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Communicating &
Connecting With the
World
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In 2020, before the pandemic, the Tourism Bureau continued to cultivate Taiwan's eX|stJng majOJ’.VISItOI' source

markets, including Japan, South Korea, Hong Kong, Singapore, Malaysia, mainland; Chlna, Europe, and the US,

through a "Global Focus, Multipronged Advance” approach. It also actively sought to attract visitorsfrom ASEAN,

India, the Middle East, and other emerging markets. After the COVID-19 outbreak, the Bureag;shlfted toa
" strategy of "maintaining momentum and developing soundly” to maintain the global visibility of Taiwan tourism
- worldwide and to position Tajwan as a first-choice destination for international visitors after the pandemic.
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Global Focus, Multipronged Advances

&

SMEFIRE, #E2020 FRZILARK
b F | Fe 2= EYF Bk S E

-R1B16BE1R 19 B2 5 26 EHREREFKRE) - &I
RETH > RERGIMESRETEATE ; B EEREER
WiERY 20 EREFRIEE > EERETHSE  SEEEHER
B - FREERB /NG > BNERZEIHEE -

-1 B 7 B¥EENE VETA Silfikisiz « ENE MG EREREE /Y
#i2;1A31HE2 A1 B2 EEBERERERER (BLTM) J >
1R2B38E2 A5 AZMHNERA '£E8 OTM BIRLIRRE)
DHERS 'REZRISMESEESERBEENME, k TRE
AIREZEIMCE B AOIHEE ) > REREERERFIREERE 3 KiE -

<TR2B7HZE2HB9B2M 2020 EEEBE TTERE. » BB
BABB 700 BMANIFERENESEE AR S AMEER
of (Gabbi Garcia) HEIEEREREE - N2 B 21HBE2 23 H
240 72020 ENEHENNE Astindo fREE) - MEAFERIBREEE
MeREBHMEE S EEEBIMREEIRRIE -

MESEREEI0EEE IHIRIED

- REREME > R 1B 18 HEIIFIREH S RE MRIKDEER
HEMBHERER - SEBREERS 'HLEE) &8 T—xE
5 BYCHEE -

ZMEERARZE OTM B HIRREE SR AR REE IR B 1iHhE

Taiwan won the Most Promising Incentive Travel Destination Award at OTM, Mumbai, India
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Involvement in international travel fairs and promotion of the
2020 Year of Mountain Range Tourism and unique tourism ac-
tivities in Taiwan:

« The Tourism Bureau participated in the 26th Thai International
Travel Fair from January 16-19, 2020. Booths were designed with
lantern festival and flower themes reflecting the Lunar New Year
holiday period of the fair. Twenty lanterns, hand-painted by children,
were borrowed from the collection of Puji Temple in Tainan to create
the New Year's themed exhibition booths and promote festivals in
Taiwan. The exhibition also featured an OhBear hiking game to create

more opportunities for interaction with the public.

« On January 7, Taiwan won India’s Versatile Excellent Travel Awards
(VETA) for Best Emerging Tourism Destination Award in the
Indian Market. From January 31 to February 1, the Tourism Bureau
participated in the India Business and Luxury Travel Mart (BLTM);
and from February 3-5, it participated in India's biggest Outbound
Travel Mart (OTM), Mumbai. At the BLTM, Taiwan won the Award for
Most Promising Emerging Business and Luxury Tourism Destination;
and at OTM, Mumbai, it earned the Most Promising Incentive Travel
Destination Award. This was the first year that Taiwan had earned

three top tourism awards in India.

« From February 7-9, the Tourism Bureau participated in the Travel Tour
Expo (TTE) 2020 in the Philippines. Celebrity Gabbi Garcia, with more
than seven million followers, jointly promoted Taiwan at the event as
Taiwan's tourism spokesperson in the Philippines. From February 21-
23, the Tourism Bureau participated in the 2020 Astindo Travel Fair
in Jakarta, Indonesia. It also collaborated with the Chinese Muslim
Association to strengthen promotion of Taiwan's Muslim-friendly

hospitality and tourism environment to Muslim travelers.

