EREABESFEIMHIGIREREREE > I
SRS EWNEEFIRIE » FH5EHalal ~ MuslimEiMuslim FriendlyZER&12E » 101 FE L E20KEIE E:\\E » B
ERTIAIR » RAGG BB ENE

. The impression of Taiwan as a travel destination among newly rich class was enhanced. Media exposure was strengthened

o

through electronic, print, broadcast, and outdoor media marketing. Travel shows, seminars, and promotional events were used
to promote to operators and tourists. Food, romance, LOHAS, and shopping themes were combined in special travel product
offerings.

. The Tourism Bureau helped to improve the domestic environment for receiving Muslim tourists in order to develop that market,
working with the Chinese Muslim Association to hold information sessions on receiving Muslim tourists for industry operators,
and encouraging domestic food and beverage enterprises to improve their reception environment by applying for Halal, Muslim,
and Muslim Friendly certification. Twenty businesses were certified in 2012, and certification will be renewed annually. In the
future guidance on certification renewal will be provided.
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[E15 Area EiZ¥i5: Target Audience

NEDS sResie « iR - EACIARE

M el CiE S Seniors, families, white collar youth
Market

7RIS Strategy

1. [BEDREEEEBER :

(1) EXPEAEAEMSIFELSEEEETE  BI& LR~ WE ~ 31 B8 ~ DBSZHEET
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ST BXCERSFER » BEIZSBSEMNEERE -

1. Encouragment of Quality Group Tour Product Offerings

(1) The Tourism Bureau cooperated with large mainland Chinese group travel organizers to offer quality Taiwan tourism itineraries.
Cooperation was carried out with major group tour operators in Jiangsu, Beijing, Shandong, Zhejiang, Fujian, and Shanghai to
offer quality themed tours. "LOHAS at heart" high-price non-shopping tour groups have been encouraged to promote in-depth and
themed tours.

(2) Major source provinces were encouraged to update Taiwan tour itineraries. Jiangsu, Zhejiang, and Guizhou representatives, and
China International Travel Service headquarters and branches, were invited for fam tours of Taiwan. Group tour agencies in coastal
provinces were encouraged to update their group tour products more quickly. The China Travel Service Head Office was helped
to produce a 2012-2013 New Year's Eve themed package tour itinerary. A total of 600 tourists took advantage of this program to
celebrate in Taiwan.

(8) Taiwanese ground handlers were helped to introduce quality itineraries. Six agencies, including Kaifa, China Travel Service (Taiwan),
Hunters Tour, Settour, Phoenix Tours, and Holiday Travel Service, have formed a quality Taiwan tour alliance and introduced short-
duration travel products in various areas.

2. Enforcement of Free Independent Travel Marketing

(1) The provision of information was encouraged: Taiwan Free Independent Travel application how-to and sightseeing information
brochures were printed; the Taiwan Straits Tourism Association website was completely updated to provide up-to-date travel
information; investment was made in social networking marketing, including setting up a Sina Weibo official account, QQ official
account; and travel experts were enlisted to maintain lively discussion of Taiwan Free Independent Travel.

(2) Free Independent Travel events were promoted: Free Independent Travel information sessions were organized in cities included
under the second wave of qualification. Outdoor LED advertisements were created, and cooperation with airlines and travel industry
operators was employed to introduce Free Independent Travel products.

(8) Alliances were formed with various industries: Screenings of films such as "Double Trouble" and "The Life of Pi" were used to reinforce
marketing. In conjunction with the four major festivals, the Taiwan Lantern Festival, the Taiwan Culinary Exhibition, the Taiwan Cycling
Festival, and the Taiwan Hot Spring & Fine Cuisine Carnival, Mainland Chinese media were invited to visit. Couples from Shandong and
Jiangsu were wedded at the Love in Alishan wedding ceremony. The Tourism Bureau cooperated with Taiwanese businesses such as
Tingyi Corporation to hold the "Visit Taiwan" prize draw, and Ten Ren Tea Corporation to attract visitors to Taiwan.

1. MEAILIRELES 2 BBEE2EABESEE 3. REEMTHRES 1. A cross-strait Taipei travel exhibition was held in Shanghai 2. The Tourism Bureau of-
fered a million NTD prize to promote independent travel in Taiwan 3. A promotional event for Free Independent Travel to Taiwan
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Il. Promotion in Various Markets

BAitEES S EHHIEB Promotion in Japan
EELDN SE

Promotional
Method

Contents

1. iR - IREEFE  ELUFE - aFHR - UEFE - BERR - BAESHR  EEFE - HE
SEFE -~ ESHE - LR - BTES) « HRHRSFRIBEFEETISSEEDE S - EiREN
ZEZINES °

2. #50 ¢ RTravel Journal ~ BDLISEFTE  BRBIRITATISEREZRHM © [Actd) ERBHNT!
EZBERES ; #FBanan ~ BAILA ~ WIEEES ~ FRAU ~ MOREEFA B REFHRHETIE X

T EREE RIRSZEEDLRE -

Print Media 1. Newspapers: Posted advertisements and content on Taiwanese tourism in the Japanese Taiwan News,
Toyama Shimbun, Iwate Nippo, Yamagata News, Fukushima Minpo, Sports Nippon, Yomiuri Shimbun,
Nihon Keizai Shimbun, Sankei Shimbun, Hokkoku Shimbun, Nikkan Sports, and Sekai Nippo.

2. Magazines: Advertised in Travel Journal, Tourism Economic News,and Travel and Study Monthly
magazines, and other professional magazines such as Act4. Invited Anan magazine, BAILA, Jisin, FRAU,
MORE and other renowned publications to travel to Taiwan to gather material and report widely on
Taiwanese tourism.

1. BRES :

(1) FAsEMIE : STHHABRAORZ MR « 268  hEE - REFME » RELT  HER
BOEFI6XEREREMNES > HET - HAERE » TEEHRB LU » FHULYH
TREPIRIBARI R RET mREZ ETFRERBESNRERERRE » fR3 ~ TR
BL  HMERSRTHERRES  BaSMERRIETRE - TaEBUR -

(2) BAPEMIE : DIBEEAME » BEIAORZS ZRAMA « Lk ~ hOEES ~ NNiER ~ Z15  f
BREZRENIRBHWHES - BERERMIIZIRERSZRT » THHIERSEHR
Bl BETEREES - B@H [ - B (BERR) &8 (AERR) sX B
B (WBEMER) ~ WO~ 8 ~ RIF ~ 888 - KO SMESRERIATERE » HiithES
REFTHIES LR SREERRIERNG » ENEEUR -

2. BIRENE - HEMAMEEESRE (BBESAEERA) ~ HRERED | BSHATV ~ TETV ~ Ik

FrorEHBERSREIMIRBAEN=EELEEE -

3. EE : I TEEREIFHBENZEENAR - BASENZE » DUNREERERT RS - E

BESAFRIBZEYTE - fI2 - RadioH#¥ M1t =BMHARS —FHE TR, ~ ¥

HEE MRHEBRITL] F o

ETE

Electronic Media

1. Television Commercials

(1) Kanto : Broadcast commercials on 16 television networks i
including Fuji, Nippon, and Nagoya. Commercials were @ﬂﬁﬁyﬁ§3®ﬂﬁ-—snﬂ
directed toward the areas with large numbers of outbound s T e p— §
travelers, including Kanto, Nagoya, Hokkaido, and Nagano. 1
Of these, the main demographic of viewers for Fuji and
Nippon television was office workers. On these stations,
commercials were broadcast during peak viewing times such
as before work, noon, and evenings. On other channels, the
commercials were broadcast over the entire day. The timing
of broadcasts in line with viewers' schedules boosted the
advertising effect.

ERETRTEDOEN [BERERER

Promotion of a Taiwan tourism gourmet banquet at a press conference in Japan
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BEHSI
Promotional
Method

B3
Electronic Media
2.
3.
1
2
3
PANES
Outdoor Advertising 1
2.
3
1
2
HEREEED S.

—_

Promotional Events

B RR > BEE e~ AR  iRRFRILER
. Bfff - RIERBIREE ~ JUIER  BEES  HZHUIEERERS
B : DRy v RERH ) BITEBRREBSEEY - ARtEBFEEHERS - ARIEHM T EE

. Bus Stations : Posters posted at Tokyo, Nagoya, Sendai, Osaka, and Fukuoka bus stations.

. Others : Taiwan tourism was advertised on Bonne Chance Lida cycling team uniforms, in the Nankai train

. SINERBARIN ~ K77 ~ LongStay Fair 2012KE [MEMSEHE LG TVYSTFIRITE) -5

. BE& Time for Taiwan] 35 > PHEHNEIRENESIRBERCES @ BV mBEENEE : 55

4. BEMBATISEM 12908 AT - BBEREDIIET)  IRERME [SEEEREE | HE

. Paticipated in the Tokyo marathon, Tabi Fair, Nagano LongStay Fair 2012, Sendai Travel Fair, the first Taiwan

HAMEESSEHHEEF Promotion in Japan

SE

Contents

(2) Kansai : Thirty-six stations were chosen in cities with high numbers of outbound travelers and regular
flights, such as the Hokuriku region and the Shikoku region, including Hiroshima; the Kyushu region,
including Fukuoka, Miyazaki, and Okinawa; and cities with high potential, such as Kumamoto, Kagoshima,
and Okayama. Different time slots were purchased to suit the characteristics of various television-viewing
regions. In Fukui, Okayama, Ehime, Tokushima, Kochi, Tottori, Yamaguchi, Saga, Kumamoto, and Oita,
dispersed slots were chosen. In other areas, commercials were broadcast throughout the day. The timing
of broadcasts in line with viewers' schedules boosted the advertising effect.

Television shows: Invited renowned travel shows to visit Taiwan to gather material and produce special

episodes, including shows from the Kansai region's Yomiuri station, BS Japan TV, and Chiba Television.

Radio: Raised Taiwan's visibility by targeting diverse demographics with Taiwanese tourism information. With

radio listeners as the target, special programs were produced in conjunction with stations including Nikkei

radio and Asahi broadcasting.

RS  BEMERESS -
Train Coaches: Advertised on the Keikyu, Kyushu, Nankai, and the women's coaches of Midosuiji trains.

magazine, Osaka Umeda subway light boxes, and in Taiwan film festival advertisements.

—EREXIEAAM ~ 2012 Let’ s goiBH ~ BB BRE K IEEFIRENIERTE) - REE RS
SEEEN B\ EEEREE  SEHEER -

REIRCIEEEESRER - e Bt [—HEnREGmN ) SEEHREEE) -
BIESEPHOE TEZRIN 28 5 > HBIEEXIEERM °

RIKTH A - BEBARASSEREARSHDEHERNE - BOASTALTHERE -

Japanese cultural exchange, the 2012 Let's Go Travel Fair, the Kansai Airport Student Travel Fair, and other
promotional events. Stalls were set up with displays on Taiwanese tourism, and games involving small prizes
were held for promotional purposes.

In conjunction with the introduction of the "Time for Taiwan" campaign, a press conference was held in Japan,
including a contest for a Japanese auxiliary slogan to raise the visibility of the brand. A "station master for a
day" promotional event was held in cooperation with the painted ads in the Keikyu line.

The Dance in Taiwan Festival was held for the 10th year, promoting Japanese-Taiwanese cultural exchange.
The record of more than 1,290,000 visitors from Japan was celebrated with a Taiwan tourism gourmet banquet
in Tokyo to promote Taiwanese food culture.

Worked with travel agencies in inviting well-known personages and travel guides to hold information sessions
at Osaka station agency branches.

REEHRAE
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HAMtERES

EEPHEIBR Promotion in Japan

RE

Contents

1. BBEBIAZ S E
TR TEREIES -

1EE - FINERZEREASREMIL - IRBEEZEMIL TTRAVEL VISION |

2. ,‘? BFERMONENE - Z8HEBEETSER - Al - &2 THeAR—Y - -X(EHERS ] 51F8
EEEE  ERiEE - nE%E&ﬁéﬁ%ﬁE FEEEE & [REMZE R TELWBMZEEF R
{Eﬁ’%ﬁ%gj afF EBHE - BEE - 81 « BREZTEEEEHH-HEEHMIRRM -

1. Promotion is targeted at specific groups through well-known websites, such as the Japan-Taiwan Tourism
Promotion Year website, or professional travel websites such as Travel Vision.

2. Combined industry and local government resources are used to promote through their channels. For instance,
the Tourism Bureau cooperated with the Association to Promote Japanese-Taiwanese Sports & Culture to
carry out promotion through brochures, websites, press conferences, and news commercials. We also worked
with China Airlines and the Shizuoka Airport to advertise flights between Taoyuan Airport and Shizuoka Airport
using news, announcements, television, and the web.

ERRIKEE © BZEIRE © JL/@E Yosakoi SoranfiISEREDCHEEERE) « RILRHERENHEEE) - =F5/
ZiR 2 Yosakoiff I FE REDCEREE) » IR A FRRIVIEEER CHEREES -
Attended the Tokyo Travel Fair, Kansai Travel Fair, Hokkaido Yosakoi Soran street dance and tourism promotion

event, Tohoku festivals and tourism promotion event, the Mie Tsu Castle Yosakoi street dance and tourism
promotion event, Asian Pacific Festival Fukuoka, and the Kyushu region tourism promotional events.

BEHAI
Promotional
Method

FEIRE
Print Media

Electronic Media

Rt EESEEPHEBE Promotion in Korea

SE

Contents

1. #RiK - BERR (Metro ~ Focus) ~ BAE#HM ~ o HR ~ MREHKRF ~ KBEHE ~ @iE
B~ RITHE ~ HRIRITHE © IR TMedia ~ E2EIERCHTE ~ IRITIBERFTE ~ ERtLeisuredTE o

2. #5h - SWEAFEE (Golf Digest ~ Golf Magazine ~ Top Golf) ~ FH#EE ~ SISA IN ~ ECONOMY ~
HanKyoreh21 ~ Gine21 ~ Ceci ~ LadyR%0 ~ VOGUE GIRL - Singles ~ Allure ~ COSMOPOLITAN ~
BARSDINING ~ 2Z#FHLR ~ ZZ1%ER5E ~ Travie ~ The Traveler ~ AB ROAD ~ Tour de MondeZs ©

1. Newspapers: MRT papers (Metro, Focus), Chosunilbo, Dong-A Nilbo, Korea JoonAng Daily, and other travel,
tourism, and transport-related news publications.

2. Magazines: Golf Digest, Golf Magazine, Top Golf, MK Business News, Sisa In, Economy, HanKyoreh21,
Cine21, Ceci, Lady Kyunghyang, Vogue Girl, Singles, Allure, Cosmopolitan, Bar & Dining, Travie, The Traveler,
AB Road, and Tour de Monde.

AT

1. BIRES : IRMBC ~ KBS 2iENOtE30N BRI ERES -
2. BIREIE : BFEEEIMBCERE [HEZAIFT - BESAIFH FEEEREZHE » 5IREEE

ERERITESNEESE  RESAEBTNEREZE ETRSXBHZIZE -

3. #8ES BRI KA LMBISNAVERIBE AES -

1. Television commercials: Nine 30-second tourism commercials were broadcast on MBC and KBS2.

2. Television Programs: MBC television's variety show, "Music and Lyrics" invited to film in Taiwan. The program

introduced Korea's viewing public to Taiwan's beauty, gourmet food, and romantic potential.

3. Internet: Portal advertisements purchased on Korea's largest web-portal, NAVER..
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BNES

Outdoor Advertising

RKEEE
Spokesperson
Events

IREHEED

Travel Fair
Promotions

EEIMNEESEEIHEIER Promotion in Korea

SES
Contents

1. B9 - BB ESRE -

2. 1BRE : KESEI - BRME - £ -

1. Coaches: Advertised in Busan Metro coaches.

2. Light Boxes: Advertised at the Korean Train Express Daejeon Station, the Seoul Metro, and the Busan Metro.

NEAREN  BIEH101F1281H ~ 12B2H D BIIREWCOEX MAGABOX * £LLICentum City CGV
B TESEE@24/)\WEE ) MEEIRE » FIRSI30008X21 -

Spokespersons Ivy Chen and Jo Jung-suk appeared at the premiere of a micromovie produced to promote
Taiwanese tourism on December 1 at COEX Megabox in Seoul and December 2 at Centum City CGV in Busan.
Each of the events attracted 300 fans.

SINERERIRE « EUURRIRE - REERIRE - AOEFERIR
fE » HANATOURIKEE ~ {Z) | B EINEIZEENES: ©

Attended the Korea World Travel Fair, Busan International Travel Fair,
Gyeonggi International Travel Mart, Tour Expo Daegu Gyeongbuk,
Hanatour, and Incheon Tour & Leisure Sports Fair.

EEHON

Promotional
Method

TEEES
Print Media

EIMEESSEPIERER Promotion in the US and Canada

NE

Contents
. B8The New Yorker&{FE#RTS » IRFEIRSBHRRBIEES IS -
. BiNewsweek & FE SRR ERTS °
. JRUSTOA2013FEFEFTravel WeekyFIEHREFIE2EX BB -
. BlEEMotorcyclistimiE (RNEZFL) KESEHE
. BES IR BIES MR THREMBIE « HETESRTEES -
. Z5EThe Epoch TimesTIE =SB IEIHESE »
. Z&tAsian Fusion MagazineT!| & =S ER Y IEIRESE -

. &£5tSaveur Magazine | EEEEDITIBESE -

o N O 0o M~ WD =

9. ZEENTDTVRIE S SEINICIRESE -
10. ZFTHREABIE=SELERESE -
11. Z&ENational Geographic Travelerft st H & =B E L IRIEFMESSE -

12. Z&EJax Fax Travel Marketing Magazine ! & &3 RIHES -

ZEEREHRENER L IR BB ERESE

. Worked with The New Yorker on advertorials that were published on tablet computers and the internet.
. Worked with Newsweek on advertorials.

. Published full-spread colored advertisement on the back cover of USTOA's Travel Weekly.

. Invited a Motorcyclist editor to report on "Go Grandriders."
. Advertised Taiwanese itineraries in San Francisco and Vancouver newspapers in cooperation with local travel

g~ WO N =

agencies.
. Advertised Taiwan tourism in The Epoch Times.
. Advertised Taiwan tourism in Asian Fusion Magazine.

1.2012 BHEFIRE 2.

REEHRAE

REISRBNEEEES 1.2012 Korea World Travel Fair 2.Broadcast of a Taiwan tourism advertisement in Times Square

Tourism Bureau, MOTC
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EMMMEESSEHIEBFE Promotion in the US and Canada

E

Contents

8. Advertised Taiwanese tourism promotions in Saveur Magazine.

9. Broadcast Taiwan tourism advertisements on NTDTV.

10. Advertised Taiwan tourism in World Journal.

11. Advertised Taiwanese tourism in National Geographic Traveler.

12. Advertised Taiwanese tourism promotions in Jax Fax Travel Marketing Magazine.
13. Advertised Taiwanese tourism promotions on ETV America.

BEMEITREEHES -

. 7-88M/ » IRCNNZE=EIR SR EE HED L0 S EF HES R - ECNNERZD » 1R
CNN Headline News&H787X » IRCNN Airport Network Newsi&H310Z8 ~ CNNI Asiage ME0 o 5%
523278 ~ CNN{#8USHRIE12286,0502K °

1. Co-promoted Taiwan Day event with the LA Dodgers.

. Broadcast 30-second promotional advertisements on CNN in the US and Asian areas between July and
August, with web exposure. Broadcasts in the US market included 78 appearances on CNN Headline News,
310 appearances on CNN Airport Network News, 232 appearances on CNNI Asia, and 1,226,050 hits on the
CNN website.

N =

\S]

. BB RIS ZEREEHHE=BERESLE « BERRENZRZEF6EMIBEA  LA18EE
BT 2EER - BlF5Travel ChannelBNEHESE « BFEERBASREZ (ULTVIHEE) -
2. [Time for Taiwan | EB517i8% : HEXSEE Eye on the Bay | BEBEXFEEEERRIKENMR
i > TS AR EIEBIER A2 SR 30D SERVERENE -
1. Invited renowned Hollywood comedian Rob Schneider to visit and report on Taiwan. Invited Phoenix Satellite
Television to film 26 episodes of travel programming in Taiwan. Invited LA18 to film a Taiwan travel episode.
Invited Travel Channel and JLTV to film in Taiwan.

. As part of the "Time for Taiwan" promotion, the Tourism Bureau invited an "Eye on the Bay" crew to visit with
San Francisco area residents. The trip was filmed in two 30-minute television episodes.

—_

\S]

C2012FEEHINGH BTG FE ~ RCEREXSF -

IREZIWNIIEE « REERE - EEEMmEmEIE TS = EEN

RESENENEERE=RMHLTESEENERES -

. ZFEVECTOR MEDIAR BB S B(EHSBEIN S1FE -

. ZFEESPN New York RadioRHIE =SB LS ECIHESE ©

. &&EThomson Reuters A BRIV EISEINS EE L ESE -

. Worked with the LA Dodgers stadium and Ten Ren Tea on co-
promotion.

2. Advertised on San Francisco cable cars, buses, rail carriages, and

subway stations.

3. Advertised in bus waiting rooms and subway stations in the
Vancouver area.Advertised in bus waiting rooms and subway

N =

o 0 oA~ W

—_

stations in the Vancouver area.

Hired Vector Media to promote Taiwanese tourism.

. Advertised Taiwanese tourism on ESPN New York Radio.

6. Advertised Taiwanese tourism in Times Square New York through
Thomson Reuters.

B0 g

1.2 BRUNIESPNES

Qutdoor Taiwan tourism advertisements on cable cars in San Francisco
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Promotional
Method Contents

. EEERE R BHERblogger outreach ARES) : EBLE @ TS REFIEH 2 EREMRIEEE -
. BUTimeforTaiwan.com SEENEIL - FRCBSH#BIATI EEENFARES -

. DailyBeast * BBC H/Z30&EERNEEZS -

. ZEEHR R B MREEITE (RINTE) -

. Organized blogger outreach PR events for blogs and social networks. Organized Taiwan reconnaissance visits

AW N =

R
Online Media

=

by the American Express travel agency education training department.

Built the TimeforTaiwan.com website and advertised on CBS5 website.

3. Broadcast 30-second Taiwanese tourism promotional videos on the DailyBeast and BBC.
4. Published English news through CNA (global).

o

1. 2002012 LA TIMES TRAVEL SHOW 1/14-1/15 ~ 212012 MBKXEFSIRE (FITA) ~ L5 #EE
ustoaFF ABURITHIFIRINENERAE « Al T DIRES -

2. ZIMNMER2012FEZMBMRER (2011 Toronto’ s Ultimate Travel Show ) ©

3. 2N{E)N;EFI%E2012 Seatrade Cruise Shipping Convention e

4. MEPHE 12012 Met'sE= &7 JEF) -

5. 220125 FEMRE °

6. 2I120124HKIRE =LA SEBBRE -

7. RN EIFEEM I LRIRET

8. EBIRIER /LA (Taiwan Tourism and Culture Festival) SEEZE °

9. B2&%Passport to TaiwaniHE =&K& | SHE) o

10. BIRMIEH S ERA R REERABS -

11. 21201 SHHHVFFRIRE °

12. MIEXTEBER—SERERPE -

13. Z02012FETEEME -

14, FHEN KRB EZEBZERNVHIITE RS [Summer Street Fair ) SEEIZ

15. 20#H#72012 LuckyRiceio Il ZERETEED °

1. Participated in the 2012 LA Times Travel Show between January 14 and 15. Participated in 2012 FITA.
Cooperated with USTOA and other large travel agencies to hold educational seminars in North America.
Participated in Latin American travel fairs.

Participated in 2012 Toronto Ultimate Travel Show.

Participated in Miami's 2012 Seatrade Cruise Shipping Convention.

Co-organized 2012 Mets Taiwan Heritage Night.

Participated in 2012 Montreal Travel Show.

Participated in 2012 New York Long Island Asian-American Cultural Festival.

Participated in International Festival of Arts and Ideas in Connecticut.

Held Taiwan Tourism and Culture Festival.

9. Participated in Passport to Taiwan events.

10. Held National Geographic Taiwan photography exhibition and tourism seminar.

11. Participated in the 2013 New York Times Travel Show.

12. Organized a tourism seminar at the Canadian horticultural festival.

13. Participated in a dragon boat race in Washington DC.

14. Participated in New York's Summer Street Fair in cooperation with ChioTian Drums & Arts Troupe.

15. Participated in the 2012 Lucky Rice Asian food festival in New York.

IKEHEEEE)

Travel Fairs

o

© N Ok DN

1. KRB T EsEs

1.A Taiwan tourism advertisement on a double-decker tour bus in New York City
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BRIt EE S S EHHEER Promotion in Europe

ST JRED s
Promotional

Method Contents

1. 8 :
(1) FJEEDS + Sunday Times Travel Magazine ~ Wanderlust Magazine ~ Time Magazine ~ Daily
Telegraph Magazine ~ Daily Telegraph#R# ~ Travel Weekly ~ TTG ~ Selling Long Haul ~ Lonely
Planet » Newsweek  Intelligent Life ~ Compass Magazine °
(2) WEZETTHENX  Daily Express(2012.2.13) ~ Selling Long Haul (2012.2) ~ The Sunday
Post (2012.1.8) °
2. = :
(1) REZEBIRIRBITHBEN : drodia.de (2012.8.17) ~ La province (2012.4.1) ~ Le
Telegrammeyv (2012.3.21) ~ Northern Ireland Travel NEWS(2012.6) ~ Reiskarent(2012.8.11) ~
EASR! (2012 winter) ~ Prestige (2012 autumn) » Humberger mor gen post am Sonntag
(2012.7.1) ~ Berliner Kurier (2012.7.1) ~ Urlaub Tipp (2012.9) ~ Rheinische Post (2012.9.9) °

(2) FIEES : Touristik Aktuell ~ InAsien ~ Abenteuer und Reisen ~ Clever Resien ~ Reisen und

FHEREE Preise ~ Diploymacy Magazin °

Print Media - =R PN e =
3. BREMERENewsweek S EFE SRR ERR ©
1. UK:

(1) Advertised in the Following Publications: Sunday Times Travel Magazine, Wanderlust Magazine, Time
Magazine, Daily Telegraph Magazine, Daily Telegraph, Travel Weekly, TTG, Selling Long Haul, Lonely
Planet, Newsweek, Intelligent Life, Compass Magazine.

(2) Articles advertising Taiwan appeared in Daily Express (2012.2.13), Selling Long Haul (2012.2), The
Sunday Post (2012.1.8).

2. Germany:

(1) Articles about the Lantern Festival or Taiwan in general appeared in drodia.de
(2012.8.17), La provence (2012.4.1), Le Telegramme (2012.3.21), Northern Ireland
Travel News (2012.6), Reiskarent (2012.8.11), EASR! (2012 winter), Prestige (2012
autumn), Humberger mor gen post am Sonntag (2012.7.1), Berliner Kurier (2012.7.1),
Urlaub Tipp (2012.9), Rheinische Post (2012.9.9).

(2) Advertised in Touristik Aktuell, InAsien, Abenteuer und Reisen, Clever Resien, Reisen und Preise,
Diploymacy Magazin.

3. European Region: Worked with Newsweek on advertisements and advertorials.

1. FIIEES : BBC World NewsERjJIitE ~ BBC World
NewsEgZaihERBBC Knowledge (ZEil) 4B3E -
0. = :
(1) B AR EENTVER SRS -
TR G0 SR A R e -
B3R (2) EFERORREEERE (LW -

Electronic Media 1

. Advertised on BBC World News in the European region,
BBC World News in the South Asian region, and BBC
Knowledge in Asia.

2. Germany:

(1) Invited Germany NTV to film a 30-minute travel special

in the format of celebrity tour guide.

(2) Published English news through CNA (global).

EEESZA Mr. von kapff EEEEE
Mr. von Kapff, a German mountain climber, promoted tourism in Taiwan.
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BRIt EE S S EHHEER Promotion in Europe
EELDN R

Promotional

Method Contents

1. Z2[E] : Channel 5 MHeaven on Earth (2012.3.8) ~ STV [ Scottish Passport] (2012.2) °
E1RENH 2. fEEISWR &EiiE 2 k] f5EE -
Television Programs | 1. UK: Channel 5 Heaven on Earth ] (2012.3.8) ~ STV [Scottish Passport | (2012.2) .

