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Foreword

The global tourism market shrunk as a whole in 2009 due to the impact of the global financial tsunami and the HIN1 epidemic.
In Taiwan, the collaborative efforts by the Tourism Bureau, other government agencies and the tourism industry helped buck the
trend nonetheless. Not only did the 4,395,004 arrival visitors set a new record for Taiwan, but the 14.30% growth rate was the
highest in the Asia-Pacific region as well. Of these, 2,298,334 visitors were in Taiwan for the purpose of tourism, up 29.47% over
2008. This figure showed that our tourism policy has successfully established Taiwan's reputation as a major tourism destination

in Asia.

Successful Conclusion to "Tour Taiwan Years 2008 ~ 2009"

Based on the core concept of "Global Perspective for Multiple Opportunities”, the Tourism Bureau carried out the "Tour
Taiwan Years 2008 ~ 2009" and completed the "Tour Taiwan Kit" program and four Taiwan Tourism Foroms. Targeted marketing
campaigns were also developed for different markets based on travel products that incorporate Taiwan's unique elements. Large
events were organized to boost media exposure. “Romance 99” (2008) and "Love 101" (2009) promoted Taiwan as a destination
for honeymoons and wedding photos. "Thousand People’s Foot Reflexology Experience" (2008) and "Blind Masseuse" (2009)
promoted Taiwan as the best place for health and relaxation. Travel experts were also invited to tour Taiwan and encourage travel
enthusiasts around the world to join in promoting Taiwan tourism. A variety of different and innovative techniques were used

together with cross-industry alliances and incentives to expand the international tourism market.

Market for Chinese Tourism in Taiwan Now on Track

Overcoming the initial difficulties, in 2009 the total number of Chinese visitors to Taiwan surpassed 600,000, or an average
of 1,661 tourists per day, generating around NT$32.6 billion in foreign currency receipts for the Taiwanese tourism industry. To
develop the emerging Mainland China tourism market, the Tourism Bureau continued to push for the lifting of legal restrictions,
simplifying the application process for visiting Taiwan, carrying out quality inspections for Chinese tour groups and assisting
operators improving their tour quality. The efforts at realizing "safety and stability, quality and quantity" have so far resulted in a

satisfaction rate of over 84% from Chinese tourists.

Recovery and Rebound after Typhoon Morakot

In August 2009 Typhoon Morakot devastated and disrupted many tourist destinations in central and southern Taiwan. This
disaster not only hit the tourism industry but also damaged the reputation of Taiwan travel as a whole. The Tourism Bureau
worked swiftly after the typhoon to provide updates on affected tourism destinations and used the media to explain that most
travel routes in Taiwan remained unaffected. The Tourism Bureau also partnered with operators to provide “Beautiful Taiwan -
Discovery Tour" packages to rebuild the confidence of local and foreign tourists. To rehabilitate the affected scenic spots and
rebuild the tourism industry in the disaster area, the Tourism Bureau collaborated with the Reconstruction Council and Council
for Economic Planning and Development to draw up tourism reconstruction plans for the disaster areas. The plans included the
rebuilding of recreational facilities and support for affected businesses in order to revitalize the development of the local tourism

industry.
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Developing New Opportunities through the "Project Vanguard for Excellence in
Tourism"

Seizing opportunities offered by the opening of the cross-strait Three Links and increased direct flights, the Tourism Bureau
sought to develop a new and visionary tourism strategy through the "Project Vanguard for Excellence in Tourism". This consisted
of exploiting Taiwan's advantages in tourism through “Project Summit", cultivating a competitive tourism industry and soft power
through "Project Keystone", and developing international markets and enhancing added value through "Project Propeller". These
projects formed a part of the Tourism Bureau's plan to actively develop Taiwan into a key hub for East Asian and international
tourism. These projects not only examined bottlenecks in tourism resources, markets, industries and manpower, but also
undertook an inventory of regional characteristics in Northern, Central, Southern and Eastern Taiwan. External consultations
were also held through joint seminars between the industry, government and academia, producing 14 sub-projects and subsidy
guidelines that met the industry's requirements. The implementation of "Project Vanguard" will hopefully transform tourism into

one of Taiwan's top six emerging industries and make it a beacon for Taiwan's economic development in the 21st Century.

2010 and Beyond

Building on the success of the "Tour Taiwan Years", the theme for the Tourism Bureau's next campaign is "Tour Taiwan and
Experience the Centennial”. One hundred handpicked travel routes and value-added services are used to promote themed
tours that introduce international travelers to Taiwan as the “island of fun and inspiration”. The general public is encouraged to
participate by inviting overseas travelers to enjoy the fruits of 100 years’ hard work, and experience Taiwan's unique and diverse
quality of life. "Tour Taiwan and Experience the Centennial” will undoubtedly further enhance the quality of Taiwan tourism and

boost tourist numbers while building a new and prosperous future for tourism in Taiwan.

This Annual Report provides an overview of the achievements of the Tourism Bureau's efforts in 2009. We welcome your

comments and suggestions on how we may do a better job of developing and promoting the tourism industry in Taiwan.

Director-General

Tourism Bureau
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Major Achievements of Tourism Administration in 2009

IBFEZMHUAREE

I. Resounding Success for "Tour Taiwan Years"™ Campaign; Ratio of Arrivals for
Tourism Reach Record Heights

The effects of the global financial crisis and H1N1 were very much felt by the tourism industry in 2009. Typhoon Morakot came
as another blow. Nevertheless, clever marketing of "“Tour Taiwan Years" as well as strong private-sector promotion of Taiwan
tourism saw visitor arrivals go against the trend, increasing by 14.30% over 2008 to reach 4,395,004. This not only set a new
historical record in absolute numbers but was also the highest growth rate in Asia. Travel for the purpose of tourism accounted for
2,298,334 arrivals, an increase of 29.47% on 2008 and accounting for 52.29% of all arrivals in Taiwan. This brought us closer to

realizing the goal of "turning Taiwan into a key Asian travel destination".

"Tour Taiwan Years 2008 ~ 2009" was launched during the "Celebration of National Tourism Day" on February 15, 2008. The
campaign continued in 2009 with the use of even more diverse marketing techniques to increase Taiwan's international exposure,

boost tourist satisfaction and stimulate repeat visits. Key tasks accomplished included:

1. "Domestic Promotion Plan": To create a welcome atmosphere for visitors in Taiwan, atmosphere-building initiatives were
launched for transportation hubs, key sites (spots) and transportation systems. Visitor welcome cards were also printed for hotel
use. The "Tour Taiwan Kit" program invited international enterprises to help market Taiwan while the Taiwan Tourism Forums
invited JTB Chairman Sasaki Takashi (Chairman of JTB, Japan), Dale Lawrence (Director of Corporate Communications,
Pacific Asia Travel Association), Claire Chang (Senior Vice President of Banyan Tree) and Scott Kronick (President of Ogilvy

Public Relations, China) to share their experiences with audiences in Taiwan.

2."Product Development Plan": A wide variety of Taiwanese travel products were developed to meet the needs of different
markets. Apart from consolidating “must-see, must-eat, must play” experiences into classic tours for first-time visitors, in-depth
packages were organized for repeat visitors and theme-based tourists too. Large-scale public relations and promotional events

were also held to reinforce local and foreign media exposure.

3. "International Promotion Plan": The elements of Taiwan tourism were analyzed to develop a brand image for Taiwan
tourism and unify global marketing strategies. Incentives and subsidies were developed for international tourists, local travel

agencies, and foreign travel agents to expand global marketing channels and improve the image of Taiwan tourism.

ANNUAL REPORT ON TOURISM 2009 |
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Major Achievements of Tourism Administration in 2009

IBFEZMHUAREE

4. "Establishment of a Travel Service Network Plan": This plan was
designed to provide a friendly travel environment for the Tour Taiwan
Years and offer travelers convenient information and transportation
services. It included the launch of a new version of the Taiwan Tourism
Bureau's official website, toll-free information hotline, new visitor
information centers, and continued assistance for Taiwan Tour Bus
routes. The outcome was an improvement in overall quality of travel

services and a high-quality travel environment.

[I. Inaugurating Taiwan Storyland as a Witness
to Taiwan's Tourism Development

To introduce the general public to the development of tourism in
Taiwan and preserve important tourism-related cultural relics, the
"Taiwan Storyland" (located on 1F of the Tourism Bureau's Visitor
Information Center at 240 Dunhua N. Rd., Taipei City) was opened on June 24, 2009 with a plague unveiling ceremony after

more than a year of preparation. The new museum provides a record of tourism developments in Taiwan over the past 60 years.

Taiwan Storyland shows how tourism developed from the 1950's through to the present day. In the beginning it consisted
mainly of inbound tourists; then, in 1979, local residents were permitted to travel overseas. This was soon followed by family
visits to China and visa-free measures. Today, the government has designated tourism as a key emerging industry. The Tourism
Bureau tells the story through text and pictures, dividing the development into four main periods: "Beginning", "Promotion",
"Growth" and "All Aspect". These present the Tourism Bureau's policies, activities, and interactions with the general public
as well as international events through more than 200 posters and videos in chronological order. Exhibits include the first
international advertising poster drawn by painter Lan Yin-ding, early newspaper reports from overseas, tourism event photos, the
1st Lantern Festival, and food festivals. These, together with important tourism events, are presented with photos and essays to
provide a faithful summary of tourism development in Taiwan.

Many industrial leaders, ranking retired Tourism Bureau employees and governmental officials have since visited Taiwan
Storyland. All expressed the hope that their successors would continue where they left off. Their attitude echoes the couplets
composed by Professor Yong-yi Ceng of National Taiwan University: "Looking back one recalls the joy and toils, and the hope
that tourism is heading toward success and prosperity". Apart from members of the general public, overseas visitors such as
the NCCU Council on International Educational Exchange, the Hong Kong Institute of Vocational Education and the Taipei-
Freundeskreis Babmbusrunde e.V., as well as tourism students from Shih Chien University, Shih Hsin University, Dongfang
Vocational High School, Gubao High School, Daojiang High School and Guanxi High School have visited the Taiwan Storyland

since its opening. During their visits they learned about the history of tourism in Taiwan and current accomplishments.

lll. Progress in Cross-Strait Tourism Creates Win-Win for Exchange

The number of Chinese tourists visiting Taiwan has increased from around 300 a day during the initial period to 1,661 per
day in 2009. Tourists, in 2009 totaled 606,174, while the total number of Chinese arrivals was 972,123. When the average daily
spending of each Chinese visitor (US$230 in 2009) is multiplied by the 7 days they stay in Taiwan on average, this translates into

around NT$32.6 billion in foreign currency receipts and business opportunities for the Taiwanese tourism industry.

The Tourism Bureau has pushed for a relaxation in legislation governing Chinese tourism in Taiwan and simplified the
application process in order to develop the emerging Chinese tourism market. The Tourism Bureau worked through the Taiwan
Strait Tourism Association and the Strait Exchange Foundation in China to increase the number of regions that allow travels
to Taiwan from 13 to 25, and the number of authorized travel agents from 33 to 146. The "Attracting Travelers from Mainland
China to Visit Taiwan Plan" was drafted to reinforce marketing efforts. Assistance was also provided to tour operators to improve
reception quality, and quality audits of Chinese tour groups were carried out. These initiatives are beginning to show results
with the steady growth in Chinese tourists to Taiwan and an overall satisfaction rate of no less than 84%. The Tourism Bureau

received 183 letters from Chinese tourists thanking or commending their tour guides or drivers in 2009.

ANNUAL REPORT ON TOURISM 2009 |
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Major Achievements of Tourism Administration in 2009

IBFEZMUAREE

IV. Tourism Industry Recovers and
Rebounds after Typhoon Morakot

Typhoon Morakot damaged and disrupted some of the well-
known tourist attractions in Taiwan. This affected the willingness of
international and domestic tourists to tour, and led to losses in the
tourism industry as a whole. To rebuild the affected scenic spots
and revitalize the tourism industry, the Tourism Bureau adopted the

following measures:
1. Disaster monitoring and response

(1) Coordination with local governments and national scenic
area administrations on building an inventory of damaged

recreational spots and public facilities.

(2) Supervision of the national scenic area administrations'
mudXdredging and clean-up operations in disaster areas to

restore basic services at recreation sites.
2. Correction of international sentiment it is safe to travel in Taiwan

(1) Provision of timely updates to the international media and
use of the Tourism Bureau's 10 overseas branches to actively
inform the media that most of the typhoon damage was in
remote areas, not on popular international tourist routes, and tourist hotels were still open for business as usual so it was

perfectly safe to travel in Taiwan.

(2) Help in arranging for the media to visit the Alishan and Maolin National Scenic Areas, and organizing of interviews to

explain that apart from a disruption in transportation to Alishan, access to all other key attractions remained unaffected.
3. Real-time status updates on scenic site websites

A "Morakot Post-Typhoon Scenic Site Condition and Status" section was added to Taiwan.net.tw. This listed not only

unaffected spots but also provided the latest information on repairs to road and rail links in affected areas.
4. Formulation and implementation of post-disaster reconstruction plans

An evaluation of the necessity and priority of reconstruction in disaster-affected tourist regions based on criteria set by the
Council for Economic Planning and Development was carried out. An extraordinary budget of NT$530 million was set aside
for the repair of recreational facilities under the "Morakot Post-Typhoon Rehabilitation Plan for Alishan National Scenic Area",
" Morakot Post-Typhoon Rehabilitation Plan for Maolin National Scenic Area" and "Local Government Tourism Development

Rehabilitation Plan”.
5. Maintenace of communication, assisting operators to rebuild

(1) A single window for reconstruction assistance was set up. Personal were designated to assist businesses with

reconstruction inquiries and applications.

(2) A Typhoon Morakot extraordinary budget of NT$220 million was allocated to assist businesses with four reconstruction
measures: housing tax subsidies, assistance in obtaining short-term low-interest cash flow loans, interest subsidies for

cash flow loans and extension of loan deadlines.
6. Revitalization measures for tourist markets

Domestic and foreign media were invited to visit and report on scenic spots in Taiwan. The Tourism Bureau also partnered
with the travel industry to launch the "Beautiful Taiwan - Discovery Tour" packages, organize hot spring and cuisine festival;
promote travel by the public, and assist and promote industry in the disaster regions so as to attract tourists and rejuvenate

the local tourism industry as quickly as possible.
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Major Achievements of Tourism Administration in 2009

IBFEZMUAREE

V. Promoting the Hotel Star Rating System and Homestay Certification System,
Improving International Competitiveness

To improve the quality of hotel services and bring them in line with international standards, the Tourism Bureau announced
the "Hotel Star Rating Plan" and "Fee-charging Standards Set by the Tourism Bureau of the Ministry of Transportation and
Communications for Conducting Rating Evaluations of Tourist Hotels and Other Hotels" on February 16 and March 2 ,
respectively, in 2009. Between October 5 and November 19, 2009 the Tourism Bureau held seven seminars on the hotel star-
rating scheme in Northern, Central, Southern and Eastern Taiwan as well as the offshore islands, and commissioned private
organizations specializing in this field to implement the hotel evaluation and related operations.

To improve the overall quality of homestays, the Tourism Bureau organized a certification scheme and compiled a "Homestay
Certification Training Materials, Homestay Evaluation Standards and Procedural Manual" to provide a reference for homestay
certification. A task force was set up to study future homestay certification needs to further provide Taiwanese homestays the
capability to receive international travelers.

VI. Graded Reconstruction to Create Quality Tourist Spots

Using existing packaged tour routes as a reference, resources were concentrated on "focus construction projects" to show
results from government investment. A classification concept was used to grade scenic spots into international tourist spots,

national tourist spots, and local tourist spots, in order to progressively improve the quality of travel services.

In the national scenic areas, a total of 242 repair, construction and improvement projects were carried out in 2009. Key
projects included the Nanfangao Visitor Information Center in Yilan, the new Sun Moon Lake Xiangshan Administrative Center,
visitor facilities at the Beimen Visitor Center in Tainan County, construction of the Sinwei Scenic Bridge in Pingdong County and
the Round-the-Bay Road at Dapeng Bay, upgrades to the bikeway network in eastern Taiwan and Caiyuan Recreational Area

facilities in Penghu County, and upgrades to Lintou Park facilities.

Assistance to local governments' tourism developments in accordance with the "Building a Beautiful Taiwan — the Restoration
of Glory Plan (Development of Tourist and Recreation Facilities)" continued improving services and environments in a systemic
and focused manner. The building of high-quality tourist spots will help attract visitors, encourage domestic tourism and, in turn,
draw international tourists. In 2009, a total of NT$1.5 billion in investment subsidies was given to 24 local governments for 320

infrastructure renovations and construction projects in scenic areas.

VII. Carrying Out the "Eastern Taiwan Bikeway Network Demonstration Plan™ in
Line with Energy Conservation and Carbon Reduction Policy

The Executive Yuan approved the "Eastern Taiwan Bikeway Network Demonstration Plan", and on May 9, 2009, the Tourism
Bureau held a press conference for its inauguration. The hope was with the integration of bicycles into the railway and highway
transportation systems as well as the natural recreational resources of Eastern Taiwan, this area may be the first to develop into
a model demonstration site for bicycle transportation. This will create an emerging type of industrial development and culture,
which can be further combined with the marketing and promotion of tourist travel to help to spread a green, human-oriented

transportation service in line with carbon reduction.

The MOTC has developed a two-stage plan for building a biker-friendly environment. The target for Phase 1 is "Recreational
Cycling Island" and will construct a biking network that will facilitate cycling tourism in eastern Taiwan. The target for stage 2 is
the "Cycling Lifestyle Island". A joint effort by the central and local governments as well as private-sector involvement will create

more long-term economic and cultural value.

Renovations on five classic bikeways-Old Caoling Tunnel (Taipei County), Binhai Dongshan (Yilan County), Liyu Lake (Hualian
County), Guanshan and Shimen-Changben (Taitung County) were completed in 2009, including signage systems. Route
planning and map brochures of all five bikeways were also compiled and published (in Chinese, English and Japanese). The
“Let's Bike Taiwan — 2009" and "Tour Eastern Taiwan by Rail and Bicycle" activities were held to market the new recreational
experience combining bicycles, trains and highway buses in eastern Taiwan, successfully realizing the goal of a "Recreational

Cycling Island".
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Major Achievements of Tourism Administration in 2009

IBFEZMUAREE

VIIIl. Developing Innovative Tourism Campaigns for Stellar Achievements of
Internet Platform

Online media have become a key source of information in modern society. They are also an important tool for international
travelers to assemble travel information. Keyword search and online advertising have become particularly useful for increasing
exposure. To attract international tourists to Taiwan, enhance the online ranking and exposure of Taiwan.net.tw in target markets
and provide international travelers with a wealth of travel information, the Tourism Bureau cooperated with the well-known
Internet company. Google to advertise in 13 countries including the 5 major markets of the U.S.A., Canada, U.K., Singapore and
China. Keyword advertising of more than 500 keywords using local language characteristics appeared in Chinese, English and
Japanese Google pages. The effort was exceptionally successful in boosting Taiwan's international profile and product planning

capabilities.

In light of the new global era of conservation, consumers today expect their money's worth, and blogs not only provide travel
enthusiasts with an important source for travel information also afford a platform for cost-conscious consumers to share their
shopping experiences. To raise the profile of Taiwan's diverse tourism resources and culture for the world to see, the Tourism
Bureau combined the many travel products from Tour Taiwan Years and recruited expert international explorers over the Internet
to develop their own creative and low-cost Taiwan itineraries. The explorers then shared their personal experiences of touring
Taiwan through text and video on their blogs, giving the world a different facet of Taiwan. The use of Google's global reach and
YouTube’s video platform to promote activities attract Internet users in key international markets to participates thus boosting
advertising effectiveness. The insights of Western and Asian travel enthusiasts not only help to reintroduce local net users to
Taiwan and its beauty, but also to convey the sincerity, kindness and beauty of Taiwan to the world through word-of-mouth and

the online media too.

IX. Carrying Out "Project Vanguard for Excellence in Tourism" for New Heights
of Tourism Development

The Tourism Bureau implemented the "Project Vanguard for Excellence in Tourism" in order to carry out President Ma's "NT$30
billion Tourism Industry Development Fund" policy. The project aims to take advantage of increased flights via the Three Links
to develop Taiwan into East Asia's tourism hub and a key international travel destination. The Executive Yuan issued Tai-Jiao
Document No. 0980049106 approving the project on August 24, 2009.

"Project Vanguard" consists of three action plans: "Project Summit" (exploit advantages), "Project Keystone" (cultivate
competitiveness) and "Project Propeller" (add value). These provide the driving force behind the implementation of 14 projects

under the six main concepts of "Charismatic Flagship", "International Spotlight", "Industry Rebirth", "Elite Cultivation", "Market
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Major Achievements of Tourism Administration in 2009

IBFEZMUAREE

Development" and "Quality Improvement". Tourism development concepts in Taiwan's five main regions are to be redefined, one-
of-a-kind scenic spots and excellent travel services are to be created, the tourism industry are to be brought up to international
standards, spotlight activities are to be organized to boost international exposure and to attract interest from international
travelers, the level of professionalism of tourism personnel is to be raised to world class, so as to enhance Taiwan’s international

competitiveness and strengthen Taiwan’s image as a great quality tourist destination.

Investments into the NT$30 billion Tourism Industry Development Fund is expected to generate NT$550 billion in tourism
earnings by 2012, creating 400,000 tourism jobs directly and indirectly, attracting $200 billion in private investments, and bringing

in at least 10 well-known international chain hotel brands to Taiwan.

Tasks carried out in 2009 included the selection of five internationally attractive tourism destinations, the planning of
transportation links for 10 Taiwanese destinations, the preparations for international spotlight products and the education for hotel
star rating, as well as the continued provision of preferential industry loan interest rate subsidies, medium/high-level management
cadre training for the travel industry, international masterclass forums and market development activities. Moreover, key points
for implementation and key points for subside for seven new (revised) projects have all been announced in October 2009, and

applications are now being processed.