Taiwan and mainland China jointly hold the 10th Jiangsu-Taiwan

Lantern Festival

» The Tourism Bureau and the Jiangsu Tourism Association held a
joint lantern lighting ceremony at Dinosaur Resort Changzhou on
January 18 for the Lunar New Year holiday. The main theme lantern
in the Taiwan Lantern Area was "Sir Good Mouse,” symbolizing a

prosperous new dawn.
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1.Indian companies take part in an interactive mobile app
activity at the Taiwan Pavilion
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2.The Tourism Bureau participated in the 26th Thai International Travel Fair
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3.The Tourism Bureau participated in TTE 2020 in the Philippines. Celebrity
Gabbi Garcia jointly promoted travel to Taiwan at the event as Taiwan's
tourism spokesperson in the Philippines

5. The Talwan Lantern Area at the 10th Jlangsu—Taiwan Lantern Festival
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Maintaining Momentum,
Soundly Developing
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Strengthening Promotional Activities
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The Central Epidemic Command Center temporarily closed Taiwan's
borders to international visitors due to the COVID-19 outbreak.
During the pandemic, the Tourism Bureau actively promoted Taiwan
as a preferred post-pandemic destination for international tourists.
The campaign aimed to maintain Taiwan's tourism visibility among
international visitors, give international tourists peace of mind
over traveling in Taiwan, facilitate recovery and growth of Taiwan's
inbound tourism market, develop international tourist sources, and

increase tourism revenue.

During the pandemic, the Tourism Bureau and its overseas offices
continued online and offline promotional activities, online education,
training, and exchanges, participation in online travel exhibitions, and
joint promotions with online travel celebrities and travel platforms
in various countries. The Bureau promoted Taiwan tourism through
online ads, publicized Taiwan tourism attractions, highlighted Taiwan's
success in COVID-19 controls, and maintained the global visibility
of Taiwan tourism. In 2020, it participated in and organized about
500 marketing promotion events and 20 OTA cooperation cases and

produced about 70 types of promotional souvenirs.
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Enhancing Promotional Activities in 2020
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marketing promotions OTA cooperation projects promotional souvenir items
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The Tourism Bureau arranged a Japanese version of the
online "Home Epidemic Prevention Taiwan Pass” activity
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Eslite Spectrum Nihonbashi hosted a "Meet Colors Taiwan" event

All large festival events were suspended in Japan due to an
emergency declaration by the government. During the home
quarantine period in Japan, the Tourism Bureau launched an online
activity allowing people to travel virtually to Taiwan from home.
The activity involved a game with a "Taiwan Pass" certification to
deepen understanding of Taiwan's energy among the Japanese
people. The Tourism Bureau also arranged an online B2B Taiwan
tourism seminar to create opportunities for exchanges between
Taiwan and Japanese businesses during the pandemic and provide
updated information on Taiwan tourism. The Tourism Bureau was
first among national tourism administrations to hold an outdoor
in-person promotion event in Tokyo after the pandemic subsided.
It arranged a Taiwan tourism photo exhibition at Eslite Spectrum
Nihonbashi to promote Taiwanese culture and creativity. It also
capitalized on Japanese sporting events by arranging a "Taiwan
Day" activity with the Seibu Lions baseball team. Sachiko Kobayashi
generated buzz by kicking off the activity.

The Tourism Bureau participated in the "Tourism EXPO Japan
2020—Okinawa Resort Show," Japan's largest travel exhibition, from
October 29 to November 1. The Taiwan Pavilion was based on the
concept of a "virtual visit abroad” and designed like an airplane
cabin. Displays were arranged into seven areas highlighting national,
regional, and indigenous attractions giving visitors a chance to
experience the fun of traveling in Taiwan. An Instagram photo
contest was broadcast live online during the exhibition to increase

the benefits of Taiwan tourism promotion.
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Sachiko Kobayashi, dressed as the goddess Matsu, prays for the end of the pandemic during the
Seibu Taiwan Day event
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B2B Taiwan Tourism online information briefing
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The Tourism Bureau participated in Japan's largest Tourism EXPO Japan 2020—Resort Exhibition from October 29 to November 1, 2020
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Continuing its 2019 campaign in South Korea, the Tourism Bureau
promoted Taiwan tourism through videos and print materials highlighting
the positive, healthy and energetic image of spokesperson Ok Taecyeon.
In response to the pandemic, the Tourism Bureau strengthened online
advertising and promotions to sustain interest in Taiwan among the
Korean people and accelerate recovery of visitor volumes from Korea to

Taiwan once borders reopen after the pandemic.
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Online advertising in Korea
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Meet the Friendly People of Taiwan with Jasmine

Taiwon is Home % the Friendliest Pecple Toiwan's beauly axtends
beyond It kandcopes. Tha people of Talwon ere soms of the mos.