2. Germany: SWR special on Taiwanese railway tour.

1. RE - HEESHIULELCD/ESEIR - MBGIEEES  MACLES - MIBRESINER/
FERB/ER - MAMES31ENEILEE -

2. KB : RERHELNHEEES  IBREERES -

3. fBEl - AMEINEEREFERNES  SAMAERBERS « BESERMEETERLF « ITBHA

PABES )
» MIKERERES -
Outdoor Advertising
1. UK: Advertised in London Underground LCD/electronic panels, London taxis, buses, airport express train
station elevators, escalators, walkways, and 31 train stations throughout the city.
2. France : Advertised on light boxes and buses in Paris.
3 Germany: Advertised on light boxes at bus stops in three major cities. Advertised on buses and trains in
five major cities. Produced painted Taiwanese Berlin bears. Advertised in the ITB Berlin Travel Trade Show.
1. R :
(1) FIEES :Economics.com * Telegraph Online ~ Guardian Online ~ Lonely Planetfixifz#@ik
Trip Advisor Online °
(2) BfEE(E : Lastminute.com * Black Tomato ~ BIZEfZE#8iG  Cox & Kingsifi
(38) #EF#R : onlinetraveltraining.com °
(4) WEZEITHEEX : theurbanbirder.com (2012.4-5) °
2. B
p—— (1) FiBHEESITH B ElAFacebookEEEGIRE BRSNS EECERENR -
ii=pxs) = R R e -
_ _ (2) EEEEHEBES TIIERBEBES -
Online Media

(3) TRGMX.de ~ Die Zeist Online%5 kB F T EES -
1. UK:
(1) Advertised in economics.com, Telegraph Online, Guardian Online, Lonely Plant, TripAdvisor Online.
(2) Co-promoted on Lastminute.com, Black Tomato, Cathay Pacific website, Cox & Kings website.
(3) Educational training: onlinetraveltraining.com.
(4) Taiwan special reporter on theurbanbirder.com (2012.4-5).
2. Germany:
(1) Maintained a Facebook Taiwan tourism page and updated tourism event information.
(2) Organized online promotions in conjunction with annual consumers' events.
(3) Advertised on GMX.de and Die Zeist Online and other travel websites.

L e i

= "'_ H'——:’,‘,
-

N g,

1. EREEAMEE 2. A RIEISES 1. A Taiwan Buddy Bear in Berlin 2. Taiwan tourism advertisements at Frankfurt Airport
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IKEEEEEE
Travel Shows and
Promotional Events

CHE  RBWTMIRESERCHEES) - @3 Destination ShowHBEIKE « ERIHTDestination

2. AB : B%2 TOP RESAMREE ©
3. fE : TBIAMIKEEECHEEE) - IMEXERIKESERE « PATABE D ZXEXERAE 1B

1. UK: London WTM travel and tourism promotion event, London Destination Show consumers' travel show,

. France: Paris TOP RESA travel show.
. Germany: ITB Berlin travel and tourism promotional event, IMEX travel show, PATA German chapter travel

FE EFENEEEEE
Chapter 2 International Tourism Advertising and
Promotion

BV EESEEIHEIBR Promotional Status in Europe

RNE

Contents

ShowHEBIRE » PATAREI D EiailiiEREHERS

BfFulda, Muenster, Bielefeld & FrankfurtifE= -

Manchester Destination Show consumers' travel show, PATA UK chapter Asia travel industry promotional
evening.

industry show. Promoted in Fulda, Muenster, Bielefeld and Frankfurt.

EEHON

Promotional
Method

REEEEEE
Travel Shows and
Promotional Events

X6 2012BMEHEE (S (BN mK2RIET

L KBE : 201 2T B IRAE -
. US Miami 2012 Seatrade Cruise Shipping Convention, including press

. China 2012 All Asia Cruise Convention.

HiR 5 = EIRIEER2 Promotion in the Cruise Market

ISES
Contents

BMELEZ) o

conference for encouraging cruises to visit Taiwan.

EFHON

Promotional
Method

T EEEE
Print Media

BB - UREES  #TIRER ~ AT ~ TVBETH ~ RISHE  BRPIH®R » BB  I©EHE - E8H

RO AR R (X)) C MERER (P30 #FBER (FX) -~ BIRER () ~SH

S

. EREEL TS -

BESHEESEERIERBA Promotion in Hong Kong, Singapore and Malaysia

P
Contents

B #FH - BRARSRENSEETEREDIEHERAS -

B (R ~#BR (BER) FTESETERBIIREHEFAR -

(1) BRI : ENMEW -~ HEHKR - DEE - ROHE - FEHB - ROHE &
B REY VN MROBET ; RNHE Sk Bl RIOR Y RER
The Charm 02 ~ BXT ~ #FER 100~ IZE - AR HFNER - =HER
Newtide #T# + My Wedding 88 ~ &~ &R ~ RBIIHK °

(2) TXERHK : The Star + T E#ET : Gaya * Leisure Travel ~ food&travel ~ HELLO! - Astelier
Marie Claire ~ TimeOut - Calibre * Essenze ~ Travelution * Spotlite °

(8) FBBZRIERHK : Utusan Malaysia ~ Mingguan ; F52R3#EE : Santai

(1) ZEEHNE : Travel Guide Magazine ~ ThaiRath ~ Daily News °
(2) ENBHE : Guo JiRiBao °

1.2012 T2l ERERKE 1. The 2012 All Asia Cruise Convention
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EELDN
Promotional
Method

BERMEESSEIFIEER Promotion in Hong Kong, Singapore and Malaysia

P
Contents

(3) JEEBHNE : Philippine Star °
(4) HETHLE : Tuoi Tre NewsZHES o

1. Hong Kong:Advertised Taiwanese themed and travel related information in U Magazine, Weekend Weekly,

Express Weekly, TVB Weekly, Oriental Daily, Macao Daily, Ming Pao, Hong Kong Economic Times, Sing
Tao daily, Hong Kong Daily News, and Apple Daily.

2. Singapore:Advertised Taiwan and related travel information in Leanne Zaobao (Chinese), Lianhe Wanbao

(Chinese), Shin Min Daily News, The Straits Times, Today, and My Paper.

3. Malaysia:

(1) Chinese Newspapers: Sin Chew Jit Poh, Kwong Wah Yit Poh, China Press, Oriental Daily, See Hua

E RS Daily, and the "10 Taiwan tourism town travel special" in Oriental Daily;Chinese Magazines: Jalan
Print Media Travel, Foodsion, Traveller's Digest, Leisure Travel, The Charm, Global Business Magazine, New Health
100, Let's Travel, Feminine, Special Weekly, Oriental Cuisine, Newtide, My Wedding, Feng, Smart Info,
and Travelmate.
(2) English Newspaper: The Star:English Magazines: Gaya, Leisure Travel, Food & Travel, HELLO!, Astelier,
Marie Claire, Times Out, Calibre, Essenze, Travelution, and Spotlite.
(8) Malaysian Newspaper: Utusan Malaysia, Mingguan Malaysian Magazine: Santai.
4. Southeast Asian Emerging Markets.
(1) Thailand: Travel Guide Magazine, ThaiRath; Daily News.
(2) Indonesia: Guo JiRi Bao.
(3) Pnhilippines: Philippine Star.
(4) Vietnam: Tuoi Tre News and others.
RS EEFXERS : BREFESERE

Travel Books

Hong Kong author Kenneth Ip: "Encountering Taiwan's Homestays."

EREE

Television Shows

1. 5 :
(1) TiRIT=E) 90 DiEEMREIEH 13% -
(2) Now TV THIE! £ERIZE] 30 DiEHL 85 -
2. Fk
(1) TiRIT=E) 90 DiEEMREIEH 183% -
(2) TIIFTES 30 DIESEIRBEENE 52 £ -
(3) MBR (5—HX=E] EREBE15%-
(4) 1B THIITEER) EREBE2%-
(5) MEE [(BFEEHIE] EREE2%-
(6) ¥FTEE IRELSFESII EREEIE-
AP THRIT=E ) 90D IEEIRENE 135 -
1. Hong Kong:
(1) 13 episodes of a 90-minute television series on travelling in Taiwan.
(2) Eight episodes of 30-minute television series on travel and food in Taiwan for Now TV.
2. Singapore :
(1) 13 episodes of a 90-minute television series on traveling in Taiwan.
) 52 episodes of a 30-minute television series on Taiwanese travel for Channel News Asia.
) MediaCorp "Bliss Seeker" episode.
(4) MediaCorp "My Working Holiday" two episodes.
) MediaCorp "Good Man, Good Cooking" two episodes.

(6) MediaCorp "Food Source 3" three episodes.
3. "Time for Taiwan" 13 episodes of a 90-minute television show.

w

1. SERIFEZIRE 1. The 2012 All Asia Cruise Convention

REEHRAE

Tourism Bureau, MOTC
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BERMEESSEIFIEER Promotion in Hong Kong, Singapore and Malaysia

ST JRED s
Promotional

Method Contents

1. 58 SBFER 1D  BF20  TREZEBES -
2. ¥
(1) 100.3BERBEEBEES °
(2) IBEIMESZWarna FM94.2 ©
. FS2RAGEE - MY FM ~ 988E8ES -
. [ : Cool 93 Fahrenheit EEES -

. Advertised on Commercial Radio Hong Kong stations 1 and 2, Metro Broadcasting entertainment station.
. Singapore
(1) Advertised on station 100.3
(2) Advertised on Muslim radio station Warna FM94.2.
3. Malaysia : Advertised on MY FM and station 988.
4. Thailand : Advertised on Cool 93 Fahrenheit.

EEIRES

Broadcast Media

N = MW

S IEES YAHOO&Googlelk s K a5 =

Online Media Yahoo and Google travel keyword advertisements.

1. &8 AEETHREES  ihEEtES BRXNEERPIES  MEREES - BE5ES -
2. M - sHESEES « EEN) (RESH) NEEEES  MERIES (F5% -« Bif
B @B iR - I8TEE)  EEEES -
3. FS2RPhaE ¢
(1) EEEEHEERES -
(2) EREFEHEIEESEDNEKCCEYRBSZ ATRERS -
(3) 2012F = EEDNION BB AR EF FIRAIESEN -
(4) SEEHBISIRIRNE » IRIRIREE ~ FIER
(5) E=AEMIINETEEES -
(6) fBWILEDENES -

=Lt 1. Hong Kong: Advertised on large buses, on pillars in subway
stations, outside elevators in commercial office towers,
airport express, and advertising vehicles.

2. Singapore: Advertised on taxis, conference center (travel
show venue) walls and walkways, on escalators, pillars,

Outdoor Media

ceilings, walkways, floors, and light boxes in subways, and
advertising vehicles.
3. Malaysia Advertised on:

(1) Kuala Lumpur taxis.

(2) Passage-way between Petronas Twin Towers to KLCC
shopping center in Kuala Lumpur.

(8) 2012 Taiwan tourism 30-second advertising video prior
to movie screenings in Kuala Lumpur.

(4) KLIA Express trains, waiting rooms, and Kuala Lumpur.

(5) Golden Triangle shopping center electronic display
screens.

(6) Penang LED outdoor display boards.

RS SIS

Taiwan tourism advertisements throughout a Singapore MRT station
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BERMEESSEIFIEER Promotion in Hong Kong, Singapore and Malaysia
EELDN PSES

Promotional

Method Contents

Time for Taiwan JEIEZ
1. N PEIRITEE ST ELEIRREE 2ARE) -
2. F5ZKphaER ¢
(1) EEE AR SIEEss [RTEE MIRE) SRASRERES CDEEEE -
IR/ DRSS (2) SIS RMEPIRE G S HE -

Promotional/ Time for Taiwan Concert
PR Events 1. Singapore: Organized Singaporean tourism industry operators to attend Taiwan themed educational
seminar (February and June).
2. Malaysia:

(1) Worked with photography publication company on a series of six touring "Time for Taiwan" Malaysia
travel photography lectures.
(2) Participated in Malaysia Mid-Autumn Festival Taiwan Lantern Festival promotions.

1. &8 : SNEEEFRE -

2. [HPRAAEE : BINESMATTAIRE » ZFHEMITMEZSIRERE « MITE (Malaysia International Tourism
Exchange) EIfRIKERSESR  BWIRE (MATTA)  BHMITMIRER « SHEMATTAIREERE
F7NEEMITS MATTARKERE ~ ”REMATTAIREE » REEMITMIAERERE « SERIBTEEFTEMRE

IREEEED B EoERBPREVESEES  SREMTMERIRRES 1 28R RE

Travel Show Events

—

Hong Kong: Attended the Hong Kong International Travel Expo.

2. Malaysia: Attended 12 travel shows, including the spring MATTA travel fair, Johor MITM spring travel fair,
MITE (Malaysia International Tourism Exchange), Penang MATTA travel fair, Penang MITM travel fair, Sabah
MATTA travel fair, Malacca MITs MATTA travel fair, autumn MATTA travel fair, Johor MITM autumn travel
fair, Kuala Lumpur Photography Festival and Free Independent Travel Exchange, 2nd Johor Chinese and
English book fair, and Kuala Lumpur MITM international travel fair.

= EEFE

(—) FFERMHEZ (=) BIRFZE > RBIRGRED L3t 4,148 AR
1. EALHEETE - 388 250,000 3 20 -
2. ESEESR > S 22,494 7R o (PY) ‘Lt&HdiBh « HAdBh 317 22 ~ 41,733 AR -
3. R M AT » LR 181 814 9K - (To) TR0 E #HBh - Al B oK 217 5 54 R~
4. WHERTR TR T1,5015K (£ 101 FE) - 43,547 NK »
(=) BhE—=ZIERE 155 (7%) B fi s wh B < k4 Bl 253 {E B AL ~ 14,005
R | BB ik o AR S 305 » 168 ik o Sk sz 22 18 AR e
FERAFAT 2 KASEE R » 210146 189 (©) BiFERRIT 2R - LI 162 AT 22
A30H#EH THEEBES—210) BlhEZR ED B~ 15494 ANK -

H4rags > HFE%30,0000E 0 413 ,6145F ©
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Electronic Media
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KEEHEESEEIRIERBERZ Promotion in Mainland China

S5

Contents

EREXFEMGRE  WIABRE - A\ARABRE « ARIRKITRHME - BRZHHAEL - B
BREAT ~ EBRITEMS - DBNEERBRAT - (IREBHER) L - BRBEHEHL
(IR1THESE) FEETAL

Appeared in Food Wine report, Zhejiang Daily report, Renmin Ribao report, Beijing Traveler, Fengjing

Mingsheng magazine, Best Travel Media, Shanghai Traveler, The Bund Media Communications, Tour the
World magazine, Luxing Sheying magazine.

CCTVHMEZETT » CCTVTARECN\IELE - BEFER NRK=E17) 65 - DBIK{TETOP
10X 10ENE65 ~ MxiHE1E [1I&F L8 BiE165% - ARBEEERF/Z155% -

CCTV programs on Taiwan travel including a "top 10 tourism town" special feature, a five-episode travel
series on Phoenix TV, a six-episode TOP 10x10 travel series for Shanghai Traveler, a 15-episode series on the
Travel Channel, a 15-episode series on people.com.cn.

SEMGIHEA » (B ORI  ICEMBHEIRTRMIE e @ ABSE « SRS BIAZHCUR
BERARERERT (LR) ~ ERBESHEERE  ICTERITBRLSHRE -

Organized a vote to choose travel experts, promoted on social media, managed microblog communities (such
as a site for independent Taiwan travel on Sina), redesigned the Taiwan Strait Tourism Association website.
Reported in Beijing Baidu, Bejing Mafengwo, Zhejiang Online, and others.

B8 X2 - NEEARZPALEDE ERES  BRRIERSMHELHEES -

Outdoor LED advertisements in Guangzhou, Chongqing, Tianjin, Shenzhen, and Chengdu. Exterior
advertisements on buses in Nanjing, Beijing and other cities.

B ETHE1 652 EER
EMERRIEERERESE
Held 16 Taiwan tourism seminars in various cities. Promoted Taiwanese tourism at the 2012 Suzhou

International Tourism Festival's boat parade, and the 2012 Jiangsu Taiwan cross-straits exchange lantern
event.

REIE ~ 201 2B IR ESENFE AR CE S BIK TS EHEREEE) » 20121H=

Giveaways

250,000 Taipei Metro tickets.

22,494 amusement park tickets.

181,814 agricultural produce coupons.

71,501 night market gourmet coupons (as of 2012

year-end).

Taoyuan - Taipei Shuttle Bus Coupons

To attract international visitors to come to
Taiwan and to promote the ease of travel using
public transport, 30,000 coupons for shuttle bus
transit between Taoyuan International Airport and
Taipei were given away as part of a promotion

. Promotional Offers

between June 1 and September 30, 2012. A total
of 13,614 coupons were exchanged for tickets.
(I Free Tours for Layover Travelers: 4,148
participants
Chartered Flights Subsidy: 317 charter flights

subsidized with a total of 41,733 travelers.

(Iv)
(V) Cruise Stop-over Subsidy: 54 cruises subsidized
with a total of 43,547 travelers.

(Vl) Travel Incentive Subsidy: 253 organizations
subsidized with a total of 14,005 travelers.
Educational travel subsidy for schools: 162

schools subsidized with a total of 15,494 travelers.

(Vi)
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Domestic Travel Promotions and Marketing
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Tourism Bureau, MOTC

12012 68155 - BERERRTE | BFEN
Opening ceremony of the 2012 Taiwan Hot Spring & Fine Cuisine Carnival
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Chapter 3 Domestic Travel Promotions and Marketing

Section 1 Promotion of Major Festivals, Competitions and Activities

Taiwan is endowed with rich and valuable tourism
resources that can serve as the theme and material for
tourism and leisure developments. Through marketing
and advertisements these resources have the potential
to attract international tourists. For international
promotion, the Tourism Bureau selected festivals and
events that possess special Taiwanese characteristics
and are attractive to prospective domestic and
international visitors. Highlights are as follows:

I. The 2012 Taiwan Lantern Festival

The Taiwan Lantern Festival was held between
February 6 and 19, 2012, in Lukang, Changhua and
surrounding areas. According to Taiwanese tradition,
the main lantern featured dragon designs in accordance
with the Chinese zodiac year. Integrating the overall
lighting environment and digital rhythms created a
visual feast. The event attracted 11,460,000 visits,
created NT$10 billion in revenue, and was attended
by 132 international media outlets. During the period
of the lantern festival, 256 international travel industry
operators and 32,222 foreign travelers visited. The
event successfully increased Taiwan's exposure on the
international stage.

[I. The 2012 Taiwan Hot Spring & Fine Cui-

sine Carnival

A total of 121 hot spring and fine cuisine businesses
in 17 areas across Taiwan participated in the 2012
Hot Spring & Fine Cuisine Carnival between October
20, 2012, and January 31, 2013. Promotional deals
included the hot spring and fine-cuisine passport, hot
spring accommodation cards, hot spring lottery cards
and other prizes. The Tourism Bureau helped hot spring
areas organize a series of events and encouraged
domestic and foreign travelers to enjoy these products
through integrated promotions. A pleasant, friendly, and
value-for-money environment was created to encourage
consumption by foreign and domestic visitors.

[ll. The 2012 Taiwan Culinary Exhibition

President Ma Ying-jeou opened the four-day
2012 Taiwan Culinary Exhibition, which ran from

August 17 to 20. The event attracted 167,000 visitors.
Programming was designed according to the theme
of Tainan, Lukang, and Monga, whereby the context
of food was developed through traditional culture
and history. The East Coast National Scenic Area
administration introduced food exhibits based on fish.
Other exhibits included health-oriented vegetarian
banquets, Taichung's fresh fruits and honey, as well as
Nantou's bamboo shoots in conjunction with tea and
papermaking. Domestic and foreign media as well as
members of the public became better acquainted with
Taiwan's food history and culture. At the same time,
the use of local foods reflected global environmental
trends.

IV. 2012 Taiwan Cycling Festival

The Taiwan Cycling Festival was held from
November 10 to 18, 2012, to take advantage of the
tourism potential of new transportation infrastructure.
The three main activities were the Taiwan KOM
Challenge, Formosa 99, and the Sun Moon Lake Come
Bikeday. The activities combined locally planned
packaged tours that brought foreign tourists to eastern
Taiwan to experience competitions, and cycling along
various routes on the east coast, in Yilan, and around
the Anyang river. Other activities included the Taiping
mountain vintage train ride and cycling along the
East Rift Valley. These opened the possibility of new
itineraries combining trains, cycling, and leisure. The
event attracted approximately 37,500 visits and created
about NT$100 million in revenue.

2012 BiEIEE

The 2012 Taiwan Lantern Festival
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The 2012 Taiwan Culinary Exhibition
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Tourism Bureau, MOTC
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The 2012 Taiwan Culinary Exhibition
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Chapter 3 Domestic Travel Promotions and Marketing

Section2 Measures to Create a Friendly Travel Environment

To increase the ease with which domestic and
foreign tourists may obtain related information, facilitate
the deeper understanding of Taiwan's important sights,
resolve transportation issues, create a quality, friendly
international travel environment, and raise Taiwan'‘s
international profile, the Tourism Bureau implemented
the following measures:

|. Establishment of Visitor Information Cen-
ters

() Increased the functions of currently existing
Taoyuan and Songshan Airport visitor information
centers with regard to improving services for
foreign travelers.

(I Guided local governments to set up visitor
information centers at major transportation
hubs, urban centers with heavy foreign tourism
traffic, and key entry points to travel routes and
sightseeing locations, based on the Tourism
Bureau's corporate identity system for visitor
information centers. New locations were added at
the Taoyuan Train Station and the Hengchun Bus

Station, widening the service network.

(I Offered guidance to local governments regarding
operation of visitor information centers.

(IV) Provided educational training to service staff.

(V) Assessed and evaluated visitor information centers

to improve quality.

II. The Travel Information Hotline

Chinese, English, Japanese, and Korean-speaking
staff operated a 24-hour travel information service
hotline (0800-011765). The hotline provided emergency
telephone numbers and other travel related information.
In 2012, a total of 66,188 calls were serviced, of which
foreign travelers composed 33.37%.

lll. Established the Taiwan Tour Bus System

() The Tourism Bureau guided travel industry
operators in establishing 26 packaged tour
routes across Taiwan (which offered 43 types of
itineraries). As of year-end 2012, the system had
serviced 94,280 trips by foreign tourists and 65,016
trips by domestic tourists, for a total of 159,296
individuals. Direct tourism revenue was over

2012 EEEITEE
The 2012 Taiwan Cycling Festival
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Chapter 3 Domestic Travel Promotions and Marketing

[HE s REQEHE | | £ES
A press conference for the "I Love 88 Taiwan" Tour Bus event

(I

(I

(V1)

NT$207 million. Since the program began in 2004,
total volume has exceeded 960,000 trips. Of the
total, 52% (approximately 500,000 trips) were by
foreign tourists and 48% (approximately 460,000
trips) domestic tourists. Direct tourism revenues
exceeded NT$1.13 billion.

Execution of a plan to subsidize Taiwan Tour Bus
marketing and raise the quality of service. Ten
operators received subsidies and guidance.
Established a uniform image identification system
for the Taiwan Tour Bus, including official website
in Chinese, English, Japanese and Korean, product
pamphlets (Chinese, English, Japanese), posters
(Chinese and English), magnets, staff vests and
hats. The Taiwan Tour Bus brand image was
reinforced and solidified.

Worked with related government bodies, television
stations, film, internet, newspaper, magazine,
broadcast radio, and other media, as well as the
general public and commercial organizations to
reinforce marketing.

Provided friendly services to travelers at airports,
train stations, and high-speed rail stations
throughout Taiwan by establishing Taiwan Tour Bus
meeting points.

Used discounts targeting families, seniors, and
other client bases as a marketing technique held
in conjunction with the Taiwan Tour Bus brand

-

BT T LA T — T

B5EIREE GO =g

Celebration of a Taiwan Tour Bus event to mark Double Ninth Festival

renewal. Made Taiwan Tour Bus services better
and more diverse by integrating resources and
providing a broader selection of tourism products.
(VIl) Encouraged industry operators to attend
domestic and foreign travel shows to promote the
Taiwan Tour Bus services.
(VIll) Organized Taiwan Tour Bus service staff training
to raise quality.

IV. Established Taiwan Tourist Shuttle and

Provided Packaged Tours

Established to encourage travelers to tour Taiwan
using public transit, Taiwan Tourist Shuttle is now in
its third year of operation. Reinforcing brand loyalty
was the main point of focus in 2012. The Tourism
Bureau therefore carried out tasks related to improving
services and content of ticket packages. In terms
of improving services, it introduced integrated GPS
guiding services and a model for long-distance journey
ticket reservations. As for improving the content of
ticket packages, other than providing guidance to
raise the quality of itineraries, the bureau introduced
integrated ticket packages for different areas to improve
convenience. It is expected that these measures will
further enrich the Taiwan Tourist Shuttle services. Other
actions and results are as follows:
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A sign advertising a special meet- A press conference for Taiwan Tourist Shuttle

and-greet event, for fans to meet
spokespersons of Taiwan Tourist
Shuttle
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Promotional material for Taiwan Tourist Shuttle

After re-evaluation of the Taiwan Tourist Shuttle
in 2012, 11 local governments and six Tourism
Bureau national scenic area administrations
introduced 22 routes. Other than continuing
services on routes from 2011, new routes to the
north coast, Chiayi and southwest coast, Hualien,
and Taroko Gorge were added. In 2012, ridership
on the Taiwan Tourist Shuttle was 1.8 million.
In addition to continuing 2011 plans of integrating
transport and tourism industries to produce ticket
packages, the Tourism Bureau built brand loyalty.
Main content and results were as follows:
1.Improved Services: Integrated the GPS guiding
system and introduced models for long-distance
journey ticket reservations. Fitted 11 routes with
guided tour recordings and implemented partial
ticket reservation systems on three routes.
2.Improved ticket package contents: Introduced
approximately 50 ticket package promotions
in 2012, including nine area specific packages.
Reduced prices by as much as 77%. Cross-
regional and two-to three-day in-depth tour
promotions were also made available.
To promote Taiwan Tourist Shuttle and encourage
the public to make use of the program, the Tourism
Bureau engaged in integrated marketing. On
June 26, 2012, it held a press conference for the
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Chapter 3 Domestic Travel Promotions and Marketing

Taiwan Tourist Shuttle, and on July 24, 2012, it
hosted a spokesperson meet-and-greet event
for fans. In addition, the bureau ran four-month
long campaigns to garner fans for the Taiwan
Tourist Shuttle. It produced various promotional
materials including pamphlets, posters, and
placards, and filmed short videos shown at major
transportation hubs including those of Taiwan
Railways Administration, Taipei MRT, King Bus,
and Songshan Airport. The bureau also advertised
Taiwan Tourist Shuttle services on newspapers,
radio, and other media.

To maintain service quality, the Tourism Bureau
evaluated customer satisfaction on each Taiwan
Tourist Shuttle route. It then honored superior
routes and used them as examples for system-
wide improvement.

On October 17 and 18, 2012, the Tourism Bureau
completed the evaluation of 2013 plans to provide
seamless services between sightseeing locations.
To enlarge the travel service network, it chose
23 administrative units, comprising 16 localities
and seven national scenic area administrations
(including the northeast coast and Yilan) to provide
32 tourism routes.

Taiwan Tourist Shuttle was recognized at the 4th
Ministry of Transportation service quality awards.

1517 — B LR

an Route, Taiwan Tourist Shuttle
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V. Traffic Control Measures in Tourist Areas
for the 2012 Lunar New Year, to Ensure a
Safe, Smooth and Pleasant Holiday

() Approximately 11,603,537 visits were made to
tourist attractions during the Lunar New Year
in 2012, an increase of 29.49% over 2011, but
equivalent to 2009 (same number of holidays).

KREBARIRSRE [SFNEREREmERBREEIE)
Vice President Wu honored recipients at the 4th Government Service Quality Awards

() With regard to parking and congestion issues
around tourist and recreational areas, the Tourism
Bureau coordinated central, local, and other related
administrative bodies to cooperate on alleviation
tasks.

(I The Tourism Bureau assisted in establishing
shuttles between major tourist and recreational
areas to ease traffic.

Section 3 Promotion of the National Travel Card

The government introduced the national travel card
on January 1, 2003, to provide subsidies for public
servants vacationing domestically, encourage non-
holiday travel, raise the usage rate of tourism resources
on non-holidays, and encourage domestic tourism
industry development. In accordance with policy aims,
facilities that accept the national travel card reinforced
the deployment of outlets to increase convenience and
choice. Furthermore, a policy coordination committee
established related improvement measures based
on feedback, including encouraging domestic travel
among public servants and using the national travel
card on promotions introduced by the travel industry.

Implementation has produced specific results.

To continue developing domestic tourism,
encourage public servants to vacation domestically,
and increase domestic consumption, the Executive
Yuan extended the national travel card scheme for
2012-2013. Holiday subsidies for domestic servants in
2012 totaled approximately NT$7.8 billion. Of the sum,
approximately NT$5.2 billion was spent on tourism and
related industries (hostelry, travel, tourist amusement,
agriculture, handicrafts, food and beverage,
transportation etc.) Furthermore, national travel card
spending by public servants facilitated approximately
NT$35 billion worth of related consumption. The
scheme had a definite impact upon tourism and
economic growth.
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Development and Management of
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Section 1 Planning, Development and Management of Tourism Resources

Development and Management of Tourism
Resources
Tourism resources can roughly be divided into

two categories: cultural and natural, with emphasis

generally placed on the latter. Taiwan has an

abundance of natural tourist resources which fall under

the management of several agencies, including the

Ministry of the Interior, Ministry of Transportation and

Communications, Council of Agriculture, Veterans

Affairs Commission, and local governments. These

agencies cooperate in the planning and conservation of

tourism resources under their jurisdiction.