X. Planning and Promotion of "Tour Taiwan and Experience the Centennial™

To encourage international tourists and our nationals to take part in the Republic of China’s 100th anniversary celebrations,
and to share the multitude of achievements in the 100 years since the ROC’s founding, a marketing concept for tourism in 2010
and 2011 has been formulated with the slogan being "Tour Taiwan and Experience the Centennial ". This concept will be used in
combination with the longstanding slogan "Taiwan, touch your heart".

The three main concepts to this program are "Creating and Promoting the Tour Taiwan - Feel the Centennial Excitement",
“Inspired by Real Taiwan" and "Considerate, Value-Added Service". The top 10 travel elements in Taiwanese tourism
(contemporary culture, local culture, indigenous people, celebrities (star chasing), folk customs & religion, ecology, cycling,
hiking, hot springs and innovation) are developed into themed tours instead of the conventional destination—based approach.
Service resources such as food, transportation, shopping, accommodation, souvenirs and travel information on the routes are
linked together into 100 travel routes which are then posted on a dedicated website. The website together with mechanisms
tailored to the activities are intended to encourage the public to participate and/or submit their suggestions.

Additionally, with Taiwan's "Top Four Events" (Lantern Festival, Food Festival, Cycling Festival, Hot Spring & Cuisine Festival)
as the frame and "Annual Creative Element" as the canvas, this program aims to inspire Taiwan nationals as well as international
tourists to feel the originality of the Taiwan. Considerate,value-added services will also help tourists to form their own routes
“in advance” and feel Taiwan’s warm reception even before they start. “While on trip? tourists will enjoy convenient Tour Taiwan
Shuttle Service between scenic spots, and easy online access to travel information via their mobile phones or GPS devices.
Through these services, tourists will no doubt want to share their experiences with net users all around the world after their trip in

Taiwan.

The intent of the "Tour Taiwan and Experience the Centennial" program is to create a travel environment that reaches
out to travelers through public participation and build up a fine reputation for the Taiwanese tourism industry. Hopefully the
implementation of "Tour Taiwan and Experience the Centennial" will bring about a significant increase in both arrival numbers

and the quality of Taiwan tourism.

ANNUAL REPORT ON TOURISM 2009 |

021



022 | #myxnER






Chaptel

Tourism Market
F—F BimimsR



Chapter 1 : Tourism Market -
F£—5 BhEER

F—H  EHRRiETHS

— ~ 2EREEER

it FRER LA S (World Tourism Organization ; UNWTO ) ZHITEEERIEER » XSGR
FE > BFLHRERKEABRITFEARESLI 2% ASESTEAR  HAFE1ZEKE10.4% 5
2ZERR6.8%  BITEHKRKR2.3% ' FAZTHERREBEZROE  BRAIEKR1.6% - Bi2FEMS
BRIEMAN R 2.9% %) » EftithEH2RE KR » BONMEERKRS. 7% BAMEERKRE1.3% @ i
EERKK4.6% FRIEERFAL9% -

BB E - RY eRUBHEBRE  MERB T TORR MR ERRHINIER - 2K
BAHHERER  BAEABERE Y —SBREBIRM - RIEEESCHHENRERSELERESH
& - UNWTO F81E 99 FE 2 IRBIFRIRE ABH AR 4% » (BAR T EERFRFE G RER - MER
I AR HINT 2 RSN ERREATE - BUDEFIEDY -

|. Global Travel Market

1. The Global Tourism Industry

The latest statistics released by the World Tourism Organization: (UNTWO) show that in the aftermath of the global financial
tsunami, the number of visitor arrivals worldwide was down 4.2% to 880 million — a 10.4% decline in the first quarter, 6.8%
decline in the second quarter, 2.3% decline in the third quarter, and 1.6% growth in the fourth quarter, following the global
economic recovery. For the whole year, with exception of the 2.9% growth from Africa, all other regions were in the minus territory
5.7% decline from Europe, 1.3% decline from the Asia Pacific, 4.6% decline from the Americas, and 4.9% decline from the Middle
East.

An overview of the year 2009 showed in addition to the havoc the financial tsunami caused to countries worldwide, oil prices
were also extremely volatile. These factors were made worse by the H1N1 flu. The global tourism sector was hit hard. According
to statistics on international tourism market performance and various economic indicators, the UNWTO predicts worldwide visitor
arrivals will increase at an annual rate of 4% in 2010. However, caution is called for as uncertainties remain including the fact that

developed nations are still reeling from unemployment, oil prices are at a high point and H1N1 worries still exist.

OB ZHKEIFFIRE ABR

Number of International Tourist Arrivals, 2009

it [&@ AZ(BB) BRZE (%) B (%)

Area Number (Million) Change (%) Share (%)
23k Global 880 -4.2 100
BN Europe 460.0 -5.7 52.2
88X Asia Pacific 181.6 -1.3 20.6
M Americas 140.1 -4.6 15.9
JEM Africa 45.6 2.9 5.2
g Middle East 53.2 -4.9 6.0

ERR - ERECAER
Source : World Tourism Organization(UNWTO)
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2.The Asian Tourism Market

(1) Japan

(Source: Japan National Tourist Organization http://www.jnto.go.jp/)

Outbound visitors from Japan in 2009 were estimated at 15,445,976,
down 3.39% over 2008. Inbound arrivals for the same period in Japan
reached approximately 6,789,873, a decline of 18.69% over the year before. The major source countries (or areas) were
Korea (which accounted for 1,586,772 arrivals), Taiwan (1,024,292), mainland China (1,006,085), the United States (699,919),
and Hong Kong (449,568). Arrivals from Hong Kong grew at the most rapid rate (27.3%), followed by ltalian (6.0%) and
Spain(4.0%),Austria (1.7%), and Taiwan declined by (26.3%).

(2) Hong Kong

(Source: Hong Kong Tourism Board http:/partnernet.hktb.com/b5/index.html)

Hong Kong residents made a total of 81,958,282 trips abroad in 2009, for an increase of 0.06% over 2008. A total of 2,959,654
visitors arrived in Hong Kong in 2009, 0.28% more than in 2008. Excluding those from mainland China (17,956,731), arrivals
declined 8.0% to 11,633,923. By country (or area) of residence, the most important sources of these visitors were mainland
China (with 17,956,731), Taiwan (2,009,644), and Japan (1,204,490). In terms of arrivals growth, India topped the list of sources
(at 4.6%), followed by the Middle East (2.0%) and Indonesia (1.3%). Visitors from Taiwan declined by 10.3%.

(3) South Korea

(Source: Korea Tourism Organization http://visitkorea.or.kr/intro.html)

Visitor arrivals in South Korea numbered 7,817,533 in 2009, up 13.45% over the year before. The main source countries were
Japan with 3,053,311 visitors, mainland China with 1,072,880, the United States with 611,327, and Taiwan was fourth with 38,628
visitors to Korea. In terms of market growth, Honduras was first with an increase of 108.75%, followed by Libya with 62.92% and
Macao with 60.40%. Visitors from Taiwan were up 18.86%.

(4) Singapore

(Source: Singapore Tourism Board

http://app.stb.gov.sg)

International arrivals in Singapore reached
9,681,259 in 2009, a decline of 4.30%
over 2008. The main source countries (or
areas) were, in descending order, Indonesia
(1,745,057 arrivals), China (936,727), and
Australia (830,249). Visitors from Taiwan
totaled 156,754. Visitors from Iran achieved
the highest rate of growth (25.3%), followed
by Finland (19.8%) and Kuwait (18.8%).

Visitors from Taiwan declined by 10.9%.

(5) Malaysia

(Source: Tourism Malaysia http://tourismmalaysia.gov.my/corporate/research.asp?page=facts_figures)

Malaysia received a total of 23,646,191 foreign visitors in 2009, for an increase of 7.2% over 2008. The main source countries
(or areas) were Singapore with 12,733,082, Thailand with 1,449,262 and Indonesia with 2,405,360. Taiwan supplied 197,869
visitors. In terms of growth rate, Iran was on top with an increase of 60.9%, followed by France with 27.9% and Australia with

24.9%. Visitors from Taiwanese were up 3.6%.
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W (54.48%  BEE1.91%) FHMHEI19E 4523 A% ((54.43% @ B E5.32%) REFH 165
7,641 Ak (53.81% @ &aHK33.55% ) °

LIR=ZEMIDHT - TEX , BRI2298 8,334 AR » HHhiHEIFI52.29% @ BT 10FEKThH S
BXRUAGREN—F @ Xk TE£K, B2 7985,669 AR © 518.10% ; KR=HREHH 53.53% &F
M FERBILIB0-39mE RS 0 521.86% @ T EBRE ATATR °

OB REIRE F{E it K LLHIE

Visitor Arrivals by Residence, 2009

ﬁ.\‘%Korea
A RE China ?1 67,641 A% 3.81%
o 31| 5
&R Europe 972,123 AR 22.12%, B Japan

A
197,070 AAREe X 1,000,661 AR 22.77%

788 B Hongsong, Macao
718,806 A 6.36%

SHT N3 Singapore
1194:%%4\.43%
)
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(6) Mainland China

(Source: China Travel website http://www.cnta.gov.cn/)

A total of 126,475,900 international visitors arrived in China
in 2008, down 2.73% over the year before. Foreign nationals
accounted for 21,937,500 of that total, for a decline of 9.82%.
The main source of the foreign arrivals (by regions) was
Hong Kong (which supplied 77,336,000), followed by Macao
(22,718,400) and Taiwan (4,484,000). In terms of growth
rate, Indonesia was in first place with an increase of 10.04%,
followed by Canada with 2.92% and India with 2.82%. Visitors
from Taiwan grew by 2.24%.

[l. Taiwan’s Inbound Market

A total of 4,395,004 international travelers visited Taiwan in 2009, a growth of 14.30% compared with the year before. Foreign
nationals accounted for 2,770,082 of that number, down 192,454 compared to 2008; overseas Chinese made up 1,624,922, up
742,271 or 84.10%. Arrivals from mainland China exhibited the most outstanding performance for the year, up 195.30%. Arrivals

from Hong Kong/Macao and Malaysia also grew by 16.19% and 7.19% respectively.

The largest source of arrivals in Taiwan was Japan, with 1,000,661 visitors accounting for 22.77% of the total, a decline of
7.92% over 2008. Mainland China was second with 972,123, accounting for 22.12% and representing a growth of 195.30%. This
was followed by Hong Kong/Macao with 718,806, 16.36% of the total, up 16.19%; United States with 369,258, 8.40% of the total,
down 4.63%; Europe with 197,070, 4.48% of the total, down 1.91%; Singapore with 194,523, 4.43% of the total, down 5.32%; and
Korea with 167,641, 3.81% of the overall figure, down 33.55%.

Analysis by purpose of visit showed that the largest number of arrivals came for ‘tourism’; these visitors numbered 2,298,334,
making up 52.0% of the total, or 52.29% to be exact—the highest market share jump in 10 years. The second largest number
came for ‘business purposes’: 795,669, accounting for 18.10% of the total. Males made up 53.53% of total arrivals. Those aged

30-39 accounted for the largest age group, at 21.86% of the total. The average length of stay was 7.17 nights.

According to the Tourism Bureau's "2009 Annual Survey Report on Visitors Expenditure and Trends in Taiwan," most of the
visitors (40%) organized their own trips and did not use local travel agents to arrange their activities. Those who requested travel
agencies to arrange for hotels and air ticket reservations made up (36%) of the total, and those who came on package itineraries
arranged by travel agencies made up (21%) of the total. The main factors attracting visitors to Taiwan were scenery and cuisine,
and their major activities on the island were shopping, visiting night markets, and observing historic sites. The most visited sites

982k E %= B RIBIA Bt 5t E

Visitor Arrivals by Purpose of Visit, 2009

@ K%4 , Unstated
488,400 A% » 11.11%
T HAth , Others
275,033 AKX » 6.26%

@ "RE: | Study
54,701 AR 0 1.24% ~—u___

T&%% | Conference —
68,925 A% 1.57%

TR# ) Visit Relatives
413,942 AKX + 9.42%
TEE | Pleasure

N [o)
® T35 | Business 2,298,334 AR 52.29%

795,669 A% © 18.1%
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in Taiwan were night markets, with 73 out of each hundred partaking in this activity. Following, in order, were the Taipei 101
(58 out of 100), and the National Palace Museum (52 out of 100). Destinations such as the Taroko Gorge/Tien Xiang, Kenting
National Park and Alishan National Scenic Area were favorites in the past (preference average of at least 30%). The highest
number of group shopping trips arranged by travel agencies were 3~4 times (49%), followed by 5~6 times (24%). The number of
visitors who felt prices were solid/decent was the highest at 63%.

Ninety percent of all visitors said they were satisfied with their overall Taiwan experience; 87% were satisfied with travel
agencies and tour guide services overall; 801 were satisfied with hotel accommodations overall, 77% were satisfied with B&B.

The satisfaction rate for hostels and activity centers was 71%.

According to this particular Taiwan experience, visitors were most impressed with “delicious food” (with 49 out of each hundred
partaking in this activity), seconded by “warm hospitality” (40 out of 100). Following, in order, by night markets (with 33 out of
each hundred partaking in this activity), National Palace Museum (24 out of 100), and the Taipei 101 (24 out of 100).

Visitors to Taiwan in 2009 spent an average of US$216.30 per day (a growth of 2.29%); the itemized spending, in order,
on hotels (39% of the total), shopping (34%), outside-hotel dining (12%), domestic travel (8%), entertainment (6%), and
miscellaneous (1%). This resulted in estimated foreign-currency receipts for the year of US$ 68.16 billion (a growth of 14.82%).

In 2009, Taiwan’s inbound market was impacted by global financial tsunami, HIN1 pandemic, Typhoon Morakot disaster,
decrease of outbound travels due to economic downturn in the largest source of arrivals — Japan, and the devaluation of Korean
Won. The government vigorously countered the unfavorable environment by marketing many promotional measures under the
Tour Taiwan Years, as well as smartly employing the “Global Perspective for Multiple Opportunities” strategy to develop target
markets and open up new visitor sources, successfully drove both the number of international arrivals and foreign-currency

receipts for the year up to new historic highs.

RERETIZERISIRE

Major Inbound Tourism Market Indices

REHRE439.58 AR
Number of arrivals was 4,395,000 arrivals

B FFRR14.30%
Up 14.30% compared to the year over

EOLSMNEGS. 16/855TT (F=1E2,253(8 1)
Income from foreign currency receipts was US$ 6.816 billion (NT$ 225.3 billion)

RERTTHEBABREELL51ET
Average spending per visitor per trip was US$ 1,551.00

RERZFIIEBRETATR
The average length of stay per visitor was 7.17 nights

RERFTFHEAGHEE216.30%7T
Average spending per visitor per day was US$ 216.30

BB MIRE229.88 AR

Number of arrivals came for tourism was 2.298million arrivals

B EMNIRE LB ASHEE227.27%5T
Average spending per visitor per day for the purpose of tourism was US$ 227.27

X ENIRET79.68 AR
Number of arrivals who came for business was 796,000 arrivals

X EMIRE T8 AT HHE230.685%T
Average spending per visitor per day for the purpose of business was US$ 230.68

REREEEMREI%
Overall satisfaction rate of visitors was 90%

MESFIRBIRZB L ZFA0%
Repeat visit rate for the last three years was 40%

B FFRR14.82%
Up 14.82% compared to the year before

B EFRKR0.45%
Up 0.45% compared to the year preview

B FERAN0.13%
Down 0.13% night compared to the year preview

B FFERR2.29%
Up 2.29% compared to the year over

B FFRR29.47%
Up 29.47% compared to the year preview

& FFERA0.31%
Down 0.31%

8 EERA9.73%
Down 9.73% compared to the year before

B EFRA0.6%
Down 0.6% compared to the year over

B EERIN2ER S
Up 2% compared to the year preview

B EERDIEEH DB
Down 9% compared to the preview year

ERRR - OBERBIREHELF AAETRE

Source : 2009 Annual Survey Report on Visitors Expenditure and Trends in Taiwan
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9BFR AL BEHEFT 8145 2,946 AR » BI7 FRA 328 2,226 AR » BB K 3.81% ° KB B Y
#h (BEMEEUAIREM ) 247 0 IRt EAR&RS » 5171789,431 AR (4588.17% ) » HxAZFEM
@ 47 B 7,468 AR (55.86% )~ BullH= A 238 6,782 AX (52.91% ) AEMHthE 108 3,115
AR (d51.27% )~ FEMNHEIER 2,838 AKX ((50.04% )~ Efih[E 148 3,312 Ak (51.76% ) »

REIZR (MR ) 4T 0 DUEN B R R 2258 5,350 AR SRS » HORIKF AP EARE 151 86,087 A
s HAR111 83,857 AX ~ 2E418 5,465 Ak ~ 88 38 8 8,806 AKX °

Sikig T RERBE S FRAMRBENAAE]RE | ERET BERRNBHEREI " B
HREMNERS (H60%)  EREKFAE "HEE (426%)  FahA (hH14%) ~ B2 KE (45 0.3%);
MEXENKREEEFERRR "HARY - "7E > BRERRE ) "EFRBE > GgED ) & "I
ﬁ{@E‘_J 5_; °

98 F B AHHEBILIZIFh PEIREES (40%) RER% » HRIKFPRBEA(15%) « T (10%) » #E (5%) &
ZRE (5%)%F ; 2EHBEIMFORT » IRELHL "2 NEERIRE « BEISHRFIRE , (536%) &% X
PR T RERITARHE D HBEIEIR ) (533%) T BEBRITHSMEIVETE . (519%) " RE
FERRATALACHY - 2RBEITRYF, (H512%)

BERAEREABRFIIEE RFTE=ME 45,030 T (B8R T7.8%) @ #HHDFHBIIREAS B R
EM3,667 BT (BKK11.3%) c TZRZZE2REBARLIARNEBECERRE  RYHESRES
RT - BEREHEIRETS REHEDERERURSIBAND -

[1l. Taiwan’s Outbound Market

Taiwan citizens made a total of 8,142,946 overseas trips in 2009; this was 322,226 less than the year before, for a decline of
3.81%. Their top area of destination (based on the first stop of their flights) was Asia, with 7,179,431 trips accounting for 88.17%
of the total. The American area followed with 477,468 trips, accounting for 5.86%; Europe was third with 236,782, making up 2.91%;
Oceania was fourth with 103,115 or 1.27% and recorded 838 or 0.04%. Other areas accounted for 143,312 trips, or 1.76% of the
total.

Ranked by country (area), the most popular destination for Taiwan's outbound travelers was Hong Kong/Macao with 2,255,350
trips, followed by mainland China with 1,516,087, Japan with 1,113,857, the United States with 415,465, and Korea with 388,806.

According to the Bureau’s “2009 Survey of Travel by R.O.C. Citizens] most of Taiwan’s outbound travelers in 2009 traveled for
“tourism purposes” (accounting for 60% of the total), followed, in order, by “business” (26%), “visiting friends and relatives” (14%),
“overseas study of short-term study tours or short study programs” (0.3%). Those traveling for tourism purposes did so mainly in

response to “invitations by friends and relatives’ “curiosity about things foreign; “leaving the country to find relief from pressure]

and “cheap travel fares’

The most of Taiwan’s outbound travelers in 2009 visited Mainland China (40%), followed, in order, by Japan (15%), Hong Kong
(10%), Korea (5%) and Thailand (5%). The largest portion of this outbound travel was from “group tours, incentive tours or hosted
tours” (36%), followed by “partial arrangement by travel agencies for the outbound processes” (33%), “free individual travel or air

ticket plus hotel itineraries (19%), and “completed self-arranged travel” (12%).

Each outbound traveler in 2009 spent an average of NT$ 45,030 (down 7.8%), resulting in an estimated total spending on
outbound travel of NT$ 366.7 billion (down 11.3%). Main factors caused the decrease were global financial tsunami and H1N1
pandemic, as well as consumers becoming more conservative about spending money. All countries therefore have effectuated

price discounts and special travel packages to attract visitors.
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Major Domestic Tourism Service Indices

98EAI7 LB

Change

EPNE)iigizs 93.4% 92.5% IEIN0.OME & 2 B
Ratio of Domestic Travel ’ ) +0.9% percentage points
T ABREERE 485K 481K HE10.04%
Average Number of Trips Per Person 4.85 trips 4.81 trips +0.04 trips
ANBIAHRBHETROR 97,990,000 % 96,197,0005% X% 1 9N1.86%
Total Number of Domestic Trips 97,990,000 trips 96,197,000 trips +1.86%
=B RE 149K 151K BA0.02%
Average Length of Stay 1.49 days 1.51 days -0.02%
= 3 | SR L
_ & B IR _ 73.0% 74.0% V%, Mﬁﬁﬁ,mﬁ_
Ratio of Travel on Holidays -1% percentage points
PR RE X x
IRBEEREREE 98.1% 97.2% S IN0oMEE 2 B

Overall Satisfaction

HE=M1,2527T

HE=181,2687T

+0.9% percentage points

W= BR13%

BABRFIRELE (354238.127T) (354240.177T) (E= : BRE5.1%)
Average Spending Per Person Per Day NT$1,252 NT$1,268 NT$: -1.3%
(US$38.12) (US$40.17) (US$: -5.1%)

HTE=181,8667T

H=81,9157T

W= BpR26%

FABRIRBFHEE (324£:56.817T) (35460.677T) (E= : BNE6.4%)
Average Spending Per Person Per Trip NT$1,866 NT$1,915 NTS$: -2.6%
(US$56.81) (US$60.67) (US$: -6.4%)

HEEIE1,828(8 7T
(E4£55.69(27T)
NT$1,828 bilion
(US$55.69 bilion)

B ABAREAATEE
Total Spending on Domestic Tourism

il TEARBEBAR, 2 T TPHEBERE, ERHER

FEME1,842(2 7T
(££58.36(27T)
NT$1,842 bilion

(US$58.36 bilion)

= BAR08%

(=% : BERA46%)
NT$: -0.8%
(US$: -4.6%)

RBEERABHET REARER L AERS

2. "FRT RED% BEKET  KTREREREER
3 HAHER : EDBHEKERAOBERAOZEZADLL

Notes: 1. Source for “Total Outbound Trips” and ‘Average Length of Stay’— Statistics from Tourism Bureau, MOTC and survey of

Travel by R.O.C. Citizens.