Learn Chinese with Hailey and Adam

Hotley and Adants Languoge Recop Learn basic Chinese with
Halley and Adom through their lerguags crash coune. The coupl,

To maintain the strength and visibility of Taiwan's tourism brand
in long-haul markets, the Tourism Bureau continued to cooperate
with key opinion leaders (KOLs) and independent social media
channels on print and online media exposure in target markets. It
also collaborated with world-class media channels on projects to
market Taiwan tourism themes to different age groups and keep
Taiwan's beautiful scenery and unique culture fresh in people's
minds. In the B2B segment, the Bureau consolidated cooperation
with travel agencies arranging outbound visits from target markets.
It strengthened online workshops, education, and training to deepen
industry understanding of Taiwan's attractions and itineraries, and
bolstered cooperation with OTA platforms to help inbound visitor

volumes quickly recover after the pandemic.

Irga's Scallon Pancoke Dish Talwan hos so mony omozing flavors.
oot one of Inga's fovarite things 1o moke 15 sollon pancokes. Thi...

How to Make Scallion Pancakes with Inga | l
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US internet celebrities were invited to produce 15 short Taiwan tourism videos and promote them through social media and TV ads
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The Tourism Bureau collaborated with Britain's Channel 5 on filming an episode of the World's Most Scenic Railway Journeys.

Taiwan was the first East Asian country to appear on the program

RUTH CROET

Bl CNN 5 1F 855 4t 74 3 35 8 /5 32 F Ruth Croft > 1 L
RETEBEL R 2REBELENEERS - BRER - 48
B 7 L BR & Coinciding with the Year of Mountain Tourism theme,
the Tourism Bureau and CNN cooperated in filming a video featuring
New Zealand ultrarunner Ruth Croft. The video presented the true story
of Taiwan's mountains and reached potential visitors from the US, New
Zealand, and Australia.
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Get a head-start in planning your Taipei travels
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taiwantourism.vn
Taiwan Tourism Bureau VN
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The Tourism Bureau strengthened market-segmented international
promotions in conjunction with the New Southbound Policy to
maintain the visibility of Taiwan tourism. Promotions were delivered
mainly online during the pandemic. The Bureau strengthened digital
marketing supported by offline activities. It also completed Vietnamese
and Thai versions of the official Taiwan tourism website and enriched
the content of special language websites. Taiwan tourism was further
promoted through multimedia channels in partnership with various
market players, internet celebrities, vloggers, and cross-industry
alliances. In Thailand, for example, the Tourism Bureau was the first to
use “Clubhouse,” a locally popular social platform, to invite bloggers,
OTAs, airlines, and internet users to discuss interesting topics related
to Taiwan tourism. It invited Vietnamese students studying in Taiwan
to arrange a TikTok video competition called "What's New in Taiwan."
It formed a cross-industry alliance between six bubble milk tea chains
with a total of 90 branches in Singapore (Tiger Sugar, Wushiland Boba,
Milkshop, OneZo, Ten Ren Tea, and The Alley) and China Airlines to
launch a "Drink Bubble Tea, Visit Taiwan" promotion. The campaign
asked Singaporeans to submit photos of their first-choice tourist
destination after the pandemic and arranged a lottery giving bubble
tea buyers a chance to win a free plane ticket to Taiwan. The Bureau
also arranged online B2B travel fairs for Taiwanese and Indonesian
travel agencies to maintain Taiwan's visibility. A total of 124 online and

offline events were arranged.

Eyeing Muslim markets, the Tourism Bureau again invited actress Mira
Filzah to serve as spokesperson for its "Salam Taiwan 2.0" PR campaign
aimed at promoting Taiwan's Muslim-friendly image. In Taiwan, the
Bureau continued to build a friendly tourism environment. In 2020,
it launched its first outsourced plan to improve the environment for
Muslim tourism in Taiwan. The plan involved additional guidance to
the hotel industry, support for halal and Muslim-friendly environment
certification at transportation hubs and well-known scenic sites,
advance preparation and optimization of the environment for receiving
Muslim visitors, and preparation for attracting Muslim visitors when

borders reopen after the pandemic.