()

(I

(I

Scenic Areas

Designated scenic areas are reviewed,
evaluated and demarcated based on the "Act for
the Development of Tourism" and the "Regulations
Governing the Management of Designated Scenic
Areas." The national scenic area administrations
under the Tourism Bureau manage 13 national
scenic areas. Local governments have announced
15 designated scenic areas that they plan and
manage.
National Parks and National Nature Parks

The Ministry of the Interior established eight
national parks and one national nature park, as
well as administrative units to oversee them, in
accordance with the "National Park Law."
National Forest Recreation Areas

The Council of Agriculture established 18
forest recreation areas in accordance with the

SR+ AREBTEE - HRE
Sun Moon Lake was included on a list of 10 of world's best bike routes for
cyclists

(V1)

HREE

"The Forestry Act" and the "Regulations Governing
the Establishment and Management of Forest
Recreation Areas." A designated unit established
by the Forestry Bureau manages each of these.
The National Forest Recreation Area system
also includes two forest areas administered by
the Veterans Affairs Commission, as well as two
experimental university forests established by
the Ministry of Education in accordance with the
"University Act."
National Farms

The Veterans Affairs Commission established
eight national farms in accordance with "The ROC
Veterans Assistance Act." Specially designated
farm units administer these farms.
Nature Reserves and Refuges

Refuges for important plants and animals as
well as unique geological features are vital for
the development of ecotourism. The Council of
Agriculture and the Ministry of Economic Affairs
established 21 nature reserves, 18 wildlife refuges,
35 important wildlife habitats and six nature
refuges in accordance with the "Cultural Heritage
Preservation Act" and the "Wildlife Conservation
Act."
Other Scenic Areas

These include scenic and recreation zones
developed by local governments that are not
designated scenic areas.

BEE - i

Penghu joined the ranks of the "The Most Beautifal Bays in the World"
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B EREEREHBEK [SERENFA R TREFEEEIRRAI BT EHEIR
ARNER The Tourism Bureau and local governments conducted review, evaluation and demarcation in accordance

Scenic Areas with the "Act for the Development of Tourism" and the "Regulations Governing the Management of
Designated Scenic Areas"
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1. National Scenic Areas: National scenic area administration units under the Tourism Bureau manage 13 national scenic areas:
the Northeast and Yilan Coast, East Coast, Penghu, Dapeng Bay, East Rift Valley, Mazu, Sun Moon Lake, Tri-Mountain, Alishan,
Maolin, North Coast and Guanyinshan, Southwest Coast and Siraya.

2. Provincial Scenic Areas: The Taiwan Provincial Government has designated four scenic areas: Shimen Reservoir, Chengcing
Lake, Wulai and Shifen Waterfall.

3. Local Scenic Areas: The four local scenic areas are Qing-Cao Lake, Tamsui, Jiaoxi and Wushe.

4. Municipal and Local Grade: Municipal and local governments have announced 15 scenic areas: Bitan, Qixingtan Coast,
Xiaowulai, Moon World, Dongshan River, Mingde Reservoir, Zhiben Inner Hot Spring, Zhiben Hot Spring, Taian Hot Spring,
Meihua Lake, Ruifang, Fenghuanggu, Jiaoxi Wufenggqi, Dahu and Tiezhenshan.

5. Unevaluated Scenic Areas: Planning was finished on 16 scenic areas that were not yet given a grade level: Zhonglun, Renyitan,

Liugui Butterfly Valley, Tianwei, Shigang Dam, Wufeng Temple, Lalashan, Dongpu Hot Spring, Meinong Zhongzheng Lake,
Caoling, Qingquan, Xitou Forest Recreation Area, Cuifeng, Longtan Lake, Lushan Hot Spring, and Lantan.

BN PEERK TEIRAREA ) BIER

National Parks Demarcated by the Ministry of the Interior in accordance with the "National Park Law"

BIEET ~ £ - BB - XERE - B85 - 29 - BORE (8%) REIBERLETF 8 ERSUBEREARAR » HN
HESSRERR A REEREEIEEEIE -
The Ministry of the Interior has established eight national parks: Kending, Yushan, Yangmingshan, Taroko, Sheipa, Kinmen,

Dongsha Atoll (Marine), and Taijiang, as well as Shoushan National Nature Park. To manage these, the ministry has established
national park headquarters for each.
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Tourism Bureau, MOTC
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Type of Resource Basis for Establishment
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Demarcated by the Council of Agriculture in accordance with the "The Forestry Act" and the "Regulations
Governing the Establishment and Management of Forest Recreation Areas," along with the Ministry of
Education in accordance with the "University Act"
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1. National Forest Recreation Areas: The Forest District Offices of the Council of Agriculture's Forestry Bureau manage 18 National
Forest Recreation Areas: Taipingshan, Alishan, Daxueshan, Kending, Dongyanshan, Manyueyuan, Neidong, Hehuanshan,
Wuling, Basianshan, Aowanda, Shuangliu, Tengzhi, Zhiben, Fuyuan, Chinan, Guanwu, and Xiangyang.

2. VAC Agricultural and Forestry Agencies: The Forest Conservation Office of the Veterans Affairs Commission administers two
forest recreation areas: Qilan and Mingchi.

3. University Experimental Forests: National Taiwan University and National Chung-Hsing University have established and manage
two experimental forests: Xitou and Huisun.

BRI LR
National Forest
Recreation Areas
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Type of Resource Basis for Establishment
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National Farms Established by the Veterans Affairs Commission in accordance with "The ROC Veterans Assistance Act"
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Specially designated farm units administer eight national farms: Wuling, Fushoushan, Qingjing, Changhua, Chiayi, Pingtung, Hualien
and Taitung.

BCEIRM AR FRIIIKIE

Type of Resource Basis for Establishment

BARREBERFER
Nature Reserves and
Refuges

NZ Contents
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The government has established 21 nature reserves, 18 wildlife refuges, 35 important wildlife habitats and six nature refuges for
the conservation of important plants and animals as well as unique geological features. These are vital for the development of
ecotourism.
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Established by the Veterans Affairs Commission in accordance with "The ROC Veterans Assistance Act"
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Other Scenic Areas

FETEREEWE « OB REREER

Developed by central or local government agencies or private organizations
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These include tourist and recreation areas such as tourist agricultural areas, leisure farms, large parks, fruit orchards, ranches and
amusement parks.
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Il. Key Points of Tourism Resource Planning,

Development and Management

() A Model Plan to Assist Local Governments in

Developing International Tourist Attractions
This model plan adopted a bottom-up approach.

Through competitive plans, the Tourism Bureau
assisted local governments in finding creative
ways to use local advantages and resources. By
improving infrastructure and services, these locales
have built attractions that brought in international
visitors. Details of related plans are as follows:

1. Taipei: The purpose of this plan was to
regenerate the tourist area surrounding the
Taipei Confucius Temple. It took advantage of
a pair of unique traits — first, a 79th generation
relation of Confucius had served in Taiwan as
an official in charge of sacrificial rites, and,
second, a private land donation in Dalongdong.
Besides making improvements to the Confucian
Temple, Dalongdong and the Flora Expo areas,
it developed orthodox Confucian culture so
the area could become a global center for
Confucianism.

2. New Taipei City: The purpose of this
region (Shuinandong, Jinguashi and Jiufen) into
an international tourist attraction. It integrated
the existing tourism environment with mining
relics, local culture/history, and community arts
building programs to create a deeply meaningful
mining-themed travel destination.

3. Taichung: The purpose of this plan was
to regenerate an urban green area. The
city envisioned a transformation from
providing simple places to walk to building a
comprehensive green zone for urban tourism

=1t3LER

Taipei Confucius Temple
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where cultural performances, recreational
activities, tourism information and shopping all
thrived.

Changhua County: The purpose of this plan was
to revisit the beauty of Lugang through its crafts
and historic landmarks. By encouraging people
to visit renovated old streets, building spaces
to experience traditional crafts, and conducting
international promotions, the plan turned Lugang
into a refined niche tourism town with deep
meaning.

Pingtung County: The purpose of this plan was
to get people to visit the southern tip of Taiwan
so they could see the beauty of Pingtung. In
terms of culture it combined construction on
the Hengchun old city, film-themed travel, and
local folk music. Work focused on regenerating
the peninsula's specialty streets by renovating
landmarks and performance stages (where folk
music carnivals could take place). The county will
become a place to experience everyday life and
local customs, letting travelers know that there is
more to Pingtung than just Kending.

Hsinchu County: The purpose of this plan was to
usher in another golden age of tourism through
the comics industry. Neiwan rail culture was
combined with local strengths in animation,
building a central axis for tourism that combined
culture and creativity. The comic dream factory
was the first of its kind in Taiwan and attracted
visitors from Japan, Korea, Mainland China and
overseas Chinese communities.

Miaoli County: The purpose of this plan was
to develop Miaoli's reputation as a Hakka
paradise and the hometown of Taiwan oil mining.
Attractions and stages for regular performances

T ——— e S

A "'u\\\\

FERRIEE
Hengchun, Pingtung County
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were built for Hakka sites, and for mining. The
bureau has promoted Miaoli's historic status as
the home of Asia's first oil fields. The result was
a tourism location with a rich cultural and natural
landscape.

. Nantou County: The purpose of this plan was
to promote Nantou's beauty through tea and
cultural resources. It used Lugu's status as the
origin of Dung Ding tea, blending tea culture,
industry and arts with bamboo arts and historic
stories related to developing the Zhushan area
during the late Qing Dynasty. The plan also
included improvements to nearby sites such
as Sitou, Dung Ding Mountain, Qi-Lin Lake and
Siao-ban-tian.

. Taitung County: The purpose of this plan was to
build a new village themed on the railway, where
visitors could travel at their own pace. It involved
renovating an old Taiwan Railways dormitory and
preparing a stage for aboriginal performances.
There were also shops for selling specialty
products and exhibition spaces for Austronesian
cultural items. By creating a tourism cluster,
tourists will be encouraged to linger.
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1. ERERISHFKERIE 2. UHRELRIERRET 3. CELBMERERS 4. /LR MEEHRER
1. Waterfront facilities along Changpi Lake, Yilan 2. The Green Turtle Tourism and Conservation Center on Wangan, Penghu 3. A performance
stage in Fengbin Village, Hualien 4.Alice's Garden, Changhua County

10. Penghu County: The purpose of this plan was
to raise Penghu’s status as a site for recreation
and vacation. It involved innovative methods
for developing a military dependents village and
cactus park as new tourism sites. It also inte-
grated Penghu’s existing tourism resources in a
manner that could provide an all-new recreational
experience, and in the process open new tourist
sources. The plan reinforced Penghu’s brand as
a tourist location rich in ecology and history.

() A Development Plan to Bolster Tourism Facilities

The Tourism Bureau assisted local governments
in arranging tourism construction projects in scenic
areas, tourism areas and tourism belts, so facilities
met required standards and the surrounding
environment was improved. High-quality tourist
sites then became tourism clusters that attracted
domestic and foreign tourists. In 2012 investment
worth NT$650 million was poured into subsidizing
local governments on 84 refurbishment or building
projects involving infrastructure in local scenic
areas. Major projects included improvements to:
Houtong, Pingxi and surrounding coastal areas; the
landscape surrounding the environmental education
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2012 TRl BB OBERiTZE
The 2012 Fulong Sand Sculpture Festival

center at Dongshan River Forest Park; the entrance
and recreational facilities at Hutou Mountain Scenic
Area; the landscape and facilities at the Eight
Trigram Mountains Buddha Scenic Area; the tralil
links at Caoling's Youqing Valley; the Zhugi tourism
spotlight area; the landscape and facilities of
Guanyin Mountain and Moon World; the recreational
facilities at Qixingtan and Baibao River; and sites for
outdoor tourism events in Taitung.
(1) Execution of a Regional Flagship Tourism Plan
This plan used a top-down approach,
commissioning professional teams, who received
support from international tourism experts, in setting
tourism development themes for the northern,
central, southern, and eastern regions of Taiwan,
along with the outlying islands. Their ideas guided
the distribution of NT$700 million worth of subsidies
the Tourism Bureau offered to local governments in
2012 to conduct 67 projects for improving regional
tourism environments. Major projects included
improvements to the ecological and educational
park at Lala Mountain Scenic Area; the public baths
and surrounding environment of the old community
surrounding Jiaosi Tangweigou; the environment
surrounding the Tanyashen Green Bikeway; tourism
facilities around the Beigang Fuhsing Bridge; the
Kaohsiung urban spotlight restoration project; the
"pearls" of Meishan Township; the environment

EC B IR EEIE
Development and Management of
Tourism Resources

ERmEREEOBETEE
The Old Caoling Tunnel cycling path

surrounding the Jinzun coastal area tourism band;
and the proposed cultural park at Kinmen's Liuying
first barracks.

[ll. Encouraging Private Investment in Tour-
ism Projects

National scenic area administrations under the
Tourism Bureau completed several plans in 2012 aimed
at increasing the variety of recreational services and the
use of corporate operational models. These included
commissioning a private company to run Alice's Garden
in Fenyuan Township, Changhua County; transferring
operations of the Penghu Lintou Visitor Information
Center; and transferring operations of the shop at
the Green Turtle Tourism and Conservation Center on
Wangan, Penghu. The projects increased opportunities
for national scenic area administrations to cooperate
with private enterprises in promoting development of
the tourism industry.

In the future, the Tourism Bureau will continue
to encourage private participation in public tourism
infrastructure projects, in line with policies enacted by
the Ministry of Finance and Ministry of Transportation.
The hope is that by introducing the energy and
innovative ideas found in the private sector to tourism
facilities, the bureau will be able to provide newer, more
convenient recreational services.
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Section2 Development and Management of Designated National Scenic Areas

)

Improved Planning, Development and
Management

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

To add to the rich coastal scenery, estuary
landscapes and cultural attractions of this national
scenic area, in 2012 the Tourism Bureau, in
conjunction with the government, continued to
implement the Northeast Coast and Yilan Coast
National Scenic Area section of the "Mid-term
Plan for the Construction of Major Scenic Sites
(2012-2015)." The bureau prioritized four areas
of investment: international tourist spots, national
tourist spots, local tourist spots, and management
and maintenance of national scenic areas. Besides
continuing improvements to recreational facilities,
it encouraged private organizations to invest in
tourism businesses. The goal was to transform the
area's coastal environment into an international
tourist attraction. Major achievements are as
follows:

. Planning and Construction

(1) Development of International Tourist Spots

a. Improved the landscape and environment
surrounding the Fulong Recreation Area,
enhancing its reputation as a bayside leisure
town. Promoted innovative activities suitable
for theme-based tours in what is becoming
a premier coastal base for vacation and
recreation. Specific completed projects included
explanations and displays at the Fulong Visitors
Center, flood prevention repairs to buildings
and facilities in the Fulong area, and structural
repairs to the Neihe Bridge (over the seawater
bathing area).

b. Improved the landscape around Waiao Train
Station and the underground ramp link at the
south entrance of the Old Caoling Tunnel bicycle
path, providing visitors with a greater variety of
attractions and recreational activities, thereby
raising local tourism quality.

c. Zhuangwei travel service area new construction
project — worked on roads, land, drainage, and
landscaping of the entryway.

d. Landscaping and beautification around the Suao
Cold Springs parking lot.

e. Beautified embankments in Gangkou and Waiao
neighborhoods, Waiao.

(2) Development of National Tourist Spots

a. Improved recreational service facilities, raising
both the quality and volume of travel. Besides
providing a better tourism brand image, it raised
overall travel service quality.

b. Completed improvements to the service facilities
surrounding the Yilan Coast Recreational Area.

c. Repaired floating piers at the Longdong South
Ocean Park.

@

Development of Local Tourist Spots

Improved local recreational and scenic
attractions, including: Beautification of the land
along Provincial Highway 2, environmental
improvements to recreational facilities and
communities, repairs to the Nanzihlin Mountain
trails, and repairs to viewing platforms in Daxi.
(4) Using the principle of waste reduction,
continued improvements to recreational facilities
and the environment of communities along the
main corridor of Provincial Highway 2.

g

Implemented miscellaneous projects to form
belt-type tourist sites, enriched recreational
content, and enhanced quality of the overall
travel environment.

2. Operation and Management

(1) Continued implementation of a plan to promote
land use and improve the landscape of the
Northeast Coast National Scenic Area. The plan
used zone expropriation to resolve restrictions
prohibiting private land use inside landscape
protection areas and provided the tourism
industry with land needed for development. The
method conserved the natural landscape of the
coastline.

S

Continued contractual management associated
with an ROT project in the Longdong South
Ocean Park and Yacht Port (Four Seasons Bay
at Longdong) and the Fulong coastal hotel area
ROT + BOT project.

(3) Besides promoting administrative measures and
achievements, the government held explanatory
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meetings and conferences. It listened to local
opinion and modified administrative measures
when appropriate.

To maintain travel order and recreational safety
the government revised guidelines governing
ecotourism management on Guishan Island as
well as application guidelines for Guishan Island
ecotourism. These were explained in depth
at visitors centers, attractions, on the Tourism
Bureau's website, and in brochures.
Strengthened promotions for water recreation
activities, printed brochures detailing dangerous
fishing sites, and produced a water recreation
safety video.

Recognizable Measures: Additions of warm
water faucets at Fulong, Dali and Fanfangao
visitors centers; addition of support railings in
bathrooms; sending out text messages to notify
people of Guishan Island closures, providing
hiking poles, and addition of LED signs showing
traffic alerts.

3. Advertising and Promotion

(1)

@

Promoted major activities based on available
resources, season, newsworthiness,
cooperation and industrial demands. These
included watching daybreak on the Northeast
Coast, a cycling festival in Yilan and along the
Northeast Coast, the Fulong Sand Sculpture
Festival, and a silver grass festival on Caoling
Old Trail.

Volunteer and guide training programs include
topics concerning ecological conservation and
sustainable use of tourism resources to promote
the protection of the rich geological landscapes
of the Northeast Coast. Promotion of these
ideas at local elementary schools and junior
high schools familiarized students and locals
with geology and taught them to care for the
natural environment.

Used natural resources to promote high-quality
eco-tourism. Improved travel information and
provided a broad range of channels for travel
promotion, while using the interactive features
and convenience of websites to quickly
disseminate information.

Conducted volunteer guide trainings, seminars,
awards ceremonies, and evaluations.
Established a manpower databank, used social
resources, and used professional knowledge.

F=
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(5) As part of its plan to turn local attractions into

~

marketable tourist products, the Tourism Bureau
sought points of focus for promotion. In 2012
it chose points along the Fulong-Old Caoling
Tunnel route, including Bitou, the Longdong
geological area, Jiufen, and Jinguashi, then
it included them on a Taiwan Tourist Shuttle
route to provide seamless transit for domestic
and foreign travelers. The bureau also issued
a Gold Fulong Route "passport" and ticket
packages, with tourists favoring the day-pass
option. By linking diverse areas such as Jiufen,
the Northeast Coast and Fulong, the bureau not
only provided convenient transportation but also
lengthened the duration that tourists spent in the
area.

In 2012 the Gold Fulong Route had the highest
satisfaction rating of all 22 routes in the Taiwan
Tourist Shuttle system. The honor was attributed
to diverse promotion as well as a successful
design and facilities. As of December 2012,
the route had transported more than 260,000
passengers.

4. Future Development

(1) This development plan, in conjunction with

the regional flagship plan, will further integrate
tourism resources, raise the quality of facilities
and services at attractions, improve surrounding
environments, and create model tourist
attractions that are internationally competitive.
The Yilan coastline will rely on eco-tourism,
cultural experiences and local resources to
develop a bayside leisure and recreational area.

(2) The purpose of the plan is to change the area

from a place that visitors pass through to one
where they linger. By creating a high-quality
travel environment, fostering communities, and
portraying local characteristics, development
of the local tourism industry will be sparked.
Encouraging travelers to experience deeper
travel by moving slowly through this LOHAS-rich
environment will encourage them to stay two
to three days, instead of the common current
duration of one day.

(3) The government has finished construction of

the Old Caoling Trail Circle-Line Bikeway, in
accordance with the "Eastern Taiwan Bikeway
Network Demonstration Plan." To turn the area
into a favorite place for families to visit and
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cycle, and thereby increase the output of the
tourism industry, the Tourism Bureau holds
regular tourism events. It invites reporters and
uses marketing campaigns to promote healthy,
LOHAS-themed recreation, raising visibility and
giving prospective tourists a strong impression
of the area.

(4) The Tourism Bureau will continue to promote
the Northeast Coast Geological Park, as well
as eco-tourism and other special resources
and activities. Its goal is to contribute to the
balanced development of local industries
while advancing tourism. By turning the
area into a tourism belt that protects the
natural environment, it will enhance Taiwan's
international image as a country that values
landscape conservation and sustainable eco-
tourism.

(I) East Coast National Scenic Area

http://www.eastcoast-nsa.gov.tw

This scenic area boasts the majestic scenery
and rich natural environment of Taiwan's East Coast,
as well as unique prehistoric archaeological sites
and the traditional culture of the Amis people. It
offers tourists opportunities for rafting, hot springs,
scuba diving, whale watching, and a multitude of
other activities. To further enhance the area's status
as a four-season tourist destination, in 2012 the
Tourism Bureau, in conjunction with the government,
continued to implement the East Coast National
Scenic Area section of the "Mid-term Plan for the
Construction of Major Scenic Sites (2012-2015)."
Major achievements are as follows:

. Planning and Construction

(1) Initial Planning

a. Completed the Dulanbi comprehensive tourism
research and development plan. After gathering
opinions of local leaders and residents, the
plan was composed as a tourism development
model for the Dulan area. Following 17
meetings, a consensus was reached with the
local indigenous community for the community
to take over operations and management.

b. Conducted the Sanxiantai (Nuwalian) tourism
development plan, which focused on the
Sanxiantai recreational area and surrounding
environment. Assessment of tourism resources
in the area, followed by spatial planning and
layout, led to initial improvement measures and
future development strategies.

(2) Public Works

A total of 29 construction projects took place
at major international attractions (Green Island,
Xiaoyeliu/Dulan, Chenggong/Sanxiantai),
national attractions (Shiti/Siougulan), and
local attractions (Jici/Yanliao). These included
completion of the Zhaori Hot Springs parking lot
(Green Island), improvements to the environment
surrounding Xiaoyeliu, improvements to the
visitor information center facilities at Donghe
Bridge and Singang Harbor, installation
of a wooden observation platform at the
Meishan relay station (Provincial Highway 11),
improvements to the exhibition area at Xibulan
Visitor Information Center, and improvements
to the environment surrounding the Xibulan
recreational area. Enhancement of recreational
facilities led to better overall travel services.

2. Operations and Management

(1) Raising Traveler Safety

To ensure traveler safety within the East Coast
National Scenic Area, the following items
were inspected: warning signs in potentially
hazardous areas, lifebuoys (and the poles/
ropes they are attached to), safety barricades,
safety management of water recreation areas,
rescue drills carried out by companies involved
in water activities, annual disaster prevention
drills, annual security drills, annual fire drills,
typhoon disaster prevention and rescue,
typhoon preparations, review and revision of a
handbook for disaster prevention and response,
updates and maintenance of travel safety
information on the tourism website, updates and
maintenance of information on water recreation
zones on administrative sites, and transportation
management during the extended Lunar New
Year holiday.

Managing Maintenance of Facilities

S

Completed tasks included: Maintenance of
the environment and facilities, update of a
recreational facility management information
system, installation and maintenance of
signs (while ensuring they meet international
standards), maintenance of water monitoring
systems, maintenance of safety and warning
buoys at Green Island's Chaikou and Shilang
diving areas, improvements to public building
safety and firefighting equipment, operations
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Launch of a tourism activity by an East Coast indigenous tribe

=

management of local attractions, autonomous
safety inspections of local attractions, and
autonomous maintenance inspections of local
attractions.

Cleanliness and Beautification of the
Environment

Maintained cleanliness of the East Coast
National Scenic Area, urged locals to clean their
homes, planted vegetation around attractions,
reduced waste, promoted recycling, and
cleaned up driftwood. Improvements were
made to public toilets at local attractions based
on design and planning of user-friendly toilets
suited to scenic areas.

Use of Social Resources

Implemented a construction and operations
plan for the Sanxiantai hotel district; managed
an ROT plan for Green Island's Zhaori Hot
Springs, Zhaori visitor information center, and a
camping area. Recruited volunteers, provided
guide services, rented recreational and service
facilities to private organizations to operate,
and urged organizations to adopt facilities. East
Coast indigenous communities launched plans
to develop and promote specialty tribal tourism,
including the "Discovery" plan.

(5) Special ltems

To achieve seamless transit between attractions
for domestic and foreign tourists who visit
Taitung, application was made to run the East
Coast Line route of the Taiwan Tourist Shuttle
system in 2012. Three Taitung ticket packages
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Sunrise at Sansiantai

made it easier for visitors to see attractions
along the East Coast and travel to Green Island.

(6) Recognizable Measures

Began conducting night tours to give travelers
a new visual experience. Local approval of the
program led to its continuation.

3. Advertising and Promotion

(1) Promotion of Tourism and Recreational Activities

a. Sanxiantai New Year's Day Sunrise: Recruited

people to stand inside LED lights that spelled
out the numerals "101," to welcome together the
year 2012 (101 years since the ROC's founding).
Organized a half-day tour in conjunction with the
Taiwan Railways New Year's sunrise cruise train.
About 8,000 visits were made to Sanxiantai
during the event.

. 2nd East Coast Travel Master Activity: Points

were awarded at activities and on travel
itineraries to promote year-long travel to the
East Coast. The 600 people who gathered
the most points qualified for a special East
Coast honorary travel card, which included
rewards and discounts worth between NT$500
and NT$5,000. More than 10,000 people
participated.

. 2012 East Coast Super Rider Cycling Race: On

April 1, 2012, 1,500 cyclists took part in a race
in Taitung's Jialulan Recreation Area. The event
began in 2009 and since has developed a strong
reputation among local and foreign cyclists.

. 2012 Siougulan River White Water Rafting

Tour: This tour, which was comprised of rafting,
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The Hujing Visitor Information Center
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running, and cycling, was held on June 17,
2012, to great fanfare. It was integrated with an
ecological tour of the mouth of the Xibulan and
a relaxed journey through the Kiwit community.
Competitors and other visitors could enjoy not
only the excitement of the rafting tour but also
the unique indigenous culture of the East Coast.

e. Jialulan Handicraft Market: The market took
place every weekend afternoon and evening in
July and August 2012. It featured handicrafts
and original works together with indigenous
crafts, snacks, DIY activities, and performances.
To give visitors further incentive to come each
week it included different themes based on the
concept of "wind." Participants experienced the
joyful sea breeze and LOHAS that permeates
the East Coast.

f. Ecological Night Tours of Xiaoyeliu: Starting
from May 2012, every Friday and Saturday
evening guides revealed to guests the beauty of
Xiaoyeliu at night. They showed the stars, the
geology, plants and wildlife.

(2) Performances on the East Coast: Promoted
performances at attractions such as Sanxiantai
and Xiaoyeliu as well as regular venues such
as the Amis Folk Center and the Moonlight Inn.
Used song, dance, and art to show visitors the
passion of East Coast aboriginal groups.

(8) Tribal Tourism

a. 2013 East Coast Cycling Tour
These tours led hiking and biking enthusiasts
using only these two methods of transportation
through the East Coast in a relaxing manner that
slowly revealed the passion and charm found on
this land. Guests could choose from three main
themes: classic package routes, the East Rift
Valley (with semi-independent travel), and tailor-
made tours.

b. Tribal Tourism Launch Ceremony
After years of fostering strong relations with
local aboriginal communities, the conditions
were set to build and promote tribal tourism.
On December 11, 2012, the Cawi community
hosted a launch ceremony in Xibulan.
Organizers discussed progress they made in
developing tribal tourism and explained how it
could become an all-new way to travel the East
Coast.

4. Future Development

(1) Continue preservation of the natural scenery
and cultural resources on the East Coast and
Green Island while advancing sustainable
development.

(2) Turn the East Coast and Green Island into a
model vacation area for relaxed, LOHAS-based
trips.

@

Encourage greater private investment and
development of the tourism industry to increase
local employment opportunities and boost the
local economy.

(4) Promote visits to indigenous communities while
assisting in building a strong environment and
industry for tribal tourism. Enhance tourism
themes and the travel brand associated with
aboriginals on the East Coast.