2. "No change” indicates no significant change, following T verification, within the significant statistical standard of 5%.

3. "Ratio of Overseas Travel" refers to the percentage of residents who traveled overseas at least once.
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V. Taiwan’s Domestic Travel Market

A total of 170,249,020 travelers visited 300 tourist and recreation spots in Taiwan in 2009. The five most-visited destinations in

each category of destination are shown below:

EREEEHALEREEEAR

Number of Visitors to Main Scenic Spots in the Taiwan Area

byl

Scenic Sports

HEEABEREETABRIS B2

BEENREFARIS%

Number of Visitors

Fey Vit )
Forest Recreation Areas

NEYISS
Beaches

Amusement Theme Sites

034 | smyxpER

R BAFR M %[
Xitou Forest Recreation Area

A 2 | LY B SR AR 2

Alishan National Forest Recreation Area

AL BRI R

National Mt. Taiping Forest Recreation Area

HE BRI R

Wauling National Forest Recreation Area

ETHERFHELE

Kenting National Forest Recreation Area

MEEEKRS
Cijin Beach

N A B R Y e

tRlERT B+
Fulong Beach

SREE RIS
Greenbay Beach

RTRKAS
Kenting Beach

SRR S
Toucheng Beach

21018 5=
Taipei 101 Observatory

7 E A R 4L
Liufu Village Theme Park

KU SR

Jianhushan Fancyworld

IINABF LR
Window on China Theme Park

JURSAER

Formosan Aboriginal Culture Village

12587,508 AKX
1,257,508 Visitors

1065E4,742 AR
1,064,742 Visitors

388220 AR
380,220 Visitors

2582, 774 NR
252,774 Visitors

23818 AR
230,018 Visitors

13958,050 AR
1,398,050 Visitors

6783,202 AKX
673,202 Visitors

1487,797 NOR
147,797 Visitors
4BAR
40,000 Visitors

385,9520 AKX
35,952 Visitors

135%6,833 AKX
1,356,833Visitors

12285,235 AR
1,225,235 Visitors

11383,176 AX
1,133,176 Visitors

98&3,042 AKX
983,042 Visitors

76&8,610 AKX
768,610 Visitors
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98EAI7 LB

Change

EIPNE Az o 0 EAN0SEE D B,
. ! 93.4% 92.5% )
Ratio of Domestic Travel +0.9% percentage points
T8 ARBERE 485% 481K #8H00.047%
Average Number of Trips Per Person 4.85 trips 481 trips +0.04 trips
ANBEIR R AR HRR 97,990,0004% X 96,197,000 X #1011.86%
Total Number of Domestic Trips 97,990,000 trips 96,197,000 trips +1.86%
FE B RE 149K 151K RA0.02%
Average Length of Stay 1.49 days 151 days -0.02%
A=hi% \ /) AN
- BB 139% 249% B EE DB
Ratio of Travel on Holidays -1% percentage points
; it St = 2]
IR RSE 98.1% 97.2% 1 IN0SME B D2k

Overall Satisfaction +0.9% percentage points

= B8R 1.3%
% BERbL1%)

HE=i151,2687T
(34£40.177T)

H=151,252TT

BABHVHRELE (3%+£38.127T)

Average Spending Per Person Per Day NT$1,252 NT$1,268 NTS: -1.3%
(US$38.12) (US$40.17) (US$: -5.1%)

HTE=11,8667T HE=119157T = BER26%

FAERIRETHEE (354:56.817T) (354260.677T) (& : BER64%)
Average Spending Per Person Per Trip NT$1,866 NT$1,915 NT$: -2.6%
(US$56.81) (US$60.67) (US$: -6.4%)

ANBAIRERIEE
Total Spending on DomesticTourism

HE1,828(2 7T

(3:4:55.69127T)
NT$1,828 billion
(US$55.69 hillion)

HE1,842(27T

(458.36(E7T)
NT$1,842 bilion
(US$58.36 billion)

HEtE

NT$: -0.8%
(US$: -4.6%)

: BR08%
(=% : BRA%)

i 1L BRKER : BARBRIAEERAEHR /12U LEEE)
2. “FF" RORTEDW BEKET » KTRERMBAEER -
3. BEIRNREBLHIFREERE-BEFRAEDBIKE1IREN L -
Notes: 1. Source: Survey of Travel R.O.C Citizens. (This survey was limited to travelers aged 12 and above.)

2. "No change" indicates no significant change, following T verification, within the significant statistical standard of 5%.

3. "Domestic Travel Ratio" refers to the percentage of domestic residents who traveled at least once during the year.
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Scenic Sports Number of Visitors
WERE R = 17989,972 AR
Neiwan Scenic Area 1,799,972 Visitors
TEERRE 14287,415 NOR
Qixingtan Scenic Area 1,427,415 Visitors

HHRRSEEER TR 128830 A%

SrRE R R (R 11686,000 A%
Gangnan Coastal Scenic Area 1,166,000 Visitors
ARBRRASFERE 7587,613 AR
Zihben Hot Spring Scenic Area 757,613 Visitors

i T RERE B FEARBEILATRE | BRETR » 08 FB A FHZARAKERE R 4.85
R HE(E 98 F 12 sx MU EB AR A RO EIAT /2 9,799 BB IOR (B 1.9%) °

BAZFABARKE2HBEREEANRE(LH61%) HREMAFTER(LH27%) BERAB (&
12%) » RREBEARNKE S TNARLHER " BITHESTTRIRE | (589%) ) BERERMEEARL "=
BEx, FE THRIRA, BE2 TEREEI - RERE, kK TRBEN, AIHIIES S IREHATE
AV B[R EEES M B AR 98% °

OB ERABANIRE S ASAFIIEERITEE1,866 T (BKK2.6%) ; EBHIBMKRFAIIBE (&
26%) ~ BRE (H23%) ~ BYWE (523%) ~ FEE (45 17%) ~ IREE (5 6%) LEAME (55%) ; #EE
FERABRANKEBEREES RTEE1,828FT(EXK0.8%) - TEFRBFHABRAXEIKSHAS
R EEN RN CEE  EBUTREOEE S MBS S REEXRRIES T » SERGERS
IHRERSRER  SENAELSSELECREBENELEBERES - DURSIRRHEESEENELR
R 2FEFENKERBKER1.9% ) 2FE ABRNREEERMETE0.8%

According to the “2009 Survey of Travel by the R.O.C. Citizens, each Taiwan resident made an average of 4.85 domestic trips
in 2009. The total number of domestic trips by all residents aged 12 and above is estimated at approximately 97.99 million (a
growth of 1.9%).

Most of this domestic travel (61%) was carried out on weekends or Sundays, followed by ordinary weekdays (27%), and
national holidays (12%). Most of the domestic trips (89%) were consisted of “self-planned itineraries” The leading factor that
influenced choices of destination was “scenic beauty” “Visiting friends and relatives” was second, followed by “distance and
length of holiday” and “convenience of transportation” both tied for third. The overall ratio of satisfaction with destinations visited

was 98%.

The average spending per person per trip for domestic travelers in 2009 was NT$ 1,866 (down 2.6%). In descending order, this
spending was on transportation (26%), dining (23%), shopping (23%), accommodation (17%), entertainment (6%) and others
(5%). The total amount spent on domestic tourism for the year is estimated at NT$ 182.8 billion (down 0.8%). Main reasons
affecting domestic travel in 2009 were the global financial tsunami, HIN1 and Typhoon Morakot. To counter, the government
distributed consumer vouchers and implemented various stimulus packages pertinent to the tourism industry, tourism operators
introduced arrays of super-value incentives, Taiwan High Speed Rail and Taiwan Railways launched “blue/orange special ticket
fares” and “student rail passes” respectively, so as to appeal to residents to travel thus may enliven the domestic travel market.
The total number of domestic trips was up 1.9% for the year. The total amount spent on domestic tourism for the year was down

a moderate 0.8%.
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Major Domestic Tourism Service Indices

EPNE )iz
Ratio of Domestic Travel

EBEESYNIITEYN
Average Number of
Trips Per Person

B A B PRI R R OR

Total Number of Domestic Trips

T FBRE
Average Length of Stay

1R B iz e

Ratio of Travel on Holidays

REEEREE
Overall Satisfaction

FASBKREFIIEE
Average Spending
Per Person Per Day

FAERIREIIEE
Average Spending Per
Person Per Trip

EIPNEI A S A=
Total Spending on
Domestic Tourism

93.4%

4.85%
4.81 trips

97,990,000} %
96,197,000 trips

1.49K
1.51 days

73.2%

98.1%

e, 2527T
(2£438.127T)
NT$1,268
(US$40.17)

FHT=151,8667T
(3£4:56.817T)
NT$1,915
(US$60.67)

HEE1 8288 TT
(32£55.691E7T)
NT$1,842 billion
(US$58.36 billion)

92.5%

4.81K
5.57 trips

96,197,0000 K
110,253,000 trips

1.51K
1.52 days

74.2%

97.2%

HE81,2687T
(3:£:40.1771)
NT$1,309
(US$39.79)

H=181,9157T
(3£4:60.677T)
NT$1,989
(US$60.47)

H=11,84287T
(32£58.36127T)
NT$2,193 billion
(US$66.67 billion)
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O8EEI7FLLER

Change

1 HN0.9E B B
+1.8 percentage points

JA0.040K
-0.76 trips

BRR1.9%

i
No Change

B BB
-1.3 percentage points

EAN0.9E B B
+0.9 percentage points

FEE: aik&1.3%
EE  BaHES1%)
NT$: -3.1%
(US$: No Change)

FEE L aK2.6%
(ED  BRK6.4%)
NT$: -38.7%
(US$: No Change)

= 8R0.8%

=% - BR4.6%)
NTS: -16.0%
(USS$: -12.5%)

. BRRR  BAKRBIKRAEERAEHR /128U LHE) -
. R RTESWHREKET  KTREREREER -
3. ERNIREBLAFEERE—BFRAEDBIRETNREN G -
Notes: 1. Source: Survey of Travel R.O.C Citizens. (This survey was limited to travelers aged 12 and above.)

2."No change" indicates no significant change, following T verification, within the significant statistical standard of 5%.

3. "Domestic Travel Ratio" refers to the percentage of domestic residents who traveled at least once during the year.
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ERE BAEEBZEE (BLEHER)

BFHNAFERTEETERFEHRI7TFIRE  ANTMKIBITEREH RIS FIHLTEREHEER
NEEEBER  OPBEN Z6FENAFTEK

BAFEERTPMAANBAZTHIRRAT 2 AREE 68 80 B "REEA  RITRE - &8
& BYRHEMECE RS WERBALHR - BABREREREIBZ2EEZ ARG ERE S
I BT FEHABTERNGRE > 7 FE AT HIENZMES,674.85ET  HPRRZREZ HE
= BREXBBEABRRNREE S EZHEE2,272.56 BT » BABRARBEX S HRZ » BF
E2111.456E6T7  BAHBESXERE  AHF=151,290.84E7T - O7 FRE X HMRIEBEE T » BEH
MBS B HEARIER » 535.26% @ RABYREMEBXESD @ 1522.80% @ EREIMH21.56% £
BEIMEQ.77% - 97T FEI N GDP A H =1 2,395. 77270 » (A EFE 2B GDP 2 1.89% » B RS FATAlE
ZREDE T AR 245,445 A - HRDBRECEAREABRRS  FERBFER e @ BEEREL
BN IRITARISZE -

V.Tourism’s Impact on Economy (Taiwan Tourism Satellite
Account)

The Tourism Satellite Account 2009 was mainly implemented with the accounting structure for 2008. Also, the 2006 Industry,
Commerce and Service Census data released by the Directorate-General of Budget, Accounting and Statistics of the Executive
Yuan and the latest revised GDP figure, were used to revise past Satellite Accounts dated from 2002-2007.

The tourism expenditure of the TSA encompasses accommodation, dining, transportation, car rentals, travel service,
entertainment, shopping and others. The expenditures of outbound traveler, domestic traveler and inbound traveler were
calculated to determine Taiwan’s tourist revenue. As calculated by the Tourism Satellite Account, tourist expenditures amounted to
NT$ 567.485 billion in 2008, and for the first time, inbound travelers surpassed domestic travelers to contribute the largest portion
with NT$ 227.256 billion,. Spending by domestic travelers was second with NT$ 211.145 billion, and outbound was the lowest
with NT$ 129.084 billion.

In 2008, the largest portion of all tourism expenditures was on transportation (35.26%), followed by shopping and others
(22.8%), dining (about 21.56%), and accommodation (about 9.77%). The Taiwan tourism GDP in 2008 amounted to NT$ 239.577
billion, accounting for 1.89% of the overall GDP. Fulltime jobs created by tourism during the year was approximately 245,445, with
the largest portion of the jobs provided by dining, accommodation services second, followed by land transportation and travel

services.

IAFEITFHAT LM ITIRE

The Tourism Expenditures Chart for 2005-2008
B A B A (Domestic)

% KEKRZ(Inbound)
50 B A HE(Outbond)
40 41.67%,2372.285¢ m—— el

39.49%,2039.1/&7T 41.38%,2423 657L 37.21%,2111.56&7%
55.75%,1846fT 34.02%,1936.7/55t  36:55%,2082. 24T
30
24.76%,1278 58T : p— .
20 24.81%1384®T o3 570, 1351 2T 22.75%,1290.8(8 7%
944 954 964F oyg:=
2005 2006 2007 2008

| B EBER



Chapter 1 : Tourism Market -
F£—5 BhEER

AFFEI7TFEHNHMETR B FEM ST
Tourism Expenditures for 2005-2008 Unit: NT$100 Million.

X
e e 392.96 438.45 557.29 554.15
BN
Dining 1.167.39 1,265.07 1,197.79 1,223.72
xE 1,812.20 2,030.60 2,011.52 2,000.99
Transportation
fE i 630.39 744 .58 725.75 686.00
Land Transport
Rz 1,181.81 1,286.02 1,285.76 1,314.99
Air Transport
JRE AR 85.62 184.76 194.40 211.81
Car Rental
HRITARTS 153.67 169.77 180.92 166.40
Travel Services
IREEARTE 255.81 301.15 286.35 224.07
Entertainment
R N EAER L P 1,295.97 1,312.14 1,428.72 1,293.71
Shopping and Others
B aET 5,163.62 5,692.93 5,856.98 5,674.85
Total Travel Spending
AHE 24.76% 24.31% 23.07% 22.75%
Outbound
FRAU LA ENE 39.49% 41.67% 41.38% 37.21%
Ratio, by Type Domestic
RERE 35.75% 34.02% 35.55% 40.04%
Inbound
QAFEEI7TFEBAE EEZE(B/HGDP) B HEE BT
Tourism GDP, 2005-2008 Unit: NT$100 Million.
S GDP{L#8GDP LA
Share of Tourism in Overall GDP
944
2005 2,325 1.98%
954
2006 2,455 2.00%
9645'E 2 [o)
5007 ,533 1.97%
oyg:=
2008 2,396 1.89%
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Chapter 2 : International Tourism Advertising and Promotion

FE HEBEAEENRHEERE

l. Multifaceted Innovative Campaigns

Since adopting the “Global Perspective for Multiple Opportunities” concept to promote Taiwan’s tourism, Taiwan overtook
Japan and Thailand in 2008 to become the top outbound market for Hong Kongers. This growth continued in 2009 for tourists
from Hong Kong, Macao, and Southeast Asian countries. In the future not only will Taiwan carry on maintaining the primary
tourist markets of Japan, Korea, and America/Canada, but will also, move to develop the newly wealthy from mainland China
and the five Southeast Asian countries, as well as emerging markets including the Muslim world, to visit and experience Taiwan’'s

unique customs, cultures, specialty foods, and natural wonders.

1. Japanese and Korean Markets

Popular group “Fahrenheit” was invited to serve as Taiwan tourism ambassadors in the Japanese and Korean markets,
international fan club meetings were held in Taiwan for Japanese and Koreans, and one-day tour guides, filmed advertisements
and travel programs as well as promotional brochures and posters were produced to attract fans to come to Taiwan for “star-

chasing” and boost revenue of Taiwan tourism.

2. Southeast Asian Markets

After the success of the twin promotional campaigns starring two different spokespersons-pop superstar Jolin Tsai and
well known international film director Wu Nien-chen, the follow-up series of advertising “Welcome 2 Taiwan” continued in the
same marketing direction with thematic focuses on super-value “Romantic; “Happy, Healthy” and “culinary trips’, and an additional
“World Class Super Value Scenic Spots” campaign was directed at the four newly wealthy of Southeast Asian countries plus
the Muslin sector. Promotional activities via newspapers, magazines, Internet, subway stations, metro trains, double-decker
buses, and cinemas were utilized to strengthen communications with major customer segments in those regions; spokesmen
also traveled to three areas , attending international travel fairs and promotional activities and engaging in up-close contact and
interaction with the local public to further advance Taiwan’s tourism image.

3. European and American Markets

(1) Active promotion was carried out using new marketing channels to provide better access to Taiwan’s products. In America,
Germany, France, England,and the Netherlands, public relations firms were commissioned to manage media promotion and
develop tourist businesses. Now, in Germany the second, third and fourth largest tourist agencies, as well as the top ten
travel agencies in England, top four in France, and top ten in Australia, and agencies in America all provide tour packages to
Taiwan. The 543 overseas travel agencies all over the world selling these Taiwan tour packages have effectively expanded

the market share of Taiwan’s share of the tourism market.
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BEARREREY  BEOEENZREARERSE @ Y "THEEE N1k () T/h
2, BERE Ee3ERTEESEGMIEQARKHEBFENRE  RIMEBEIRKEK
I HBENEENRBER - ABRBRMEA IR BrHINE NEEFERBIOHERE

(D) RFLTHER - MRERCES  ERFEBERMEERGREAFN  BXRES5|EEE
LIRS MBANNERZGTHEE » ML EBURE  BRBFEEIMIERERE - &
ERSREER - WHEEFARXIKEZTEAF  MARERE  AINERREL  RAZEEX
HREEH -

(2) The Tourism Bureau took advantage of the new opportunities with direct flights between the two sides of the Taiwan Strait to
propose a new choice for flight transfer in Asia. In order to attract the millions of American and European tourists who travel
to Southeast Asia every year to use Taiwan as a transfer hub, Taiwan’s airline companies and hotel industry collaborated in
offering “Stop over in Taiwan, and for $1 USD (1 Euro) more stay at a 5 star hotel” program. Through multiple forms of media
advertisements, the tourism industry hopes to stimulate travelers from the American and European markets to come more,

stay longer, and spend more.

(8) Upholding the concept of multi-dimensional marketing, global exposure, Internet broadcasting efficacy, and international
media creditability were utilized; cooperation with major search engines via key word search and banner links were used
to market Taiwan; Internet advertising efficacy was strengthened; and overseas media to do special reports from Taiwan
were expanded to publicize friendly tourist spots. Cooperation was forged with global broadcasting channels and travel book
publishers to improve visibility and encourage innovative advertising editorials, so to further enhance Taiwan’s tourism image

and the information available.
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Taiwan's International Promotion Strategies

2R
Entire World

A&z
Japan and Korea

RE5

Southeast Asia

HES
Europe and
America

HR

Target Market

IRERIrE

Those who like to travel

pegi i nt?iy
FR

REZIR

IRATEIE

Female office workers
Young women

Senior citizens

Travel aficionados

VR FITER B R

FTHN3K 2058 HACFIT SREE AR5
FEARPGEE | SREENRAS i FIRAE
BEMEFITRE S

RIEENM =M

HK/Macao: FIT and repeat visitors
Singapore: 20-something
generation, FITs, family travelers
Malaysia: Family travelers, travelers
with children, Muslims and FITs
Thailand, the Philippines, Indonesia
and Vietnam: Nouveau rich

18~25 SHFIRE
22~-b5EmmA# AR B HEKE
IRATHZ = REH
55~655% iR & 1k

Young travelers aged 18-25

22-55 highly educated and
frequent-traveling opinion leaders
Senior citizens aged 55-65
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i BREANE

RER
Strategy

SR ABIBRIREE S 1F B INBIFRAI R E

AREARIRETLR EEEEEL- ?@J LEAER
AR R T A T EERNF B -

BT O RAREE  AUEBIRRER S -

Cooperation with internationally prominent media outlets to increase
Taiwan' s name awareness.

Creative strategies combined with all kinds of transportation modes to
promote Taiwan tourism and reinforce the image of Taiwan.

Use Internet keywords and images and sounds to reach the young
generation in-depth.

Arrange feature-oriented large PR events, and create international
interest and news reports.

PURsmE AR EiEA S A "Wish to see you in Taiwan, &
EEe EEESERRERREM T EER=RL  WHARS
/\TEEIH‘@IEW%%F TEE %AE@' NEREN BARRE K=
BIEEEHNETESHTHES SE 2R, 8%

Use pop group Fahrenheit as spokesmen in Japan and Korea and
the new "Wish to see you in Taiwan" slogan, for airing on major TV
channels locally. Also, use spokespersons in integrated marketing
campaigns featuring pop shows, press conferences, fan meetings,
and other such methods to create a "Taiwan fad."

DTBE  RESHEE 0 TREBEE, TREBE, "BAR

1EJ TEKBE LS B INEREE N SR EB TS M

JI 7 ﬁﬁﬁ}?\.gﬁJ 7/% == Elgﬁ:To

E#E "2008-20090iRT=E S 51 A ERAZTTERTTR
DEA L ELTEA L — "Welcome 2 Taiwan E3E&  IR52REZ1R

;E °

Use slogan “Super Value” as the theme for promotion of “Culinary
Tours” , “Happy Tours”, “Healthy Tours” and “Delicacy Tours”, as
well as Muslim-specific “World Class Super Value Scenic Spots”
advertising appeals.