A MBIRDRGE TERE RPEMZESIE > RNKER
BEERBEEE | JHE) Left: The Tourism Bureau partnered with bubble tea
brand Tiger Sugar and China Airlines to hold the "Drink Bubble Tea, Visit Taiwan"

event in Singapore

o BB R TWHAT'S NEW IN TAIWAN- TIKTOK ¥ &
BUETES) ) Right: Vietnamese version of the "What's New in Taiwan" TikTok
video competition

T ¢ Salam Taiwan 2.0 BRAE / NERIMER S ABHRMXE
Mira Filzah BREREZHEEER ~ BY  £8& #ERIEES
ARFTEERZEIREEZE LS ERZ R Below: Muslim actress Mira Filzah
visited Taiwan to shoot five Malaysian language Taiwan tourism promotion on
the themes of food, shopping, ecology, LOHAS, and culture as spokesperson
for the Salam Taiwan 2.0 campaign in Malaysia and Brunei
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T iuwan

THE HEART OF AS

§5§ﬁﬁ§ Hong Kong International Travel Expo

Promotions in the Greater China market focused mainly on Hong
Kong and deeply penetrated daily life in the city. The Tourism
Bureau partnered with Taiwanese restaurants and companies in
Hong Kong to distribute promotional materials on Taiwan tourism
events and themed travel books, and also arranged small-scale
tourism seminars and pop-up fairs. The Bureau invited Taiwan
travel writer Liu Ke-hsiang, Frogfree, and others to introduce
hiking trails, island-round cycling tours, local cultural and creative
brands, and other topics in Taiwan through online channels to
prepare travelers for post-pandemic travel. On November 6-8, it
participated in the International Travel Expo in Macao, a city that
has been successful in COVID-19 prevention and controls. The
Bureau also cooperated with local travel agencies to pre-sell Taiwan
travel promotional products. Online videos were produced for
Taiwanese companies to "cloud promote” indigenous culture and
rural kitchen tours to the Macao public.

In the mainland China market, the Tourism Bureau focused on
stabilizing online visibility and improving the simplified Chinese
website content and social media posts to maintain the high online
profile of Taiwan tourism.
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Promoting International Bilateral Exchange
and Cooperation
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Video conference with the governors of four prefectures in Japan

BRI R IER ERAEE

Video conference with the Vietnam National Administration of Tourism
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The Tourism Bureau arranged bilateral video conferences with Japan,
Vietnam, and South Korea that focused on promoting mutual

cooperation and restoring markets on both sides after the pandemic.

« Japan : During the pandemic, the Tourism Bureau held online
meetings with government heads in Japan's Mie, Kagawa, Gifu, and
Yamaguchi prefectures to discuss future cooperation and exchanges

after borders reopen.

« Vietnam : The Tourism Bureau held a bilateral video conference
with the Vietnam National Administration of Tourism on August 26.
The two sides discussed their COVID-19 status and policies, as well
as policies related to tourism industry relief and promotion. They
reached a consensus on expanding cooperation after the epidemic
to strengthen joint marketing, food-related exchanges, and website

cross-promotion.

« Korea : The Tourism Bureau continued to arrange online meetings
with travel agents during the pandemic to understand agency trends
and prepare for the post-pandemic recovery.
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Bringing Taiwanese Cuisine to the World

Ei0¢2020 =1t | EPRHEMIER)EHniEm
Welcoming the twin-city Michelin Guide Taipei and
Taichung 2020
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Left: Michelin Taiwan General Manager Jay Mao (first row, far left), Minister of
Transportation and Communications Lin Chia-lung (first row, second from the
left), and Tourism Bureau Director-General Chang Shi-chung (first row, third
from the left) pictured with the head chefs of award-winning restaurants in the
Michelin Guide Taipei and Taichung 2020. (Photo provided by Michelin Taiwan.)