(I Penghu National Scenic Area

http://www.penghu-nsa.gov.tw

The rich basalt geology, ancient cultural sites,
and traditional folk culture resources of the Penghu
Archipelago make it a model for the promotion
of water activities and maritime ecotourism. In
2012, the Tourism Bureau, in conjunction with the
government, continued to implement the "Penghu

National Scenic Area Development Plan," a sub-
plan of the "Mid-term Plan for the Construction
of Major Scenic Sites (2012-2015)." Major

achievements are as follows:

. Planning and Construction

(1) Developing New Attractions

Fort Recreation Area: This development plan
aimed to transform the historical resources of
Xiyu Dongtai and Dongchang barracks into
the Penghu military relics park. It provided the
chance for interesting, relaxed explorations of
the Dongtai fort and Dongchang barracks. New
exhibitions, service facilities, and trained guides
enhanced the experience by revealing deep
military, historic and cultural meaning found
in the fort recreation area. Media reports gave
potential tourists a new impression of Xiyu while
the plan presented an opportunity for Penghu
residents to cooperate in creating a sustainable
tourism environment.

Makeovers for Tourist Attractions

S

a. Improvements to Recreational Facilities
Xiyu Daguoye Columnar Basalt, Wangan Tiantai
Hill, Cimei Tomb of the Seven Beauties, Dashi
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Lung-cheng Scenic Area, Wangan Yuanyang
Cave: Provided more comfortable and wider
ranging services by adding viewing platforms,
trellising to provide shade, seating, and parking
lots (in some areas).

. Improvements to Landscaping

Enhanced aesthetics by planting gardens and
greenery. New vegetation at Magong, Huxi,
Baisha, Xiyu and attractions in the Nanhai
recreation system created an extensive garden
environment and improved landscaping.
Creating a Friendly Environment

. Visitor Information Centers

The Tourism Bureau used its corporate identity
system to assist in improving the visitor
information centers and exhibition halls it
oversees. Renovations made service counters
more professional, courteous and friendly. Also
at the Hujing recreational area, service facilities
were rebuilt and repairs completed to the Hujing
travel information station.

. Addition of User-Friendly Toilets

Renovations to the toilets at Erkan park and
the Hujing visitor information center led to
user-friendly facilities for all, including the
handicapped. The Penghu County government
recognized all public toilets in its jurisdiction
managed by the Tourism Bureau for their
excellence.

2. Operations and Management

(1) Environmental Cleanliness Plan

a. A major clean up of beach areas to remove

garbage, driftwood, weeds and other unsightly
items was carried out via the mobilization
of community residents, private groups,
the Penghu Defense Command, Combined
Logistics Penghu Regional Support Command,
the Penghu District Court Prosecutors Office,
township offices and schools, and other
groups. The activity built a consensus for clean
beaches and a clean community. Also joining
were lecturers who taught about ecology by
discussing the merits of eco-tourism and
resource conservation.

. Clean-up activities in 2012 improved coastal

environments around Beiliao's Kuibi Mountain,
Wangan's Yuanyang Cave, Cimei's Twin Hearts
Stone Weir, and Yuanbei Island. Over one
thousand participants were involved in these

F=

Chapter 4

b =

RS.X EURMRIE RS FiRiRE

Bt ERAREEE
Development and Management of
Tourism Resources

!

The RS: X Youth World Windsurfing Championships
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events, and more than 500 tons of trash and
refuse that drifted in from the sea were removed.
Training of Tourism Bureau and Industry
Members

. Snorkeling Instructor Training: This program

taught instructors the "Regulations Governing
Water Recreation Activities." It also included
beginner and refresher instructor training
courses on basic knowledge, equipment use,
water entry techniques, surface snorkeling,
snorkeling with a partner, and rescue
techniques, taught in cooperation with the
National Penghu University of Science and
Technology. The training ensured that instructors
had the necessary knowledge to lead tourists on
snorkeling excursions, raising both safety and
quality of water recreation activities in Penghu.

. Jet Ski Safety Training: This program taught

jet ski techniques and safety in conjunction
with the National Penghu University of Science
and Technology. Besides explaining safety
accessories and protective gear, the training
course covered regulations and technical
aspects that should be followed when riding jet
skis, as well as rescue techniques. The purpose
of the course was to ensure traveler safety.

. Study of Tree Planting and Care: Liu Tung-Chi,

an assistant professor at the National Chung
Hsing University Department of Horticulture
and a certified tree doctor in Japan, was
commissioned to serve as a lecturer. Liu taught
proper technique for trimming and planting
trees, covering difficult theory in an easy-to-
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understand manner. Students learned new green
knowledge and gained a correct understanding
of techniques that they could then apply to
future maintenance and management.

Promote Private Investment

. Major milestones in encouraging private

investment in tourism industry projects were
achieved in 2012, notably signing an OT
contract in June to transfer operations of the
Penghu Lintou Visitor Information Center and
another OT contract in December to transfer
operations of the Green Turtle Tourism and
Conservation Center on Wangan, Penghu. The
government sought private investment and
development in Dong Wei Stone Park (BOT and
ROT), and it announced a tender to operate the
shop in the Nanhai Visitor Information Center

o).

. The tender process was completed for private

investors to develop a resort district on Yuweng
Island (BOT and ROT). Huafu construction
joined the fifth tender, held from June 11 to
September 11, and on October 18 was awarded
priority in negotiating a contract after bids were
evaluated. The company planned to invest
NT$653 million to build a 232-room resort
and improve the visitor information center and
recreational facilities.

Recognizable Measures

Foreign Language Services for Friendlier Travel:

A comprehensive plan to improve guide services

IR ERRIRIERIEE)

One of many eco-tourism activities on Penghu
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took place between May 31, 2012, and May 15,
2013, as part of a larger plan to raise the soft
power of Penghu's tourism industry. Starting
in July, a total of six staff members adept in
foreign languages were stationed at the Nanhai
and Beihai visitor information centers. Besides
answering inquiries from foreign travelers,
the staff provided online and onsite language
support to private businesses involved in the
tourism industry. As of November 30, 2012, they
had answered inquiries from foreign travelers
454 times.

Launch of the Chrysanthemum Island Tour Bus
No. 1: To promote winter tourism on Penghu,
the government operated the Chrysanthemum
Island Tour Bus No. 1 between October 14,
2012, and the end of March 2013. The bus ran
once daily and included guide service, giving
tourists another travel option as well as the
opportunity to experience Penghu in a different
light during winter. By the end of 2012, the bus
had made a total of 646 trips.

3. Advertising and Promotion

(1) Fun New Penghu

A series of eco-tourism activities in July and
August 2012 promoted the development of low-
carbon itineraries on Penghu. They introduced
Penghu's ecological and tourism resources
through specialization, study, experiences,
energy reduction and education, based primarily
on the themes of weirs, egrets and geology.
The purpose was to give travelers diverse
recreational experiences by offering new
and refined specialty tours and eco-tourism
activities. These could then turn Penghu into
a premier destination for sustainable eco-
tourism. An important part of the activities was
to promote sustainable island development
through resource conservation, lifestyle of
residents, community development and
environmental education.

(2) Wangan Green Turtle Ecological Camp

To promote ecological conservation and
environmental protection, the Penghu Scenic
Area Administration joined the Penghu Bureau of
Agriculture and Fisheries, the Wangan Township
Office, the Penghu Marine Biology Research
Center, and National Taiwan Ocean University
in holding the 2012 Wangan Green Turtle
Ecological Camp. The three-day, two- night
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camp was held 12 times between June 28 and
August 23, 2012, including two times specifically
geared toward foreign visitors. Topics covered
knowledge related to green sea turtles and tours
of the Green Turtle Tourism and Conservation
Center. Also, in a simulated activity, participants
gained firsthand experience of sea turtle
conservation by observing sea turtles coming
ashore to lay eggs.

Diverse Activities to Promote Penghu

A series of events packaged Penghu tourism
elements based on the themes of beauty,
romance and diversity. The project not only
portrayed new impressions of tourism and
the island setting of Penghu but also boosted
promotion of the archipelago's tourism industry.
Promotional themes included a pair of activities
that called for submissions: innovative play on
the Tai Hwa cruise, and picture and micromovie
production, along with an autumn point-
collecting activity, a cycling tour of Penghu, and
a literary and arts long stay program.

Promotion of Penghu Tourism

Penghu National Scenic Area was already a
stable and mature domestic tourism market
when the area's administration took steps to
expand the Mainland China and international
tourism markets in 2012. These included: a
comprehensive plan to improve guide services,
the 2012 RS: X Youth World Windsurfing
Championships, a special marriage ceremony,
recruitment of Penghu tourism ambassadors, the
2012 Penghu Tourism Promotion International
Festival, and operation of the Chrysanthemum
Island Tour Bus No. 1. The administration also
used media reports to present an image of
Penghu's tourism industry. Estimates show that
domestic and foreign media visited Penghu
25 times in 2012, broadcast news covered the
archipelago 12 times, and there were seven
press conferences to promote Penghu. On 35
occasions volunteers assisted with guided tours
or tourism promotion activities.

High Tourist Arrivals to Penghu

Despite transportation issues and the impact of
a strong winter and northeast monsoon winds,
in 2011 Penghu reached a 10-year high of
665,978 inbound tourist arrivals. It surpassed
that in 2012 when, bolstered by the hard work
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of the public and private sectors, there were
677,020 arrivals, for year-on-year growth of
1.66%. Visitors contributed NT$4.768 billion in
tourism receipts.

4. Future Development

The Penghu National Scenic Area faces many
regional and international rivals in the island tourism
market. To overcome this competition, when the
area's administration plans development projects,
management, and marketing promotion, it seeks
ways to strengthen international tourism promotion
and expand diversity of tourism offerings.
Recognition of its hard work came when Penghu
joined the "world's most beautiful bays" club,
when the Penghu Fireworks Festival was chosen
for promotion as part of the "Time for Celebration
— Taiwan Tourism Events," and when Penghu was
able to continue direct charter flights with Mainland
China. In 2013 Penghu will continue to make most
beautiful bays recognition part of its promotional
campaign and will create a low carbon island
environment by adhering to the principles of green
tourism, low carbon travel, local manufacturing
and local consumption. The archipelago can look
forward to the continued expansion of tourism.

In the future the Tourism Bureau and
government will continue sustainable development
of Penghu by prioritizing the environment, improving
the landscape, pursuing international standards,
and always seeking to serve tourists. We anticipate
a Penghu that can maintain its fresh and bright
appearance, friendly and convenient service
environment, and world-class tourism industry. The
day will come when Penghu is widely recognized as
an international resort of great marine beauty and
natural recreation.

(IV) Dapeng Bay National Scenic Area

http://www.dbnsa.gov.tw

Dapeng Bay National Scenic Area is near
Greater Kaohsiung. It is a tourist attraction that
extends into Pingtung's Donggang and Linbian
townships, as well as the entirety of Liuqiu. Its
abundant coastal features include lagoons,
mangrove forests and coral reefs. To further
enhance its eco-tourism environment and
multifunctional recreation area, in 2012 the Tourism
Bureau, in conjunction with the government,
continued to implement the Dapeng Bay National
Scenic Area section of the "Mid-term Plan for the
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Construction of Major Scenic Sites (2012-2015)."
Major achievements are as follows:

1. Planning and Construction

(1)

a.

Development of International Tourist Spots
Continued work on Tender CHO3, involving
widening and landscaping work to a scenic road
encircling the bay.

. Continued work on the bay's tidal training dike

and a project to protect Qingzhou cape.

. Finished aesthetic improvements to the lighting

on Dapeng Bay Bridge.

. Completed other infrastructure including

landscaping for the 40-meter green belt that
encircles the bay, access roads to the wetland
service area, improvements to safety equipment
on the road that encircles the bay and cycling
paths, and renovations to the Dapeng Bay
wetland park.

Development of National Tourist Spots
Continued to develop the Liugiu scenic area,
including completion of a shading canopy
at Baisha port visitor's center, landscaping
around Sanlung Temple, and renovations to
public toilets at the Zhulin ecological park. By
improving recreation areas, these changes
raised traveler satisfaction.

2. Operations and Management

(1)

@)

Continued contractual management associated
with Dapeng Bay projects, regular BOT work
negotiation meetings, and management over
annual targets and progress.

The operation and management of visitor
information centers, shops attached to the
management stations of Oyster Shell Island and
Liuqgiu, and the Liugiu ecological campsite were
commissioned to private organizations to reduce
manpower requirements and increase income.
Recognizable Measures

. The Dapeng Bay Bridge was lit at night following

the completion of decorative lighting on
September 13, 2012. On each hour a light show
took place, providing a new tourist attraction.

. Managed tourist visits and provided guide

services in the intertidal zone at Shanfu Harbor.
Also on September 9, 2012, cooperated with
surrounding communities in holding evening
ecological activities in the Datan Wetland.
Professional guides led visitors in observing the
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abundant ecological wildlife that could be found
in the wetland at night.

3. Advertising and Promotion

M

©

&

E

2

Held the Dapeng Bay national windsurfing
championship, a concert to celebrate the
opening of decorative lighting on the Dapeng
Bay Bridge, Donggang-Liuqgiu King Boat
Festival, a national sailing competition in Dapeng
Bay, winter swimming across Dapeng Bay, as
well as a festival featuring cycling in Dapeng, fun
in Donggang and lights in Kending. Each event
promoted excitement on sea and land.

Held the 2012 dragon boat races in collaboration
with the Donggang Township Office.

Held the 2012 Blue Fin Tuna Cultural Festival
and the Hengchun International Folk Song and
Music Festival in collaboration with the Pingtung
County government.

Promoted travel on the Hengchun Peninsula at
international travel fairs in Kaohsiung, Taichung,
Taipei and Hong Kong as well as the Xiamen
International Travel Mart.

Launched package itineraries and travel
activities in cooperation with the Kending
Express Bus linking to the Tungliu Travel Ship.
Continued promotion of the Liugiu Scenic Area
included a winter love in Liugiu event as well
as beach cleaning and marine conservation
promotional activities.

4. Future Development

1)

Encourage private participation in Dapeng Bay
National Scenic Area development projects, so
the public and private sectors can join in turning
Dapeng Bay into an international, multifunctional
resort destination.

Use manmade wetlands to create a diversified
biological habitat.

Establish a coral reef ecological study island
to improve the recreational environment of the
Liugiu Scenic Area. Use yachting events to link
the Liugiu, Dapeng Bay and the Kaohsiung
Urban areas.

Create a convenient tourism and travel
transportation network that can connect
Kending and Sichong River, building a tropical
coastal resort corridor.
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(V) East Rift Valley National Scenic Area

1.

http://www.erv-nsa.gov.tw

The East Rift Valley National Scenic Area,
situated between two mountain ranges, was
developed based on the LOHAS principles of:
"Green your life, green your heart." The goal was
to use nature, simplicity and refined travel services
to turn the East Rift Valley into a place of great
prosperity where tourists could enjoy relaxed
journeys. High quality travel services would in
turn advance development of the East Rift Valley
recreational industry, promoting regional economic
stability. In 2012, the Tourism Bureau, in conjunction
with the government, continued to implement the
East Rift Valley National Scenic Area section of the
"Mid-term Plan for the Construction of Major Scenic
Sites (2012-2015)." Major achievements are as
follows:

Planning and Construction

(1) Development and Maintenance of Major
International and Domestic Attractions
Raised the quality of the recreational
environment by improving the north Liyutan
parking lot and surrounding environment, the
pavilion to the west of Liyutan, and the bicycle
paths and other service facilities between
Liyutan and the Mukumugi area. Added stone
sculptures to the Luoshan area and separated
pedestrian and vehicle traffic in the Luye Plateau
area.

(2) Landscape and Environmental Improvements
Around Attractions
Completed the first and second stage
landscaping improvements to the area
around the Hegang Visitor Information Center
and cyclist rest stop, outdoor landscaping
improvements to the Hegang Visitor Information
Center and cyclist rest stop, landscaping
improvements to the Beinan Tourist Information
center, and environmental improvements to the
area around the Chishang Visitor Information
Information Center and bike station. These
changes improved travel service and the
recreational environment.

(3) Developing Local Tourism Characteristics
Completed improvements to landscaping and
public service facilities in the lzukan community,
improvements to the landscaping and facilities in
the area around Phoenix Resort, added greenery
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at the south entryway to County Highway 197,
renovations to the bike stations at the old Dongli
Station and improvements to the landscaping
and facilities around the station, repairs to the
cycling paths in the Guangfu area and changes
to make the environment friendlier (third stage).
These projects created new tourism spotlights in
the East Rift Valley.

(4) Continued Implementation of the Ministry of
Transportation's "Eastern Taiwan Bikeway
Network Demonstration Plan"

Renovated and improved cycling paths in
Liyutan, the Mukumugi area, Guangfu Township,
Ruisui Township, Fuli Township, Chishang
Township, Guanshan Township, and Beinan
Township. Improved landscaping and made the
environment friendlier around cyclist rest stops.
These changes continued progress in building a
green landscape corridor and linking attractions.

G

Regional Planning to Build an Excellent
Environment

Completed green channelization islands on
Provincial Highway 9, improved public service
facilities and cycling paths in the Taitung area,
and added a water quality monitoring system to
Liyutan. In the Fenglin recreation area, created
an environmental monitoring plan, improved
signage, planted vegetation around attractions,
maintained facilities, and maintained the
environment.

C

Planning Themed Travel in the East Rift Valley
National Scenic Area

Set four travel themes in the East Rift Valley
focused on green activities and exploration.
Through market investigation, in-depth
interviews, conferences, and a competitive
tour itinerary activity, the Tourism Bureau
determined industry needs and held seminars
on achievements in themed travel. It also used
findings to determine recommendations for
future recreational area improvements and
construction planning.

2. Operation and Management

(1) Conducted safety management of water
activities, introduced a plan to prevent drowning,
and added equipment to assist in preventing
drowning. Cooperated with the eastern boating
affairs division of the Maritime and Port Bureau
to conduct inspections on paddle-boats,
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insurance, and ship registry. Lifeguard licenses
were also inspected. During major water
activities, local police were asked to increase
patrols.

To improve safety management of paragliding
facilities, promulgation of new restrictions
governing the takeoff facilities at Luye Plateau
(Taitung County), the landing facilities at
Longtian, and the takeoff facilities at Taiping
Mountain took place on March 12, 2012. The
new rules prevented non-licensed operators
from conducting two-person flights in the Luye
Plateau area while allowing licensed operators
and instructors to remain.

Private Cooperation to Revitalize and Reuse
Recreational Facilities: Continued to oversee
contracts associated with the Linrong
Recreation Area, Liyutan campground, Phoenix
Resort, and the Luntian Recreation Area. Rental
contracts included the Chishang Recreation
Area and a shop at Liyutan.

Commissioned private organizations to adopt
and maintain 27 public recreational facilities,
including 11 areas in the north (cleaning of the
environment around the Yamay community, the
cyclist rest stop at Changgiao, improvements
to the land and facilities around Guangfu
Township's Dafu area, etc.), 13 areas in central
Taiwan (the cyclist rest stop at Chunri, the
cycling paths around Yuli railway line, viewing
platforms at Dongfeng, etc.), and three areas
in the south (the Beinan Visitor Information
Center, Liji Visitor Information Center, and
Tianlong Temple). These partnerships lowered
maintenance costs for the East Rift Valley
National Scenic Area Administration.
Established a resources joint management
committee for indigenous areas consisting
of 21 local opinion leaders, organization
representatives, and others. The committee
held its eighth inquiry meeting on December
20, 2012, at the Luanshan forest museum.
All proposals were recorded, researched and
implemented.

Recognizable Measures: Launched a special
bus package activity linking major attractions, a
competitive tour itinerary activity, joint promotion
of a series of flower blossom events, as well as
classes on East Rift Valley industry and ecology.
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Also continued to promote East Rift Valley
attractions on Facebook.

3. Advertising and Promotion
(1) Events held in 2012 included a Liyutan

~

=

~

ecological tourism activity, the Huilan
international triathlon, an ultramarathon, the
bus attraction package, and the East Rift Vally
Taiwan Bike Day (Taiwan Cycling Festival).

Held a series of activities to celebrate 15 years
of tourism development in the East Rift Valley.
Included was a "Green your life, green your
heart" slogan vote, a submissions call for design
proposals for the East Rift Valley National
Scenic Area Administration logo, administration
anniversary activities, a mountain spirit stone-
carving exhibition, a summit with tour industry
businesses on creating a caring environment in
the East Rift Valley, and distribution of touching
pamphlets highlighting the joy of visiting the
East Rift Valley's top tourist attractions.
Produced microfilms on holiday travel to the
East Rift Valley and a travel periodical on
carefree visits to the valley. These items were
marketed through launch events and offered
at both visitor information centers and local
tourism industry businesses.

For large-scale activities press conferences
were held in both Taipei and Hualien. Dedicated
websites were established, and media outlets
from Taipei were invited to conduct interviews.
These promotions were integrated with
marketing by local industries.

Continued to provide tourism services based
on events, administrative area duties, and
travel group and guide requirements. Visitor
information centers assisted with sending
postcards and faxes; calling taxis; loaning
strollers, wheelchairs, and mosquito repellant;
calling for emergency automobile service; and
providing cell phone recharging.

(6) Added sections on accessible travel for

handicapped visitors along with touching travel
stories to the tourism website. Related activities
were regularly promoted on Facebook.

4. Future Development

(1) Build excellent landscape corridors in the

East Rift Valley area, enhance gateway
appearances of major landmarks, build a
friendly travel environment, and provide visitors
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with a courteous, safe and comfortable travel
experience.

Continue to promote tribal tourism in the East
Rift Valley based on the narrative marketing of
good companions and tribal tourism to boost
the area's six major industries and create new
travel spotlights. Create a more prosperous and
romantic lifestyle aesthetic in the East Rift Valley
and its indigenous communities.

Implement a three "8s" eco-tourism plan to
assist businesses in achieving certification
for using at least 80% local materials, food
that comes from less than 80 km away, and
employing at least 80% locals. The plan will
spark industrial development through both tribal
tourism and local characteristics.

Use innovative travel products to market and
manage a prosperous tourism industry in the
East Rift Valley. Combine travel spotlights as
well as natural and cultural resources to promote
sustainable eco-tourism.

Enhance branding and visibility of regional
industries to transform the East Rift Valley into a
world-class tourism resort and a place for land,
sea, and air recreational activities.

(VI)Mazu National Scenic Area

http://www.Mazu-nsa.gov.tw

The Mazu National Scenic Area comprises
all onshore territory of the Mazu Islands and a
portion of the offshore territory. Since the founding
of the Mazu National Scenic Area Administration
on November 26, 2009, the Tourism Bureau and
government have cooperated to develop and
manage the scenic area. In 2012, this cooperation
continued through implementation of the Mazu
National Scenic Area section of the "Mid-term
Plan for the Construction of Major Scenic Sites
(2012-2015)." Major achievements are as follows:

. Planning and Construction
(1) Conducted an innovative marketing plan
based on the goddess Mazu being on the

Mazu islands, in conjunction with the Mazu

religious and cultural park. The structure and

developmental direction integrated resources
from nearby areas: the Tianhou Temple, the

Magang commercial street, the Magang

community, and military installations. The

purpose was to develop innovative industries
rich in local characteristics, solidify the area's
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culture, provide for the long-term development
of the area, and boost travel and tourism. Major
execution directions included strengthening the
religious and cultural meaning found on Mazu,
building the impression that the goddess Mazu
is on the Mazu islands, design and development
of cultural products, giving new life to
surrounding tourist and recreational resources,
and fulfilling operations and management duties.
Five completed cultural products included Anka
sauce, a commemorative gift box to celebrate
Mazu on Mazu, and a Mazu ruler. A goal is to
turn the Mazu religious and cultural park into
the world's most distinct and meaningful Mazu
religious and cultural center. This will turn "Mazu
on Mazu" into a brand and cause people to
associate the archipelago with the goddess.
Conducted the geology and plant sections of
a strategic plan for developing eco-tourism in
the Mazu National Scenic Area. The basis of the
plan was the rich geological landscapes and
unique plants found in Mazu's four townships
and five islands. This involved planning eco-
tourism itineraries, formulating a comprehensive
recreational management plan, and providing
necessary services and facilities. Ecological
survey research was used as a component
of eco-tourism as well as environmental
education, promotion and tours. Three guide
training classes took place from July 15 to
17, 2012, at Dongyin, Nangan and Juguang,
with total attendance reaching 137. By turning
strategies for developing eco-tourism in a
national scenic area into an executable plan,
the government planned to spur the Mazu
environment, economy, society, and culture,
putting the archipelago on a path to sustainable
development.

Completed interior renovations to the Nangan
Visitor Information Center, repairs to the
landscape at the Beihai recreational area, and
rebuilt the pedestrian spaces at the Beihai
recreational area. The improvements provided
better services and comprehensive travel
itinerary information to travelers to the Mazu
area.

Completed renovations to Stronghold No. 8
in the Peace Memorial Park and surrounding
landscape. Reuse of military locations and
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facilities enhanced the characteristic military feel
of the islands.

Completed interior renovations to the Juguang
Visitor Information Center and repairs to
the surrounding landscape. The changes
strengthened service functions of the center and
created a better space for slow travel.
Completed renovations to the landscape
around the Three Mountain Stronghold on
Dongyin, turning it into a complete tourism and
recreational area.

Cooperated with the Lienjiang County
government to renovate the Mazu religious
and cultural park. Outsourced and monitored
progress on the design and rebuilding
of a viewing platform, and assisted with
environmental improvements to the landscape
around the large Mazu statue. These changes
made Mazu a more enticing place for tourists to
visit and represented progress toward turning it
into a world-class tourist attraction.

2. Operations and Management

Continued to conduct the popular "l party go"
service activities in 2012. The program began in
August 2010 to provide independent travelers
(such as backpackers) with updated Mazu travel
information and courteous service. Furthermore,
in 2011, locations of agencies and local
businesses were added to provide seamless
support.

. Considered the needs of tourists from their

perspective and provided a comprehensive
mobile dynamic service system. Proceeded
with survey and exploration of every important
scenic spot in the area to plan convenient guide
resources and products.

. Continued to provide courteous services to

tourists during Nangan airport delays. Given
flight delays due to fog and poor weather
conditions in winter, in 2010, the Tourism
Bureau, in conjunction with the Civil Aeronautics
Administration and the Lienjiang County
government, created reading environments at
airport departure lounges. This improvement
was met with great success. In 2011, tourist
service center and airport lounge maintenance
and improvements were also carried out at the
Beigan airport. In 2012, to raise the usage rate
of the reading rooms, books and magazines

@

Tourism Resources

were ordered for tourist consumption during
their stay.

. With regards to independent travelers, special

pamphlets for backpackers were created and
the travel website and backpacker website were
updated. This allowed backpackers to obtain
relevant information more easily while providing
more related travel resources to other tourists.

. Set up a printing service for postcards and

photographs at the Nangan Visitor Information
Center. Tourists can choose photos from their
visit to Mazu to print customized and unique
souvenirs. Between July and September
2012, approximately 850 tourists took
advantage of the service and the response was
overwhelmingly positive. This service will be
continued to serve more visitors.

. During the peak season in 2012, volunteers

)

helped out at Nangan, Beigan, Dongyin, and
Juguang. In Nangan, a pilot program for free
guided tours received positive feedback from
tourists.

It is hoped that these services will transform
Mazu into a friendly island destination to attract
more visitors.

Tour guide volunteer training was provided in
conjunction with local homestays as well as
travel and taxi industry operators. Furthermore,
training courses for improving language abilities
were held. Volunteers participated in training
and site visits to improve their ability to guide
and also their quality and capabilities. A total of
48 individuals participated in the training.

tEyEEARELEE

A boat symphony in the Beihai tunnels
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The 2012 Mazu tern watching eco-fest
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(3) Recognizable Measures: Set up solar powered

hot water showers; independent make-up areas
in female toilets; added hand-rails, alcohol hand
sanitizers, and background music in toilets;
provided information on biking.

3. Advertising and Promotion

(1) From July to September 2012, the annual Mazu

~

tern watching eco-fest was held on Mondays,
Wednesdays, and Fridays, giving backpackers
and others the opportunity to join popular eco-
tourism activities. Tourists made 716 trips
on 27 tern-watching boats, for an average of
28.6 passengers per boat, or 68% of capacity.
Guides enhanced the tours compared to
previous years by adding explanation of the
landscape and ecology found along the Qinbe
coast.

Cooperation took place with the following
government units to integrate the festival with
other events: Lienjiang County government
(Dagiu eco-tours and ferry tern watching tours);
Juguang Township Office (2012 Juguang year
of marine culture); Dongyin Township Office
(offshore views of Dongyin); Beigan Township
Office (Beigan LOHAS tours featuring mussel
bakes, rock fishing, and net trawling). Each
event gave tourists an exciting experience and
acquainted them with the natural side of Mazu,
whether it was getting their feet wet in the sea,
observing deer on eco-tours, or watching terns
up-close on an uninhabited island.