Continue the “Tour Taiwan 2008-2009” plan by using innovative
tourism products and diverse product elements, and the twin
concepts of “pop superstar” and “travel explorer” to attract visitors.

HFTRREELR BRARNTRAITEREZEE R LTEF
fﬂﬁiuﬁﬁﬁ%iﬂ FEHERRSFERAZERR R
Mz B REEZE - HEH TINE (B T h 2B EFREE
e LLEX%OQ%E’L???&LH%@ME%

DIER TH - @i PO BRESSEAMTHEANIEEE
fﬁ E/%EEW&DDDHM\

Join force with Giant Bicycle Company in Europe to distribute
promotional materials in its 2,000 sales locations. Also, work with
Giant Bicycle to hold joint Internet promotional events to enhance
Taiwan’ s international image.

Cooperate with airlines and domestic hotels in introducing 1 USD (1
Euro) per-night at 5—star hotel transit packages in Taiwan. Promote
the special deal through 109 travel agencies in America and Europe.
Carry out integrated promotional campaigns through TV, print media,
Internet, outdoor advertising, and ads on vehicle bodies to present the
high quality of Taiwan’ s products.
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Taiwan's International Promotion Strategy

85N
Method of Promotion

STEIHAE
Print Media

NEEED
Public Relations Activities

| B EBER

S
Content of Promotion

EL&HE S S5 E =ZWHBMNE L E EAAHE  fHEAHE - PEHE
SAVVY~Lala Pado - $8 78RR -

Nikki Business Daily, Asahi Shimbun, Mainchi Newspaper, Miyanichi Daily News, Hokkaido Shimbun,
Minami-Nippon Shimbun, Nishinippon Shimbun, Chugoko Shimbun, SAVVY, Lala Pado, Railway
Schedule.

DiRmsnRARAEA RIERSESEEL: BHARTE S  CANEREEEMERRTA
G IHIEE3,000L MDENREKE ; SR INMEER LR EE C IOFE) - 5180054 /85M ik
B2 ORI HRERTEEE) EEEERTHIRAR -

EHREEE HE KNEE VERY BAMKEREEREERRSIBERE KEBE-

Used Fahrenheit as the spokesmen for Japan and South Korea to market and promote Taiwan
tourism: held press conferences in Japan and South Korea; held international fan meeting at National
Taiwan University Sports Center in February, attracting more than 3,000 fans from overseas; held
“Fahrenheit — Wish to See You in Taiwan” event in August at the Center for Traditional Arts,
attended by 800-plus overseas tourists; held “Let’ s Bike Taiwan” event at the Sun Moon Lake
promoting LOHAS lifestyle to see Taiwan on a bike.
Launched the Star Project to forge cross-industry alliances with celebrities including Arashi, Ai
Otsuka, Ayumi Hamasaki and Mai Kuraki to attract their fans to visit Taiwan.
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Taiwan's International Promotion Strategy
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Method of Promotion Content of Promotion

KBS~MBC - SBSER =% EHERES -

T
TV Media TV commercials were aired on Korea's KBS, MBC, and SBS TV stations.
AR - RDAR PRAFR BILER RBEERFE RITHE REBAR Travie~AB
Road - Golf Guide Top Golf+My LT-Mode Traveler - Life & Travel jkiTMedia- Life &
Leisure ~ Golf Life ~ Golf Magazine » City ~am7 ~ Metro * Focus ©
%Z@ﬁ%ﬁ% Taiwan tourism advertisements were placed on Korea’ s major newspapers and magazines including
Print Media Chosan libo, Donga libo, Joongang llbo, Busan llbo, Transportation News, The Travel News, Kyung
Hyang libo, Travie, AB Road, Gold Guide, Top Golf, My LT, Mode Traveler, Life & Travel, Travel Media,
Life & Leisure, Golf Life, Golf Magazine, City, am7, Metro, and Focus.
HMERE & | A FiEKoreana Hotel ~ BRI BINew York Bakery i = piR 7B Young
BoAig -
g% 2 FPIScreen DoorE s - £ 1L NS 242 N E R N
BREES  BEthE O BAL BRE  ®&ETerminalih « E= ik~ = UG TSBieE &S
EE - F S O R RERA B SR ERIAER -
FAMERS HEMARES -
Outdoor Media

Outdoor wall advertisements: Koreana Hotel, New York Bakery Building and Young Bo Building.
Advertisements on Subway Screen Doors: Pusan Subway Lines 1 & 2, and Seoul Subway.

Light Boxes: TSB revolving light ads installed at five Seoul Subway stations. Lighted billboards placed at
the exit of Pusan Subway station and inside the waiting room at Daegu Train Station.

Advertisements placed on Seoul buses.
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Taiwan's International Promotion Strategy

FEHN
Method of Promotion

PR
Print Media
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Content of Promotion

TRESEIHEE SE R AR B A R 2B - #EREET)  Thairath Daily (£:32) ~ Philippine
Daily Inquirer (2£32) ~ Philippine Star (#32) ~Manila Bulletin (2:32) ~Kompas (EIfg3)
Suara Pembaruan (EJf23) ~Cong An TPHCM news (#F32) ~Tuoi Tre News (#E32)
LB URBHBE,  TRREE  TEABE,  TEWEE ) TEYERSENERR -

=5

1.ERAF UM FERB BT ~a.m.post - BA—E - KEBEHK AR HK HK
Walker~ 2 5R% B85 » B3R ~ #HE®R VRIS - ARH  mRAR - EBR ORPIRHRET
BEETERERSREEEAS

2 B R 2R B RAR Rk E XL E RAR & ELM T LOVE TRAVEL, & "S=/E A RIERK
piszi={= i

Fihnik - & ~ Sports & Travel ~ Wedding & Travel » Exquisite ~ Wine & Dine ~ Escape ~ Jet Star
IET (I-Weekly) ~8 Days~Men' s Folio~B&F# - Bt BedR « FTABER SRR » 23R ~ My
Paper Today T & = /# ik H5H 68 K B4 o

Southeast Asian Region : Print ads themed on “Romantic Suggested Tours”, “Happy Suggested
Tours”, “Healthy Suggested Tours” and “Culinary Suggested Tours” were placed in Apple Daily
News, The Strait Times, Sing Chew Daily, Weekend Weekly, Thairath Daily, Philippine Daily Inquirer,
Philippine Star, Manila Bulletin, Kompas, Suara Pembaruan, Cong An TPHCM News, and Tuoi Tre News.
Hong Kong :

1.Print ads with Taiwan themes and regional travel—related information were placed in

Next Magazine, U Magazine, Weekend Weekly, East Week, a.m. post, Sudden Weekly, Hong Kong
Economic Times, Apply Daily, HK Walker, SingTao Daily, Ming Pao, Sing Pao, Metro Daily, Agora
Macau, Taichung Daily, Jornal do Cidadao, Jornal Vakio, and Macao Daily.

2.Cooperated with Commercial Press (HK) Ltd and Perennial Publishing (HK) to public “I Love
Travel” and “Travel Guide for South and Central Taiwan” .

Singapore: Printe ads and travel series appeared on Yuan Magazine, Sports & Travel, Wedding &
Travel, Exquisite, Wine & Dine, Escape, Jet Star, I-Weekly, 8 Days, Men’ s Folio, Lianhe Zaobao, Lianhe
Wanbao, Shin Min Daily News, Strait Times, My Paper, and Today.
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Method of Promotion Content of Promotion

4 TJIA FM 883, BB  OSSRIEEE LB, «
e ERAED: £y FMEEEE A SR B EE

Radio Media Singapore: Commercials broadcasted on the JIA FM 883 and 988 stations in Singapore.

Malaysia: Co-produced commercial drama promoting Taiwan tourism with My FM station in Malaysia.

FE BB AL

N3 - SPH TVC#3uk : Asia One—Diva~Asia One—Home Page *Asia One — Travel ~ Asia
One-Plush Business Times—Home Page*Business Times—Lifestyle~ Calendar One
Home - Lifestyle Asia~ OMY Entertainment~ OMY Lifestyle~ OMY News~STOMP Citizen
News*STOMP Gen Y Straits Times - Home Page °

Price Line#di -

et ] BERPEE - 12Fly.com.myFIE SRR 1% (The Best Trip in the World) —hik#3E A =& &
Internet Advertising BIEREES -

Hong Kong: Internet ads placed on travellife.org.hk.

Singapore: SPH TVC websites: Internet ads placed on Asia One-Diva, Asia One-Home Page,
Asia One — Travel, Asia One — Plush, Business Times —-Home Page, Business Times — Lifestyle,
Calendar One Home, Lifestyle Asia, OMY Entertainment, OMY Lifestyle, OMY News, STOMP Citizen
News, STOMP Gen. Y and Straits Times — Home Page. Internet ads placed on Price Line website.
Malaysia: Internet ads for The Best Trip in the World — Taiwan Explorers Wanted placed on 12Fly
com.my

FEME  EAMEENES  EPriceline BEARI S/FHEH "$1,099 X2 BRI, &
NI ANBERERER KR EMRE MR KT EREMmES/NAEHR  ERH TR
RAF#IBRaSRSHERRRTIBES -

Fhng  EEAE—SHK EERE  FEESMRTIRESBRES  SuntecEZEBHOIME
LCD~ Comfortst 2 = B E)ER/E S - SBSAR AFAEHEEEEMSuntecIFARIZEEHENE
HES -

FEIREGER | SR AR B RBAER T AREESNGERHERERES -

Hong Kong region: Ads installed at Mon Kok subway station; launched “Special Taiwan Package
BN L as Low as HK$ 1,099” in cooperation with Priceline and MTR with small and large posters placed

Qutdoor Media on pedestrian walkway walls, lobbies, columns, light boxes and both sides of the elevator. Huge

reminder ads were also placed next to ticketing machines and turnstile readers.

Singapore: Ads installed on the double-decker bus -- Orchard Road/Robinson Road and SMRT

system, as well as on the outdoor LCD wall of the Suntec International Convention & Exhibition

Centre. Interactive TV commercials were aired inside Comfort taxicabs. Cooperated with SBC to

place panel ads on buses. Ads were also placed inside Suntec City Office Towers next to elevators,

so as TV commercials.

Malaysia: Malaysia: Ads installed on buses in four cities — Kuala Lumpur, Ipoh, Penang, and Johor—

as well as on the bodies of Kuala Lumpur city taxicabs.

PR SHEBESERMRSIMHERNEA RHEMXEE2EEIE:

ARHEEBRBHERHIEE) HEZER DR/ SAHEERI01AREE  EEZE
R LEASE SRHEMIRREIRE  HEEZEZTCIRE SR SR 2R
AMEERRE EEREXA/NZ; 9 AREERALDUEIRE HEE2ELTTLIRE-

#EH "Hi Taiwan,z T ARDNAEIES RSB EKREF  2REEHL -

NEPEE) Use of Wu Nien-chen and Jolin Tsai as joint spokespersons in the three areas to market and promote
Public Relations Activities Taiwan tourism: Attended the Taiwan Night Market Festival held at Hong Kong' s East Point City
in April, promoting noted Taiwanese street eats; attended the publicity event “Love 101" in May
promoting Taiwan’ s romantic tours and honeymoon spots; attended Singapore’ s NATAS Holiday
2009 in August promoting Taiwan’ s diversified travel; co-organized the Taiwan Culinary Festival with
Sing Chew Daily of Malaysia in August, promoting Taiwan’ s fine street eats; attended Malaysia’ s
MATTA Fair in September, promoting Taiwan’ s diversified travel.
Launched the “Hi Taiwan — Mayday DNA Concert” to attract star-chasers to tour Taiwan.
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Method of Promotion

FHEERE
Print Media

Content of Promotion

ERTER R FEMonocle A fEE R s R ABIEES »

AR AEconomist &2 IR EMRTR - EXRES N ETIREES -

=<[E : TIMES The New Yorker ~Travel Age West ~Travel Weekly ~ USTOA -

BM - Travel Talk~FVW - Travel One~Conde Nast Traveler~Sunday Times Travel-La'Figaro-
L'express ¢

Cooperated with Monocle Magazine in producing advertising editorials and website ads.
Cooperated with The Economist in producing global advertising editorials, ads on book jackets, and
tags on magazine shipments.

USA: Ads were placed at the Times, the New Yorker, Travel Age West, Travel Weekly, and USTOA.
Europe: Ads were placed on Travel Talk, FVW, Travel One, Conde Nast Traveler, Sunday Times
Travel, La’ Figaro, and L’ express.

FoMERE
QOutdoor Media

EEANE RS  HEEES REFINRRS  BREM R TR SRS T B RS B EE
&M BRI A TIBME HEuhEs -

Light box ads were placed at New York City’ s Time Square and Kennedy Airport, Heathrow Airport
in England, Frankfort Airport in Germany, and Amsterdam Airport in the Netherlands. Ads were
installed at subways and stations around London, Paris, Berlin, and Vienna as well.
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# EAREBREEER BERRBREEIERAUNREY  WHEEREXNZEEF  REREES
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— ~ InsEmisFRE

(=) FEURSEARNBHESNSIRERAF © LURRER/ABHE  EMERTER/REEM
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(Z) DBATEZATNENERE  GEREETRERE

(=) HemEFERRNIRERSE - #HH TRRIKEMN1 %
BUFE ~ B8~ PONEESFESMTHAOINHESE -
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(B) TEREBEREEER, EF - I
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Touch Your Heart

Land of Legend, History and Culture

Tican

7‘1‘ 2

Taiwan Tourisn Bureau  http:/awannettw

lI. Overall Expansion of International Promotion Channels

The Tourism Bureau has actively identified unique tourism elements in developing tourism products geared for meso-level
marketing aimed at specific markets; pooled different industries to expand media promotion benefits; broadened international
promotional channels; held large publicity activities that spotlighted feature themes; and cooperated with international
broadcasting channels and specialty books to promote Taiwan globally, shaping Taiwan into a culturally-rich and premium travel-

quality destination.

1. Strengthened Market Development

(1) Continued use of spokespersons and new media tools to create a Taiwan fad: use of Fahrenheit as spokesmen in Japan
and South Korea, and of Jolin Tsai and Wu Nien-chen as spokespersons in the Southeast Asian market, together with
pop shows, press conferences, fan meetings, and new media in integrated marketing campaigns and direct customer

advertisements, to create a “Taiwan fad” attracting travelers to visit Taiwan.

(2) Use of celebrity guides to form connoisseur tours in combination with media for in-depth coverage.

(8) Work with airlines and domestic hotels to launch the “1 USD (1 Euro) per-night at a 5 star hotel transit packages in Taiwan

with integrated marketing methods including print, Internet, and outdoor ads for better promotion.
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2. Development of New Travel Products

(1) Choices of short trips were created for travelers to personalize their classic vacations and allow travel agencies to formulate
packages, so that tourists may experience both modern pleasures and traditional local cultures, at the same time discover
the delicious food available all over the island, thus creating wonderful memories of the delightful taste of local delicacies.
Moreover, products such as mountain hiking tours, salon photography and honeymoon tours, nostalgia tours, medical and
health tours, star-chasing fan tours, sports tours, railroad tours, hot-spring culinary tours, eco tours, agricultural tours, and

cultural tours were also offered to provide more diverse and in-depth travel choices.

(2) Incentives were planned to provide overseas travel agencies with possibilities for innovative product packaging and marketing
(for instance: aboriginal communities, medicine and health, biking, eco travel or mountain hiking, specialty communities,
culture & creativity, and agricultural tours), to expand overseas sales channels for marketing Taiwan tourism packages, by

appropriating a set dollar figure or percentage for promotion, development sales, and incentives.

(8) The “International Spotlight Plan’ This is a plan that ties regional characteristics with local culture and resources to meet the
needs and preferences was implemented of international tourists, while integrating feature activities such as local ecology,
culture and industries, and package them into international tourism products available through foreign and domestic travel
agencies. The aim is to enhance Taiwan’s tourism quality and to strengthen its tourism content, thus reaching the objectives

of enhancing Taiwan’s tourism competitiveness internationally and improving the repeat visitor ratio.

3. Diversified Marketing Channels

(1) Taiwan’s campaign videos were broadcast and print ads were installed in major transportation vehicles and at transit hubs
such as metro trains, metro stations, expressway bridges, taxicab bodies, and LCD displays on the outside of commercial

buildings and highways and on the Internet.

(2) Video advertisements placed by the Tourism Bureau on an electronic billboard in New York’s Times Square enhanced
Taiwan’s tourism image through the site’s reportedly 1.5 million visitors per day.The advertisement that aired during the New
Year’s Eve countdown 2009 especially, allowed the crowd packing the Square and around the world, to see Taiwan and

strengthened Taiwan’s tourism image in their minds.

(8) The Tourism Bureau placed banner ads at internationally famous search engines and portals such as Google (58%
US market share), MSN, and YAHOO, plus a run of keywords “Taiwan tourism” in their ad networks so that contextual
advertisements appeared on websites when users visited those pages, thus improving the click rate as well as traffic rate,

and passing on more information about Taiwan tourism.

(4) The Bureau worked with world-renowned TV channels to produce programs and cooperated with travel books/magazines
such as the “Most Fun Taiwan” series that appeared on Discovery’s Travel and Living channel, National Geographic’s
Fascinating Taiwan series, the Michelin Guide, Lonely Planet, Forbes, Monocle, The Economist, and The New Yorker. Well-
known media and writers from around the world were also invited to visit Taiwan to report their experiences. Special travel

supplements were also inserted, to further enhance Taiwan’s tourism image, and promotional benefits were expanded.

4. Large Scale Events Focusing on Taiwan

(1

—

Taipei 101 Financial Building New Year’s Eve wall advertisement: The Taiwan Tourism Bureau, together with the Ministry of
Economic Affairs, won the right to the New Year’s Eve light show and firework display in 2009. The show used the four sides
of the building to display lights in four colors (red, blue, green, and yellow) representing happiness, vision, sustainability, and
passion, as encouragement for everyone to march forward with passion and bravery in the challenging global economy,
and to give Taiwan more exposure on the international media front via the extravaganza, as well as to raise visibility and

enthusiasm for Taiwan tourism. The total media exposure was valued at NT$ 103,283,850.

(2

—

Fahrenheit Global Fan Club: the “Wish to See You in Taiwan Fan Meeting with Fahrenheit” held at 3 pm, on February 15 at
the National Taiwan University Sports Center attracted some 3,600 Asian fans from Japan, Korea, Hong Kong, Singapore,

Malaysia, the Philippines, Thailand, and Taiwan, and brought no less than NT$100 million in tourism receipts to Taiwan.
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(3) The 2009 Acupressure Massage Experience: This fun-filled event, held at 2 pm on April 19 at the National Taiwan Sports

(4

G

6

)

~

==

Center under the super-value theme “Taiwan Vitality Plus’ attracted 350 tourists from Korea, Japan, Malaysia, and other
parts of the world to experience Taiwan’s traditional acupressure massage. Fourty—four press media, foreign and domestic,

reported the event on that day.

Love 101: In an integrated marketing effort with the Tourism Bureau’s wedding photo-shoot and honeymoon themed events,
tourism spokespersons Jolin Tsai and Wu Nien-chen attended the event held at Taipei 101 on the afternoon of May 2 to
promot Taiwan’s romantic destinations. Lucky draw prizes included romantic dinners for two at Taipei 101 and a diamond ring.
A total of 120 couples from Hong Kong, Singapore, and Malaysia were invited to discover Taiwan's romantic side. Moreover,
a creative campaign over the Internet allowed winners to pledge their “vow of love’ on site, boosting scrollbar marketing
and media focus. In total, 94 news reports about the event were made on the event date by Taiwanese media (newspaper,
Internet, TV and radio), and 41 by overseas media, successfully building Taiwan as a “romantic super—value” travel

destination.

The Best Trip in the World — Taiwan Explorers Wanted: Since publishing the contest rules on May 22, 2009, 52 teams
of travelers from 18 countries were selected from 1,123 entrants from 44 countries, based on team travel plan that they
submitted. The teams came up with their best itineraries for their trip around Taiwan, edited their 4-days/3-nights trip into
short audios/videos, and uploaded travel blogs. The event’s official website was viewed more than 2.4 million times, and
videos watched were 160,000 times. The chosen teams’ videos and blogs were cited and reposted by social networks and
blogs such as Facebook, Wretch, and Yahoo, and close to 3,500 websites made confirmed references and re-postings.
Well-known domestic and foreign media, including the BBC and Reuters, also covered this event in-depth, giving Taiwan’s

innovative tourism marketing another feather in its cap.