A (210 / SPREMIER 2020) HEEEHE

Right: Press conference for the release of the Michelin Guide Taipei and Taichung 2020

Cuisine is a vital part of Taiwan's international tourist promotions
and a powerful attraction for visitors from around the world. The
Michelin Guide is the world's most influential bible on fine dining.
Since 2018, the Tourism Bureau has cooperated with Michelin
to publish the Michelin Guide Taipei 2018 and bring Taiwanese
cuisine to the international stage. After years of effort, planning, and
promotion, Taipei was finally recognized by Michelin's professional
appraisal on November 14, 2019, making it the 31st city with its own
Michelin Guide. In 2020, the Michelin Guide Taipei was expanded to

include Taichung, Taiwan's second largest city.

A press conference to announce the publication of the Taipei-
Taichung twin city guide was held at the Taichung Metropolitan
Opera House on August 24, 2020, putting the two cities among a
minority of places to host in-person releases for the guide during the
pandemic. The guide puts Taiwan in an influential position on the

world's food map and presents Taiwanese cuisine to the world.

SKREMIEES Taiwan B 75 4815

Michelin Guide Taiwan website
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Production of International Promotional Videos
for Tourism Theme Years
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In conjunction with the 2021 Year of Bicycle Tourism, the Tourism Bureau
produced its first "8D" international promotional videos, entitled "Explore
Taiwan on Two Wheels—Experience the Real You" and "Explore Taiwan on Two
Wheels—Experience an Unforgettable Journey,” to attract international visitors to

experience Taiwan in-depth after the pandemic.

and
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International promotional video "Explore Taiwan on Two Wheels—Experience the Real You"

TE2E - AAERE BREER

International promotional video "Explore Taiwan on Two Wheels—Experience an Unforgettable Journey”
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International Accolades for Taiwan Tourism
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Summit Creative Awards $R#Z o

« Taiwan won three awards in US travel magazine Global Traveler's
2020 Leisure Lifestyle Awards, including a repeat at first place for
Best Leisure Destination in Asia and second place for Best Adventure
Destination, International. Taoyuan International Airport also ranked

fourth globally in the "Best Connecting Airports" category.

« Taiwan ranked first in travel platform Agoda's top-10 tourist

destinations of the world ranking in the second half of 2020.

o The Tourism Bureau and popular Public Broadcasting Service (PBS)
travel program Joseph Rosendo's Travelscope co-produced "Taiwan—
Mountain Beauty, Villages & Cultures—Part 1."” The program won the
41st Telly Awards.

 The Tourism Bureau and well-known US film production company
Black Buddha co-produced "Taiwan-The Perfect Solo Travel
Destination for Culture & Small Towns" promotional video. The
video won first place in the Asia-Overall Destinations-Cultural Arts
Gold Award of the Magellan Awards—the Oscars of the US tourism
industry.

« Tourism Bureau ads in Singapore's bus and subway systems won the
Silver Award for Outdoor Advertising in New York MUSE Creative
Awards; the Silver Award for Advertising in Italy's A'Design Award;
and the Silver Award in the US Summit Creative Awards.

The host of Joseph Rosendo's Travelscope
records a program at the Qingshui Cliff
Observation Deck

{Joseph Rosendo'sTravelscope)
EFHARBKEERERSGRAEE

2019 Frhn ik i 8 B L B & 55 % 2020 & 3 1218

Tourism Bureau 2019 ads in Singapore's MRT and bus systems won three awards in 2020
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2020 ZEE Summit Creative Awards - B IMNE S 18R
The Silver Award for Outdoor Advertising in the 2020 US Summit Creative Awards

A Muse BISKERINEEHRE

Silver Award for Outdoor Advertising in New York's MUSE Advertising Awards

YEAR OF MOUNTAIN

2020 &FAH A_Design Award _ Competition- E58IR1Z

Silver Award in Advertising in the 2020 “A’ Design Award and Competition”
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Seizing the Pulse of International Markets,
Increasing Tourism Visits to Taiwan
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Opening of the Taiwan Tourism Image Pavilion
at the 2020 Taipei International Travel Fair
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« After launching the anti-pandemic tourism and safe travel programs
for domestic travel, the Tourism Bureau coordinated with the lifting
of border controls by the Central Epidemic Command Center and
international cooperation promotions by the Ministry of Foreign Affairs
to attract international tourists to Taiwan when the pandemic is brought

under control.