Last year's tourism promotional activity involving
slow-travel was continued to promote Mazu
tourism, increase incentives for visits, and
encourage tourism operators to attract tourists.
Tour groups that visited Mazu received rewards
and subsidies in order to boost volume during
the low season.

(3) A scavenger hunt for stamps on Mazu was held

=

in conjunction with local travel agencies, hotels,
food and beverage operators, and airlines. The
classic activity route took the public to visit
Mazu's 15 most unique sights. Visitors could
also make storm lamp piggy banks according to
their route.

Local travel agencies, hotels, restaurants, and
airlines joined in holding a tourism passport
event. It encouraged Mazu residents and visitors
to participate in more activities by gathering

F=
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stamps that could be exchanged for rewards.

(5) The 1968 launch of the Beihai plan led to the

construction of underground tunnels in Mazu
exclusively for berthing battleships. The army
subsequently released these tunnels to the
public, making them part of tourist battlefields.
To promote these unique landscape features,
in 2011 a project was launched to commission
the hosting of a kayaking activity in Nangan's
Beihai tunnels, and in 2012 another project was
launched to rent out kayaking facilities in the
tunnels. These cooperative efforts, which had
served 30,161 travelers, allowed Mazu to exploit
the abundant resources of the private sector to
develop the overall tourism industry.

(6) Activities took place on August 14-15 and 24-

~

25, 2012, to mark the opening of the Nangan
Visitor Information Center. Highlights included
opening performances by a brass quintet and
a female band in the Beihai tunnels, combining
Mazu's unique battlefield features with the
sound of music. The event integrated a culinary
tour offered in conjunction with the Tieban
community development association.

Produced new "Mazu on Matsu" promotional
materials. These introduce the origins, faith,
rituals, and religious impact of the goddess
Mazu, as well as the features of the Mazu
temples and the origin of the giant Mazu statue
found on the archipelago. Included are maps
showing Mazu routes in the four townships and
five islands. Through these materials visitors
can gain a deeper understanding of the cultural
features of Mazu.

4. Future Development

(1) Enhance natural landscapes, maintain cultural

~

resources, and develop Mazu's unique features
while adhering to the principle of sustainable
development. The goal is to turn Mazu into
a marine paradise that combines ecological
landscapes, religious culture, traditional
settlements, and battlefield themes. Mazu can
then become a major tourist destination among
Taiwan's outlying islands.

Upgrade recreational quality and service
standards across the board to provide a
comprehensive, high-quality travel environment
that is friendly and safe.
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(3) Encourage private investment in building
tourism hotels and shopping malls to upgrade
the quality of tourism resources.

(4) Continue to promote a bilingual travel
environment to make Mazu an international
destination.

(VIl) Sun Moon Lake National Scenic Area

http://www.sunmoonlake.gov.tw

The Sun Moon Lake National Scenic Area
contains Taiwan's largest lake, a body of water
that is crescent-shaped at the south and round in
the north. Development focused on two themes:
high altitude lake and Thao culture. By combining
activities on land and water, the area has become
a high quality and diverse recreational space. In
2012, the Tourism Bureau, in conjunction with
the government, continued to implement the Sun
Moon Lake section of the "Mid-term Plan for the
Construction of Major Scenic Sites (2012-2015)."
Major achievements are as follows:

. Planning and Construction

(1) Continued to maintain and improve public
facilities in the Sun Moon Lake National Scenic
Area, including the Ita Thao Square, Checheng
tourist center, Checheng community, and Jiji
streets to raise overall service quality.

(2) Continued separation of pedestrian and vehicle
lanes. The Shuiwatou Trail was linked to the
cable-car trail and Yuchijian Mountain Trail was
renovated to improve safety.

(8) Completed the Zushi Yuan ecology research
center and surrounding area improvements. The
center will become the ecological tour education
center of the Sun Moon Lake National Scenic
Area to increase opportunity for eco tours.

(4) Completed wastewater treatment improvement
construction and resolved issues regarding
separation of waste and rainwater as well as
blockage of wastewater pipes. Overall quality
of leisure and functions of the wastewater
treatment plant were improved.

(5) Made Sun Moon Lake more accessible for
disabled travelers by adding lift facilities at
Shuishe pier, improving links to the high-speed
rail and Taiwan Tourist Shuttle, and adding
handicap-friendly buses, boats, trails and cable
cars. These changes made Sun Moon Lake
accessible to all by land, air, and water.

2. Operations and Management

(1) Promoted conversion of passenger crafts on
Sun Moon Lake to electrical power. Introduced
a strategic plan to convert Sun Moon Lake's
passenger crafts to electrical power and
announced main points for related subsidy.
In 2012, two electrical crafts were launched,
setting an important milestone for carbon-
reduction and green energy at Sun Moon Lake.

(2) An emergency medical station was established
at the Ita Thao tourist center to prepare for the
large volume of holiday tourists.

(3) Signed rental contracts with 32 of the original
38 stall vendors in front of Wen Wu Temple after
four years of negotiation, thereby establishing a
basis for future management and reconstruction.

E

Improved and Alleviated Traffic: In conjunction
with the Institute of Transportation at the
Ministry of Transportation, during major holidays
traffic congestion on roads along the Sun Moon
Lake travel route were alleviated using the CMS
system to transmit important traffic control
messages. Roads affected included National
Freeway 6 as well as Provincial Highways 14,
21, and 16. Furthermore, shuttle transportation
was used to overcome geographic limitations
and split stream organization was used to
increase efficiency and improve order. These
measures effectively reduced public complaints.

g

Recognizable Measures: Produced video tours
in English and Chinese for the Taiwan Tourist
Shuttle's Sun Moon Lake line and the Sun Moon
Lake bus. Furthermore, made Google street view
services available to allow visitors to experience
the beauty of Sun Moon Lake prior to and after
visiting the area.

3. Advertising and Promotion

(1) Organized and executed annual tourism and
leisure activities including the 2012 New Year's
Eve celebrations, the Formosan Aboriginal
Culture Village Cherry Blossom festival, the
Merida Sun Moon Lake bike ride, fireflies
festival, the international fireworks and music
carnival, etc., to promote local tourism.

©

Combined tourism and culture and organized
various arts and crafts exhibits at the Xiangshan
Visitor Information Center to raise general
arts literacy. These events also provided
opportunities to showcase local artists and
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established Sun Moon Lake's unique creative
atmosphere.

(3) Leveraged public resources to organize events
such as bike rides, the group swim across Sun
Moon Lake, the North Face Mountain Music
Festival, and Come!Bikeday to create a sportive
and leisurely image.

(4) Continued to develop seamless travel services
in the greater Sun Moon Lake area. After the
original six main ticket packages, introduced
Sun Moon Lake to Xitou tickets. The new
package furthered tourism development in the
surrounding area and implemented the concept
of environmentally friendly, slow travel.

4. Future Development

(1) Create a safe, sustainable, beautiful, and
culturally rich 21st century lakeside leisure area
using the two main themes of high altitude lake
and cultural diversity.

(2) Create an internationally friendly,
environmentally protected, clean, beautiful, safe,
and comfortable quality tourism environment
and improve overall standards of leisure and
service.

(3) Attract international ecological tourists from
Europe, North America, Japan, and Mainland
China. Attract Hong Kong, Macau, Singapore,
and Malaysian tourists by developing the leisure
farm industry.

(VIll) Tri-Mountain National Scenic Area

http://www.trimt-nsa.gov.tw

The Tri-Mountain National Scenic Area includes
Lion's Head Mountain, Lishan, and Baguashan.
The rich and varied high altitude resources as
well as historic sites and aboriginal, Hakka, and
Hokkien culture are extremely attractive to tourists.
In 2012, the Tourism Bureau, in conjunction with
the government, continued to implement the Tri-
Mountain section of the "Mid-term Plan for the
Construction of Major Scenic Sites (2012-2015)."
Major achievements are as follows:

. Planning and Construction
(1) Completed the Donghe suspension bridge,

Yongxing suspension bridge and surrounding

area construction plans to improve leisure

facilities at Lion's Head Mountain and

Nanzhuang areas.

at the Lishan Guest House, various public
service facility construction projects were
organized. These include renovations to electric
and hydro equipment, retaining wall, and hill
remediation for the Lishan Guest House. To
reestablish the image of Lishan and Guguan
as well as provide diverse leisure experience
to tourists, six public leisure facility plans and
construction projects were organized. These
include design and planning of the cherry
blossom path next to Fushoushan Farm, Shaolai
Trail improvement and design, as well as Lishan
visitor's center and surrounding area public
facility improvements.

(3) To diversity Baguashan's leisure experience
and provide comprehensive and high-quality
facilities, construction and improvement
of the Fushan scenic "sky bridge" and the
Baguashan Hwayang Park surrounding area
were completed. Further public leisure facility
construction and planning projects included
improvements to the area surrounding the
Changqing Bikeway in Changhua County's
Tianzhong Township, extension to the bike path
beneath the high-speed rail overpass in the
Baguashan scenic area, and extension of the
Yinghang Mountain Trail.

2. Operations and Management

(1) Received the Ministry of Transportation's 2012
front line service quality award.

(2) Received third place in the Ministry of
Transportation's group evaluation of tourist
centers.

(8) Co-organized the 2012 National Scenic
Area management and safety maintenance
evaluation, and came in third place.

HBEEE#MEMERED
A ribbon-cutting ceremony to celebrate the launch of electric-powered boats
on Sun Moon Lake

(2) To improve the Lishan Scenic Area's tourism
environment and the quality of accommodation
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I BEFREHS
Opening ceremony of the Lishan Guest House

(4) Organized the 2012 earthquake and other

~

~

~

~

~

natural disaster emergency response and
medical care training as well as emergency
medical care education seminar sessions for
front line medical staff.

Organized the 2012 clean homeland national
movement and received first place in the
Ministry of Transportation's on-site evaluation.
Organized the 2012 Lunar New Year tourist
amusement area traffic alleviation measures,
and the 228 extended-holiday traffic alleviation
measures.

Organized the 2012 Baguashan scenic area
tourism industry quality improvement seminar.
Organized the Nanzhuang line of the Lion's
Head Mountain Taiwan Tourist Shuttle. In 2012,
the service ranked third in the service quality
satisfaction evaluation, out of 22 lines on the
Taiwan Tourist Shuttle.

Managed public investment in outsourced public
construction projects at various scenic spots,
rental management projects, and others. Results
and benefits are as follows:

a. Lion's Head Mountain Scenic Area

a) The Nanzhuang tourist center parking lot

rental and operation management project
- Signed a rental, operation, and management

contract with Hsin Li Sheng Ltd. on March
25,2012.

- Contributed NT$1,572,000 to national
revenue in 2012.

F=
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b) Lion Head Mountain tourist center café rental
project
- Signed a rental contract with Lu Yeh Hsien
Tsun on January, 1, 2012.
- Contributed NT$135,800 to national revenue
in 2012.

. Lishan Scenic Area's Lishan Guest House OT

Project

a) Outsourced a management contract signed
with Lishan Guest House Ltd. Official
operations began following a ceremony on
December 9, 2012.

b) Contributed NT$638,000 to national revenue
in 2012.

. Management and operations transfer project

of the Fen Yuan Leisure and Health Park in the

Baguashan scenic area.

a) Operations and management contract signed
with Ti Yuan company, with official name
change to “Alice’s Garden.” An opening
ceremony was held on December 16, 2012.

b) Contributed NT$171,433 to national revenue
in 2012.

Recognizable Measures

a. Parenting-Friendly Travel Services: Breast-

feeding rooms were added at the Lion's Head
Mountain, Nanzhuang, Guguan, Lishan, and
Songboling tourist centers. The Songboling
tourist center was awarded first place in the
Nantou County best breast-feeding room
competition, and Guguan tourist center was
awarded second place in the 2012 Taichung City
breast-feeding room competition.

. Accessible services: Guidance and assistance

was offered to disabled visitors. Bells for
visitors requiring assistance were added at the
Baguashan Ecology Visitor Center.

. Established popular photography spots: Popular

photography spots were established within
the scenic area. The opening of Alice's Garden
further provided photography and rest locations.

. Provided sporting opportunities: Virtual cycling

experience areas were set up at Songboling and
Baguashan Ecology Visitor Centers.

. Family Interactive Education: Hakka lei cha was

provided at the Lion's Head Mountain Visitor
Information Center. The Baguashan Visitor
Information Center also provided family-oriented
ecological activities.
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3. Advertising and Promotion

(1) Held tourism promotional activities
independently or in cooperation with
government agencies and public organizations.

a. Lion's Head Mountain Scenic Area
- Organized the 2012 Hakka Tung Blossom

Festival, the fifth Nanzhuang Atayal summer
concert, the 2012 annual Miaoli Saisiat Pas-
taai festival, the 2012 Taiwan Tourist Shuttle
Nanzhuang line promotional plan, as well
as stamp collecting, bus photography prize
draw, and outdoor hiking and sketching at
Luchang.
b. Lishan Scenic Area

- Organized the 2012 New Year's flag raising
and aboriginal culture events series, spring
and summer events in Guangu with aboriginal
dance and hot spring, as well as the 2012
Guangu hot spring event series, the opening
ceremony of Lishan Guest House, New Year's
Eve celebrations at Guangu, and others.

c. Baguashan Scenic Area

- Organized the Baguashan eagle-watching
carnival, the "sky bridge" opening
ceremonies, the Fen Yuan tourism carnival,
the Baguashan 139 cycling trip, Taiwan
water running festival, the Shetou textiles
and guava festival, Alice's Garden opening
ceremony, and the 2012 Baguashan Merida
Cup & Bike Festival, and others.

(2) Prepared Promotional Materials: Ordered
additional copies of English promotional
pamphlets; produced the 2013 Tri-Mountain
notebook, promotional bags, and other small
gifts.

(8) Online Promotion: Improved the tourism
information website while promoting through
travel bloggers, recommended itineraries,
online application for guided tours, message
boards, director's mail-box and other outlets for
publicizing government information and tourism.

. Future Development
Effectively Integrate the characteristic tourism

resources of scenic areas to improve leisure facilities

and services. Furthermore, raise overall tourism and
travel service quality and reach development goals
of various areas.

(1) Lion's Head Scenic Area: Combine the cave
temples along Lion's Head Historical Trail
and Saisiat culture to design a travel network
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centered around the Nanzhuang Visitor
Information Center. The network would unite
diverse culture, refined Hakka gourmet food,
and high-quality hostels. The themes of
aboriginal atmosphere, religious temples, and
pastoral life would be developed.

(2) Lishan Scenic Area: Improve overall service
quality and facilities by combining the corporate
management philosophy and structure of private
enterprises. Additionally, reinvigorate the special
tourism attractions of the Lishan Scenic Area
and the Lishan Guest House. The Lishan Scenic
Area will become comparable to the Swiss
Alps as a high-altitude resort focused on Atayal
culture, hot-spring spas, and mountainous
ecology.

(3) Baguashan Scenic Area: Combine the natural
resources of the grey-faced buzzard, cycling
events, and the tea industry; develop various
tourism themes including eagles, tea culture,
coffee, music, arts, and cycling. Transform the
Bagua Scenic Area into an ideal leisure resort.

(IX) Alishan National Scenic Area Administration

http://www.ali-nsa.gov.tw

In terms of development, the Alishan National
Scenic Area Administration holds to principles
of environmental protection and low-impact.
Furthermore, marketing is focused on characteristic
tourism industries and in-depth, diverse itineraries,
in the hopes of facilitating the coexistence of nature
and tourism while providing a win-win situation for
tourists and industry. In 2012, the Tourism Bureau,
in conjunction with the government, continued to
implement the Alishan section of the "Mid-term
Plan for the Construction of Major Scenic Sites
(2012-2015)." Major achievements are as follows:

. Planning and Construction

(1) Development of International Tourist Spots:
Completed four improvement projects to leisure
facilities at Chukou Niu Pu Tzu and other areas.
These included soil conservation at Chukou
Niu Pu Tzu, various construction tasks at Lung
Mei transfer station, and the cycling lane on the
south side of National Highway 18 at 32K.

(2) Development of National Tourist Spots:
Completed five improvement projects to leisure
facilities including second stage construction
at Danayi Valley in the Shanmei region, a Tsou
nature and cultural center follow-up project,
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improvements to area surrounding the Guanyin
Waterfall gateway visitor information center,
improvements to the ring-road between Tanghu
Ancient Trail and the transport bridge, and
improvements to the area surrounding Youth
Ridge Trail.

Development of Local Tourist Spots: Completed
leisure facility construction at the Kuang Hua
Ting Ben Tzu Recreation Area.

2. Operations and Management

(1)

Provided shuttle services between Shizhou
and Fenqgihu in accordance with 2012 Lunar
New Year traffic alleviation measures. A total of
8,084 passengers were transported, effectively
reducing congestion. In addition, the bureau
worked with county and travel industry bus
services to promote the Taiwan Tourist Shuttle
and Taiwan Tour Bus.

Completed planting and beautification of
Chukou, Niu Pu Tzu, Xiding, Kuan Hua, Shizhou,
Xin Mei, Le Ye, Renshou, and Wenfeng. Carried
out environment and facility maintenance along
major transport routes and at leisure sites.
Facilities at scenic sites were rented out for
upkeep. Constructed maintenance systems for
public facilities. Safety and emergency response
mechanisms were organized.

Recognizable Measures: Immediate traffic
information updates, free Shizhou to Fengihu
shuttles during Lunar New Year holidays, and
warning lines placed around stairs at the Kuan
Hua firefly observation pond.

3. Advertising and Promotion

(1)

2012 A TS LB
Couples cherish the 2012 Love in Alishan wedding ceremony

Industry Training and Guidance: Organized
the 2012 food and beverage service quality

improvement training for the greater Alishan
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area and 2012 volunteer tour guide and Tsou
tribe cultural guide workshop camps; planned
spotlight tour itineraries for the Nan San Village
to Shanmei, Xin Mei and Chasan.

Industry Promotions: Organized photography
contests, firefly festivals, hiking events,
weddings, ecological events and other activities
to promote Alishan tourism.

Promotional Material and Publications:
Completed the digital semi-annual Alishan
journal, notebook, Alishan brochures, Fengihu
and Shizhou tourism brochures, and others.

4. Future Development

1)

@

©)

Make Alishan a safe, sustainable, international
tourism resort area with a natural environment
and industry culture.

Create a gateway to Alishan to extend tour
itineraries on approach and stream visitors to
three main sightseeing systems.

Develop diverse leisure itineraries with
environmental and cultural elements, and create
ecological communities and unique aboriginal
settlements.

(X) Maolin National Scenic Area
http://www.maolin-nsa.gov.tw

The Maolin National Scenic Area encompasses

six districts and townships including Kaohsiung's

Maolin, Taoyuan, and Liugui as well as Pintung

County's Sandimen, Wutai, and Majia. The area is

an

elongated shape running north and south. To

the north there is Yushan National Park, to the east,

the western edge of the Central Mountain Range,

to the west, Shihba Luohanshan, and to the south,

Liangshan Falls marks the border. The area has

rich rift valley scenery, gifted with hot springs and

2012 PO ILFENS: _ EdEstss

Children join a 2012 firefly-watching event on Alishan
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1.

uniquely meandering geology, further enriched by
culture. The abundant plant and wildlife makes the
area suitable for adventurous outdoor activities. In
2012, the Tourism Bureau, in conjunction with the
government, 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 internation attraction. Major achievements
are as follows:

Planning and Construction

(1) Completed improvements to Maolin Visitor
Information Center, Saijia Recreation Area sports
ground and operational facility, Liangshan
recreation area, Maolin gateway transit station
and 3D audiovisual venue, Maer village parking
lot, Bulao parking lot, hill-erosion treatment at
Liangshan recreation area, Saijia Recreation
Area, and the An-Po Tourist Cycle Path.

(2) Completed detailed planning of the Bulao
Recreation Area, Liugui tourism development,
and Maolin tourism development; recorded
video documenting typhoon reconstruction and
recreation area highlight planning achievements;
completed survey of Xinwei Forest Park;
updated and maintained geographical
information system image data and information;
evaluated safety and feasibility of the Sandimen
suspension bridge; planned direction signage
and QR barcode tour guiding; updated and
maintained the Maolin National Scenic Area
website.

(3) Executed the second phase of the Euploea
butterfly conservation management plan, the
Saijia aviation park overall development plan,
and the early stages of the northern Pintung
area tourism plan.

=

Beautified various locations in the area by
adding greenery and maintaining the overall
environment.

2. Operations and Management

(1) In order to attract private enterprises to
manage tourism recreation areas, the public
was encouraged to take part in the Saijia
Recreation Area ROT case, the Liangshan
recreation area participation case, and others.
Early stage planning and feasibility assessment
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were completed and outsourced management
is expected to begin in 2013. This is expected
to spur tourism along the Kaohsiung-Pingtung
mountain range routes.

S

Improved professional emergency care skills
of tourism service staff. Front line employees,
including tourism and hostelry staff as well as
tour guides within the region, were invited to
attend emergency care training to improve basic
competency. This will allow front line staff to
perform basic emergency medical care in case
of accidents.

@

Recreational areas affected by Typhoon Morakot
underwent repairs and maintenance to ensure
tourist safety. During the reconstruction period,
for areas open to visitors, information on
potential risk was collected and updated onto
the national scenic area website to indicate
to visitors whether approaching the area is
recommended. Areas closed to visitors were
sealed off with clear warnings to prevent
trespass and danger.

(4) To facilitate the revival of Maolin area tourism,
a small-scale visitor information center was
constructed at Da Jin Qiao Tou, the area's
gateway. The center was opened on November
1, 2012; a 3D purple butterfly center was
opened in Purple Butterfly Valley on November
17, 2012. These facilities provide diverse
travel information, as well as quality leisure
and services to tourists. They will attract more
tourists to visit Maolin and invigorate the entire
area's tourism development.

(5) Recognizable Measures: Provided customized

postcards and aboriginal clothing for visitors

to take photographs; held local seminars to

B EEEDE
The KuanHua firefly trail, Alishan
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encourage exchange among artisans, food and
beverage operators, and the arts and creative
industry; proactively assisted industry upgrades;
established the Pingtung arts industry alliance.

3. Advertising and Promotion

(1)

©)

)

Planned and executed annual recreational
activities including: Austronesian wedding
ceremonies, motorcycle parades over Liugui
bridges, hot spring, fine food, plum blossom
celebrations, butterfly watching events and
others to promote the tourism resources at
Maolin National Scenic Area.

Cooperated with other government bodies to
promote various events including: the Taiwan
quinoa festival in Majia, the turtle king cultural
festival, the Xlaoguan Mountain MTB mountain
bike race, the Maolin Tebesenga festival and
cultural heritage event series, and others.

To promote local tourism specialties, the bureau
cooperated with the local government to exhibit
at the 2012 Kaohsiung International Travel Fair,
the 2012 Kaohsiung Travel Show, and the 2012
Taichung International Tourism Fair.

To promote the importance of environmental
conservation, the Tourism Bureau, in conjunction
with local government, schools, and clubs, held
training sessions on environmental tourism
guiding, and developing local tourism volunteer
guides and bicycle tour guides. It is hoped
that national conservation awareness might be
improved through combining tourism and the
environment, and by educating the public on the
unique winter lifecycle of the Euploea butterfly.
In this way, the environment may be protected
and sustained.

To continue aboriginal cultural inheritance,
the Tourism Bureau facilitated local clubs
in organizing cultural education programs.
Through training and workshops aimed at
getting to know the tribal lifestyle, traditional
songs, and handicrafts, it is hoped that tribal
consensus might be improved and lifestyle
preserved. Furthermore, job opportunities may
be increased, thereby contributing to future
development of the cultural tourism industry.

In recent years the Tourism Bureau has invested
in various plans and constructions as well as
marketing. This has made the Maolin National
Scenic Area one of the most popular tourist

=\

Opening ceremony for the Maolin Visitor Center
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destinations in southern Taiwan. However,
Typhoon Morakot in 2009 caused changes to
the geography of some tourist locations. In order
to represent the post-typhoon state of cultural
sites and natural resources, various promotional
materials including brochures, posters, and
publications, were redesigned and printed.
These were made available for visitor reference.
An added benefit was they promoted deeper
appreciation of the beauty of Maolin National
Scenic Area, making them effective at attracting
repeat visitors.

(7) To improve the quality of food and beverage in

the area, more investments have been made
in creating a suitable environment for the
food and beverage industry. Furthermore, in
conjunction with the 2012-13 Maolin Butterfly
Valley 2-Year Butterfly-Viewing Activity and
2012 Hot Spring Season of Whispering Flowers
in Mountain Town, the National Kaohsiung
Hospitality College was invited to provide
instruction on activity-themed gourmet foods
to Maolin and Baolai area industry operators.
The focus was on how to innovate and improve
local specialties, create fine foods using local
ingredients, combine food culture with tourism
development, and improve the food culture.
These changes led to a safe, trustworthy, and
quality tourism environment.

4. Future Development
(1) Establish a gateway impression at the entrance

to the scenic area and link to travel routes
toward other sightseeing destinations, thereby
improving service quality to international
standards.
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(2) Create a travel paradise featuring hot spring,
aboriginal culture, and adventure activities.
Promote hot springs, environment, religion,
and aboriginal culture as four main activity
themes. Continue to promote events such as the
Austronesian Wedding, Butterfly-Viewing, and
Whispering Flower in Mountain Town hot spring
festival.

(8) Construct a new administrative center, an
ecological hiking trail, and a cycling trail to
complete public service facilities and improve
leisure functions. 2.

(4) Increase the number of domestic travelers and
attract more international visitors. Develop
tourism potential and reinvigorate travel to the
area post Typhoon Morakot.

(XI) North Coast and Guanyingshan National Scenic
Area http://www.northguan-nsa.gov.tw
The North Coast and Guanyinshan National
Scenic Area provides a quality, environmental,
safe, user-friendly, and welcoming environment
based on the philosophy of being guided by
tourists' needs. The Tourism Bureau strives to
provide various facilities and services, integrate
geographical scenery, natural environment, cultural
character, and beach atmosphere to transform the
region from a pass-through area to a destination
featuring slow living and in-depth content. Its
goal is to better draw domestic and international
travelers. In 2012, the bureau, in conjunction with
the government, continued to implement the North
Coast and Guanyinshan section of 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 to the Yehliu Geopark

gateway environment; constructed the Jinshan-

Zhongjiao emergency path; improved rooftops
at Baisha Bay and other constructions to raise
the recreation quality and provide guided
services.

S

Completed improvements to the Sanzhi Visitor
Information Center administrative space and
the Guanyingshan Nature Reserve to improve
activity space and increase travel activity
potential.

(€]

~

Completed cycle path improvements along the

North Coast to encourage local tourism growth.

Operations and Management

(1) Operator's Management Strategy
Improved software and hardware facilities at
recreational sites; made services and facilities
more user-friendly and international; created a
safe and friendly environment led by customer
service. The area received a total of 4,640,000
visits in 2012, an increase from 3,990,00 in 2011.
Also, Yehliu Geopark received 2,690,000 visits in
2012. In accordance with regulations concerning
environmental education, the Yehliu Nature
Center was established, and the Environmental
Protection Administration certified the center
as an environmental education venue on
November 13, 2012. It is the first location within
the Ministry of Transportation to receive such
certification.

(2) Tourism Resource Maintenance

a. Enforced safety instruction and training;

maintained clean and orderly environment;

continued to encourage the reuse of driftwood;

maintained and managed the safety and

sanitation of recreational facilities.

HSIREIEE _ BEARW MR IME mﬁ%ﬂ%iﬁiﬂ

Couples joined an Austronesian wedding event Celebration of the Maolin butterfly watching event
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Chapter 4 Development and Management of

Tourism Resources

b. Encouraged private groups and individuals to
adopt and manage recreational sites. Local
community consciousness was developed
through the rental of facilities, which also
reduced the public burden of maintenance costs
and stimulated the local economy.

c. Improved parking spaces along Provincial
Highway 2, introduced mobile customer service
stations and provided cleaning along the scenic
route, which reduced the public burden of
maintenance costs.

(3) Safety and Maintenance
Established the contingency operations plan and

communication network in preparation for natural
disasters and raised first-response capabilities;
surveillance systems were installed at recreation
areas to remotely monitor status and increase
safety functionality; short, medium, and long-term
goals for emergency response plans were reached;
strategy for risk-management and avoidance as
well as emergency response mechanisms were
established; improved staff emergency response
and professional skills through training.

(4) Recognizable Measures

a. Implemented the tour group volume
management plan for Yehliu Geopark between
October 1 and November 30, 2012 to stream
tour group traffic and maintain recreational
quality.

b. Implemented the re-utilization scheme for
driftwood from Typhoon Morakot. The innovative
project was recognized by the Ministry of
Transportation's innovation award in 2012.

3. Advertising and Promotion

(1) Produced various promotional materials
including: S3D video of the North Coast and
Guanyinshan National Scenic Area, a music
video featuring the north coast, roadmaps for
Guanyinshan's hiking trails, Lion's Head park,
and the Sanzhi Visitor Information Center, and
new north coast scenery pamphlets to provide
the latest and most complete information to
visitors.