Dining Al Fresco — Outdoor Banquets in Taiwan: “Bando” is the Taiwanese word for outdoor banquet. The Outdoor Banquets
in Taiwan kicked off with a bando party at the Anping Harbor Tourist Fish Market on August 18, which had more than 700
international tourists and media in attendance. This event, billed as a combination of the 20th Taiwan Culinary Exhibition and
traditional cultures, was directed at the international media accompanying exhibitors international tourists, so they could see
that the event site- a popular tourist destination-was undamaged by the recent typhoon, and thus would continue their efforts
to promote Taiwan tourism. A-list international celebrities were invited to guide the “Taiwan Culinary Tour” . With celebrities
leading the way, travel operators cooperating fully, and international media promoted and attested to the delicacies,

brignhtening the allure of Taiwan culinary tours in Taiwan around the globe.
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Let’s Bike Taiwan — 2009: The LOHAS traveling style has gained global popularity under the trend of green-earth policies and
carbon reduction. The Tourism Bureau promoted touring by bicycle, encourging travelers to experience Taiwan's magnificent
scenery and get close to the local lifestyles in a very spiritual-cleansing sense and relaxed manner. This particular Let’s Bike
Taiwan event, from September 28 — October 2, invited 500 bikers from Hong Kong, Singapore, Malaysia, Japan, Korea, and
regions across Europe and America to bike five routes throughout Taiwan-Sun Moon Lake, Danshui, Qixingtan, Chishang,
and Dapeng Bay,-and experience the difference with a tie-in to local features and cultures. In total, 7,740 related news
reports and articles appeared during the event period in major newspapers and websites, unveiling another success in the
promotion of Taiwan’s image through biking tours.

|. Continuing Development of New Markets and Cultivation of
Quality Tourist Sources

Emerging Markets in Southeast Asia

(1) In order to raise the number of travelers from emerging Southeast Asian markets, and to cooperate with the Ministry of

@

-

Foreign Affairs’ lifting of visa requirements, making Thai, Indonesian, Indian, Filipino, and Viethamese nationals holding
visas or special documentation (including Permanent Resident Cards) from advance countries including the U.S.A., Candia,
Japan, the Schengen area, Australia, and New Zealand eligible for 30-days visa-exempt entry. The Tourism Bureau placed
ads and commercials promoting Taiwan tourism and invited key travel operators as well as media such as the Thai travel
documentary TV show Samudkojorn, and the newspapers Manila Times, United Daily News in the Philippines and Malaysia
and invited the Thai Travel Agents Association (TTAA), and Vietlife Travel from Vietnam to visit Taiwan to experience the

country, help promoting Taiwan tourism, and package related travel products.

To promote and market Taiwan tourism, the Tourism Bureau shared the cost of advertising with the travel industry and
organized delegations to participate in trade shows such as the Thailand Travel Fair, arranged tourism promotional activities
in the Indonesian and Thai regions, and offered incentives to travelers and travel operators as a means of boosting tourist

arrivals from emerging markets.

(8) In regard to the Muslim world, the Tourism Bureau held seminars to help Taiwan’s tourism sector receive Muslim tourists,

@

—

5}

printed a Muslim travel handbook, provided domestic operators with a quality tour-development incentive/subsidy plan,
organized reception-guidance tours, and invited a Muslim media to visit and experience Taiwan’s tour routes. All of the above
are efforts intended to encourage domestic operators to receive Muslim travelers and to spark the interest of Muslim travelers

in visiting Taiwan.

. Indian Market

Key media such as: Mail Today, the Indian Express, Hindustan
Times, Outlook Traveler and Trav Talk, and major travel operator
Flight Shop India were invited to Taiwan to experience the country
and to attend the Taipei International Travel Fair.

In order to increase the number of tourists from India and develop
the Indian travel market, the Tourism Bureau commissioned an
Indian PR firm to organize multiple promotional campaigns. The
Bureau also attended the Outbound Travel Mart (OTM) through
the Taiwan Visitors Association to communicate directly with local
operators and consumers, to help in drafting feasible promotional
strategies.

Mainland China Market

Mainland China has been a market with rapid growing visitor numbers for Taiwan tourism in recent years. The promotional

strategy of the Tourism Bureau, witch focused on both quality and quantity produced 972,123 Mainlander arrivals in Taiwan
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in 2009, up 195.30%, 66,174 of which came for tourism activities. At the moment Chinese tourists largely engage in around-
the island itineraries; in order to promote the in-depth travel concept, theme-based tours and Northern, Central, Southern, and
Eastern regional routes bundled with off-islands have been launched to strengthen the tourism impressions of Chinese travelers.

The promotional efforts were as follows:
1.0rganizing of delegations to important international travel shows in Mainland China :
(1) World Travel Fair 2009 (April 9 — April 11)

a.The Cross-Strait Tourism Exchange Association led a Taiwan tourism marketing and promotion delegation to exhibit
at the fair in Shanghai, and invited approved travel agencies to sell Taiwan tourism products in the Mainland area and

representatives from potential operators capable of organizing outbound tours to attend activities promoting Taiwan tourism.

b. A “Cross Strait Tourism Exchange Fair” was mounted inside the Taiwan Pavilion, providing an opportunity for providers on

both sides to meet and talk face-to-face, to bridge distances, and to generate chances for cooperation in the future.

c. A “Taiwan Night” banquet was held to provide more opportunities for cross-Straits operators to meet and discourse.
Specially planned performances by Taiwanese performing groups added to the dinner atmosphere, and a series of
exchange activities improved business opportunities and rapport between both sides. The purpose of the event was to

attract Mainland travelers to visit Taiwan.
(2) Northern China Travel Fair in Yantai (May 15 — May 17)

a. The Bureau attended the North China Travel Fair 2009 held at the Yantai International Exhibition Center. Taiwan delegates
participated in various activities held during the NCTF as sellers, striving to expand the exchange and exhibition content,
improving Cross-Strait communication channels and business opportunities, enhancing travel quality, and prompting

healthy development of the tourism travel market.

b. Participating travel agencies under the Tourism Bureaus of all Chinese provinces, cities, and autonomous regions with the
right to travel aboard, travel operators qualified to organize outbound tours to Taiwan (buyers) and trade representatives
representing the Taiwan delegation, were invited to attend the Taiwan Night Exchange Banquet held at the Crowne Plaza

Hotel Yantai Sea View, so as to build up a bilateral exchange platform and to create new travel opportunities together.

(3) China (Kunming) International Travel Mart 2009 (Nov 17 — Nov. 23)

a. The Bureau attended the China International Travel Mart held at Kunming. In total 540 sq.m were leased to construct the
Taiwan Pavilion, providing the delegates with an area to exhibit and to promote to the local public, as well as for famous

Taiwanese performance groups to perform and attract a crowd.

b. Cross-Strait Tourism Exchange Fair: This fair was held inside the Taiwan Pavilion, and all related Taiwan-travel department
heads and operators from qualified Chinese travel agencies and those with the opportunity to become a travel agency in

the future were invited, providing the Taiwan delegation an opportunity to talk in-depth with the Chinese operators.

c. Taiwan Night for Tourism Exchange Banquet: This banquet was held at the Kunming International Convention & Exhibition
Center Ballroom, and Tourism Bureau heads from China’s various provinces and cities, the 25 provinces and cities open
to Taiwan travel, 146 travel agencies, and mainstream media were invited to attend, thus achieving the goal of the Taiwan

delegation to build up friendship and to interact with them.
2. Held Taiwan Tourism Seminars in Jinan, Hangzhou, Suzhou and Nanjing

(1) The Taiwan tourism seminar held in Jinan (May 18): attended by the leaders at all levels in Shandong Province, qualified
outbound travel agencies and mainstream media at the Crowne Plaza Hotel Jinan. During the seminar, presentations about
Taiwan tourism resources were made, films about the charms of Taiwan travel show, and bilateral exchanges/Q&A sessions
conducted, so as to strengthen Chinese operators’ understandings about Taiwan tourism and to build up a good tourism

concept about quality.

(2) Organized seminars at Hangzhou and Suzhou, as well as trade fairs and exchange banquets (June 30 — July 3): invited all

ANNUAL REPORT ON TOURISM 2009 |

057



058

3. 78 (BR) BRikER52

(11B17HZE11823H)

(1) A 540 T KiGH IR =8 AR » 1IRItRKE
RBEURRE HEWEELREREE  WLH
SEELREERES WS AH -
BIEMERBERMAKD | NEEEESEIT

BRAREGREET AR E RS RERE

S

2 BRSPS ARSI - 12
HEEREEMEAEEERN a2 S -

@) BB RXAES  REPERSRTOSRILEINE  AEAESATIREREE -
ERMBEIREZ 26 4™ © 146 RAMMEERTRKES N - ERRKXMEAEEE AT
B -

(Z) BER ~ iUl ~ BN~ R iE BB RS

1.5 T 2EECKRERAE, (5F180) ' BRIIRERAEE . SRHEL R RER2INNE
MENZTERABESRRN " SERCKRERPS, STETEEECENEG®R BRBHEE
TR TERIOMME RS HHEBCHRA BY R CRERS

2. WEHUN ~ BN RGRHEE  XEAKXGLAMNES (6H30BETHIH)  BMBERERE
WESEREERCEEM  BEFRENE  SERIREHS MEECESM -
(=) WEREEIKLEE

REBZELTT REZIRERE  BEREERYSENRH - BERERTEENERKZ
RENREE - PERAIMERLMAREERBE  BEFERSE - BRESKERE 5 XLLIL -~ -
M ROBHEUURE - ERERR  RR  XREBIRBHVETREREE  WESESEE
& REMEBIRETE -

(M) RIFEBEXERBEEEER

REVSEEBAEEEREDS - RIEHERZ2ERS S EIE - ERTM - KEZT) » 8X
HEERCR F AMERITEREFMSAAA -

EMET BEEREXIE - RERERAT

—  RITEESE » 4 ERMEE
F1F HBXEFETZ 198 6,0355k » &iEFEE5%E8,3195%k »
F2F  PREEEER  HEHE2B700%k -
£3F  ERNERAGRS - H£3IX215F 3,004 5k °
F4ZF RRBERAG  HBEX4IE7 7195k -
T EHEFER BEARNE I R4AHMEE100EAEERE 6820 HIEE 20084

FERE 9A 16 HEFEI0E=ERT K12 A5 HMEF 400 BFEIRE » ARIEEH=E
108~ 208 0B RA0BHE 2R TR 5m ©

| B EBER



Chapter 2 : International Tourism Advertising and Promotion

FE HEREBEAEENRHEER

travel agencies approved to sell Taiwan tourism products, potential operator representatives, tourist associations from all
regions and press media to attend.

3. Organized Taiwan Experience Tours

China’s tourism operators and media were invited to visit Taiwan for in-depth tours in order to promote Taiwan’s diversified
and in-depth travel spots, increase the Chinese residents’ awareness of Taiwan, as well as to R&D new products that can
benefit operators’ product packaging, media’s in-depth reporting, and to actively enhance travel quality. Tours were divided
based on regions: Northern, Central, Southern and Eastern, and supplemented with themes: health, farming fun, hot springs
and culinary delicacy, for in-depth promotions. The result was well received by the operators and related travel itineraries

were planned.
4. Produced Related Propagandas for Consumer Promotion

In order to effectively promote Taiwan tourism to the Mainland China market, maps of the entire region as well as separate
districts were made in Simplified Chinese. Culinary handbooks, travel books, tourism-related resource CDs and Cross-Strait

travel agency operating hand manuals were also made and available for use.

IV. Great Deals, Better Prices with Special Giveaways

1. Tour Taiwan Year: Four Seasons Giveaway

Season 1: A total of 196,935 Taipei Metro passes and 58,319 Kaohsiung Rapid Transit passes were given away.
Season 2: A total of 20,700 theme park entrance tickets were given away.
Season 3: A total of 213,004 vouchers to exchange for agricultural products were given away.

Season 4: A total of 47,719 vouchers for hot-spring baths were given away.

2. Prizes for One to Four Million to Visitors : On April 3, June 20, September 16 and December 5,
the one, two, three and four millionth visitors to arrive in Taiwan were awarded a credit card with a limit of NT$ 100,000, NT$

200,000, NT$ 300,000 and NT$ 400,000, respectively, for shopping in Taiwan, along with special souvenirs.
3. Free Half-day Tours for Transit Passengers : A total of 5,698 passengers.

4. Incentive Programs for Chartered Flights : Atotal of 118 flights carrying 15,967 passengers.
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5. Incentive Programs for Cruise Ships : Atotal of 62 cruise ships carrying 74,296 passengers.

6. Events to Encou rage Travel : Subsidized 252 institutes, 60,303 travelers, and 145 cultural performance events.

7. Special Programs to Help Tourists to Come to Taiwan for Travel and Study :
Supported 87 schools and 10,383 students and teachers.

V. Participation in International Activities to Expand Tourism
Markets

The Taiwan Tourism Bureau collaborated closely with overseas branch offices, the Taiwan Visitors Association and other
governmental overseas offices to execute tourism promotion plans. It also actively organized delegations to participate in trade
shows such as the JATA World Travel Fair (JATA), Okinawa International Tour Exhibition (TOUR EXPQ), Korean World Travel
Fair (KOFTA), Busan International Travel Fair (BITF), International Travel Expo Hong Kong (ITE), India’s Outbound Travel Mart
(OTM), Singapore International Spring/Autumn Travel Fair (NATAS), Philippine Travel Tour Expo (TTE), Thai International Travel
Fair (TTAA), Malaysian International Spring/Autumn Travel Mart (MATTA), MATTA Fair Penang (MATTA), IBT Berlin, World Travel
Market Excel London (WTM), Asia Pacific Incentives & Meeting Expo (AIME), International Incentives & Meeting Exhibition
(IMEX), IT & CMA, European Incentive Business Travel & Meeting Exhibition (EIBTM), and Japan Hokkaido YOSAKOI SORAN
Festival, ritual activities in Northeastern Japan, ANOUTSU YOSAKOI SORAN Festival in Mieken, Asia Pacific Festival Fukuoka,
and tourism promotional activities in Kyushu, Macao, New Zealand, Australia, Thailand, Indonesia and North America. The
main objectives were to promote Taiwan travel packages to important buyers, international groups, travel operators and regular
customers, to expand Taiwan’s tourism market, and to reach different customer sources. In addition to major travel shows the
Tourism Bureau also participated in tourism seminars, special promotional activities, and special street performances in various

places around the world to market Taiwan’s new tourism attractions.
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|. Promotion of Major Festival Activities

Taiwan has abundant natural scenic beauty, traditional culture, folk festivals, gourmet cuisine and local products. All are
important resources for organizing large tourism festivals as theme as well as promotional campaigns. To attract domestic and
foreign tourists, special festival activities featuring international tourism appeals are selected along with the compilation and
printing of a multi-language tourism calendar, to promote the many festivities and events worthwhile for tourists to experience
throughout Taiwan. Travel agencies and media networks are engaged to do promotions and marketing on the global front. The

key tasks are as follows:

To offer real-time and easy access to tourism information about cultural festival activities, the Taiwan Tourism Bureau has
opened a “Taiwan Festival Activities” information platform, for participanting organizations from central government agencies,
local governments and national scenic area administrations to enter their event information. The information entered was

subsequently posted after screening and reviewing, for the public to browse through.

The 2009 Taiwan Lantern Festival was held from February 9 to 22 at the Yilan Sports Park. The main theme lantern design
was based on Taiwan’s folk custom of the rotating zodiac animals, which in 2009 was the ox, with the main theme being “Plowing
Together for Prosperity and Strength” There were also Secondary Lantern Areas, Joyous Lantern Areas, Blessing Lantern Area,
Traditional Lantern Areas, Lantern Competition Areas, Lanyang Religion Lantern Area, Welcome Lantern Area and Specialty
Area. An overall lit-up environment and electronic rhythm were planned and integrated systemically in accordance with the

venue’s conditions, creating a spectacular visual feast.

ANNUAL REPORT ON TOURISM 2009 |

bz

065



IO

= R T2009FEEXRR
2009 FXRRIES TTEFER . BESHN0EF  FRARSERE0BAFLLEESE - AL
RIFHERRERE  NABREERERLE HEEMZHAZE  HRAFREFERE - KEFE-#FIN2
ERE  EHREZER 20 BFEERE - MREIAGHEERKBRSE - BEREREHENSAL
EMESENZ  REEESZEER ' IHZE 'FEHERNNIEEECOTE ) &5 -
/O~ #E) 2009 AREREEFE

EERRFREERCIRAARERETR  H=E NEaR, &k "EXR ) MABAEREGHES
TEERRERRFE, 5 BEX2E18FRREXE HERAZEIRRERMNE  EERRE
—AZRKERE  REUBETHNARCARREBEAN  BHESRREERAEETHER  HBH
NEFERERERIKEER  WIREASEENRRIKBERE @ SBBEEHRALETREEE -

SEANRURBENER - FEAXEXAZTE  RERABREAEREYR  HHEENZRE
MAmREEEE R RERBFEREEL LIS NREERRECERNEE -

EE REREIRERER

REANNEREEERG S ERREEN  BELRATRENSERHCRE R
PR BRI - DSEE - REZBRENIREERS  RA RS AREREERER
BB - ETFEHAT

— s BERERBHO
(—) atIRBRE KRGS ERER/OINEE » IRREEEKRE

(Z) ML RBPOBAIZRLGE (CIS)  HEMBBFRBEIAERBEHR © BIERREER
SAKZRE™T - EEXRBRERHAPIF LASSBERERERBEPOLEZRD -

(=) WEMHBIRESIKERBTOEEEEEE
(M) WERBEABHLEIARIES
(h) WERBERFHOEEER - BARBRE

s 75



Chapter 3 : Domestic Travel Promotion and Marketing
F=F BERRBHEREITH

The main theme for the 2009 Taiwan Culinary Exhibition was “Taiwan’s New Cuisine” Special souvenir stands were set up
around the premise as this was the 20th anniversary. This year, the exhibition was planned around creative fine cuisines, with
contents including Fine Dining Exhibit — Gold Medal Dishes, Five Star Chef’s Live Show - Cooking Classes, World Culinary
Contest, the Suzhou Water Country Riverboat Banquet, LOHAS Back-to-Basics Banquet, and Giant Grouper Gourmet. Special
halls S.Y. Goose Restaurant and leisure farming were also planned. Famous culinary experts and foodies from around the globe
were invited to sample and taste Taiwan’s Xiao Chow (snack food), as witnesses and promoters of Taiwan’s delicious cuisines,

sharing their experiences of an aesthetic food tour to advance Taiwan tourism.

The Tourism Bureau combined the healthy characteristics of hot springs with the needs of modern man for healthy dining,
bringing together the two important tourism resources of hot springs and fine dining into the Hot Spring and Cuisine Carnival.
This event integrated hot-spring resources with advertising and promotion channels, along with guidance to operators in 18 hot-
spring areas across Taiwan to jointly upgrade the quality of recreation in hot spring areas and offering "one night and two meals"
to give domestic tourists a unique hot-spring health experience, as well as offering a friendly and affordable hot-spring touring

environment to international tourists to encourage them to visit Taiwan.

This year, Typhoon Morakot traumatized Taiwan’s tourism industry. In order to stimulate the recovery of the tourism sector
in the disaster area, the 2009 Taiwan Hot Spring and Cuisine Carnival was launched at the Zhiben Hot Spring Area in Taitung

County, to help rebuild Taiwan’s hot spring industry.

Il. Measures to Create a Friendly Travel Environment

The Tourism Bureau worked to make it easier for domestic and international travelers to obtain all kinds of travel information
and assistance, to gain a deep understanding of major domestic tourist sites and resolve transportation problems while traveling,
and thus create a high-quality and friendly tourism environment and enhance Taiwan’s international image. The key tasks are as

follows:

(1) The Functions of the existing Visitor Information Centers at Taoyuan and Kaohsiung International Airports were enhanced

to reinforce service quality for international travelers.

(2) A corporate identity system (CIS) for Visitor Information Centers was established and assistances provided to local
governments for setting up new Visitor Information Centers or Visitor Centers at major domestic transportation hubs,

major cities with large numbers of tourists, major gateways to package tour routes and scenic areas.
(3) Assistance was provided to local governments operating and managing Visitor Information Centers.
(4) Training was provided for service personnel.

(5) Supervision and monitoring of Visitor Information Centers was strengthened in order to enhance service quality.
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The 24-hour toll-free Travel Information Call Center (0800-011-765) was manned by service personnel fluent in Chinese,
English, Japanese, and Korean, offering immediate professional information services to foreign travelers throughout Taiwan,

helping them with information relating to transportation, tourism and emergency contact numbers.

(1) Operators were given assistance in developing a nationwide tour bus system totaling 32 lines covering northern, central,
southern and eastern Taiwan. A total of 105,338 tourists utilized this system in 2009, of which 61,315 were foreign tourists
and 44,023 domestic. Direct tourism receipts generated were in excess of NT$120 million. From its inauguration in 2004,
this system has serviced more than 550,000 travelers, of which more than 260,000 were foreigners (approximately 47%

of the total), and over 290,000 were locals (about 53%), and has generated more than NT$590 million in tourism receipts.

(2) The Guidelines for Tourism Bureau Subsidies for Taiwan Tour Bus Advertising and Marketing, and for Enhancement of

Service Quality were implemented to facilitate the provision of assistance to operators.

(3) A unified corporate identity system for the Taiwan Tour Bus was established, a Taiwan Tour Bus website (in Chinese
English, Japanese and Korean) was set up, a product manual (in Chinese, English and Japanese), posters (in Chinese
and English), bus image stickers, and service personnel vests were produced so as to strengthen marketing and

revitalize the old Taiwan Tour Bus brand image.

(4) Promotion was strengthened in cooperation with government agencies, TV stations, the Internet, newspapers,

magazines, radio stations, as well as private enterprises and groups too.

(5) Travel operators were encouraged to participate in the marketing of the Taiwan Tour Bus program at domestic and

overseas travel fairs.

(6) Taiwan Tour Bus service personnel training were carried out and a multi-language audiovisual guide information databank

was established in order to enhance service quality.