« After the pandemic, the Tourism Bureau will promote tourism recovery
focusing "first on restoring the confidence of visitors to Taiwan and then
on increasing the number of visitors to Taiwan." Starting with production
of the "We are ready" promotional video, it will use various promotional
media to convey to international tourists the image of travel safety in

Taiwan after the pandemic.

» Once the pandemic abates, the Tourism Bureau will focus promotions
on Asian-Pacific and Southeast Asian countries within a four-hour flight
to Taiwan conditional on border controls in major source markets and
the status of direct flights to Taiwan. It will also continue to maintain
the level of tourism visits from long-haul countries in Europe and the
Americas. The Bureau will carry out an intensive PR campaign through
the production of themed promotional videos and purchase of TV and
internet access. It will combine these channels with print, outdoor, and
MRT car advertising and other traditional media channels to increase
exposure to Taiwan tourism, attract international visitors to Taiwan, and

revitalize the domestic tourism industry.
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Promoting Taiwan at Major Events
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2020 Taiwan Lantern Festival
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Main Theme Lantern of the 2020 Taiwan Lantern Festival :
Guardian of the Forest—Tree of Light
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Selected by the Discovery Channel as one of the world's best
festivals, the Taiwan Lantern Festival is a main highlight of Taiwan's
festive tourism events. The 2020 Taiwan Lantern Festival was held in
Taichung's Houli Forest Park from February 8-23 under the theme
"Brighten Taichung. A Resurgence of Dawn.” There were three lantern
venues, including Houli Forest Park, Houli Horse Ranch Park, and

Wenxin Forest Park.

The year's Lantern Festival departed from its predecessors by not
basing the lantern theme on the Chinese zodiac animals. It also
had several other innovations. For the first time, the main lantern
featured a green, sustainable design that allowed the public to pass
through and interact with it up close. An LED back display was
integrated into the main light show animation. Each lantern area
presented new, interactive and multisensory experiences, earning
widespread praise. COVID-19 prevention measures were enforced to
create a safe environment for viewing the lights. The festival attracted

11.82 million visits.

2020 AEEEHREEER

Lantern lighting ceremony at the 2020 Taiwan Lantern Festival
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Taiwan East Coast Land Arts Festival

THIRRIRIGE R E &N

089 Dance Crew interacts with the audience
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Promotion of Top 2020-2021 Hot Spring Destinations —
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In 2020-2021, we continued promotion of Taiwan’s best hot
spring destinations under the "40 Degrees of Serenity” theme,
and integrated this with a new "Hot Spring Travel: Lifetime Warm

Memories” promotion. Related activities and information on 19

40 Degrees of Serenity

hot spring areas and certified "Hot Spring Mark" businesses were

IRBFAMBMET & 104 FEWES > BEZREFT R
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promoted on our website and Facebook page. The activity was

> R P . 2020-2021 &3&1%:5 » 4 TEEIF 5 - (2 40°C=E) T8 » further promoted through videos introducing hot spring health
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other channels. Hot spring destinations in Taiwan were promoted
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increase revenue in the hot spring industry. Convenience stores
promoted the activity with a hot spring hotel prize giveaway in
conjunction with purchases of Lunar New Year dishes. Travel
agencies also pitched in with special deals on hot spring tours to
The Taiwan East Coast Land Arts Festival is a widely acclaimed and much develop opportunities in the domestic travel market, attract visitors
loved annual event launched in 2015. The 2020 festival was based on the
theme of "Bringing Boundaries Together." The program included Artist-in-
Residence Creations and a Moonlight Ocean Concert, Open Art Studio,
and Art Fair presenting local culture and life to local and international
visitors. In addition to art exhibits, the festival presented nine concerts
under the theme "Wandering Boundaries.” Over 45,000 visitors attended.
The Art Fair, Open Art Studio, and other activities gave visitors a close-
up look at the art and culture of eastern Taiwan. The Taiwan East Coast
Land Arts Festival and Moonlight Ocean Concert won the 2020 Taiwan
Landscape Award in the "Special Theme" category.