—
N
-

Implemented the 2012 northern national scenic
area promotion plan to establish the north coast
as a destination for domestic and international
travelers to maximize tourism value.

@

Organized evening music concerts at Qianshui
Bay and Yehliu to market the summer
atmosphere of the north coast. The events were

BHIERPILEHE

Sign unveiling ceremony of the new Yehliu Nature Center

combined with promoting agricultural produce
and invigorated local tourism development
through themes of romantic music and leisurely
lifestyle.

Introduced north coast routes for the Taiwan

E

Tourist Shuttle to facilitate visits to the area.
The route began in May 2012 and stops at 12
scenic spots along the north coast. Ease of
transportation and convenience for tourists
invigorated local tourism and surrounding
businesses.

(5) Held a wedding and hobby photography
competition that received 1,653 entries. A total
of 28 wedding photos and 33 hobby photos
were chosen and awarded. Winning entries were
displayed at tourist centers and international
airports to promote tourism.

o

Organized the Jinshan, Wanli, and Bali hot
spring and fine foods carnival, the Guanyinshan
eagle-watching and hiking event, Shimen kite
event, the 10th anniversary of the scenic area,
and other promotional events.

—
&
-

Organized annual press conferences to
announce events and garner media coverage.
The press was invited to attend seminars and
to gather source materials to ensure accurate
reporting and understanding of the scenic area's
various facilities.

. Future Development

(1) Internationalize the Geopark to improve tourism
service standards.

() Enrich emotional elements of recreation to
lengthen duration of visits.

(3) Construct a LOHAS cycling path for cyclists to
enjoy the romantic atmosphere.

101 EFNEEFR

ANNUAL REPORT ON TOURISM 2012

143



144

MRS ) S SCE A fe iR
TERENGEE A -

(2) AT 2012 R o\ 5 ot e (e e 2t
=1 G TIEER R IR ) FRE ~
ot O H F e H R > BllE
DChRHE SR M E A 2 S

(3) MECH RIS S AT DL T3KE .2
Wy~ TEPElZ ) WissErT - 178RdL
BE HETE - fERF R - LUKIE
B8 47 20 - B st T B E 5
i o

(4) R 7 hEER IR - #Ed T
#irtT — 2Rt R Bt e 1T
& > P1o15 ARz S LR -

{5 5e bl 1 20 B = AL EEER A2

il > 5 e A A L B A B A i
[EERGE e

(5) ERIHERORE G R R BT LLEE » JK3
Wb 1.653F 2 F(ER - AT D23
P R B2 33 PRI TR AL - (SFEE1E M
fissess vl b BIER R - S [RIHE
BOLSE) -

(6) #El [l a B\ HR R 6 R 5T
o~ TR - BEBEMEDELREY
SLIEE )~ TAMIEEFESLETEE

MR R BTGB ) S TGS -

(7) BPFEOSEIERCE G ~ BAAEEHTER
RHAC & Toh DGR B > ME R B [
FLE BT 2 K - R HIS A R
FIARER o MAMIEREHRCE o

sy
ey

4. RAHE R B,

(1) HEEE AR - ST HEDUREKIE -
(2) SEFEEREIGR » R R o
(3) IHWEASEITEANE - SRAEHEREIRS -

REEPE B

Tourism Bureau, MOTC

(4) SeEEERd st - S NI -
(5) sEpmste Liensss - e ARG E -

L) E R P VB R 5 [

http://www.swcoast-nsa.gov.tw

B 5 E S 2R OREI VDN ~ 8
T > IR A S B0 B e B A S SU{E - P&
LB - BEBHEYE - BItEREER
2tk o 101 FRECEHES) [ HE EBDE R AR
AR E (101 £ 1044) J HTZ TER
P AR A R A A AT = - HE LFIH
HAT -

AR

(1) 5E R M i B B O 38 Je W oth S5t i 3
~ DU R S 32 ot ek O 8 e A
[~ S5 B ERERR FS AU AR L] ~ i
FEE RIS L LAY B el ~ 2
V3D Fr frdm B L] ~ RO ABEDE TRE
REBH R T B TR BRRE T
(2) SER ThWiEEhOERNEETR) -
TS0 e AR 1R - PRI E A e I
figitERERIARSS 5 sERk TILFTEE% 03D
hiE LR ~ TP BT #E e
TRES o SRFHACF I AR S TR
(3) #E TS VD AR ahi ks T
1~ TE B Rk it 35 0 4k 3k
fickE TR ~ Tra g (s s T
Rl B MGE IR SR, - S /7
(4) et TAEFTHaRAT ) L EYIEAR R
THe - ffEg 2 HE A IS LA -

B

i

AR

(1) KB E A A e (s iR B > 95 kb
AERE P S BRI T TR A
SlfE R I P T T o D SEREC  SE E (F
g5 (e TEDEE S



FNE BB RMEEER

Chapter 4 Development and Management of

(4) Improve Taiwan's northern scenic sites to attract
domestic and international tourists.

(5) Increase Guanyinshan's leisure opportunities
and improve the overall travel experience.

(Xll)  Southwest Coast National Scenic Area

http://www.swcoast-nsa.gov.tw

The Southwest Coast National Scenic Area
has rich and diverse tourism elements, 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 2012, 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:

. Planning and Construction

(1) Completed the Jiangjun and Qigu tourism
development and scenic reconstruction, the
Sihcao Dajjong Temple and surrounding area
tourism development, planning for the Yunlin,
Chiayi, Tainan international birdathon, planning
for the Wetland Breadbasket International
Volunteers Workshop and seminar, planning and
filming of 3D footage of the area, as well as the
Dongshi township tourism construction planning
and other projects.

(2) Completed a Kouhu Visitor Information Center
interior renovation project to increase the
number of visitor information center locations
and provide tourism services to the Yunlin
coastal area; completed the Beimen 3D cinema
construction and the Beimen cycle path
construction to improve tourist services in the
Beimen area.

@

Organized the Masago coastal public service
facilities improvement project, improvements to
public facilities at Sheng Mu square in Tainan,
the Nankunshen parking lot expansion and other
projects to invigorate the local tourism industry.
(4) Organized the restoration of the Beiman Salt
Administration Office to preserve and re-utilize
precious historical heritage.

2. Operations and Management

(1) Regular inspections were made at recreational
spots to maintain and manage facilities and
the environment and ensure tourist safety.
Furthermore, workshops for the tourism industry

Tourism Resources

were held in the Beiman area to facilitate local
development.

—
N
—

Organized the rental and management of
scenic locations. In addition to the JIAN-LAI-
YE Grocery Store rental and management, there
were also the Jingzaijiao Tile-Paved Salt Fields
rental and management, the Masago coastal
leisure facility rental and management, and the
Taiwan Salt Museum OT case. In 2012, the 19-
ton FRP boat rental case was added. These
projects enlivened the area's facilities and
encouraged local economic growth.

@

Cooperated with the Taijiang National Park
administration, the 51st Coast Guards, and the
Tainan City Government Agricultural Bureau, the
City Fire Department, the Department of Health,
and the Environmental Protection Administration
to hold the joint Tainan entertainment fishing and
boating industry inspections. The inspections
focused on improving safety checks for water
safety and educating operators in emergency
response.

(4) The Beiman Visitor information Center public
toilets were once again rewarded first prize by
the Tainan government in the recreational area
section's non-institutional category for 2012.

(5) Recognizable Measures

a. Addition of considerate measures and facilities
improved the service contents of visitor
information centers.

b. Established a photography studio and

interactive touch-screen electronic message

board to provide low-carbon creative
experiences.

BFREERE - HFIz®
North Coast Ocean Music Festival — a night in Yehliu
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Tourism Resources

2. FLEREEEN 3. PRI - ERNE

- 1. Beachgoers can admire salt and sand statues 2. Opening ceremony of Kungshen Wangye’s Salt of Peace Festival 3. Sunset fire dancing at a

C.

Beimen District salt field

Established the Beimen happiness compartment
to welcome wedding photographers and build
Beimen's image as a joyous small town.

. Developed specialty local creative products

including salt and coffee. A series of creativity
events were held in December for Christmas.

. Established the 3D cinema at the Beimen Visitor

Information Center to introduce the beautiful
scenery along the Yunlin, Chiayi and Tainan
coast.

3. Advertising and Promotion

M

A series of Year of the Dragon festivities
were held between January 23 and 29,
2012, including traditional activities such as
petting water buffalos and DIY firecrackers. In
conjunction with tourism operators, themed tour
packages for under NT$1,000 were introduced.
A Chinese painting and embroidery exhibition
for Liu Zhenzhu was held at the Budai Visitor
Information Center. The Tourism Bureau also
cooperated with the Chiayi County government
to hold an event themed around returning home
to Chiayi.

In conjunction with White Valentines Day, "white
passports" to the Southwest Coast Scenic
Area were distributed on March 14, 2012; 82
businesses in the surrounding areas participated
and offered more than 100 discounts. Ten
restaurants in the area that participated in the
Taiwan Culinary Exhibition also published a book
of southwest coast recipes.

(3) Held a postcard event on April 27, 2012, that

posted 1,373 postcards domestically and
internationally.

(4) The southwest coast route of the Taiwan Tourist

Shuttle began operating officially on June 1,
2012. The route begins at the Chiayi High Speed
Rail and links famous sights along the coast.
Different discount packages were promoted
in conjunction with special events, and nearly
20,000 passengers have traveled this route since
it was launched. Furthermore, joint tickets were
issued with the Tainan City government's Taijian
99 bus and the Chiayi County government's
Alishan line to make it easier for travelers to plan
multi-day journeys.

(5) A salt and sand sculpture festival was held in

~

conjunction with the Tainan City government
and various public and private institutions at
Qigu's salt mountain and the Masago recreation
area from June 2 to July 15, 2012. Nearly
230,000 visits were made to the event. Also
revenues at the Qigu salt mountain and the
Taiwan Salt Museum increased by 123% and
50%, respectively.

Held the 2012 Summer Festival at Dongshih
Fisherman's Wharf in cooperation with the
Chiayi County government between July 28 and
August 19, 2012. During the period, hundreds of
thousands of visitors came to the area.

(7) A series of summer DIY activities was held

between July 21 and August 26, 2012.
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A white Christmas in Yunlin, Chiayi and Tainan

(8) A photography competition was held between

September 1 and 30, 2012, themed around
photographs of the southwest coast sunset.
The event drew more visitors to appreciate the
beautiful local scenery.

(9) A cruise-style one-day train tour of the

(10)

(12)

southwest coast was organized by the Taichung
section of the Taiwan Railways Administration
to introduce travelers to the summer beauties of
the region.

Environmental courses were taught at six
primary schools in the Beimen area starting
November 2, 2012, to broaden knowledge of the
southwest coastal area's tourism and natural
resources. A total of 589 teachers and students
attended.

Held the 2012 Kungshen Wangye's Salt of
Peace Festival at the Nankunshen Temple
in cooperation with the Chiayi, Yunlin and
Tainan governments and private and public
organizations between November 16 and 18,
2012. Boosted by integration with the 2012
Y.T.C. Battle Session, the kite show, and salt
design festival, the event attracted nearly 50,000
participants in two days. Indirect economic
benefits were an estimated NT$15 million.

Held a vote for favorite scenic spots on the
southwest coast with a chance to win an iPhone
5. The event took place between November 23
and December 12, 2012. Nearly 30,000 votes
were tallied and the Facebook fan page counted
16,000 individuals talking about the event.

The Yunlin, Chiayi and Tainan band was formed
on December 21, 2012, and performed for an
arts festival opening ceremony.

Pavax =z
s
Chapter 4

EC BRI TR
Development and Management
Tourism Resources

2012 RIEFEAERIIES) - S BERELS
The Guanziling hot spring and music festival, part of a series of romantic
activities in Siraya

(14) A series of sunset and white Christmas themed

tourism activities were held on December 23
and 31, 2012,featuring Taiwan's only "lucky
santa," a salt Christmas tree, and a street party.
Around 30,000 visits were made to the area
between lantern lighting on November 30 and
December 31. In 2012, a three-part New Year's
Eve celebration was held in cooperation with
the Tainan City government's High Speed Rail
station party and the Siraya National Scenic
Area administration's Er Liao sunrise event,
featuring a sunset event at Jingzaijiao. Over the
course of the day, the event drew nearly 12,000
participants, and approximately 6,000 were
present during sunset.

4. Future Development

(1) Make LOHAS the goal for tourism development

~

~

in the southwest coast region, encompassing
history, environment, and green energy.
Develop the area through the four core
attractions including: Kouhu's environmental
education park, Budai and Dongshih's tourism
fishery leisure area, the small tourism town of
Beimen, and the LOHAS salt resort of Qigu and
Jiangjun.

Use religion, culture, environment, LOHAS
and narrative marketing as the main themes of
promotion.

(XIIl)  Siraya National Scenic Area

http://www.siraya-nsa.gov.tw

The Siraya National Scenic Area has unique

blue limestone formations, geothermal geology,

traditional night festivals and the Siraya public

shrines. The scenic area is an international tourist
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The Acala festival, part of a series of romantic activities in Siraya

destination with ecology, industry, and Taiwanese

aboriginal character. In 2012, the Tourism Bureau,

in conjunction with the government, continued to

implement the Siraya Scenic Area section of the

"Mid-term Plan for the Construction of Major Scenic

Sites (2012-2015)." Major achievements are as

follows:

1. Planning and Construction

(1)

Pre-planned and designed major points of
future development of tourism resources and
locations for development, marketing, and
construction reference; continued monitoring
and surveying environmental resource within
the area, including the Siraya National Scenic
Area birds and amphibians information
gathering and application project; encouraged
community in top-down self-directed
community tourism development; promoted
tourism in the greater Guanziling area and the
Siraya cultural settlement; assessed capacity
to accommodate tourists and reviewed the
combined development plan of the Siraya
National Scenic Area to ensure effective and
integrated development of resources once the
area's jurisdiction is enlarged.

Created new cultural attractions by
incorporating arts and culture into construction
to enrich countryside tourism. The environments
of Yunshan Temple, Dadong Mountain, and
Hongye Park were improved to provide clean,
user-friendly, and convenient facilities for
tourists; the camphor forest trail, the Mei Peak
Trail on Mei Mountain, and the Dahutong trail
were also improved to better suit the needs of

hikers and tourists; construction of the Hushan
Bicycle Station and the Nanliao Bicycle Station
was completed to provide friendly service
for bicyclists as well as a rest stop and travel
information stop.

@

Continued to provide guidance to specialty
agricultural producers in the area to
upgrade tourism potential. Several products
characteristic of the Siraya Scenic Area were
selected, including: Wang's Smoken Lamb,
Yujing mango ice, Dongshan Da Chu Hua
Jian's handmade loofah soap, Dapu chocolate
covered coffee beans, and Dongshan Long Hu
Shan longan. These products will be developed
with special packaging to strengthen brand
awareness and develop sales channels.
2. Operations and Management

(1) Coordinated various departments including
highway administrations, local governments,
and police departments to alleviate traffic
congestion during the Lunar New Year, Tomb
Sweeping Festival, Dragon Boat Festival,
Mid Autumn Festival, National Day and other
extended holiday periods. Also coordinated with
local police to alleviate traffic at specific sites
within the scenic area that receive a greater
volume of visitors and are prone to congestion.
Free public transportation was also provided to
improve traffic conditions.

S

Purchased pubilic liability insurance for the travel
services facilities within the area to ensure the
safety of tourists.

Monitored the condition and cleanliness of

&

public facilities and maintained natural resources
within the area through regular and unscheduled
inspections; regularly completed repairs and
maintenance of fire safety equipment at office
locations and visitor information centers.

(4) Updated resource management systems at
the administration office to integrate the area's
facility and status inspection system, allowing
for dynamic reporting and grasp of the area's
status.

(5) To give visitors a deeper appreciation of the
area's culture, the Siraya mobile guided-
tour system was implemented to supplement
services. Tourists can use 3G or WIFI mobile
devices and location-based service to access
needed travel information.
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(6)To provide a convenient and user-friendly
travel environment for tourists visiting the Mei
Mountain scenic area, improved signage and
guidance systems for hiking trails were installed.
These changes will provide a whole new
experience to hikers.

(7) To improve industry service philosophy and
management quality, 16 courses geared toward
raising competitiveness, industry transformation,
cross-industry liaising, operations planning,
human resources management, and branding
were held. Industry experts shared and
exchanged experiences.

Continued monitoring and survey of butterfly

ecology at Hongye Park. A butterfly festival was

held in the summer and community participation
was encouraged.

Recognizable Measures: Japanese elements

were added to the Guanziling information

center with Siraya logo statues and yukata
rental. Visitors can experience Guanziling in the

Japanese era; free umbrella rentals were also

provided, with specially designed umbrellas

which double as handy hiking sticks.

3. Advertising and Promotion

(1) A series of 2012 Siraya romance activities were
promoted, including planting cherry tress at
Woushantou, a KISS mango event, the Guanziling
butterfly theme park, the Acala festival, the
Guanziling hot spring and music festival, the
Dapu bicycling festival, the Erliao sunrise, a
roly-poly themed carnival and others. Events
incorporated products to fully reinvigorate
countryside tourism.

Established Siraya's LOHAS cycling themed
website to promote cycling routes in the region
and provide reference for cyclists.

Designed souvenirs such as branded logo
bags and hats. Published materials in several
languages, including "hey, have you arrived in
Siraya yet?", a Siraya travel pamphlet, and the "I
love Siraya" e-book.

Integrated web platforms and customized
marketing applications including Facebook
and electronic newsletters, as well as the
Siraya travel app, to increase exposure and
participation in activities, raise Siraya's visibility,
and close the distance between activities and
the general public. Games and other small prizes
were offered periodically to increase interaction
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with tourists and obtain public information for
promotional purposes. The Facebook fan page
had 6,940 fans and the electronic newsletter
3,153 subscribers.

Promote sights, services, and facilities
throughout the scenic area through special
coverage in major media outlets including
"United Daily News," "China Times," "Taiwan
Times," "az Travel," and "TSSD News."

Future Development

Continue to create a colorful, romantic, and
joyous tourism destination by developing three
major routes using countryside tourism as the core
theme.

Raise Siraya's international tourism quality
and create new cultural attractions by linking the
resources of the Wushantou, Guanziling, Siraya
culture, Zhongpu , and Cengwen areas and by
integrating hot springs, countryside character, and
environmental resources into tour routes.

Continue to integrate tourism strategies with
nearby administrations and increase participation
from public and private organizations. Strengthen
basic tourism services and facilities including
expanding handicap accessible services and
services for seniors. It is hoped that the model of
tour routes by district will drive the tourism industry
to produce further results.

. Improved On-Site Supervision, Evaluation

and Results

The Dapeng Bay, Southwest Coast and
Guanyinshan, and Mazu National Scenic Areas,
which were also the front-runners of the 2011
evaluations, jointly held the 2012 National Scenic
Area demonstration seminars. The operations
management and safety maintenance seminar was
held on June 5 and 6, 2012, at Dapeng Bay.

The 2012 National Scenic Area operations
management and safety maintenance supervision
and evaluation was held between July 4 and
September 13. Ten national scenic areas were
inspected and evaluated on-site (first three front-
runners from the 2011 evaluation were organizers of
the demonstration seminars and not included in the
2012 evaluations). On average, scores were above
85. The three front-runners were the Sun Moon
Lake, East Coast, and Tri-Mountain Scenic Area
administrations.
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Section 3 Promotion of Tourism Resource Policy and Proposals

(n

Promotion of Water Recreation Activities
To promote water recreation activities and improve
tourist safety, safety demonstrations and experience
workshops are held or subsidized annually. Sixteen
such events were held as of 2012, with over 1,255
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

As Taiwan becomes an aging society, travel and
transportation needs to become more accessible to

accommodate seniors and handicapped users. The
Ministry of Transportation has formed an accessible
transportation environment promotions group to
urge aviation, shipping, roads, railway, metro and
other related transport institutions to improve
facilities. For instance, railway carriages and
platforms have been reviewed, and the Directorate
General of Highways has offered subsidies to
transportation operators for low chassis buses that
allow wheelchair users to board and alight with
greater ease.

According to Ministry of Transportation
instructions, the Tourism Bureau established an
accessible travel environment promotions group
in August 2012. Various departments were made
responsible for advising national scenic areas,
tourism hotels, hotels, homestays, large-scale
tourism events, international promotion projects,
website construction projects and other related
bodies on how to improve travel accessibility.

During November and December 2012,
representatives from disability groups
recommended five accessible tour routes based
on proximity to urban areas, large volume of
visitors, comprehensive accessible facilities,
and accessibility by public transportation.
Recommended routes include the North Coast,
Northeast Coast, Sun Moon Lake, Tri-Mountain,
and Dapeng Bay National Scenic Areas. Related
administrative bodies made improvements to the
environment of these areas for greater accessibility,
and designed accessible websites and pamphlets
to facilitate consulting and trip planning by seniors
and disabled visitors.

lll. Promotion of Low Carbon Tourism on

Green Island and Liuqiu

In accordance with global efforts to reduce
carbon emissions, the Taiwan government has
proactively implemented various low carbon
policies. During the low carbon city flagship project
consultation meeting on January 7, 2010, the task
of promoting an ecological tourism island was
assigned by the Council for Economic Planning
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and Development to the Ministry of Transportation.
Green lIsland and Liugiu were selected as
ecological tourism island demonstration locations.
Drafting of the low carbon tourism island plan
for Green lIsland and Liugiu was amended with
regard to seven main facets: green environment,
low carbon construction, energy consumption
reduction, green transportation, resource
reutilization, sustainable energy, and low carbon
living.

The main themes of the project include green
transportation and promoting the use of low carbon
transportation tools. Professor Chiang Pen-chi of
the Institute of Environment and Resource was
entrusted with the task of executing strategic
planning for the low carbon tourism island project
and coordinating Pingtung and Taitung counties
in the electrical motorbike trial project. In 2012,
draft amendments to the project (2013-2016) were
made. Local governments and related departments
provided their opinions and assisted in formulating
draft contents. Once the draft is approved by the
Executive Yuan, related departments will implement
relevant portions of the plan. The Environmental
Protection Administration and Ministry of Economic
Affairs will use subsidies and rewards as incentives
to replace travel transportation tools with energy
saving electrical devices.

IV. Hot Spring Resource Management

In compliance with the Hot Spring Act that
came into effect on July 1,2005, the Tourism
Bureau encouraged operators to make necessary
improvements and obtain hot spring certification in
an effort to ensure the sustainability of hot springs.
Related measures are as follows:

Assist and Subsidize Local Government in
Formulating Hot Spring Area Management Plans

As of 2012, 13 local governments received
assistance in formulating hot spring management
plans. Ten have completed the planning, review, and
public announcement process: Taipei, New Taipei
City, Hsinchu County, Miaoli County, Taichung,
Nantou County, Chiayi County, Tainan, Yilan County
and Hualien County. Furthermore, New Taipei City
and Yilan County governments have submitted
second stage drafts for the Jingshan and Wanli hot
spring areas and Suao and Yuanshan hot spring
areas for review. Plans for the Guidan hot spring
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area passed the review process this year and have
been implemented by the Tainan government.
Established the Hot Spring Inspection Unit
Certification Standards
As of 2012, 18 hot springs obtained
certification from the inspection body.
Established Notices for Hot Spring Management
by Local Governments
According to notices for hot spring
management by local governments stipulated
in 2011, in 2012, municipal governments were
reminded that potential dangers such as slipping,
falling, stepping on objects which may cause
injury, infection, poison, asphyxiation, scalding,
and drowning, as well as items relating to
structure including lighting, ventilation, fire control,
emergency escape facilities, flooring material, anti-
slippage facilities etc., as well as any behavior
which violates construction, fire safety, sanitation,
work safety, business operation management
and consumer protection, should be improved
according to relevant regulations and according to
the notices for hot spring operation as outlined in
the consumer safety management handbook and
accompanying disc.
Provided Hot Spring Certification Application
Assistance
In 2012, 59 operators received hot spring
certifications and application assistance, including
Jingshan, Wanli, Wulai, Taichung (Guguan,
Dakeng, Lileng, Dongshih, Dadu Mountain),
Hsinchu, Miaoli, Pingtung, Taitung, Nantou, Yilan,
and Hualien. Education on hot spring certification
application procedures continued. Operators were
encouraged to obtain warning signs for hot spring
facilities to ensure consumer safety.

MERRRAE

Hot

springs bathing facility near the Sichong River
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Chapter 5 Guidance and Administration of

the Tourism Industry

Section 1 Travel Agencies

[. Current Status

As of year-end, 2012, Taiwan had 2,405 travel
agency headquarters and 733 branch offices. These
included: 101 headquarters and 362 branch offices of
consolidated travel agencies, 2,121 headquarters and
360 branch offices of Class A travel agencies, and 183
headquarters and 11 branch offices of Class B travel
agencies.

Il. Upgrading Competitiveness
The sluggish global economy in 2012 presented
a major challenge to travel agencies. To assist in
overcoming operational difficulties and boosting
industry competitiveness, the Tourism Bureau provided
preferential loans and interest subsidies as follows:
() Preferential Loans and Interest Subsidies for the
Travel Industry
The Tourism Bureau offered interest subsidies
worth a total of NT$5 million, NT$3 million and
NT$2 million to consolidated, Class A and Class B
travel agencies, respectively. As of 2012, the bureau

had provided subsidies for 240 loans with up to 4%
annual interest rate.
(Il) Credit Guaranteed Loans for the Travel Industry

The Tourism Bureau offered credit guaranteed
loans worth a total of NT$5 million, NT$3 million and
NT$2 million to consolidated, Class A and Class
B travel agencies, respectively. Approved cases
were then sent to the Credit Guarantee Fund where
loan subsidies of up to 1.5% annual interest were
available. As of 2012 the bureau had provided credit
guarantees for 31 travel agency loans.

[ll. Monitoring Travel Transaction Security to

Protect Consumer Rights

To maintain the security of transactions and
protect the interests of travelers, the Tourism Bureau
held regular "Travel Transaction Security Inspection
Meetings" in accordance with the "Guidelines for the
Inspection of Travel Transaction Security." Through
discussions and information sharing, a consensus and
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direction for protecting travel transaction security were

reached. The bureau also joined travel associations

to form the "Travel Transaction Security Investigation

Task Force." This specialized group conducted on-site

inspections of travel agencies with abnormal operations

to prevent sudden bankruptcies. Major actions were as
follows:

() Travel agencies with financial problems were
identified by the Tourism Bureau using real-time
information provided by the Taiwan Clearing House
on bounced checks from travel agencies. Inspectors
were then dispatched to conduct security checks.

() In order to preemptively discover abnormalities
and reduce the probability of threats to transaction
security, the Tourism Bureau screened travel
agencies for bounced checks, poor credit, large
volume of low price promotions, abrupt increases in
credit card use, or frequent staff and management
changes.

(I The Tourism Bureau facilitated the Travel Quality
Assurance Association and Taipei Association
of Travel Agents in organizing a print media and
Internet advertising monitoring committee. The
committee could effectively discover abnormalities.

IV. Enhanced Inspections of Travel Agencies
to Maintain a Healthy Competitive Envi-
ronment
The Tourism Bureau supported travel agencies

in abiding by relevant regulations. In addition to

dispatching dedicated personnel to agencies to
understand business conditions, the bureau cracked
down on illegal travel agencies as well as unlicensed

guides and tour leaders. The bureau investigated 149

cases in 2012, 26 of which led to the discovery of illegal

travel agencies. Furthermore, at airports and major
tourism landmarks, the bureau inspected tour guides

627 times and tour leaders 127 times. Of these, the

bureau found three cases of tour guides failing to meet

regulations, and four cases of tour leaders failing to
meet regulations.

V. Enhanced Consumer Protection Education
and Promotion

() To implement regulations of the "Consumer
Protection Law" regarding consumer disputes and
provision of information, the Tourism Bureau offered
consumer complaint and dispute coordination and
operated a toll-free hotline (0800-211-734) with
trained staff to answer consumer travel inquiries.
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1. FELHEERERE 2. tEEmARS
1. South Garden Hotels and Resorts
2. Parkview Hotel

In 2012 the bureau handled 933 travel disputes
and complaints, including cases of coordinating
member dispute or complaints within the Travel
Quality Assurance Association. A total of 563 of
these cases were resolved, for a resolution rate of
60%.

() The Tourism Bureau added consumer protection
pages to the Taiwan tourism information website
and the bureau's Executive Information System.
These pages provide basic information on legal
travel agencies and their insurance provisions.
Information was divided into four sections: travel
spending, travel safety, travel agencies involved in
legal pronouncements, and other announcements.
The goal was to ensure the security of travel
transactions and provide consumers with accurate
travel information. The bureau offered searches of
licensed tour managers, guides and travel agents.
Users can check the identity of travel workers to
avoid unlicensed workers and ensure their rights
as consumers. Travel agencies can use the service
to screen agents and businesses with which they
cooperate and update relevant information. This
simplified administrative procedures and enhanced
efficiency.