(1) The number of tourists who visited a national tourist spot during the Chinese New Year holiday in 2009 was approximately
11,332,752, up a whopping 92%
compared to the 5,906,668 tourists
in 2008.
(2) Traffic alleviation measures
at tourist spots during holiday
periods providing safe, smooth
and happy holidays were carried
out with the coordination between
central and local government
agencies, in regard to joint efforts
to alleviate traffic congestion and
parking problems around tourist
sites during the Chinese New Year
holiday.
(3) Shuttle bus services were promoted at key destinations, along with accompanying traffic management measures.
(4) National “Taiwan Tourist Transportation Network” brochures and national “Northern, Central, Southern and Eastern
Taiwan Tourism Map” brochures were published, and 15 transportation brochures were produced by national scenic area

administrations as needed and provided to the public free of charge at visitor centers.
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The “Directions for Taiwan Tourism’s Program to offer Financial Assistance to the Industry to Provide Certain Foreign Language
Services” was implemented to encourage tourism operators to provide language services meeting the needs of their main client
segments, and to create a friendly travel environment as well as enhancing the reception quality. Seventeen operators applied in
2009 in accordance with said financial assistance, 14 have been approved; the total subsidies given exceeded NT$ 2.84 million.
Many operators have completed establishing their services.

lll. Promotion of the National Travel Card

To coordinate with the “Domestic Tourism Development Program” and to carry out the regulations on holiday subsidies for
compulsory vacations by civil servants, beginning in January 1, 2003, the government implemented the National Travel Card
measures that, in addition to incorporating the preferential rates provided by travel operators, including amended rules for
purchases by civil servants engaging in leisure travel during off-peak periods at contract store within the scope of the travel
industry. The purposes are to stimulate travel by the people of Taiwan during non-holiday periods and to revitalize the domestic
tourism industry. Approximately 590,000 Travel Cards were issued in 2009, and compulsory vacation subsidies amounting to
about NT$ 7.7 billion were provided to civil servants. About 65.52% of that amount (NT$ 5 billion) was used with tourism-related

industries, stimulating another NT$ 22.9 billion in spending in other industries.

In order to expand domestic demands and stimulate consumption, on September 23, 2008, the Legislative Yuan passed the
“National Travel Card Reform Plan’ Starting on October 1, 2008, civil servants no longer needed to limit their consumptions
to locations other than home areas, and may use the Travel Card for trips that are less than one day. Also, starting January 1,
2009, the subsidy that allowed for 25% of travel-related expenditures without using the National Travel Card, was cancelled.
However, to encourage civil servants to travel inside Taiwan, expenditures in travel, accommodation and tourism with the card
during vacation days and the days preceding and following them received double the amount of subsidies, but were limited to the
Government’s compulsory vacation system. The new policy became effective on January 1, 2009, and would continue for three

years with regular evaluation for its effectiveness on tourism and accommodation industries.

Furthermore, to motivate civil servants to develop professional knowledge and skills and to cultivate cultural literacy, the
Executive Yuan plans to include expenditures on ‘Art and Literature” industry to be qualified within the scope of the National Travel
Card program. Once approved, venues such as bookstores, art galleries, musical concerts, theater, dance, cultural exhibitions,
etc., may be qualified as contract stores.
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|. Preservation and Development of Tourism Resources

Tourism resources can generally be divided into two categories, cultural and natural, and what is usually referred to as
tourism resources puts the emphasis on natural resources. Taiwan is rich in natural tourist resources which, under the
island's system of administration, are managed by different agencies: the Ministry of the Interior, Ministry of Transportation
and Communications, Council of Agriculture, Veterans Affairs Commission, and local governments. These agencies carry out

overall planning and conservation of tourism resources within their areas via cooperative methods.

(1) Scenic Areas: The Tourism Bureau together with county and city governments carried out assessments in accordance with
the "Statute for the Development of Tourism" and the "Regulations Governing the Administration of Scenic Areas" and the 13
National Scenic Areas are administrated by the national scenic area administrations under the Taiwan Tourism Bureau; the 14

Provincial Scenic Areas were previously announced by the Taiwan Provincial Government.

(2) National Parks: Eight national parks were established by the Ministry of the Interior in accordance with the "National Park
Law" and are administered by national park headquarters.

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

Areas.
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Current Developmental Status of Tourism Resources
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B &5 1. National scenic areas: Thirteen scenic areas are administered
BEEER The Touri by national scenic area administrations under the Tourism
STy — ne Tourism Bureau together Bureau: Northeast and Yilan Coast, East Coast, Penghu,
with county and oty govemments Dapeng Bay, East Rift Valley, Matsu, Sun Moon Lake, Tri-
carried out assessment in Mountain, Alishan, Maolin, North Coast and Guanyinshan,

accordance with the "Statute for Southwest Coast, and Siraya.

MD%ODMOFTWHM 2. Provincial scenic areas: Four scenic areas were previously
the "Regulations GovlemmgTe announced by the Taiwan Provincial Government: Shimen
Administration of Scenic Areas Reservoir, Cheng Qing Lake, Wulai, and Green Lake.
3. County and city scenic areas: There are four county and city
scenic areas: Qingcaohu, Danshui, Jiaoxi, and Wushe.
4. County and city grade scenic areas: Fourteen scenic areas
have been announced by county and city governments:
Qixingtan, Shifen Waterfall, Little Wulai, Lunar World, Dongshan
River, Mingde Reservoir, Inner Zhiben Hot Springs, Zhiben Hot
Springs, Taian Hot Springs, Meihua Lake, Ruifang, Phoenix
Valley, Wufonggqi at Jiaoxi, and Tiezhan Mountain.
5. Unevaluated: Planning has been carried out for 17 scenic
areas that have not yet been assessed as to grade level:
Dahu, Zhonglun, Renyi Lake, Butterfly Valley at Lingui, Tianwei
Horticultural Area, Shigang Dam, Wufong Temple, Lalashan,
Dongpu Hot Springs, Zhongzheng Lake at Meinong, Caoling,
Qingquan, Xitou Forest Recreation Area, Cuifeng, Longtan
Lake, Lushan Hot Springs, and Lantan.
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of Agriculture and Ministry
of Economic Affairs in
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Eight national parks have been established by the Ministry of the
Interior and are administered by national park headquarters set
up by the Ministry: Kenting, Yushan, Yangmingshan, Taroko, Xue-
ba, Jinmen, Dongsha Atoll (sea garden) and Taijiang.
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1. National forest recreation areas: Eighteen in total were
established by the Council of Agriculture and are administered
by the Forest Administration Division of the Council's
Forestry Bureau: Mt.Taiping, Alishan, Daxueshan, Kenting,
Dongyanshan, Manyueyuan, Neidong, Mt. Hehuan, Wuling,
Baxianshan, Aowanda, Shuangliu, Tengzhi, Zhiben, Fuyuan,
Chinan, Guanwu, and Xiangyang.

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

3. University experimental forests: Two experimental forests,
Xitou and Huisun, have been established and are administered
by National Taiwan University and National Chung Hsing
University, respectively.
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Eight national farms are administered by their respective farm
units: Wuling, Fushoushan, Qingjing, Zhanghua, Jiaxi, Pingdong,
Hualian, and Taidong.
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Reserves for important plants and animals, and for unique
geological features, are vital resources for the development of
ecotourism. There are a total of 20 nature reserves, 17 wildlife
preserves, 34 important wildlife habitats, and 6 nature preserves.
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These include tourist and recreation areas such as tourist

agricultural areas, leisure farms, large parks, fruit orchards, dairy
farms, and amusement parks.
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(4) National Farms: Eight national farms
are established by the Veterans Affairs
Commission in accordance with the “ROC
Veterans Act” and are administered by their

respective farm units.

(5) Nature Reserves and Sanctuaries: Reserves
for important plants and animals, and for
unique geological features, are vital resources
for the development of ecotourism. There
are a total of 19 nature reserves, 17 wildlife
preserves, 32 important wildlife habitats, and
6 nature preserves, which are established by
the Council of Agriculture and the Ministry
of Economic Affairs in accordance with the
“Cultural Heritage Preservation Law” and the
“Wildlife Sanctuary Act”.

(6) Other Tourist Areas: Tourist and recreation
areas are developed and established by
local government agencies, excluding the

scenic areas.

(1) Effective use of resources through “focus construction” and “scenic site grading” strategies

The use of a “customer-oriented” thinking together with ecological preservation, the environment first, international
standards, and traveler convenience, make effective use of resources to show the government’s investment performance.
The concept of scenic site grading is used to classify key scenic spots into “international tourism”, “domestic tourism” and
“local tourism” grades, along with annual budgets slated for investments, to gradually enhance travel service standard,
and reach the goal of raising a portion of “national tourist important scenic sites” equipped with international potentials, into

important “international tourist scenic sites”.
(2) Implement the Building a Beautiful Taiwan — the Restoration of Glory Plan

In order to enhance the overall design quality of public construction projects, and to launch construction of National
Scenic Areas systemically, 242 reconstruction, renovation and operation works were done at scenic spots in the 13 National
Scenic Areas — Northeast and Yilan Coast, East Coast, Penghu, Dapeng Bay, East Rift Valley, Matsu, Sun Moon Lake, Tri-
Mountain, Alishan, Maolin, North Coast and Guanyinshan, Southwest Coast, and Siraya. Major constructions completed this
year include new constructions and facility rebuilding were the Nanfangao Visitor Information Center in Yilan County, Sun
Moon Lake Xiangshan Administrative Center, Beimen Visitor Information Center in Tainan County, Xinwei Scenic Bridge in
Pingtung County, Dapeng Bay Round-the-Bay-Road, integration of bicycle routes along the East Coast into a grid network,
Caiyuan Recreation Area inside Penghu County and Linkou Park.

The Building a Beautiful Taiwan — the Restoration of Glory Plan (Development of Tourist and Recreation Facilities)
was implemented in order to concentrate the efforts and to effectively assist local governments in constructing the public
infrastructures at scenic areas, as well as to continue the systemic building of local scenic areas, tourist areas or branding,
in addition to revivify memories tourists had in the past and restoring the former glory. The plan also brought continued
investments to local governments, renovation of scenic spots and routes frequented by international tourists as well as
domestic travelers, and steadily upgraded service standards of facilities and the quality of surrounding environments too.
The goal is to attract tourists, promote domestic travel, and draw international tourists through the formation of high quality
tourist sites to visit. In 2009, the Tourism Bureau invested NT$ 1,500,000,000 to help 24 local governments and implemented

320 scenic area public facilities renovation and construction projects.

ANNUAL REPORT ON TOURISM 2009 | Q77



078

(—) BTRRME T

REEWTRAGE TN, TAXRREBARE ) BENHEY T BERSDhEL D
BB S, EREBBXERBIERMREENERN  BENTREE SRS ERY - R
ST MOCRAEERRT - REERKEE  LUNSEHRE RAMETIE -
(Z) R BREE)

1. AMRAEERASEKEETBRREE o741 538 T BRASEREAEE AL
REDRREB (AL YERRECSTERE | &5 T ARAARSEREEEBER
PESESERFLES B TNRBREHRINEN B, ANEEES .

2. QMBI AR « EFIBEE - AR AEERED A OTERTE B EDRINE
 BEBEEEAWEED HEERERTENE - MBI AR MERER A -

3. %M UKEBEREHEBIE , RETR  CREREAEECRET  RTERREZNE
¥ RSB EEE -

4. MK R E R SRS E A KR R E IR T AT B SR T(E  WHKEBEE
DIEEURBETS  NRBSANCEEEHEAT IR BAREKE GE) BEAA
K EE B ERE -

5. TR S RN BRI E TR 2H
FHREBRA RN ER T S -

&>

ERORBET  URBERFMHIBE BREE |

3

| B EBER



FHNE BNXERMABREIRE

(1) Implement safety maintenance tasks

The "Public Safety Management White Paper's Implementation Plan" for the Maintenance of Safety of the "Supervision
Plan for the Safety Management of Amusement Facilities in Tourist Areas" portion was implemented, asking the agencies in
charge and local governments responsible for tourist and recreation areas to thoroughly carry out strategies included in the
Supervision Plan, relative to items such as the establishment of standard operating procedures for disaster prevention and
rescue, and the setting up of supervision and inspection mechanisms; so as to strengthen safety maintenance work in tourist

and recreation areas.
(2) Promotion of Water Recreation

1. In order to strengthen the safety management of water recreation activities in national scenic areas, in January 2008,
“Working Guidelines for Maintenance of Facilities in National Scenic Areas and Safety Management of Water Recreation
Activities” was formulated. In accordance to “Key Points on Supervision and Assessment of Operation Management
and Safety Maintenance at National Scenic Areas”, the “Water Recreation Activities Safety Inspection Plan” will be

implemented annually.

2. Held “legal regulations seminar for water recreation activities and safety workshop for snorkeling and canoeing
activities” at Long Dong Bay in Northeast
Coast and the Longmen Campsite, as well as
conducted no fewer than six water recreation
safety public education sessions through
the Police Radio Station, so to enhance the
awareness of the legal laws governing water
recreation, and the safety concept engaging

those activities.

3. Completed the “Regulations Governing Water
Recreation Activities” seminar and continued
to work with related organizations to examine
and discuss about the necessity of the
regulations, and organized the revisions to

certain articles.

4. Written requests were sent to all organizations
involved in water recreation activities, asking
them to reinforce guidance and warnings
toward violations of safety regulations, set up
cautionary signs at the main areas of water
recreation activities. Also assisted employers
and staff of water recreation activities to better
understand the regulations, and integrated
non-government rescue teams into water

recreation activities management systems.

5. Written requests were sent asking the Coast
Guard Administration under the Executive
Yuan to ensure safety inspections were
carried out and to assist in arrests and
notification of violators. Requests were also
made to the Fishery Agency under the Council
of Agriculture to reinforce boating and diving

safety propagation.
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Chapter 4 : Tourism Resources -
B

FOE BXERBABHRE

In order to provide the public more diversified recreational services and to introduce the method of enterprise vitality,
the national scenic administrations under the Tourism Bureau completed four projects by private participation: “Private
Participation in the Luntian Recreation Area and Operating Project”, the “Private Operation of the Food and Beverage Outlet
at Guanyinshan’s Visitor Center Project”, the “Private Participation in the Shicheng Service Area and Operating Project” and
the “Waiao Service Area of Yilan County Facilities Transfer Project” and one “Private Participation in the Penghu Tourism
Industry Promotion Center and Operation ROT Project”.

Other projects completed for the first time by private participation included the “Sun Moon Lake Xiangshan Hotel BOT
Project”, the “Private Participation in Sansiantai Hotel Area of Taitung County and Operating Project”, and the contract signing
of the “Private Participation in Green Island’s Zhaori Hot Springs, Ecological Research Center and Camp Site and Operating
Project.

The Tourism Bureau will continue to collaborate with the policies promulgated by the Public Construction Commission of
the Executive Yuan and the Ministry of Transportation and Communications, in efforts to promote private participations in
the government’s public construction of tourist recreation projects, aspiring to bring tourists better, more convenient tourism

recreational services through the vitality and creativity of the private sector.
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FHNE BNXERMABREIRE

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

This area includes unique world-class scenery, a richness of coastal scenes and cultural attractions. Implementation
of key tasks regarding the "Medium-Term Plan for Construction of Major Tourist Sites (2008-2011)" was continued in 2009
in accordance with the four investment key points prioritized into: international tourist spots, national tourist spots, local
tourist spots, and the management and maintenance of national scenic areas. Moreover, facilities improvements of related
tourism recreation services were also continued, so were assistance to the private sector pertinent to their participation and
investment in the tourism business. The aim is to develop the Northeast Coast and Yilan area into a coastal tourist destination

with international appeal. The key results of this work are as follows:
1. Planning and Construction
(1) Development of international tourist spots:

>k Improve the surrounding landscape and environment of the Fulong Recreation Area (the stretch of bikeway facilities
from Fulong Station to Old Caoling Tunnel), turning the Fulong Area into a small leisure town. Active promotion for
innovative activities and marketing campaigns are held to create theme-based tours, to stimulate the Fulong area into

a high quality leisure beach base.

*k Completion of the Waiao seawall stone path and observation deck, linking the facilities via open space to the Waiao
Station and Waiao Service Area, thus shaping the development of Waiao Ocean and Recreational Area, an area

focused on maritime activities, and stimulating the development of the local homestay and tourism industry.
(2) Development of national tourist spots:

Completion of the improvement of recreation facilities surrounding the Yilan Coast Recreational Area (improvements
at Dakeng Park, Yunzheng Ocean and Recreational Area, and landscaping and environmental improvement project
surrounding the Third Fishing Port of Nanfangao, etc), and renovated discarded camps into recreational and scenic-

observatory sites; and begin construction for the Nanfangao Visitor Information Center.
(3) Development of local tourist sites

sk Improved the recreational facilities and surrounding environments to sites such as Sandiaojiao — the easternmost

point of Taiwan, enhancing the imageries of the easternmost point.

>k Improved the recreational facilities and surrounding environments to sites such as the Maoao area, so as to increase

the local leisure and observatory spots.

(4) Continue the improvement of recreation facilities and the environments of surrounding settlements, under the principle

of waste reduction, along the primary corridor of Provincial Highway 2.

(5) Implementation of other scattered projects to form belt-type tourist sites, enriching the content of recreation, and to
enhance the quality of the overall travel environment.

2. Operation and Management

(1) Completed the Shicheng Service Area Leasing Project and Business Recruitment Operations in the Waiao Service

Area OT Project successfully brought-in private resources to participate and invest in tourism businesses.

(2) The renovation of Long Dong South Ocean Park and Yacht Port ROT (Four Seasons Bay at Long Dong) was completed
and operations began in May 2009. The number of visitors showed modest growth compared to the previous years, as
the Park is now redesigned into a theme park ideal for all seasons with themes Spring Wedding, Summer Sun, Autumn
Feast and Winter Hot Springs.

(3) Continued the performance management of the Fulong Coastal Hotel Area ROT+BOT project.
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(5)

Organized three seminars including the “25th Operations, Management and Sustainable Development Seminar” and

“North Coast Tour Route Industry Alliance Seminar”, to implement industrial tourism and enhance service quality.

Strengthen the promotional works for water recreation activities, printed brochures of dangerous fishing sites and made

water recreation activities safety promotional film.

3. Advertising and Promotion

)

2

—

Promoted large theme activities according to resource characteristics, seasons, news worthiness and industrial
demands, such as Usher-In the First Morning Light, Northeast Fulong Biking event, Fulong Sand Sculpting Festival and
Caoling Historical Trail and Silver Grass Festival.

Combined public transportation tools in collaboration with the Taiwan Lantern Festival in Yilan: such as the Cruise-
style Train with Taiwan Railway to market Northeast Coast tours, so to offer visitors a new way to explore the Northeast

Coast, and enhancing the overall popularity of local tours.

To promote the rich geological landscape of this area through the establishment of the Betou-Long Gong Cape
Geological Park by way of launching “environmentally friendly, seamless mountain to ocean” eco-tours. Hopefully, the
Geological Park may receive worldwide accreditation, and as an outcome, the lovely scenery of the island would be

highlighted, attracting foreign and domestic tourists to visit.

Volunteer interpreter training, seminars, recognition presentations, and evaluation were carried out, and a manpower

databank was established, augmenting the use of social resources and professional know-how.

4. Future Development

)

@

-

G

Diverse recreational activities are to be provided based on the natural humanities and tourism resources of the
Northeast Coast, creating an alluring international tourism flagship site and high quality tourist service by offering a

friendly, convenient, comfortable and safe travel environment.

Raise high-quality travel environment, build up group village style, unfold local characteristics, and promote local
tourism industry, to transform tourists from passers-by to tourists who stay for a purpose. Let the Northeast Coast
become an experience-lead, in-depth “LOHAS, slow-touring” travel style, to make the traveler extend his stay from one

day to two or three days.

In accordance with the efforts of the Ministry of Transportation and Communication to promote “Eastern Taiwan Biking
Network Demonstration Plan” turning the entire Eastern stretch into a classic biking route, the relevant hardware
facilities and services at Yilan Coast Biking Route and the Fulong Biking Path were reinforced and surrounding sites

linked, so as to create a route appropriate for bikers to visit.

Support the Northeast Coast Geology Park to become an international UNESCO GEOPARK, so that the local industries
may balance development with tourism functions into a natural and toxic free tourism belt, thus enhancing Taiwan’s

global image as a geological conservation and sustainable eco-tourism country.
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(2) East Coast National Scenic Area (http://www.eastcoast-nsa.gov.tw)

The East Coast National Scenic Area boasts the majestic scenery and rich natural ecology of Taiwan’s East Coast, as well
as unique prehistoric archaeological sites and the traditional culture of the Amis people. It offers rafting, hot spring bathing,
scuba diving, whale watching, and a multitude of other activities, making it a destination worth visiting all year round. The
results of continued implementation of key tasks in line with the “Northeast Coast and Yilan Coast National Scenic Area

Development Plan in 2009 under the “Medium-Term Construction Plan for Major Tourist Sites (2008-2011)” are as follows:
1. Planning and Construction

21 construction projects were carried out at international tourism spots (Green Island, Xiaoyeliu/Dulan area, Sanxiantai
area), national tourist spots (Chenggong/Changben area, Shitiping/Dagangkou area) local tourist spots (Jigi/Yanliao area).
Completion of improvement of the surrounding environment of the Green Island Eco-Research Center, renovation of the
Xiaoyeliu Camp Site Management Center and surrounding landscape, 2nd phase facility improvement of the Baxiandong
parking lot and walkway system, the Rueisui Recreation Area surrounding environmental and facilities improvement,
and the improvement of public toilets and surrounding environment of the Hualien region. These projects improved the

recreational facilities and upgraded the overall quality of travel services.
2. Operation and Management
(1) Upgrading tourist safety:

The alleviation of traffic congestion during the Chinese New Year holiday and water recreational activities safety
management were carried out, so that water recreational activity operators within this area are supervised in carrying

out life-saving exercises.
(2) Management of facilities maintenance:

Area-wide environmental and facilities maintenance, GIS recreational facilities management information system graphic
data upgrading, establishment of water monitoring system within the area, and inspections of autonomous operation and

safety maintenance at tourist spots were carried out.
(3) Environmental cleanliness:

The outsourcing of labor for environmental and facilities cleaning, national clean home plan implementation, and planting

at various sites in line with green beautification were carried out.
(4) Utilization of social resources:

Business recruitment operations pertinent to the Sanxiantai hotel area BOT project, business recruitment operations
pertinent to the Green Island Zhaori Hot Springs, Ecological Research Center and Camp Site and Operating Project, the

rental of recreational facilities at tourist sites, and adoption by the private sector were carried out.