FEHIBIME - 2B E Lua Rivera (#5%)

"Transition" by artists-in-residence Lee Kuei-Chih and Lua Rivera
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Taiwan'’s Best Hot Springs: Taipei Season of Hot Springs

Trashion /Bi¥ K= FRIERHE
Trashion Ocean Fashion Show and
Creative Design Competition

Taiwan’s Best Hot Springs: Sichongxi Hot Spring Park
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STE9F5 -2020-2021 BLE){ETL Taiwan’s Best Hot Springs: 2020-2021 Opening Ceremony third section excellent travel friendly fast and convenient 42

YEAR OF MOUNTAIN
YEAR OF MOUNTAIN




YEAR OF MOUNTAIN

43

Tourism Report 2020

15""')3" REERE
RENRE

SEMRDAMBUERLD  RBFERE > BABERZITEE 8

BEARAA/NREEBABELER FHECHUNE - WhE

BRI EES BRI BRECER  HNREBAZRER

HE > BisEL TeEFT) - TeEEE) « Tagn+t &
MikEARTZRE R Fmhd > FTERERERIE -

M8 EF T RBERE N BRI

“Taiwan Tourist Shuttle” tour bus service to scenic spots
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Taiwan Tourist Shuttle Shen Shan Line activity

Creating a High-Quality, Friendly,
and Convenient Travel Environment

}ﬁﬁﬁ Measures to Create a Friendly Travel Environment

Taiwan is centrally located in the Asia-Pacific region. It enjoys conven-
ient transportation links and a wealth and diversity of tourism resourc-
es. The Tourism Bureau develops overall tourism policy to promote the
development of high-quality tourism, support industrial and economic
transformation and upgrading, and expand international exchange
channels. To create and promote a friendly and high-quality tourism
environment, the Bureau has introduced the Taiwan Tourist Shuttle,
Taiwan Tour Bus, Taiwan Pass, i-center, and other brands.

st
aiwan §7 %34
aivan §7347

The Tourism Bureau provides guidance to county and city governments
and national scenic area administrations in planning direct and
convenient transportation and travel services to popular visitor sites for
domestic and foreign travelers who do not want to drive long distances
or join tour groups. The shuttles offer the most direct links to these
sites with affordable fares and easy-to-catch buses so travelers can enjoy

Taiwan's unique charms.

The Tourism Bureau planned 42 itineraries to 37 mountain towns in
conjunction with the Year of Mountain Tourism and ongoing promotion
of small town tourism. Half-price Taiwan Tourist Shuttle cards were
introduced in 2020 for the Lunar New Year and other holiday periods,
as well as during the summer vacation period (June 29 to September
30). Visitors could also enjoy a range of special offers during the summer
from more than 370 businesses to promote tourism development along
the routes. In addition, the Taiwan Tourist Shuttle arranged an "Island-
wide Fun" activity from September 30, 2020 to January 3, 2021. This
encouraged people to use public transportation and the shuttle service
for island-round travel. A total of 714 people participated and 30 people
successfully completed island-round trips. The activity promoted new
types of green tourism and maintained momentum in the domestic

tourism market.

+ Value-added service
The shuttles are equipped with e-guide systems and announce
station stops in multiple languages. The ratio of accessible buses
is being increased, and enhanced bus movement information is

helping to facilitate trip planning.

« Ridership

Taiwan Tour Bus served 3.72 million passengers on 60 routes.

+ Special offers
More than 140 package tours were provided that included special

offers for dining, accommodations, recreation, shopping and travel.

« Marketing and promotion
Guides and Chinese, English, and Japanese brochures, and Chinese,
English, Japanese, and Korean posters were produced and issued.
Half-price Taiwan Tour Bus e-tickets are occasionally offered, and
preferential marketing and promotion deals from businesses in areas
served by the shuttle routes were also issued and combined with
special promotion offers.

+ Quality control
Tour package assessments by experts and scholars and workshops for

industry personnel were arranged.
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Taiwan Tour Bus system
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2020 Tainan International Travel Fair
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The Tourism Bureau provides guidance to tourism operators in the
planning and design of branded Taiwan Tour Bus package tours meeting
high service quality and operating standards. The buses provide domestic
and foreign tourists fast, convenient, and friendly scheduled guided
transportation service from hotels and transport hubs to Taiwan's tourism
areas. The full transportation service focuses on "in-depth travel” for one

to four people, providing ultimate levels of convenience.