(I To coordinate with travel warnings issued by the
Ministry of Foreign Affairs, the Tourism Bureau
established a joint emergency response mechanism
with the Consumer Protection Committee, the Travel
Agent Association and the Travel Quality Assurance
Association. Through this mechanism the bureau
issued press releases explaining refund rules for
tour cancellations. These ensured travel safety and
consumer rights.
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Section 2 Tourist Hotels

I. Current Status

(I) As of year-end 2012, Taiwan had 108 tourist hotels.
These hotels, which are regulated by the Tourism
Bureau, had 25,517 rooms. This included 70
international tourist hotels with 20,339 rooms and
38 standard hotels with 5,178 rooms.

(Il) Five new tourist hotels (with a total of 713 rooms
and NT$6.088 billion in investment) applied for
approval in 2012. Additionally, two hotels passed
inspection and were issued tourist hotel business
licenses, increasing the total room count by 224.

II. Periodic Inspection

The Tourism Bureau conducted scheduled
inspections on 72 tourist hotels from April 12 to
October 30, 2012. Officials also checked to ensure that
the tourist hotels had taken out public liability insurance
to lower operational risks and protect the safety of
visitors.

lll. Increase Performance

In 2012 the Tourism Bureau assisted tourist hotels
with two applications for tax offsets for the purchase of
automated technology, pollution prevention equipment,
or digital information upgrades. The total value was
NT$61,044,110.

IV. Service Quality

The Tourism Bureau launched the "Tourism Bureau
Subsidy Guidelines for Quality Improvements of the
Tourist Hotel Industry" to encourage tourist hotels to
enhance service quality and offer lodging excellence
for domestic and overseas travelers. Using these
guidelines the bureau provided subsidies worth a total
of NT$7,967,500 to nine tourist hotels in 2012.

V. Quality of Travel

To make tourism a major national strategic industry
and help the tourism industry improve software
and hardware facilities, construct a premium travel
environment, and raise travel quality, the Tourism
Bureau offered interest subsidies (excluding operational
revolving funds) to tourism businesses approved for

preferential loans and that were current in their principal
and interest payments. In 2012, it approved this interest
subsidy to one tourist hotel for a period of five years.

VI. Consumer Rights

During 2012, to protect consumer rights the Tourism
Bureau inspected the use of hotel product (service) gift
certificates by 165 tourist hotels.

VII. International Standards

As part of its commitment to bringing tourist
hotel service quality up to international standards, in
2012, the Tourism Bureau assisted 16 tourist hotels in
applying for hotel star rating.

VII. Assessment Grants

The Tourism Bureau provided subsidies worth a
total of NT$107,301,585 in 27 cases to hotels applying
for star rating or to join an international or a domestic

hotel chain.

VIII. Incentive Tourism

The Tourism Bureau approved 35 subsidies in 2012
with a total value of NT$4,857,042 to tourism industry
members which gained professional certification.

MNNES
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Sky Lounge of the Fleur de Chine
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Section 3 The Hotel Industry and Homestays

I. Supervisory Examiner

As of year-end 2012, there were 2,747 standard,
legal hotels and 3,685 homestays. Under the principle
of "central supervision with local implementation”,
the Tourism Bureau conducted 27 scheduled and
unscheduled inspections throughout the year while
local governments conducted 2,884 inspections on
hotels and 1,735 on homestays.

Il. Guesthouse Business

In accordance with the "Act for the Development
of Tourism," the Tourism Bureau oversaw homestay
business applications and registrations conducted by
local governments. The bureau also conducted related
seminars to improve the operational philosophy and
quality of homestay operators. In 2012, the bureau
facilitated the approval and registration of 46 standard
hotels and 51 homestays.

Ill. Hotel Quality

To improve overall hotel quality, in 2012, the Tourism
Bureau subsidized the planning and design fees for
nine tourist hotels and 18 standard hotels to undergo
operational and facility improvements. Total subsidies
of NT$23,449,500 led to improvements on 3,636 rooms.

IV. Counseling Certification

In 2012, the Tourism Bureau provided subsidies
worth NT$3.4 million to support 29 hotels and one
homestay in obtaining ISO or HACCP certification, or
to obtain Certified Hot Spring or Fire Safety Building
recognition, effectively raising hotel and homestay
service quality.

V. Counseling to Improve

In 2012, to promote operational and facility
improvements in the tourism industry, the Tourism
Bureau helped 33 businesses obtain preferential loans
worth a total of NT$1,391,340,000. It also approved
interest subsidies worth a total of NT$30,060,000 for 18
tourist businesses.

Taiwan * ﬁg\%oﬁ
BEE,

hf % I T m e v

1. EBIRE 1+1 CEE 2. BEREBHIE 3. EMIRETERRRE
1. Press conference for the "Happy Stay 1 + 1" 2. Launch of the Taiwan Host program 3. Accreditation and awards ceremony for star-rated hotels

101 FEAEBTFR

ANNUAL REPORT ON TOURISM 2012

167



168

NEHREES
The Sun Moon Lake Ropeway

SEPOED ERCISEESR
— BR

101 58 DS SRR IR HLE S rh 2 S i

it 23 K BEAKRER 2BDOCIFSEEEE 22 %
JEBEARERE 2B EET 1R EHETH
4407 N\ °

(—)

(=)

R 0 55 5 A A FU e B B Ol 4 2 .2
MRS E S HA 0 101 DR UE 2
O S8 SE R 8 Z AR {DE R IR EE B (58
LR ) ~ BRI SRR H X R R g
oM THFE 18.5396 AUH - B BRI
W 20.6 (B 5 WZHHTILTESIER (5
L RS ) ~ BREEIRBRIR LA B 440 (55 1 X
)~ PRI LR TEIE G (56 2 R
B) B ACHEERER AR R (55 4 880 ) % 4
> THIFH 351.2682 /A EH » 5% & B #HKY 266.2
{Ee

101 A7 ROV 0% % 2 27 5 M 3hr 4 3% i » EHA R
TR RSB ToKSEEE ) ~ /NITHEREE2 £ R
S TEMIEES ) T RN TE &R
) RBEE SR RS KRG fE S

A& 35 {EIT -

I

p=11

REEHRAE

Tourism Bureau, MOTC

JNE EREBER _[URREE (FuEiER)

Arabian Kingdom, Leofoo Water Park (Photo courtesy of Leofoo Park)

—_ N\

(—)

(=)

REEE

F MBI 44 2 B9 E - IR
B bl e st CINI R TP i S
Egiileb e U Y TR R A TR U
B B - A NE B e~ B EEE
i~ B () BU B E ]~ R E IR K
2 J) B P R R AR B 2 A S P
Pl B A AFIRRIE R » A THT P D 8 o
2101 %7 E 8 HIH > 70 12 1 R 23 5K
tRAs s St O S BDEE 443 B B &3
BRI 2 23 REHFEITHLHBE - 101 F
AR R R B /S AR A S RE R4 B ~ L
TG~ BEEAEIE ~ JU S U ~ =B
Bl ~ /N A8 E RG] ~ A2 PRI AR PR A RV R
Gl it~ DU ~ /NI W L 22 RE 4[] ~
S SBT e AR ~ 7o B T 5 2R U AT
F 12 R o BEE/UINES ~ BV -
F k& BLRL SR~ BROBA PR A5 30 4 [~ E Il B
B~ VIR T VAR Be )R AR RS BRI 55 7 5K
BRI -

it




FHhE

Chapter 5

Section 4 Tourist Amusement Enterprises

Current Status
In 2012, Taiwan had 23 licensed and operating

tourist amusement enterprises, 22 of which were

considered major investments and one of which was

not. A total of 4,407 staff members were employed.

1.
()

Inspection of New Plans

In accordance with the "Regulations Governing
Amusement Park Enterprises," in 2012 the Tourism
Bureau inspected and approved two new business
plans for tourist amusement enterprises: Yiyuan
Resort in Hualien County (1st revision) and a
Japanese-themed amusement park in Yilan County.
The total area of these projects was 18.5396
hectares and the investment amount approximately
NT$2.06 billion. The bureau also accepted plans
for four tourist amusement enterprises: a garden in
New Taipei City (1st revision), an amusement park
in Taoyuan County (1st revision), a recreation area
in Nantou County (2nd revision), and the Promised
Land Resort in Hualien County (4th revision). Total
area of these projects was 351.2682 hectares and
the investment amount approximately NT$26.62
billion.

New facilities added to tourism amusement
enterprises in 2012 included Leofoo Water Park at
Leofoo Village, an indoor ski slope at Little Ding-
Dong Science Theme Park, a performance arena at
West Lake Resortopia, and Fullon Hotel at Lihpao

Land. Total investment was NT$3.5 billion.
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Press conference for a special 2012 summer vacation theme park program
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Operations and Management

To raise the quality of tourist amusement
enterprise facilities, enterprises improved
autonomous inspections and repairs, municipal
and local governments conducted scheduled and
nonscheduled inspections, and the Tourism Bureau
along with responsible central government agencies
enforced oversight mechanisms and regulations,
according to the "Regulation for the Management
of Tourist Amusement Enterprise" and rules for
overseeing safety and maintenance inspections and
competitive evaluations.

In July and August 2012, the Tourism Bureau
conducted 12 sets of inspections on 23 enterprises.
It also conducted competitive evaluations on
23 qualified enterprises licensed as tourism
amusement enterprises. Twelve achieved a rating
of outstanding: Leofoo Village, Janfusun Fancy
World, Lihpao Land, Formosan Aboriginal Culture
Village, Farglory Ocean Park, Window on China
Theme Park, SunLinkSea, West Lake Resortopia,
Little Ding-Dong Science Park, Jianshanpi Jiangnan
Resort, Wanpi World, and the Atayal Resort. Seven
achieved a rating of excellent: Formosa Fun Coast,
Yehliu Ocean World, Shangri-la Paradise, Dongshi
Forest Garden, Yun Hsien Resort, Kendington
Resort, and Bada Forest Paradise. Others were not
rated.

4.4

Search for the 2012 theme park master
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IV. Staff Training

To improve operational management and quality
of tourist amusement enterprises the Tourism
Bureau held four staff training sessions on the
following topics: implementation of environmental
assessment conclusions and pledges; amusement
facility safety & first aid instructor training; tourist
amusement enterprises operational management;
and environmental education facility certification
applications.

V. Integrated Marketing

The Tourism Bureau compiles and issues press
releases to promote activities during summer and
winter vacations as well as extended holidays. During
the 2012 winter vacation the bureau held a promotion
to encourage visiting amusement parks by using the
Taiwan Tour Bus system; in the summer the bureau held
a magic-themed activity at theme parks. During the
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school year, from September to November, the bureau
encouraged students to join creative competitions
centered on tourist amusement enterprises.

VI. Rewards and Incentives

() In 2012, as part of the "Project Vanguard for
Excellence in Tourism," the Tourism Bureau
rewarded eight outstanding tourist amusement
enterprises, and subsidized 20 plans by tourist
amusement enterprises to improve operations.
The rewards and subsidies were worth a total of
NT$87,911,784.

() The Tourism Bureau helped tourist amusement
enterprises apply for tax incentives and loans based
on regulations contained in the "Act for Promotion
of Private Participation in Infrastructure Projects,"
Medium and Long-Term Capital Utilization Rules,"
and "Preferential Loan Guidelines to Encourage
Improvements in the Tourism Industry."

Section 5 Tourism Industry Education and Training

The Tourism Bureau provided tourism industry
professional training to improve knowledge; reinforce
operational, management, marketing, and service
philosophies; and improve overall travel service quality.

[. Training of Tourism Professionals

() To guarantee the quality of travel services and
reinforce the Ministry of Examination's 2012
"Professional and Technical General Examination
for Tour Leaders and Guides," the Tourism Bureau
conducted pre-employment training for tour leaders
and guides. It held sessions from July 2012 to April
2013 in northern, central, southern and eastern
Taiwan. By the end of 2012, it had trained 5,464 tour
guides (700 specializing in foreign language tours
and 4,764 specializing in Chinese tours) and 6,373
tour leaders (2,098 specializing in foreign language
tours and 4,275 specializing in Chinese tours).

() In 2012 the Tourism Bureau held five pre-
employment courses for travel managers in
northern, central, and southern Taiwan. Over 22
classes and training sessions, students gained
a stronger understanding of regulations and
professional knowledge, putting them in a position
to improve the local travel industry. A total of 372
travel managers earned certification through the
courses.

Il. Improving the Knowledge of Tourism Pro-
fessionals

() The Tourism Bureau assisted the Tourist Guide
Association in providing monthly on-the-job training
to practicing guides. Classes primarily focused on
the study of tourism landmarks with an auxiliary
focus on practical issues, covering topics such as
guiding cruise groups, introducing major tourism
itineraries to recent arrivals, guiding religious
groups, and special features of 10 major tourist
villages. Total attendance was 4,579.
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() To improve management techniques,
communication ability, and personnel planning
of tourist hotel staff, so service quality meets
international standards and departmental
supervisors acquire needed professional
knowledge, the bureau holds four courses in
conjunction with the American Hotel & Lodging
Educational Institute each year, namely: "CHS
Training for Mid-Level Managers," "Front Office
Operations and Management," "Food and Beverage
Management," and "Restaurant and Hotel Human
Resource Management." In 2012, 206 people joined
these courses. Also to improve training plans and
execution by general staff and managers who are
responsible for training at hotels, each year the
bureau commissions the Grand Hyatt Taipei to hold
"Train the Trainer" courses. The Grand Hyatt trained
34 people in these courses in 2012, bringing the
total number of people trained under these two
programs to 240.

(I To improve the quality of hotel staff and raise
overall service standards, in 2012 the Tourism
Bureau helped 15 local hotel associations hold 20
training sessions for general hotel industry staff,
training a total of 3,812 employees. Also to improve
the service quality of homestay operators, the
bureau assisted local governments and homestay
associations in training 1,653 homestay workers.

[ll. Cultivating International Outlook and

Leading Professionals

The Tourism Bureau uses resources from home
and abroad to cultivate leading professionals who
can communicate with a wide range of people.
Internationally it draws from the latest foreign
operational philosophies and success stories in its
"Elite Tourism Incubation Plan." In 2012, 98 students
took part in this ongoing program, attending classes
at the Disney Institute in the United States, Nanyang
Technological University in Singapore, and JTB in

FHhE
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Chapter 5 Guidance and Administration of

the Tourism Industry

Japan.

Domestically, the bureau held the "2012 Cultivation
Plan for Key Professionals in the Tourist Industry."
This plan targeted professionals of various levels with
management and training classes in northern, central
and southern Taiwan. Courses had a total enroliment of
870 and ranged from developing new case studies and
instructors to using past results for instruction. They led
to 15 new case studies (accumulated total of 95), two
new corporate instructors (accumulated total of 37), five
innovative new travel products, and six lecturers who
could serve as seeds for spreading ideas learned in the
courses.

Both corporate and academic sectors widely
praised the success of these plans in developing
instructors and raising the competitiveness of Taiwan's
tourism industry.

1 EEEMEE A JTB MEEREEE
2. FBR 5T= _ FTIR BERE A%
EEBMEE _ BN mEeEss

1. Fostering elites: A lesson on Tokyo Skytree by Japan's JTB travel
agency
2. Fostering elites: Training by a Singaporean group
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Section 1 Travel Information Services

The Tourism Bureau used the corporate identity
systems of its visitor information centers to
establish visitor information centers in the Taoyuan
Train Station and Hengchun Bus Station. Staff
answered inquiries and provided information in
numerous languages.

. With support from the Taiwan Railways

Administration, Civil Aeronautics Administration,
National Freeway Bureau, and Taiwan High Speed
Rail Corporation, the Tourism Bureau established
transportation and travel information counters in
transit stops lacking a visitor information center.
These provided free travel pamphlets and other
services.

To improve service quality at visitor information
centers the Tourism Bureau held 10 training
sessions that included foreign language training.
The Tourism Bureau established internal oversight
mechanisms for its visitor information centers.
These included evaluations, presentations and
demonstrations at 100 visitor information centers
and visitors centers. The highest-rated visitor
information centers were at Taipei Main Station,
the Taipei East Metro Mall, Miaoli Train Station, and
Xindian MRT Station, while the highest-rated visitors
centers were at Xiangshan, Beimen and Guguan.

) RS

Visitor Information Center

CROKIRIEARFEARIN 2. 3. B BIRBARFE AL
. Tamsui Visitor Information Center
. 3. Travel Service Center, Tourism Bureau
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The bureau also sent evaluation records to local
governments and relevant agencies to facilitate
improvements, so better service could be provided
in the future.

In 2012 Taiwan's 47 visitor information centers
assisted travelers a total of 5,108,681 times. This
included answering 2,580,902 inquiries, 967,895 of
which were raised by foreigners.

Year-round, visitor information centers provided a
wide range of tourist inquiry services to domestic
and foreign travelers, including comprehensive
print and online travel information from the public
and private sectors. The bureau commissioned a
private company to operate a free tourism hotline
open 24 hours a day, 365 days a year. Professional
call center staff who took calls in Chinese, English,
Japanese and Korean turned Taiwan into a safer,
friendlier place for travelers from around the world
to visit. Also the bureau established a tourism library
that gathered travel books, regulations, statistics,
research reports, videos, CDs, posters and other
information, for anyone to browse free of charge. In
2012 visitor information centers assisted travelers a
total of 73,565,423 times and handed out 165,630
pieces of tourism material.
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Section2 Front-Line Service at International Gateways

With the launch of flight service between Songshan
Airport and Japan's Haneda Airport, the Tourism Bureau
opened a visitor information center in the international
terminal of Songshan Airport on October 30, 2010.
The center offered information in Chinese, English,
Japanese and Korean. The bureau added additional
service centers at Taichung Airport and Kinmen Shuitou
Port to accommodate the arrival of tour groups from
Mainland China. In 2012, these three visitor service
centers assisted travelers 24,902 times and handed out
945,868 pieces of tourism material.

In the arrivals halls of Taoyuan and Kaohsiung
international airports the Tourism Bureau operated
tourist service counters that were open year-round, in
line with the schedule of arriving flights. Staff adept in
Chinese, English and Japanese provided convenient
services for travelers arriving in Taiwan, including: travel
information (such as helping backpackers develop
itineraries); answers to airport arrival and departure
queries; flight information; contact with hotels; info
on external transportation connections and the

Section 3 Technological Services

The most important online resource for tourism in
Taiwan was the Tourism Bureau website. Launched
in June 2002, it was available in eight languages —
Chinese, English, Japanese, Korean, German, French,
Dutch, and Spanish — and underwent frequent
improvements. After considering the needs of travelers
before, during and after their journeys, and looking
at tourism websites of other countries as reference,
the bureau redesigned the Chinese, English and
Japanese versions, keeping them true to Taiwan by
integrating common travel themes. For better usability,
it strengthened the location-based service of electronic
maps to show attractions, accommodation, restaurants
and gas stations that are in a 500-meter, 1-kilometer, or
10-kilometer range.

airport; assistance in greeting VIPs and groups; and
reporting requirements for Mainland Chinese tourists.
Other services available included free half-day tours
and assistance with postal, money exchange and
telecommunications services.

The Tourism Bureau also displayed posters and LED
signs in the arrivals hall of scenic areas while offering
more than a hundred pamphlets that give information
on attractions, food, shopping, transportation, and
accommodation. Visitors can get an early taste of
Taiwan and quickly fall in love with its many offerings.
Additional up-to-date information geared toward
independent travelers was available online to assist in
planning individualized journeys.

The visitor information center at Taoyuan
International Airport assisted travelers 1,036,444 times
and handed out 6,082,502 pieces of tourism material
in 2012. The visitor information center at Kaohsiung
International Airport assisted travelers 207,500 times
and handed out 434,341 pieces of tourism material.

The Tourism Bureau also developed a travel app
that provided more than 16,000 pieces of location-
based service data, ranging from the attractions,
accommodation, restaurants and gas stations
mentioned above to service centers, police stations,
hospitals, parking lots, train stations, and other transit
points. Users can even check for tourism-related
activities.

In terms of the cloud, the Tourism Bureau built
a tourism information database, gathering more
than 30,000 pieces of information on attractions,
accommodations, restaurants and activities from local
governments, agencies and each of the national scenic
area administrations. The information is available to all
interested parties. Businesses use it to facilitate the
creation of new value-added products and services,
and it will become the basis of a complete tourism
geographic information system.
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Section4 Travel Safety and Accident Policy

To ensure the safety of travelers, the Tourism
Bureau urged tourism industry members to respect
regulations and make safety considerations part of
travel product design. The bureau established a set
of standard operating procedures for emergencies,
accidents and other incidents. Other ways it
stressed travel safety and improved response
capabilities included making announcements,
introducing measures to protect the safety
and rights of tour groups, and assisting travel
associations in adding response mechanisms to
training programs.

The Tourism Bureau provided travel safety
information for travelers to read before their trip,
while encouraging them to follow directions from
tour leaders and local guides to reduce the risk of
accidents. By implementing a comprehensive set of

BYCENRZERFE

Tourism Information and Safety
Services

travel safety measures, the bureau created a safe
travel network. It also informed Taiwanese travelers
that they can contact the emergency support
and communications center under the Ministry
of Foreign Affairs in the event of an overseas
emergency.

In the future, the Tourism Bureau will continue
to oversee and evaluate national scenic areas
and tourism amusement enterprises. Besides
relying on inter-departmental communication,
notifications, and inspections of scenic areas
under its jurisdiction the bureau commissioned
professional organizations to research traveler
safety at scenic areas and propose new operational
and management mechanisms. Tourism agencies
can implement these to promote travel safety.
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1. 3. 4. Greeting of a cruise liner
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2. Taiwan tourism information website
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Chapter 7 Plans for 2013

Section1 Continue "Project Vanguard for Excellence in Tourism" to Raise

Tourism Industry Competitiveness

To develop international tourism, increase foreign
revenue, and raise the quality of domestic travel, the
Tourism Bureau is executing three action plans: exerting
advantage to achieve excellence, building a foundation
to foster competitiveness, and increasing added value.
Furthermore, the bureau is implementing six major
themes: flagship attractions, international spotlights,
re-creating industry, fostering elites, developing
markets, and raising quality. Taiwan will be marketed
through diversified creativity to achieve the goal of
7,700,000 inbound visitor arrivals in 2013. At the same
time, the tourism industry will be strengthened and its
competitiveness raised.

I. “Project Summit” Feature — the Excellence
Action Plan
() Flagship Attractions
1. Top-down execution of flagship tourism plans for
five major area areas. In 2012, 67 projects were
approved and contracted for execution. These
include improvements to the area surrounding
Taichung's Tanyashan Green Way, the Fuxing
Railway Bridge in Beigang and surrounding

£

Tl

:

areas, Chiayi's "Pearls of Meishan Township"
plan, Kaohsiung's Urban Spotlight, Taitung's
Jinzun coast recreation environment, and Mazu's
religious and cultural park. These projects will
be completed by the end of 2013. Furthermore,
initial evaluation of 85 more projects was
completed at the beginning of 2013 and second
phase evaluation is underway.

. Bottom-up assistance will be given to local

governments to create 10 major international
tourism attractions. The Taiwan Comics Dream
Factory in Hsinchu, the slow-living new railway
settlement in Taitung, Nantou's tea and bamboo
tour route, Miaoli's Hakka plum blossom land,
Penghu's leisure developments and other
locations are expected to be completed by the
end of 2014.

. Create seamless travel service. From when

services began in April 2010 to the end of
2012, ridership on the Taiwan Tourist Shuttle
totaled 3,700,000, bringing benefits to local
economies and tourism development. In 2013,
23 implementation units including 16 municipal
governments and seven area administrations

Yol
1. BEREHK 2 EEXE - BHEEE 3 MR - S ERUNS REE AREETE

1. A "pearl" of Provincial Highway 3, Chiayi County 2. Press conference to launch the Southern Region Spotlights 3. Chihshang Spotlight — U-Theatre
performance at the Chihshang fall harvest music festival
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1. taiwanstay.net.tw 2. Fostering elites: Training at the Disney Institute
in the United States
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will introduce 32 additional routes. Furthermore,
an itinerary planning system that uses tourism
information database elements (sights, activities,
food, accommodation) and integrates various
public transportation information sources
including national rail, high speed rail, Taipei and
Kaohsiung metro, city buses (Taipei, Taichung,
Kaohsiung), highway transport buses, and their
schedules and statuses is under discussion. The
system will be made accessible to smart devices,
allowing for mobile access by tourists on the go.

(Il) International Spotlights: Promote five international

()

spotlights including northern international
spotlights centered on lifestyle and culture. For
instance, the "Da-an Humanity Walk, Spotlight"
and the "Beitou Nature and Culture Spotlight,"
and "Cultural Streets of Dadaocheng Spotlight."
New spotlights in 2013 include historic walks in
the Greater Chengzhong area and a spotlight on
Greater Zhongshan culture and aesthetics. In
central Taiwan, international spotlights will center
on lifestyle experiences, including "Live It, Taste
It: Central Taiwan" and Chiayi tea farming. In the
southern region, international spotlights will center
on history and food, and in the eastern region, they
will center on leisurely travel and living. In addition,
there are nationwide international spotlights such
as "Nanao's Natural Farmland" and the Biyawai
area of Fuxingyuan. Opportunities include part-
time agricultural work that can be exchanged for
accommodation.

“Project Keystone” Energy — Foundation
Building Action Plan

Recreating Industry: Continue subsidizing loans to
tourism operators to assist tourist hotels in renewing
equipment and presenting new attractions. Process
credit guaranteed loans and interest subsidies for
travel industry loans. Encourage star-rated hotels
to join domestic or international brand-name
hotel chains. As of December 2012, 59 hotels had
received NT$196,870,000 in subsidies. The top-tier
Prestige series of Japan's Okura hotel group set up
its Taipei branch, and in 2013 the Mandarin Oriental
is expected to begin operations. Subsidies of
NT$19,940,000 were provided in 132 cases to cover
fees incurred in applying for various domestic and
foreign certifications for quality management, fire

(1

(n

safety, food and beverage sanitation, and energy
conservation have been awarded. Furthermore,
over NT$2 billion in investments have been made
by operators spurred by incentives to upgrade
operations and improve service quality. This policy
will be continued.

Elite Development: In 2012, 268 tourism elites were
selected for training at the University of Hawaii,
the Disney Institute, and Le Cordon Bleu Australia.
Their training experiences were then fed back
through exchanges were tourism training website.
Furthermore, in terms of domestic training, a
diverse curriculum covering four tourism lecture
courses, management and training courses for
basic, medium, and high levels, classic project
management, innovative product design, project
development and lecturer training, elite lecturer
preparation courses, and high-level management
training courses were offered. In 2013, participation
is expected to expand. According to current plans,
54 elites and 10 self-funded students will be sent
to the Les Roches International School of Hotel
Management, Japan's JTB travel agency and
Singapore's Nanyang Technological University
for training. Domestic training courses will also
continue.

Increasing Strength — Incremental Action
Plan

Market Development: Promote "Time for Taiwan"
to the global market by focusing on the six main
themes of food, culture, LOHAS, ecology, romance
and shopping. Introduce the Lantern Festival,
Cycling Festival and other large-scale events to
invigorate tourism and related industries. Increase
recognition of the "Time for Celebration — Taiwan
Tourism Events" calendar as the brand name of
Taiwan's international-level events.

Raise Quality: Promote special character and
related information of star-rated hotels and
hospitable homestays through taiwanstay.net.
tw for consumer reference. Furthermore, align
with international hostelry systems and continue
processing star-rating assessments. Within 2013,
it is expected that Taiwan will have as many as 400
star-rated hotels, 16 brand-name international chain
hotels, and 750 hospitable homestays.
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Chapter 7 Plans for 2013

Section2 Promoting International Events and Building the Taiwan Tourism
Calendar Brand Image

To integrate Taiwan's advantageous tourism
resources and create critical momentum for economic
benefit, the Tourism Bureau plans to develop spotlight
tour products and encourage the development of the
large-scale events industry. The "Time for Celebration

B man(125)
R nan(12)

— Taiwan Tourism Events" calendar will be the
marketing platform of 2013, and the strategy will be to
invigorate tourism through events. With the application

l LRGSR
7

m
RS (12D RE1E)

of new technologies and the integration of event-related
information, large-scale events will be the driving force
for generating international focus through creative

.2-/--@-:;:»

BT WA (25
TS R wan(25)

marketing in combination with food, accommodation,
travel and shopping.

For this purpose, the Tourism Bureau has brought
together various localities, related administrative

bodies, "Top 10" tourism towns, international spotlights,
major events at national scenic areas, and information
regarding surrounding food, shopping, souvenir,
accommodation, transportation, and itinerary planning.
Through a process of evaluation and selection, 42
events that possess unique attractions and international
marketing potential were combined with annual themes
and compiled into the Taiwan tourism calendar.