3. Advertising and Promotion

Organized major annual tasks including the
Complete Training and Marketing Promotional Plan
for the East Coast Community Tribes from March to
June, Tourist Rafting on the Xiuguluan River in June
2009, Jialulan Handcraft Market from April to August,
East Coast Tribe Harvest Festivals from July to
August, the “East Coast Bike Tour” cycling activities
from August to November, the East Coast Dancing
Contest and Learning Activities in September,
Braving the East Coast-International Cycling Self-
Challenge Biking Tour in October, and First Sun Light

at East Coast at Sanxiantai.
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FONE BNXERRABZREIRE

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

The Penghu Archipelago is rich in basalt geology, ancient cultural sites, and traditional folk culture resources. It can serve
as a model for the promotion of water activities and maritime ecotourism. In 2009, the results of the Penghu National Scenic
Area in collaboration with the promotion of the “Penghu National Scenic Areas Development Plan” in accordance with the

“Medium-Term Construction Plan for Major Tourist Sites (2008-2011” are as follows:
1. Planning and Construction
(1) Development of new scenic spots

*k Organized the Phase 1 engineering for Caiyuan Ocean Farm service facilities, to create a hospitable atmosphere,

offer travelers recreation, a comfortable dining space and to enhance the overall tourism recreation quality.

%k Organized the landscaping and facilities engineering project at Xikanshan (Jibei yu) by combining Xikanshan’s
towering view advantage with the Xikanshan Trail, to plan and design for one observatory deck, arrange
transportation routes, add parking space, and reinforce green beautification for the environment. All of the above are
aimed for the tourists to get a fabulous view looking at the Penghu Island from this area, and have a bird’s-eye-view of

the entire Shawei (Jibei yu).
(2) Renovation Scenic Area

>k Construction of the Qimei Little Taiwan Observation Deck and Arbor: a platform for tourists to take photographs and
a wooden arbor were built to facilitate traveler safety, and to make observation of the geology in Little Taiwan and the

natural scenery at Niumuping coast more comfortable.

*k Renovation of the Yuwengdao Bronze Stature Recreation Area: this area situates at Xiyu side of the Penghu Great
Bridge, rich in basalt rock formations, is an excellent vantage point for tourists to look at far distances, linger about

and enjoy the view.
(3) Create Friendly Environment

*k Building travel service centers: renovations at the Qitou Visitor Center, Jibei Visitor Center, and Wangan Green Turtle
Tourism and Conservation Center were carried out to create a brand new spatial atmosphere, so that tourists may

experience kind and friendly travel inquiry services.

%k Construction of boarding and un-boarding facilities: constructed the Jibei and Caiyuan Floating Docks to provide

tourists with easy boarding and disembarking facilities.

*k Construction of user-friendly public toilets: completed the public toilet renovations at sites including the Lintou Park
so that easy-to-use and disable-friendly public toilet services may be carried out. The above constructions won the
Outstanding Public Toilet Award from the Penghu County Government.

2. Operation and Management
(1) Environmental Improvement

*k The Xiyu Male and Female Pagodas in Neian, Tongpanyu Geology Park, and Wangan’s Tanmen Port area and
Mandarin Ducks Grotto, were selected as focus areas. The local residents, private organizations, and Penghu
Technology University were all mobilized to clean up unsightly objects: floating and beached debris, large amount of
driftwood and discarded waste, abandoned waste soil from construction sites, and weeds. The hope was to froma
social movement and to refresh the residents’ self-awareness, so that the “environment first” concept may be carried

out, thus creating a “pure and clean” new look for the area.

>k Beach cleaning activities at Niaoyu Beach, Pengpeng Beach, Jishanyi, Dinggongyu, Yuanbeiyu, Quzhuayu, Shagang,
Dongiji Island, Qimei, Wangan and Zhongxi were carried out, participated by 865 people. A total of 10,050 kilograms
of beach garbage were cleaned up.
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(2) Recover Neian beach scenery

“Landscape Improvement Project for the Male and Female Pagodas in the Neinan Fort Recreation Area” was carried out
to protect this precious cultural asset. Huts and warehouses encroaching on public land were dismantled to restore the
natural landscape, and to recover the lovely scenery of the county’s historic site Male and Female Pagodas. Greeneries

were also added to provide tourists with a clean, fresh, recreational space.
(3) Promote private investment

* “Plan for Promotion of Private Investment in Development of the Penghu County Xiyu Township Yuwengdao
Resort Hotel and Recreation Area (BOT + ROT)” received authorization from the Ministry of Transportation and

Communication to re-announce delineation for business recruitment operations.

* The self planned “Application by the Private Sector to participate in the Establishment and Operation of Jibei Resort
Hotel and Recreation Area” was passed in the review meeting to carry forward subsequent announcement of

delineation for business recruitment operations.

*k Completed the contract signing for business recruitment of the “Private Participation in the Penghu Tourism Industry
Promotion Center and Operation ROT Project”, where up to NT$27million in expenditures are expected to be saved

for the government during the special concession period, and raise NT$17.38million in royalty income.

*k The Private Investment, Development and Operations Planning for the Dongwei Stone Sculpture Park have completed
the feasibility evaluation and preliminary planning operations. Subsequent works will be completed and reported in

accordance with related regulations.
(4) Planning and Construction of Sitemap Signage

Carry out the “Planning and Design of Signs for Penghu National Scenic Area Tourism Resource Guides”: planned for all
types of signage use for resource explanations, public announcements, warnings, and directions, to be uniform in layout
size, materials, base materials, colors, and assembling methods. The plan calls for signs to be installed in separate

phases and in separate areas. So far, the comprehensive upgrading of the Xiyu system has been completed.
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FONE BNXERRABRERE

3. Advertising and Promotion
(1) Molding of new topics

The Bureau the “King of Backpackers in Penghu” Internet
marketing activity, which was completely different from the
conventional recommended-travel marketing approach. The “King
of Backpackers” was to search and hunt for the “Chrysanthemum
Codes” — mysterious, surprising and romantic things. As the
Penghu Islands consist of North Sea Islands, Penghu/Magong
Islands and the South Sea Islands, the three finalists each
received one of the three mission backpacks representing the
three recreational systems: “Sea Prince Blue”, “Mystery Island
Gold” and “Linking-Hearts”, and they shared their adventures on the Internet so more net surfers could participate and

more visitors could be attracted to tour this area.
(2) Development of China’s Tourism Market
>k Travel to China for marketing and promotion:

in March 2009, the Penghu Administration together with the Penghu County government and the related sectors of
the Penghu area traveled to Beijing, Nanjing, and Shanghai, where they held three sessions of “Penghu Area Tourism

Industry Exchange Activities” to market Penghu tourism.
>k Arrange visits:

Assistance was provided to arrange Chairman Shao Qiwei of China National Tourism Administration and his
delegation to visit Penghu. Assistance was also provided to Taihua Ferry for carrying tourists from the Mainland to
Penghu for the first time, Chinese reporters stationed in Taiwan for doing interviews about Penghu, Mainland actor
and Taiwan Golden-Horse Award winner Liu Yeh for filming “Ai Wu Jie” MV in Penghu, and the visit by Vice Minister of

Taiwan Affairs Office of the State Council Zheng Lizhong, to expand the tourism market from Mainland China.
4. Future Development

Penghu is an international vacation island. In the future the Penghu National Scenic Area will maintain the four major

» o« » oo

working concepts of “environment first”, “reduce facilities”, “international standards”, and “service quality” to create the
beauty of Penghu. The strategies of “exploiting new spots”, “renovating scenic areas”, “new tourism packages, and
“molding new topics will be used to develop ” Penghu into a friendly, convenient, and safe travel haven. Let Penghu become

the premier tourist park island in the whole nation, and also become an international competency tourism island.
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Chapter 4 : Tourism Resources

FME BXERMARETEE

(4) Dapeng Bay National Scenic Area (http:/www.tbnsa.gov.tw)

The Dapeng Bay National Scenic Area, close to the Kaohsiung metropolis area, is under the jurisdiction of one township
and two villages in Pingdong County: Donggang Town, Linbian Village and Xiaoliugiu Village. The square measure of the
area is 2,764 hectares. This scenic area sports natural and cultural riches including a lagoon, mangrove forests, and coral
coastlines. The “Dapeng Bay National Scenic Area Development Plan” in accordance with “Medium-Term Construction Plan
for Major Tourist Sites (2008-2011) was implemented with the aim of creating an ecotourism environment and multifaceted

recreation, thus molding a multi-function resort destination. The results of this effort are as follows:
1. Planning and Construction
(1) International Scenic Area Priority Development:

k Improvement of water quality in Dapeng Bay was continued. Three wetland parks were completed: Qifeng, Linbian

Channel Stone Left Shore, and Mangrove — along with stage 2 and stage 3 dredging of the bay.

>k Work continued on section CHO2 of the scenic Round-the-Bay Road at Dapeng Bay Scenic Road; section CHO1 has

been completed and opened for traffic.

sk Work was carried out on the area’s infrastructure, with completion of road expansion project on mark CH04 bikeway
and the floating bike path beneath Wukong Bridge. The monitoring system on the Round-the-Bay Road was also

opened. Environmental cleanup and beautification for the Round-the-Bay Road and the wetlands are underway.
(2) National Scenic Area Priority Development:

Construction of the Liugiu Scenic Area was continued, with completion of streetscape improvement at the Liugiu
San-Jiao Square commercial area, renovation of store toilets at Flower Vase Rock, renovation works in campground
restaurants and conference rooms, and landscape improvement at Baisha Harbor area, so as to upgrade the

recreational and environmental qualities, and to raise tourist satisfaction.
2. Operation and Management

(1) Contract performance management for the Dapeng Bay National Scenic Area BOT project was carried out, and regular

BOT review meetings were held for annual target/progress controls.

(2) Operation of visitor centers, Oyster Shall Island, and the Lingiu Eco Campground were outsourced to save the workforce
and increase income, while providing recreational services and information on travel, recreation, sightseeing and

accommodation.
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Chapter 4 : Tourism Resources
FOE BNERFAHEEE

3. Advertising and Promotion

(1) “Run to Taiwan — 2009 Donggang Dapeng Bay 51.5 km Triathlon”, “Run to Taiwan — 2009 Hengchun Peninsula 113 km
International Triathlon”, “2009 Sea View — Dapeng Bay, Mountain Joy — North Dawu Mountain Cycling Challenge” and
“2009 ESCAPE NBX Light Ride at Hengchun Peninsula Cycling Challenge” were held in collaboration with the Taiwan

Super Triathlon Association.

(2) “Bike Tour 2009 Taiwan” and “Post-Disaster Tourism Relief — Citizen Travel Activity” were held in cooperation with the

Taiwan Tourism Bureau.
(3) Cooperated with the Pingtung County Government to organize the 2009 Blue Fin Tuna Cultural Festival.

(4) Cooperated with the Hengchun Peninsula Doubling Tourist Arrivals Industrial Alliance to participate in Kaohsiung,
Taichung, and Taipei travel exhibitions, as well as the Beijing International Tourism Expo, and tourism promotional
seminars in Hangzhou and Ningbo, to jointly market the Hengchun Peninsula Package Tour Route and expedite the

implementation of the Doubling Tourist Arrivals Plan.

(5) Organized the 2009 Love in Sichongxi Hot Spring Cuisine Festival to reinforce marketing of the Sichongxi Hot Spring

area.
(6) Cooperated with the Donggang King Boat Ceremony to market Donggang and Dapeng Bay.

(7) Organized the Dapeng Bay Bicycle Month and NT$ 1 Sightseeing in Donggang activities to combine sports and

recreation, and reinforce the marketing of Dapeng Bay.

(8) Organized the Dapeng Bay Sailing Cross-Bay Little Liugin Challenge and Happiness and True Love for Little Liugin
Wedding Honeymoon Year activities to actively promote Little Liugin.

4. Future Development

(1) Promote participation in the Dapeng Bay National Scenic Area Development Project together with governmental
agencies so as to bring about joint development and turn Dapeng Bay into an international multifunctional resort

destination.
(2) Use manmade wetlands to create a diversified biological habitat.

(3) Establish a Coral Reef Eco-Learning Island, improve the Little Liugin Scenic Area recreational environment, and link

yachting events with the development of the Dapeng Bay into a twin-core recreation belt.

(4) Build a fast and easy tourism transportation network connecting Kenting and Sichongxi to become a “tropical beach

vacation corridor”.
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FME BXERMAREEE

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

The East Rift Valley National Scenic Area is located between the Central Mountain Range and the Coast of Mountain Range in
Eastern Taiwan, with the long, thin valley and the green corridor between the two mountain ranges as its main body. This area, filled
with rice paddies, exquisite scenery, rich cultures, and abundant agricultural products, is a spiritual feast that brings harmony to the
body and mind of tourists. The implementation of the East Rift Valley National Scenic Area Development Plan in accordance with

the Medium-Term Construction Plan for Major Tourist Sites (2008-2011) produced the following major results:
1. Planning and Construction

(1) Conducted the Liyu Lake landscape improvement project (including renovation of surrounding scenery and the
monitoring system at the Visitor Center, construction of an event stage, renovation of Tannan Embankment, and initial
planning and operation of manmade wetlands), so as to mold Liyu Lake into an beautiful international water recreation

and resort area.

(2) Conducted landscape improvement projects in indigenous villages, namely Yuemei village in Shoufeng Township,
Hongye and Donggvang Villages in Wanrong Township, Kaloton Village in Guangfu Township, Tali and Lingacay villages
in Yuli Town, and Gikuwa’ay Olaw Villages in Ruisui Township, so to promote the construction of indigenous tourism and

to improve the appearance of tribal settements.

(3) Conducted landscape improvement projects at Luoshan, Tropic of Cancer, Chunri, Changliang, Southern Cross—Island
Highway, and Jili in Beinan, so to continue efforts to make the East Rift Valley into an international scenic distinction with

a premium recreational environment.

(4) Conducted the construction of bikeway systems at Ruisui, Yufu, Guanshan, Chishang, and Luye, and improved public

service facilities, to provide domestics tourists a diverse and quality environment for cycling activities.

(5) Conducted public toilet facility project at Luyegaotei, and continued reinforcing the recreational service quality in
Luyegaotei and tourist tea plantations, so as to develop this area into a vacation base for aerial tourism.

(6) Conducted scemic and public facility technical services (including planning, design, and supervision) in the Hualian,
Yuli, Ruisui and Taidong systems, continuing efforts to improve public service facilities along both sides of the Hualian-

Taidong Scenic Corridor and beautify the landscape.
2. Operation and Management

(1) In accordance with the “Working Guidelines for Maintenance of Facilities in National Scenic Areas and Safety
Management of Water Recreation Activities”, the Tourism Bureau dratted one implemented the “Water Recreation
Activities Safety Inspection Plan”, “Maintenance of Water Recreation Facilities and Inspection Plan of Safety
Management of Recreation Activities”, and “Standard of Operation for Facility Maintenance. The construction of the Liyu

Lake water surveillance monitoring system was completed in 2009, and monitors were installed at five locations.

(2) In the revitalization and reuse of recreational facilities, six private participation projects—the Linrong Recreation Area,
Chishang Recreation Area, Fenglin Recreation Area—Liyu Lake Campground, Phoenix Villa, and Luntian Recreation

Area were completed. The operation of other public—service facilities was commissioned out for the short term.

(8) Carried out auditing of the maintenance of cleanliness of tourist sites within the national scenic area by working with
the private sector and outsourcing service providers in accordance to the “National Clean Home Movement Plan”
and the East Rift Valley National Scenic Area Administration’s “National Clean Home Movement — Detailed Checking
Implementation Plan”. In 2009, entered the “National Clean Home Movement Plan” assessment on behalf of the Tourism
Bureau and was awarded First Place. Also in 2009 the public toilets inside recreation sites under the area’s jurisdiction

in the Hualien Area, again received “outstanding” awards.

(4) Updated information the “Tourism Information Service Website and Executive Information System” of the East Rift
Valley National Scenic Area, constantly upgraded and edited the website to reinforce its useful, friendly, and convenient
functions, and provided detailed information on the East Rift Valley. The website was graded “outstanding” by the Taiwan

Tourism Bureau.
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(5) Set up “Resources Joint Management Committees in aborigine areas "in accordance with the “Aboriginal Areas
Resources Joint Management Regulation”, convened consulting conferences, built partnership relationships with

aborigines, and completed the joint management system. Two committee consultation meetings were convened in 2009.

(6) To carry out the safety management of water recreation activities in this area, an academic institution was commissioned
in 2009 to conduct a study of the control of water activities in Liyu Lake; the results will be used as a reference for future
promotion of water recreation activities. Moreover, in order to provide tourists with better and more comprehensive
safety education, a “Safe Activity Education for Water Recreation Activities in the East Rift Valley Scenic Area Promotion
Video” was produced in 2009, with contents including safety demonstrations for river rafting, pedal boating on lake;
canoeing, and sailing activities. This video has been provided to all tourist centers in this area, where it is shown at

regular hours.

(7) Targeting the havoc that Typhoon Morakot wreaked on the Hungye (Red Leaf) Hot Spring Water Park in Taidong, an
academic institution was commissioned in 2009 to carry out the “Potential Risk Assessment Study of the Hungye Hot
Spring Water Park” as a means of preventing future incidents as well as evaluating risks. The research findings will be

used as a reference in the rehabilitation of the park.
3. Advertising and Promotion

(1) Organized the “2009 East Rift Valley International Ultramarathon Invitation”, “Never Stop — Extreme Biking”, “East Rift
Valley Cycling Carnival”, "Whirling Cycle Festival”, “2009 Joy of Watching Fireflies” eco-tour, “2009 Round Trip Hualian
International Triathlon Elite Competition”, “2009 Dragon Boat Festival”, “2009 Asian Canoe Polo Championship”, “Rift
Valley Fine Cuisine, Culture, Travel and Biking Carnival Activities”, “Visit the Rural Railway in Antong, Yuli on Your Bike”,
“Bike-Railway Seamless Shuttle Service Promotion”, “Kicking Off Northern Taiwan Bikeway Network Demonstration
Plan and Joint Press Conference”, “Integrated Marketing and Promotional Activities for Taidong Area Summer Camp
20097, “Hualian Cycling Festival”, and “Persist in Rolling — Rift Valley Cycling Carnival”.

(2) Upgraded and edited the tourist travel service website, providing Chinese (traditional and simplified), English, and
Japanese versions, a children’s site, detailed information on scenic areas, user-friendly services, and an online

reservation system for camping area.

(8) An “East Rift Valley Guidebook (Between Two Mountains)”, “Green Fairy” brochure, “Rift Valley Biking” brochure, and
biking postcards were published and distributed, a guidebook (English) was produced, a tourist passport event was
produced, and alliances were formed with Family Mart Convenient Stores, Internet, and radio, as well as local media,

for promotion and marketing activities.
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FME BXERMARETEE

(4) Produced the “National East Rift Valley Scenic Area”; Introductory DVD and the “Safe Activity Education for Water
Recreation Activities in the East Rift Valley Scenic Area” promotion video for distribution by local hotel associations.

(5) Placed scenic guide/brochure display racks at main railroad stations in the Hualien-Taitung area, to provide fast and

convenient travel service.

(6) For all large-scale activities, press conferences were held in both Taipei and Kaohsiung; dedicated websites were set
up; media from Taipei were invited to do interviews; and a multitude of different local industries were integrated for joint

marketing.

(7) Recruited local volunteers to cooperate with the service staff at ranger stations as well as to provide reception and guide

services for tour groups, and promote the tourism business.

(8) Organized kick-off activities in cooperation with the projects completed during the year: “Yuli Bikeway”, and the “Rueibei

Cherry-Blossom Bikeway”.
4. Future Development

(1) Hardware and software facilities will be improved according to annual plans so as to develop a popular destination for

water, land, and air recreational activities, and to promote local economic prosperity.

(2) An East Rift Valley Scenic Corridor (the East Rift Valley Sea-of-Flowers Corridor and East Rift Valley Bikeway Network)
will be created and marketed in line with the “East Rift Valley Sustainable Development Plan for Eastern Taiwan”, so as

to continue promotion of the Scenic Corridor and mold its image as a major gateway.

(3) Private participation in tourism and recreational projects will be actively promoted. Assistance will be provided to
integrate the resources of related public agencies and develop cooperation with the tourism industry. These efforts will
upgrade tourism service quality area-wide, and expand the effects of marketing and promotion.
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(6) Matsu National Scenic Area (http:/www.matsu-nsa.gov.tw)

The Matsu Archipelago has long enjoyed the sobriquet “Pearl of Eastern
Fujian”, and its unique geographic location, historical background, fantastic sea-
eroded landscapes, battleground culture, traditional stone houses, and other
cultural features of Eastern Fujian have made it known as “a paradise on the sea”.
Implementation of “Matsu National Scenic Area Development Plan” in accordance
with the “Medium-Term Construction Plan for Major Tourist Sites (2008-2011)”

produced the following major results:
1. Planning and Construction
(1) Advance Plan

Organized outsourcing of the “Technical Services for the Xiju Area-
Wide Landscape Planning Project” to study and analyze the tourism
and recreation resources of the Xiju area, as well as to formulate overall developmental feasibility, and identify
all developable tourism resources based on real future development. The findings will be used as references for

subsequent design directions.
(2) Public Facilities

>k Upgrading Beigan of the into a major International scenic area: Renovation of the Peace Memorial Park exhibit area,
environmental and landscaping improvement in the Qinbi settlement, basic infrastructure improvement of Dagiu Trail,
renovation of Banshan Gueuo Trail at Qinbi, facility improvements at the Beigan Ranger Station, and renovation of the
Banli Visitor Center were carried out.

>k Establishment of the Nangan System as a major domestic scenic area and an important gateway to Matsu travel:
Construction of the Mazu Religious and Cultural Park, image molding for the docks of Fu’ao Harbor, renovation
of basic infrastructure of the Beihai Recreation Area, repair work at the Yuntaishan Military Hall and surrounding

landscape improvement, and landscaping improvement surrounding Meishi were carried out.