In conjunction with Year of Mountain Tourism and continued promotion
of small town tourism, the Tourism Bureau arranged 61 package tours
through small towns. In response to the deep impact of COVID-19 on
tourism in the first half of the year, Taiwan Tour Bus operators introduced
preferential offers under the Safe Travel Program for individual travelers
from July 1 to October 31, 2020, as the pandemic abated in Taiwan. The
program encouraged people to travel, generated revenue for tourism
businesses, and supported a shift in travel agency focus from international
travelers to the domestic travel market amid a near total closing of the
border due to the pandemic.

« Value-added service
Chinese, English, Japanese, and Korean audio guide services and free

wireless internet access were added.

« Special offers
Released 83 half-day, one-day, two-day, and island hopping tours and
the Taiwan Tour Bus “Train-Bus Travel Passport” between 2019 and
June 2020.

» Ridership
The Taiwan Tour Bus served about 53,000 passengers (including
44,000 domestic travelers accounting for 83% of the total) and
directly generated more than NT$116 million in tourism revenue.

» Marketing and promotion
Chinese, English, Japanese, and Korean promotional brochures,
occasional stored value card promotions for half-price shuttle
services, and preferential marketing and promotion deals from

businesses in areas served by the shuttle routes.

« Quality control
Tour package assessments by experts and scholars and workshops for

industry personnel were arranged.
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Taiwan Tour Bus
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Taiwan Tourist Shuttle Website
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Taiwan Pass
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In 2015, the Tourism Bureau issued the "Kaohsiung, Pingtung, and Penghu Pass" and "Yilan
Pass” to provide a new simplified travel experience for FIT visitors to Taiwan. In 2016, the
Bureau issued a "Central Taiwan" pass (covering Miaoli, Taichung, Changhua, Nantou, Yunlin,
Chiayi County, and Chiayi City), a "Taitung" pass, and two non-municipality passes to expand
the scope of the travel-friendly pass. In 2017, two new passes were issued, one for Tainan and
one for the Taipei, New Taipei, and Keelung area. In 2018, regional cards were phased out
and replaced by a more regionally-integrated approach. Counties

and cities were invited to package products and participate in E E
. . . . . 1
promotions to achieve the goal of cross-domain and diversified
products. In 2019 and 2020, the focus shifted to the packaging E
Tl

and marketing of county and city "international classic tours" and
"in-depth specialty tours." In 2020, the passes entailed 204,444  &/&1F31F Taiwan Pass
transactions totaling NT$131,006,678.
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2020 Tainan Pass: Taiwan International Balloon Festival
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i-center tourism service system and Information Station
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Results of Information Station promotions in conjunction with the Year of
Mountain Range Tourism campaign: showing a promotional video
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To provide domestic and foreign tourists with fast and convenient
access to tourism and travel information, the Tourism Bureau assists
local governments in establishing the "i" logo i-center Travel Service
System at major transport terminals and stations and visitor sites at

national scenic areas throughout Taiwan.

The i-centers provide different services based on local characteristics
and service type. Three Level 1 tourist service centers have been
established and are operated by the Tourism Bureau at the Taoyuan,
Kaohsiung, and Songshan international airports. A total of 55 Level
2 visitor information centers have been set up by local governments
with guidance from the Tourism Bureau at major domestic
transportation hubs, such as train stations, HSR stations, airports,
and MRT stations. In addition, 60 Level 3 visitor centers have been
set up by administrations under the Tourism Bureau at major scenic

spots in national scenic areas.

Furthermore, in order to create a high-quality and friendly tourism
environment and promote Taiwan's tradition of warm greetings, the
Tourism Bureau planned a cross-industry cooperation mechanism
to help city and county governments and national scenic area
administrations select private businesses and public and private
units to set up Information Stations according to facility and service
rules drafted by the Bureau. As of 2020, local travel information and
consulting services were available from more than 610 Information
Stations around Taiwan. The Tourism Bureau is now actively
promoting innovations and improvements to the i-center system. In
conjunction with 2020 Year of Mountain Range Tourism, the Bureau
produced a promotional video featuring tourism mascot OhBear that
highlighted Information Stations in Meishan, Chiayi. The video was
shared by 4,629 people and reached over 200,000 viewers, effectively

building awareness of the Information Station brand.
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Results of Information Station digitalization
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