The website design and promotion of the calendar
combines 3D space with the concept of timelines,

&nmnmmﬁ)

RBR R nen(65)
R B ara(6R)
BT ann(0-07)

RS rnan(6-7)

“z

mi
D mna(7-85)
2013pkmE

B a7

expressing meaning in both virtual and physical form.
Through integrated construction and application of
new technology, events are combined with food,

accommodation, travel, and shopping information.
The website integrates tourism calendar information
and displays it on the website platform and on smart
mobile devices. At the same time, Chinese and English
physical calendars are also available. Furthermore, the
cross-time and cross-region status of tourism events
provide multi-faceted tourism event information to
domestic and international travelers, making it more
convenient to use prior to, during, and after their - ) A.mmwa,

ENEEE nwn(105)
T B ma(10-115)
2013LPGA

R an(107)
2013BBUFEDS -
AT ISR

journeys.

(105)

Furthermore, the Tourism Bureau will continue

Bra@mBRABE
SRR awa(10-1153)

LY

P ——)

to market the calendar and its events through social
network platforms, the web, various events, offices

ST mn(115)
201 TABMES
b mn(115)
2013 Art Tapel
B RE wen(115)

abroad, domestic and foreign marketing resources,

and working with domestic and foreign agencies to N EEEE TS
Pamphlet advertising the Taiwan Tourism Calendar
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1. The Taiwan Fun on the Tropic of Canc
logo

2.Dongshih Fisherman’s Wharf —
Taiwan Fun on the Tropic of Cancer E==
attraction

3. The Penghu Twin Hearts Stone Weir —
A Taiwan Fun on the Tropic of Cancer
attraction

REEHRAE

Tourism Bureau, MOTC
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Chapter 7 Plans for 2013

produce travel packages. International and domestic
travelers will be given the impression that unforgettable
experiences and activities are available everywhere,
every day, to entice international travelers to Taiwan.
They will also stay longer and increase consumption,
thereby invigorating the development of tourism
and other related industries. This will in turn expand
tourism services, drive economic growth, and create
employment opportunities.

In 2013, to market the tourism calendar and its
events to foreign travelers, English and Japanese
websites as well as English mobile apps will be
launched. Furthermore, to make the calendar

sustainable, a mechanism will be put in place for
introducing new events and eliminating old events. This
will encourage event organizers to place emphasis on
enlivening event content and service quality, thereby
gradually raising the overall content of Taiwan tourism
activities. In the future, the Tourism Bureau plans to use
the calendar website and mobile app as an integrated
platform for marketing various events. This will provide
a faster and more convenient query interface for
tourists, allowing domestic and international visitors to
access each and every exciting activity. Visitors will be
able to pre-book a year's worth of wonderful events all
over Taiwan.

Section 3 Organizing the Taiwan Fun on the Tropic of Cancer Event Series to
Build Taiwan’s Summer Events Brand Name

The Tropic of Cancer is the most northerly point
where the sun appears directly overhead at its zenith.
Each year in June and July, when the sun shines
directly over the Tropic of Cancer, the longest day of
the year is marked as the Summer Solstice. Taiwan is
the largest island on the Tropic of Cancer. Therefore,
the Tourism Bureau has selected Taiwan Fun on
the Tropic of Cancer as a theme of 2013. A whole
series of experiences along the Tropic, including
tourist attractions, sporting competitions, food, and
characteristic shops, will be promoted. Major points are
as follows:

[.  Building a Mid-Summer Event Brand Im-
age through Diversified International Tour-
ism Marketing
The Tropic of Cancer crosses Taiwan's south-

central region. This makes Taiwan a beautiful island
endowed with a varied climate and different landscapes
and produces great tourism marketing value and
interest. The two elements — geographic location along
the Tropic of Cancer and the summer season — are
integrated with the region around the Tropic, including
the east coast and the Penghu islands, for the purposes
of tourism promotions. These elements are used in
the major marketing effort to build a new summer-time
brand name for Taiwanese tourism.

Il. Produce ltineraries with Diverse Charac-
teristics and Invigorate Related Industries
Diverse transportation tools are used to combine

leisure activities, food, and renowned local products
within a region. Various special Tropic of Cancer
itineraries have been planned, including a triathlon
and low-carbon LOHAS, with varying degrees of
difficulty and different modes. These are offered
in conjunction with paperless electronic passport
activities such as virtual stamp collecting and travel
record uploading onto the official site, drawing the
public into personalizing their Tropic of Cancer
journeys and benefitting the development of tourism-
related industries in the surrounding area.

Through the "event brand name", management
concept the Tourism Bureau will plan and market
various festivities and events. Following on from the
Taiwan Lantern Festival, Taiwan Culinary Exhibition,
Taiwan Cycling Festival, and Taiwan Hot Spring & Fine
Cuisine Carnival, the summer solstice celebrations of
the Taiwan Fun on the Tropic of Cancer event series
will present the diverse character of Taiwan's tropical
and subtropical regions. These will be combined with
surrounding-area tourism resources and linked with
unique sights and leisure events at national scenic
areas and municipalities along the Tropic of Cancer to
create a new mid-summer event brand name.
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|. Major Events

1B19H~289H
January 19-February 9

1B19H~1822H
January 19-22

2H2H~2AS5H
February 2-5

2H3H
February 3

2H6H~2K19H
February 6-19

2HR17TH~2819H
February 17-19

2B17TH~2B19H
February 17-19

2821H~2822H
February 21-22

2H23H~2H26H
February 23-26

2H2aH~2B826H
February 24-26

3A5H~3H11H
March 5-11

3A12H~3 A 15H
March 12-15

3A1I6H~3B18H
March 16-18

3824H~3H25H
March 24, 25

4H2H
April 2

4856H
April 6

4811 H
April 11

4820H~4H822H
April 20-22

4H21H
April 21
REERE B

Tourism Bureau, MOTC

Major Events in 2012

2012 SETEHRMEE B
Celebration of the 2012 Taiwan-Jiangsu joint Lantern Festival.

SHHTHF Destinations Show JHB & IKE
Participated in the Manchester Destinations Travel Show.

{@3X Destinations Show ;HE & KFE
Participated in the London Destinations Travel Show.

2012 BDCEIBM A S IR EI L ABRISEET

Held the Tourism Festival Awards Ceremony at the Grand Hotel.

PHESUEFEEE) 2012 BEES )
Celebration of the 2012 Taiwan Lantern Festival, a cultural-themed event.

2012 EIE OTM [k

Participated in India's 2012 Outbound Travel Mart (OTM).

2012 FEREIKE

Participated in the Philippines 2012 Travel Tour Expo.

AIME B ER B Rbs e

Participated in the Asia-Pacific Incentives and Meetings Expo (AIME) in Australia.

2012 XEREZIRE
Participated in the Spring 2012 Thai International Travel Fair.

2012 FIBEEZIRE
Participated in the Spring 2012 Singapore NATAS Travel Fair.

{8EY ITB Ao IKEEE D CHEEEE)

Participated in the ITB Berlin Travel Trade Show, along with related tourism promotional activities.

2012 B BE RE
Participated in the 2012 Seatrade Cruise Shipping Convention in Miami.

2012 SRR ESIRE
Participated in the Spring 2012 MATTA Fair.

PHELERETENES) 2012 BB\

Held eagle-watching activities, an ecological-themed event, at Bagua.

BEZBRINT  IEERIBERE

David Hsieh succeeded Janice Lai as director-general of the Tourism Bureau.

ElEERESE R ==

Held a press conference to mark the start of the Southern Region International Spotlight Project.
rSE+ X8I 1TIH%RE

Held a promotional press conference for the Tourism Bureau's top 10 Taiwan tourism towns.

2012 PATA SEKIREHREIRES

Participated in the 2012 annual meeting of the Pacific Asia Travel Association.

SRS {E — Time for Taiwan B EEIES

The Time for Taiwan Concert publicized Taiwan across Southeast Asia.
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4H2H~HF27H REIIHE APEC £ 40 BB TIF/VEEE
April 22-27 Held the 40th APEC Tourism Working Group Meeting in Taipei.

BEE BT RATIEEEL o @M (BN~ BER ~ K2 ~ Ui~ BB - BiED) [ETVEE)

:}?“22885 Launched the second wave of the Free Independent Travelers program and added six new cities
P (Guangzhou, Nanjing, Tianjin, Hangzhou, Chongging, and Chengdu).

4R28H PHBREEEES) 2012 EEREHIEIS]

April 28 Held the 2012 Austronesian Wedding, a romance-themed event.

4830H S — BRI B R

April 30 Opened the Taipei Songshan — Seoul Gimpo flight route.

5SH1H~5SAS5H EE B RS

May 1-5 Participated in the Hiroshima Flower Festival, along with related tourism promotional activities.

5H2H~5AS5H HAPERNESH

May 2-5 Held an overseas office secretaries meeting.

sH4E [EE517) REITHINEE 155 4 BN mEE

May 4 The Research, Development and Evaluation Commission honored the Tourism Bureau’s shuttle bus system at the

Government Service Quality Awards.

SAsSH~6F248  PHBERETEHED NEREEIBENS)

May 5-June 24 Held the Fulong Sand Sculpture Festival, a LOHAS-themed activity.

5H8H~58B12H ARt EE RS

May 8-12 Participated and organized special activities to promote tourism to Vietnam.

5B9H BHEIWEDC S FRETER

May 9 Taiwan and Vietnam signed a tourism cooperation memorandum.

SERE~SBI13E BHE 2012 KEEERRINES ) FRIKSEIREE )

May 12, 13 The 2012 Dapeng Bay national windsurfing championship saw windsurfers set sail for Liugiu.
5B 18H SEBNEREE~RHCR

May 18 Held a thank-you banquet as part of a Taiwanese tourism feast.

RIS IR EE S E)
Participated in the Kanku Tabihaku at Kansai Airport, along with related tourism promotional
activities.

SHI8BH~H22H
May 18-22

5H218~5823H IMEX BUISEEIREESZERE

May 21-23 Participated in the Europe IMEX worldwide exhibition for incentive travel, meetings and events.
SAEBH~H22H £ BEBRENIAETHR (S 58248)

May 23-25 Held the 27th Taiwan-Korea tourism conference (in Kaohsiung on May 24).
686H~6811H  2012HkE (KOTEA) REDCHEEE

June 6-11 Participated in the 2012 KOTFA Korea World Travel Fair, along with related tourism promotional activities.
6B7H~c B 11 H 2012 HAILB58 (YOSAKOI SORAN) A1SEER Y S E)

June 7-11 Promoted tourism at the 2012 Yosakoi Soran Street Fest.

689H~B 128 2012 HEEKIKRE

June 9-12 Participated in the 2012 Hong Kong International Travel Expo.

68 17H PHRLSETENESE) 2012 FHRHENRZ HERYEED

June 17 Held the 2012 Siougulan River White Water Rafting Tour, a LOHAS-themed event.

6 H30H PHERETEES DREAAEE DR BIVER

June 30 The Siraya National Scenic Area hosted an event based on summer romance in Siraya.
TH4H PHE TERG W ~ XiEEE R | thEE

July 4 Held a seminar to discuss sustainable operations and development of small tourist towns.
THR5H~TR7H FEhEZHESIEREB (EE-7H6H)

July 5-7 Held the 5th Taiwan-Japan tourism summit (in Hualien on July 6).

7TH6H~7H8H FSERA T E R

July 6-8 Participated in the MATTA Fair in Penang.

THI0H~TR14H BAPSESREEEE

July 10-14 Held an overseas office directors meeting.
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7H24H
July 24

7826H
July 26

8H1H~8R7H
August 1-7

8H7TH~8 8 13H
August 7-13

8H14H
August 14

8H16H~88 19H
August 16-19

8H1TH~8H20H
August 17-20

8H24H~8H26H
August 24-26

8H24H~8826H
August 24-26

8H30H~9HR3H
August 30-September 3

8H30H
August 30

IBTH~9RIH
September 7-9

IBIBH~9HAI19H
September 13-19

98 16H~9H23H
September 16-23

IBITH~YEB19H
September 17-19

9H18H~9H24H
September 18-24

9821 H
September 21

9825sH~9H30H
September 25-30

9826H~9H28H
September 26-28

1081H
October 1

1081H
October 1

1082H~1084H

October 2-4

100848 ~1088H

October 4-8

108 10H

October 10
RBEPERS D

Tourism Bureau, MOTC

DAREESIFEES 7 NE R EH T HAATE02817
BFAZI

Transportation Minister Mao Chi-kuo and Tourism Bureau Director-General David Hsieh attended
the 7th APEC Tourism Ministerial Meeting in Russia’s Khabarovsk.

reEEET) EnEER 8285

The Taiwan Tour Bus received an updated Chinese name.

HARICR MR

Promoted tourism at religious festivals in northeast Japan.

BEBRMFEICRNESZEESH

Held the 4th Cross-Strait Tourism Round Table Conference.

B MEFEEhl) FRER

Opened the Nangan Visitor Information Center on Mazu.

2012 FEERNEIRE

Participated in the Autumn 2012 Thai International Travel Fair.

WBERTENEE) 2012 EBEERE

Announced results of a competition among caterers of tour group meals.

2012 TN EE TR

Participated in the Autumn 2012 NATAS Travel Fair.

2012 B TS IRER S8

Participated in the 2012 North China Travel Fair.

BEE | RREEHIIEREEE

Participated in the Busan Travel Fair, along with related tourism promotional activities.

f? [Time for Taiwan | 3% > PHEHNREIRENTHIRBRELES  EeVmBEHNZE

As part of the “Time for Taiwan” promotion, the Tourism Bureau held an activity to choose an auxiliary Japanese
slogan so it could improve publicity in Japan.

BRI IREEE RS

Participated in the Autumn 2012 MATTA Fair, along with related tourism promotional activities.

TERAEE AT R ER RS ED

Participated in the Asian Pacific Festival Fukuoka, along with related tourism promotional activities.
EItEE SR

Participated in and organized special activities to promote tourism to Australia.

SAE TOP RESA fiR;H

Participated in the Top Resa: International French Travel Market.

RRERIRBEES IATA RIHEECHERTE

Participated in the JATA Travel Showcase in Tokyo, along with related tourism promotional activities.
EARTIRIEEBES - IRl ~ &3  fHE - PH - BBE ~ £5HF o EEPHE [ —HEBihRERT
El%ﬁ%}ﬁ%/ﬁ@

As part of the advertisements on Japan’s Keikyu Line train carriages, the Tourism Bureau held the “station mas-

ter for a day” Taiwan tourism promotional activity at Shinagawa, Yokohama, Narita, Haneda Airport, Nippori and
Ueno stations.

SRR E PATA BB EEIRBRZZE

Participated in the Pacific Asia Travel Association (PATA) Board Meeting and Travel Mart.
DIEWAE (L&)

Participated in the All Asia Cruise Convention in Shanghai.

BETINNENEEETRIEDRETE

Beginning of restricted access to Yehliu Geopark during peak visitor times.

TEERRIZ 101 FERRASEESZ/IEEBEN (HAE - BlEF - 2UE33BER)

National scenic areas that performed superbly in 2012 evaluations were honored (including the Sun Moon Lake,
East Coast, and Tri-Mountain national scenic area administrations).

IT&CMA TEi BN E 2R

Participated in the IT&CMA Incentive Travel & Conventions, Meetings Asia.

—ERLEE YOSAKO! DRSS

Participated in a Yosakoi street dance festival in Japan’s Mie prefecture.

IBGSETENES) 12012 HBEBEREIRENERETE

Held the 2012 Sun Moon Lake International Fireworks Music Festival, a LOHAS-themed event.

» BIESERZERTRELE - BIEERAR
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10811 H~108 128 PERSTEHIES) 2012 [URLFTEIS — AR NEELIBE

October 11, 12 Held the 2012 Love in Alishan wedding ceremony, a romance-themed event.
108 14H~10 821 H #ECEENES) [RBUNEFLER]

October 14-21 Held the Donggang King Boat Festival, a cultural-themed event.
108204 PBLETENES) (2012 B35 - BRERETE | HHERN
October 20 Oepend the 2012 Taiwan Hot Spring & Fine Cuisine Carnival.
10826 H~10 529 H #HE ITF £ ERIRE

October 26-29 Held the Taipei International Travel Fair (ITF).

10826 H~10 8298 %7 EBEMEZICIKE

October 26-29 Held the 7th Cross-Strait Taipei Travel Fair.

NASH~IAIE 2012 HRFIRERREDLIHEEEE)

November 5-9 Participated in the 2012 World Travel Market in London.

1B 10H~11 B 18 H #RESTTENES) 2012 &=2ETEEE )

November 10-18 Held the Taiwan Cycling Festival, a LOHAS-themed event.
ngi1sA B EE CBNS D ERE

November 15 Opened new a Tourism Bureau branch in Shanghai.

1B 15H~11 8 18H 2012 HEFERRERZE (CITM)

November 15-18 Participated in the China International Travel Mart.

WIBERETEIES 12012~2013 BEEIRARIES ) BHEN
Opened the 2012-2013 Maolin Purple Butterfly Valley: Two Year Butterfly Viewing Event, an ecological-themed

activity.

NA178~11 8183 WEXLEHNES) 2012 FERIGTFLER

November 17, 18 Held the Kungshen Wangye’s Salt of Peace Festival, a cultural-themed event.

1HA20H8~11825H £ EE=UESIFES

November 20-25 Attended the first Taiwan and Vietnam tourism cooperation conference.
11B24H~11 8255 HERESTHES 2EEE 100~ BEZIRES )

November 24, 25 Held the 100-City of L.O.V.E., a romance-themed event.
11B27H~11 B28H EEENIRAEE

November 27, 28 Attended the Taiwan and Singapore tourism cooperation meeting.

11 327 H~11 529 H EIBTM BNlSZEIIREEZER
November 27-29 Participated in the EIBTM Global Meetings & Events Exhibition.

BERNBRIRRRIT B E R E BT S
President Ma Ying-jeou joined a meeting at the Presidential Office with organizations involved in the tourism in-
dustry.

EEMERE ARSI - HIEHLFE MBS 24 /=8 MEFEMRE (55 COEX MAGABOX * £
128 1H~1282H W Centum City CGV)
December 1, 2 Bureau spokespeople for the Korea region, Ivy Chen and Jo Jung-suk, attended screenings of a micro-
movie on travel in Taiwan at the COEX Megabox in Seoul and Centum City CGV in Busan.

2HESH~2BIH H10EEZRINGE - SREMRBMNZREES

11817H

November 17

118330H

November 30

December 8, 9 A Taiwanese and Japanese traditional dance festival took place in Taiwan and celebrated its 10th anniversary.
1289H R EEEEHHE

December 9 Held a ceremony to mark the reopening of Lishan Guest House.

12818 H ERTHNEF 2012 2EEEAEN ) PHENRBRE

December 18 The Tourism Bureau announced results of a competition among caterers of tour group meals.
28 18H REMREZHEE] 700 AR

December 18 Inbound tourist arrivals surpassed 7 million for the year.

12822H FEPIEARIN 18R

December 22 Opening of the Yehliu Nature Center.

12827H EBRBIRETENFERBEANX

December 27 Inbound tourist arrivals from Hong Kong surpassed 1 million for the year.

12828H PHE TREB TR mEERE

December 28 Held a promotional event for the “Time for Celebration — Taiwan Tourism Events” calendar.
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Il. Organizational System of Tourism Administration

TR
Executive Yuan
TRRBARE
HBEES
Tourism Development
and Promotion
Committee
Executive Yuan
ST LTI 54 (M) BT @R
Kaohsiung Taipei City / County Ministry of
City City Govemment Transportation and
Govemment Govermment Communications
BAE BAEER  BAEERE XS
Tourism Bureau | Department of Tourism Tourism Bureau
Information Sections
and Tourism
SEMEN  SEPmhEE FLTHEE
Tainan City Taichung City New Taipei City
Govermnment Govemment Govemment
BAIRER — EIRER BAIRERS
Tourism Bureau Tourism and Tourism and
Travel Bureau Travel Department:

196 REEHRAE

Tourism Bureau, MOTC

EEHE

Planning and Research Division

E Sl

Hotel, Travel and Training Division

EREHE

Intemational Affairs Division

e

Technical Division

B RAR38EHE

Domestic Travel Division

WE=

Secretariat

ABE

Personnel Department

L

Accounting Department

BEZE
Anti-Corruption Department

FEEERSF
BRESREEEE

Northeast and Yilan Coast National
Scenic Area Administration

REBFERAREEER
East Coast National Scenic
Area Administration

FEXEAREEER
Penghu National Scenic Area Administration

AEEEREREEER

Dapeng Bay National Scenic Area Administration

TRHMCERAREEER
East Rift Valley National Scenic Area
Administration

BHERAREEER

Matsu National Scenic Area Administration

HEEERASEEER
Sun Moon Lake National Scenic
Area Administration

ZUHERERESER

Tri-Mountain National Scenic Area Administration

REEREREEER

Alishan National Scenic Area Administration

BHERAREEER

Maolin National Scenic Area Administration

aFREELIERASREEER
North Coast & Guanyinshan
National Scenic Area Administration

EEMEERAREEERR
Southwest Coast
National Scenic Area Administration

PRI EREREEER
Siraya National Scenic Area Administration

EEHERSRERSBIREREI
Taiwan Taoyuan & Kaohsiung
International Airport Visitor Intemational Centers

IREARFS I
Taipei Travel Service Center

IREEEERET I

Hotel, Travel and Training Division

RS AR~ BE &5 > HIDE
SR ~ B0 - BELL - AR
B LR(BIRE) © £iE (BIRES)
WER

Overseas Branch Offices in Tokyo, Osaka,
Hong Kong, Seoul, Singapore, Kuala
Lumpur, New York, San Francisco, Los
Angeles, Frankfurt, Beijing and Shanghai
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BXEEEEIER

Northeast and Yilan Coast National Scenic

Area Administration, Tourism Bureau, MOTC

22841 FitE = iRk 2 EIZ{E 36 5

No. 36, Fulong St., Fulong Village, Gongliao Dist., New

Taipei City 22841, Taiwan, R.O.C.

http://www.necoast-nsa.gov.tw/
Tel: +886-2-2499-1115

TR TIEER AL ViIN=T—
B ER SRR ENBEF

5] == =8 ="~
FEASEEER
East Coast National Scenic Area
Administration, Tourism Bureau, MOTC
96144 =RERMINIEEREHIVES 25 5%
No. 25 Shintsuen Road, Chenggong Town, Taitung
County 96144, Taiwan, R.O.C.

http://www.eastcoast-nsa.gov.tw/
Tel: +886-89-281-530

< IR T8 NN
A EENER Y =8 R
B =5 | B2 S
XESEERE
Penghu National Scenic Area Administration,
Tourism Bureau, MOTC
88054 J&itASRR AT ER 171 5%
No. 171, Guanghua, Magong City, Penghu County
88054, Taiwan, R.O.C.

http://www.penghu-nsa.gov.tw/
Tel: +886-6-921-6521

R B ERI RS E
BxESEEER

Dapeng Bay National Scenic Area
Administration, Tourism Bureau, MOTC
92851 FFERMREBIEAIEE AT 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

B ER R R A
BxESEEER

East Rift Valley National Scenic Area
Administration, Tourism Bureau, MOTC

97844 LB RRIRTREIERMNT 17 APEESER —F 168 5%

No. 168, Section 2, Singhe Road, Neighborhood 17,
Hegang Village, Ruisui Township, Hualien County 97844,
Taiwan, R.O.C.

http://www.erv-nsa.gov.tw/

Tel: +886-3-887-5306

REERER B S

5 =— r=aras
BRRXESEEER
Mazu National Scenic Area Administration,
Tourism Bureau, MOTC
20942 5@ T B F M- EAT 95-1 5%
No.95-1, Renai Village, Nangan Township, Lianjiang
County 20942, Taiwan, R.O.C.

http://www.Mazu-nsa.gov.tw/
Tel: +886-836-25630
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Sun Moon Lake National Scenic Area
Administration, Tourism Bureau, MOTC
55547 FATZ FREIEINA AT FRLLIER 599 5%
No. 599, Jhongshan Rd., Yuchih Township, Nantou
County 55547, Taiwan, R.O.C.

http://www.sunmoonlake.gov.tw/
Tel: +886-49-285-5666

RiEEEDtES
BXESEEER

Tri-Mountain National Scenic Area
Administration, Tourism Bureau, MOTC
41341 EPMHFEIEEAIEER 738 5

No. 738, Jhonjheng Rd., Wufeng Dist., Taichung 413,
Taiwan, R.O.C.

http://www.trimt-nsa.gov.tw/

Tel: +886-4-2331-2678

EECER R L
=== faras

BEXESEEE

Alishan National Scenic Area Administration,

Tourism Bureau, MOTC

60246 FE&EREB BB 3-16 5%

No. 3-16, Chukou, Chukou Village, Fanlu Township

Chiayi County, 60246, Taiwan, R.O.C.

http://www.ali-nsa.net/ http://www.ali-nsa.gov.tw/
Tel: +886-5-259-3900

<t

IR TI[1EE —e

A BEPERY R
P [ 25

FXASEIER
Maolin National Scenic Area Administration,
Tourism Bureau, MOTC
90143 RRH=HPIIBEZNEREE 120 58
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

198 REEHRAE

Tourism Bureau, MOTC

REEEtEILEFERE S L
XEREEER

North Coast & Guanyinshan National Scenic
Area Administration, Tourism Bureau, MOTC
25341 FTLHEFIEREXE TEH 33-6 5f

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

TR I e ES SV
BB E R RS
HxESEEIEE

Southwest Coast National Scenic Area
Administration, Tourism Bureau, MOTC
72742 EFHILPIEILPIREIE 119 5%

No. 119 Jioucheng, Beimen Village, Beimen District, Tainan
City, 72742, Taiwan, R.O.C.
http://www.swcoast-nsa.gov.tw/

Tel: +886-6-786-1000

PO N S [tk a2

T =" = S
BXESEEIER
Siraya National Scenic Area Administration,
Tourism Bureau, MOTC
73257 EFEMETR{IER{IE 1-1 58
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




Bosxk

Appendixes

PO~ R mERER RN ENL

V. Overseas Branch Offices

Ha

FERERRBE/ BB HEH AR REFA

Taiwan Visitors Association, Tokyo Office

3F., Kawate BIdg., 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
FIRIRMSBR / 08B HEH A ARSBIFA

Taiwan Visitors Association, Osaka Office

6F., Sumitomo Seimei 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

SIERERS R/ BB EERERA
Taiwan Visitors Association, Seoul Office
Rm. 804, 8F, 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

<
=
SIEBNERE/ BEENRERENSERE

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

FTI0

SRS R / o S8R ERNIIR NS 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

FH2kPhEa

SIS G / g E SRS R

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.welcome2taiwan.net/

E-mail: tva@streamyx.com

ESa

FHEAVINE R / SHB S ICEE X b S RER G HE
Tourism Representative, Travel Section, Taipei Economic and
Cultural Office in New York

1 East 42nd St., 9th FI., New York, NY 10017, USA

Tel: 1-212-867-1632/4 Fax: 1-212-867-1635

Website: http://www.go2taiwan.net

E-mail: tbrocnyc@gmail.com

MESUNSE/ HESUaISE LRSS REE
Tourism Representative, Travel Section, Taipei Economic and
Cultural Office in San Francisco

555 Montgomery Street, #505, San Francisco, CA 94111, U.S.A.
Tel: 1-415-989-8677 Fax: 1-415-989-7242

Website: http://www.go2taiwan.net

E-mail: info@visittaiwan.org

SEEIINS R / BOSI U E X b S R E e

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

=Y
BELERIES R / SHERSILEY SR

Taipei Tourism Office, Federal Republic of Germany
Rheinstrasse 29, 60325 Frankfurt/Main, Germany

Tel: 49-69-610-743  Fax: 49-69-624-518

Website: http://www.taiwantourismus.de/

E-mail: info@taiwantourismus.de

FHER KPzE

FIRMER / 2 BIEMERNIREREINRINSE
Taiwan Strait Tourism Association, Beijing Office

I RAHFBEREFINAE S 12 SREFTHERNEAE 29 8

29th Floor, West Tower, LG Twin Towers, B12

Tianguomenwai Avenue. Chaoyang District, Beijing, PR China 100022
Tel: 86-10656-64100  Fax: 86-10656-61921

E-mail: tsta8@tsta-bj.org

SOBNER/ a2 ERMEERERE DS DR
Taiwan Strait Tourism Association, Shanghal Branch Office

EEmERAEAREPE 168 5% 10 & 02 &7t (&M AE)

Suite 1002., The Headquarter Building, 168 XiZang (M) Rd., 200001
Shanghai

Tel: 021-63510909  Fax: 021-63510696

E-mail: taiwan@tlhsh.org
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