%k Reinforcement of scenic spot construction and facility safety area-wide in Matsu: Landscaping improvement carried
out at all sites in Dongyin, repair maintenance and exhibit work at Dongyin Visitor Center, renovation of all sites along
Dongyangshan Trail in Dongju, landscaping improvement of the area surrounding Shanhaiyijia in Xiju and Dahan in
Nangan, installation of broadcasting and recording facilities at Beihai Tunnel and broadcasting facilities at Ankeng
Tunnel in Dongyin, and the production and installation of tourism resource signs.

%k Other environmental beautification and facility maintenance work.
2. Operation and Management

(1) Under the principles of preserving natural and cultural elements, low-density development for sustainable operation, and
the concept of “One Village One Character, One Island One Science spot”, existing tourist sites were renovated year by
year and public facilities were improved and maintained so as to strengthen the recreational systems of the four islands:

Nangan, Beigan, Dongyin, and Juguang.

(2) Assisted tourism operators in upgrading their visibility and service quality, helped to improve community environments,
and trained volunteer interpreters so as to bring in the strength of the private sector for the creation of a quality travel

environment and the enhancement of service quality.

(3) Constructed a bilingual tour guidance and interpretation system throughout the national scenic area and provided
multilingual promotional materials so as to build up a friendly and obstacle-free travel environment and expand the

scope of services to reach out and attract international tourists.

(4) Carried out sophisticated travel activities such Tern (seabird) watching eco-tours by bringing together profession of
interpretation and educational publicity, along with total-volume controls and other methods, to realize the work of

conservation and achieve the sustainable use of tourism resources.
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3. Advertising and Promotion
(1) Theme tourism activities carried out jointly with related organizations:

%k Cooperated with local art and traditional folk-culture festivals: Matsu Art Festival at Lantern Festival, Beigan Xiaowang

Temple 100 Years Festival.

%k Introduced of the most representative ecotourism activities to concentrate the attention of domestic and foreign

tourists: 2009 Matsu Tern-Watching.

%k Used the slogan “Mazu on Matsu” to attract tourists from Taiwan,Hong Kong,and China to the Mazu Ascends to

Heaven during the Matsu Festival, and Mazu Returns Home.

*k Introduced visits to Military Hall, frogman exercises, 240 cannon exercises, to express the military romace: Battlefield

Code Tours, “old soldiers return to Dongyin”.
sk Promoted Matsu coastal eco-tourism: 2009 Short Necked Clam Festival.

(2) Promotional activities were carried out jointly with related organizations so as to enhance the visibility of Matsu
tourism among different groups, including the “2009 Matsu Battlefield Code Tours”, “2009 Dongyin from the Sea, Tern
Observation Activities” and “2009 Matzu International Youth Travel Forum”.

(3) To celebrate the 10 anniversary of the Matsu Scenic Area Administration, first founded in 2000, a series of activities was
formulated under the theme “Owing to the Past, Looking to the Future”, which included “Matsu Tourism Development
Seminar” and “Battlefield Code Tours”, as well as announcing the “10-Years with You — Classic Matsu Trips”, displaying
Matsu’s unique battlefield, culture, and ecological charms.

(4) Cooperated with the media to boost exposure, including the United Daily News; Liberty Times, China Times, Central
News Agency, Matsu Daily News, Apple Daily News, and other print media; Public TV, Eastern News, Formosa TV,
TVBS, and Hakka TV stations; the Central Broadcasting news website, United news website, and others, resulting in
more than 20 media reports.

(5) Organized the “Collect Incentives for Matsu Tourist Passport” as a tie-in to the “Playing Around Matsu — Tourist
Passport” issued by this administration together with local hotels, restaurants, food and beverage operators and airlines,
providing passport holders either special incentives/discounts, or prize drawing after collection of the required number of

travel souvenir stamps from participating operators.

(6) Printed guide maps for all Matsu islands, and published books such as Introduction of the “Matsu National Scenic Area”,”
Matsu Wind Tour”, and “Bike and Travel Matsu”, as key tools for the Matsu National Scenic Area Administration to use in

the second half of this year, and next year to market Matsu tourism.
4. Future Development

(1) Under the precondition of sustainable
development, Matsu will be developed
into a “paradise on the sea” containing
ecological sights, Matsu culture,
traditional settlements, and battlefield

romance.

(2) Recreational quality and service
standards will be upgraded across the
board so as to provide a friendly, safe,
and high-quality travel environment.

(3) A bilingual travel environment will
continue to be promoted so as to boost

linkage with the international community.
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(7) Sun Moon Lake National Scenic Area: (http://www.sunmoonlake.gov.tw)

Sun Moon Lake is Taiwan’s largest lake, with a southern portion that resembles a crescent moon, and a northern side that
looks like the disk of the sun. It is being developed around the two cores of “alpine lake” and “Thao tribal culture”, with water
and land activities being combined together to provide a high-quality, diversified resort and recreation experience. Work on
the “Sun Moon Lake National Scenic Area Development Plan” in accordance with the “Medium-Term Construction Plan for

Major Tourist Sites (2008-2011)” produced the following major results:
1. Planning and Construction

(1) Work continued on public recreational construction in the Sun Moon Lake National Scenic Area, include scenic
improvement in the Shuishe, Ita Thao and Checheng areas, as well as the Xiangshan Bikeway link tandem project,

waste water treatment plant, and sewage construction.

(2) International competitive bidding was carried out for the Xiangshan Administration Center (including visitor center) and

Shuishe Park projects.
2. Operation and Management
(1) Scenic environment improvement

Rectifications and improvements were carried out at sites of poor scenery along scenic routes so as to upgrade the

scenic quality of the travel environment.
(2) Improvement of the visual environment

%k The investigation and removal of itinerant venders was strengthened, planting and beautification were carried out at

major tourist sites, and fence separation was implemented on tourist roads.

%k Tree thinning projects were carried our to improve views along Hanbi Trail, Chaowu Harbor, and Nianti Trail at Wenwu

Temple.
(3) Upgrading of travel safety and quality

Cooperated with the Fire Department of Nantou County to organize water rescue training and fire prevention drills;
demonstrations included categories such as fire on boats, capsized rowboats, proper ways to wear lifejackets, and how

to use water routes to carry out fire relief/disaster rescue in the Ita Thao area.
(4) Encouraging private investment

sk Completed the self-planned private participation ropeway system between Sun Moon Lake and the Formosan

Aboriginal Culture Village, and implemented operation.

%k Carried out contract signing for the “Sun Moon Lake Xiangshan Hotel BOT Project” and the continuouing operation of

the Checheng Wood Museum OT Project.
3. Advertising and Promotion
(1) Planning and implementation of annual tourism activities

Organized the “2009 Sun Moon Lake Year’s End Party to Pray for Blessings” activities, “Sun Moon Lake Cherry Blossom
Festival” activities, inaugurated the “Sun Moon Lake Toushe Reservoir Ecotourism Area”, “2009 Love at Sun Moon
Lake” activities, “2009 Bicycle Free Tour and Firefly Appreciation” activities, “2009 Old Time Chapel Group Weddings”,
“2009 A-TEAM Bike Convention at Sun Moon Lake”, “2009 Sun Moon Lake International Music Festival — Hui Nai-
Yuan and National Taiwan Symphony Orchestra”, “2009 Sun Moon Lake International Music Festival — Lin Cho-Liang
and National Taiwan Symphony Orchestra”, “2009 Biking around Taiwan” activities, “Student Talent Show of the 2009
NTSO String Orchestra Summer Camp”, “2009 TV Broadcast of Sun Moon Lake Prayer Evening — Prayng with Goddess
Mazu at Mid-Moon Festival”, “2009 NTSO Sun Moon Lake International Music Festival — Tribute to John Williams and
Fireworks”, “Taiwan Mobile National Day Fireworks and Music Concert by Philharmonic Movement Concert”, “2009

Rotary Marathon Racing around Sun Moon Lake”, and “2nd Sun Moon Lake Busker & Top Ten National Street Artist
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Contest”. Furthermore, in order to create added value for traveling around the Sun Moon Lake, other activities included
collecting merchant stamps along the hiking trails and redemption for gifts, collect merchant stamps while praying for
blessings and redemption for gifts, wedding photos for a choice of six souvenir gifts, Sun Moon Lake souvenir postcards,
and the “2009 Eye on Sun Moon Lake Photo Contest”.

(2) Implementation of the innovative tourism and culture integrated marketing and promotion strategy

>k To promote Thao culture, the “Sun Moon Lake Thao Music and Dance Expo” was continued in 2009 with “Thao Miapo
Festival” and the “Thao Harvest Festival”. Also, production for the “Collection of Legends and Fairytales of the Thao
Tribe including QOil Paintings, Photos and Text” was carried out, and “Transition and Hope — Exhibition of Indigenous

Peoples' Education” activities were organized in cooperation with the National Museum of Prehistory.

>k The annual events and activities in 2009 that combined art and culture together with tourism and recreation included
the “2009 Sun Moon Lake International Music Festival” and the “Taiwan Mobile National Day Fireworks and Music
Concert”. The “2009-2010 Sun Moon Lake New Year’s Eve” activities were tied to religious culture, such as the

organization of religious events and the collection of stamps at temples to exchange for free gifts.

(3) To promote the diverse tourism resources of Sun Moon Lake, works carried out in 2009 included the construction of the
3rd level visitor information center at Sun Moon Lake Ropeway Station, construction of the 4th level travel information
stations at Wenwu Temple, Se shui Community in Yuchi, and invitation of a total of 68 operators from the lake area to
join the services at the 4th level travel information stations. Moreover, in order to provide tourists with complete travel
information about Sun Moon Lake, the Sun Moon Lake National Scenic Area Administration partnered with famous
scenic spots in the Greater Sun Moon Lake area to offer touring and industrial incentives and discounts. The Rediscover
Sun Moon Lake Travel Passport was published in October, and distributed to all visitor information centers nationwide,

free to tourists.

(4) The “Sun Moon Lake Study Tour” was created with five schools to promote local characteristics of the various areas
in the Sun Moon Lake area—Mingtan Middle School, Mingtan Primary School, Toushe Primary School, Dehua Primary
School, and Checheng Primary School—-so that tourists may enjoy learning while having fun, and experience the different

local characteristics at the Lake.

(5) Efforts continued to promote the Round-the-Lake bus system as
well as the shuttle service between Sun Moon Lake and Worih
Station of the Taiwan High Speed Rail.

(6) Carried out promotion of passenger bus operators to travel on
National Highway No. 6 to help tourists going to Sun Moon Lake.

(7) Carried out construction of outdoor lighting environment on
Shuishe Pier at Sun Moon Lake to increase the diversification of
nighttime activities at the Lake.

4. Future Development

(1) Sun Moon Lake will be developed into an alpine international-
class lakeside resort area centered on a diversified tourism

industry and unique cultural characteristics.

(2) An internationalized, convenient, comfortable, and safe travel

environment will be created to attract foreign tourists.

(3) The target markets will be Europe, America, Japan, and Mainland

China, as well as international travelers engaged in ecotourism.

(4) Development of major domestic, international, and local scenic
spots will be continued, along with the renovation of the national

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

The three scenic areas within the Tri-Mountain National Scenic Area — Lion’s Head Mountain, Lishan and Mt. Bagua
contain a rich variety of alpine resources, majestic mountains, seas of clouds, geologic landscapes, and century-old historic
sites, as well as aborigine, Fujianese, and Hakka cultures, giving them a strong appeal to tourists. Work on the “Tri-Mountain
National Scenic Area Development Plan” in accordance with the “Medium-Term Construction Plan for Major Tourist Sites
(2008-2011)” produced the following major results:

1. Planning and Construction

(1) To improve and resolve the lack of parking space in the Nanzhuang area, and to provide information about domestic and
international tourist spots, cuisine, hotels, and transportation as well as the fine travel environments, renovation of the
“Nanzhuang Visitor Center of the Lion’s Head Mountain Scenic Area” was carried out, along with renovation of the Kangji
(Nanjhuang) Suspension Bridge, and construction of “Public Facilities at Penglai River Ecology Park in Nanzhuang
Township of Lion’s Head Scenic Area and Surrounding Sites”. The plan to link and to renovate the trail systems of Lion’s
Head Mountain was also carried out so as to provide tourists with a safer and more pleasant recreational space. In
total, seven public recreational facility construction projects were completed, including “Improvement of Public Service
Facilities and beautification around Ermei Lake” and “Beautification of Trails Surrounding Lion’s Head Mountain and

Wuzhi Mountain”.

(2) To improve the travel environment in the Lishan Scenic Area and strengthen the appeal for the private sector to invest in
Lishan Guesthouse, the “Lishan Guesthouse Ecology Trail Facilities Improvement and Design Planning Project” and the
“Seismic Retrofit of Buildings in the Lishan Guesthouse Area” were organized. Also, to rebuild Guguan’s new image as
well as provide tourists with a multi-dimensional recreation experience, a total of 10 public recreational facility planning
and construction projects, including the “Internationalization Scenic Spots at the Guguan Scenic Area and (Nanjhuang
and Guguan) Bike Travel Development Plan” and “Pedestrian and Streetscape Facilities at the Guguan Hot Spring
Area” (from the Hot Springs Cultural Center to

Osmanthus Lane) were organized.

(3) To make improvements and provide better bicycling
facilities as well as create a novel travel recreational
experience, “Construction of a Mid-Way Station
in the Bikeway System in the Mt. Bagua Scenic
Area and Peripheral Environment Improvement
Project”, “New Look for Mt. Bagua Scenic Area
and Baiguo Recreation Area” (phase 1), and the
“Planning and Design of the Houtanjing Recreation
Area Suspension Bridge in the Mt. Bagua Scenic
Area” were carried out. Also, to improve the travel
environment in the Songboling Recreation Area, a
total of 10 public recreational facility planning and
construction projects, including the “Public Service
and Facility Improvements in Fortress Tourism
Park” and the “Renovation and Improvement of

Songboling Visitor Center”, were carried out.
2. Operation and Management

(1) “Fire Safety and Windstorm, Flood and Earthquake
Disaster Drill Seminar” and “Emergency Disaster

Rescue Care Education” were conducted n 2009.

(2) The work of maintaining environmental cleanliness
was carried out under the “National Clean Home
Movement Plan” in 2009.
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(3) The “2009 Chinese New Year Traffic Alleviation Plan for Tourist Destinations” was carried out.

(4) The outsourcing and operating tasks of the Nanjhuang Visitor Center Parking Lot were carried out.
3. Advertising and Promotion

(1) Tourism promotion activities

* Lion’s Head Mountain Scenic Area: Carried out “Nanzhuang Visitor Center Inauguration Ceremony” activities, “Hakka

Hsin-Chu — Ermei Lake Merida Cycling Event” and “2009 Nanzhuang Tile Green Culture Festival”.

%k Lishan Scenic Area: Organized “Chasing the Wind in Guguan”, “2009 Driftwood Sculpture Show in Guguan”, “2009
Lishan Marathon”, “2009 Guguan Soup Feast”, “2009 Hit Drums in Guguan Festival” and “Christmas Carols in

Guguan”.

>k Mt. Bagua Scenic Area: Carried out the “2009 Eagles over Bagua — National Eagle-Watching”, “2009 Tour de Taiwan
— Cycling Competition”, “2009 Taiwan Running Water Festival”, “2009 She-Tou Socks and Guava Festival”, and “2009
Mt. Bagua Merida Cup and Cycling Carnival” activities.

>k Activities for the whole area: Carried out “2009 Taiwan Culinary Exhibition — Tri-Mountain Gourmet Legendary

Exhibition” and “Happy Visiting — Tri Mountain” activities.
(2) Production of promotional materials

Organized printing of Tri-Mountain Gourmet Legendary Exhibition” recipes, printed more copies of Tri-Mountain
brochures, and produced 2010 Tri-Mountain souvenirs, greeting cards, and “magic headscarves” with Tri-Mountain

images on top.
(3) Volunteer training

Completed 2009 interpretation volunteer training and continued holding volunteer workshops, award recognitions, and

various special education training courses so to upgrade the service quality of interpretation.
(4) Internet marketing

To reinforce the services on the tourism information website, 24-hour electronic maps, online application for guided tour
and interpretative services, bulletin board and homepage mailbox of governing officials, and access to government

statistics were provided.
4. Future Development

To efficiently integrate tourism resources in all scenic areas, and to facilitate the implementation of construction and
renovation projects for tourist recreation areas and public facilities in order to upgrade the quality of the tourism industry,

the objectives of each scenic area’s development are as follows:

(1) Lion’s Head Mountain Scenic Area: The Lion’s Head Mountain area will be developed into a religious culture site; the
Nanjhuang are will become a recreation area with culture, cuisine, and homestays. The goal is to develop the Lion’s

Head Mountain Scenic Area into an international tourist destination.

(2) Lishan Scenic Area: The Lishan area will be developed into an alpine “Switzerland in the mountains” resort, and the

Guguan area will become a recreation resort with hot-spring bathing and fine cuisine.

(8) Mt. Bagua Scenic Area: This area will be developed into a leisure and health resort with eagle watching, hiking, and
bicycle riding.
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(9) Alishan National Scenic Area (hitp://www.ali-nsa.net/)

The Alishan National Scenic Area is being operated under the principles of ecological preservation and low-density
development, with marketing emphasis on education, passion, and quality. The aim is to achieve the co-existence of nature
and tourism, with service to both travelers and the ecology. Work on the ‘Alishan National Scenic Area Development Plan” in

accordance with the “Medium-Term Construction Plan for Major Tourist Sites (2008-2011)” produced the following major results:
1. Planning and Construction

(1) International scenic area priority construction: Carried out recreation facility projects including landscaping work at the
Niupuzi Service Area in Chukou, construction of Chukou (Tian chang Bridge and Dijiu Bridge) recreational facilities,
Eryanping Trail improvements at Xiding, Southern Corridor Trail and public toilet improvements in the Fengihu Area, and

entrance imagery at Yimaxi in Guanghua.

(2) National scenic area priority construction: Completed construction of recreational facilities at the southern as well as
northern entrances of the Leye Miyang River Trail; renovated recreation facilities in both the Leye and Chashan areas;
improved the Rueifeng Erpringzai Service Area, recreational facilities at the Yuantian Area, and Rueili Taixingyan Trail; and

other recreational facilities projects including Jinshi Chushuikeng and Wenfeng Visitor Center parking lot.
(3) Local tourist spot construction: Completed Bantianyan Reereation Area facilities.
2. Operation and Management

(1) Carried out the traffic alleviation plan for the 2009 Chinese New Year and Cherry Blossom Season, and Alishan free
highway shuttle services, so as to effectively alleviate traffic bottlenecks and congestions; and provided post-disaster

transportation services.

(2) Organized environmental cleanup, repair, and facility maintenance tasks in major transportation routes and recreational

spots.

(3) Promoted rent/adopt a scenic spot facility, constructed management and maintenance systems for public facilities, and

organized travel safety management and emergency response/disaster rescue tasks.
3. Advertising and Promotion

(1) Industry assistance: Organized six confidence-rebuilding seminars for the tourism industry, two sessions of food and

beverage operators’ training, and three community environmental recuperation management workshops.
(2) Industrial marketing: Organized four marketing and sales promotions for local agriculture and specialty products

(3) Activities and promotions: Organized tourism promotion activities including Dancing with Fireflies, Alishan Story Trail, Love
in Alishan Joint Wedding under the Witness of Alishan Sacred Tree, New Year Sunrise Impression Concert, Alishan working

vacation group, media experience tour group, and singing and dancing performances by the Tsou Tribe.

(4) Publications: Completed compilation and printing of six publications including the “Alishan National Scenic Area Tourist

Quarterly Magazine” and brochures.
4. Future Development
(1) Build Alishan as a “natural, ecological, cultural, and sustainable international tourist resort.
(2) Promote aboriginal culture tourism to create Tsou Tribe imagery of “Green Mountains and Blue Waters”
(8) Provide complete recreation facilities for balanced development of the tourism industry.
(4) Plan and organize convenient shuttles to alleviate railway and roadway traffic congestion.
(5) Plan multi-theme travel packages to provide sophisticated and high-quality services.

(6) Develop special local products and encourage private investment in the tourism industry.
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(10) Maolin National Scenic Area (http://www.maolin-nsa.gov.tw)

The Maolin National Scenic Area offers outstanding valley scenery, a unique geological environment, natural hot spring
resources, diverse cultures, rich plant and animal ecologies, and places suitable for exciting outdoor activities. Work on the
“Maolin National Scenic Area Development Plan” in accordance with “Medium-Term Construction Plan for Major Tourist Sites
(2008-2011); in addition to coordination with post-Typhoon Morakot reconstruction, to effectively turn the area into an international
attractive tourist site, produced the following major results:

1. Planning and Construction
(1) Completed international tourist spot construction of the new Xinwei Bridge.

(2) Completed domestic tourist site transformation and addition of the Majia Visitor Center, and first—stage reconstruction of

the Liangshan Recreation Area public facilies.

(3) Planned and designed cycling station and hiking trail improvement projects at the Laonong and Northern Pingdong

recreation systems.
(4) Completed bikeway research and planning for the entire scenic area.
(5) Carried out green beautification constructions for the entire area, as well as maintenances of facilities and environment.
2. Operation and Management

(1) Completed the “Maolin National Scenic Area Bike Route Planning and Service Project, and established related information
on the scenic area’s webpage, offering leisure, advanced, and challenging Pursuit of Winds package routes. Midway
stations, supply depots, and other resources were marked for cyclists to conveniently replenish energy and repair their

bicycles.

(2) The Liugui Visitor Center and Maolin Visitor Center were damaged during the August 8 flood. Two buildings were dismantled
at the end of November 2009 to safeguard transportation and traveler safety. The Luigui Visitor Center will cooperate with
the Third Maintenance Office of the Directorate General of Highways to conduct the widening of Provincial Highway No.
27, as well as with the leveling/filling of the base foundation, planning of public facilities and services, and parking space

utilization.

(3) Severely damaged by the August 8 flood, parts of the Maolin National Scenic Area no longer retain their recreational
functions. Descriptions of the damage were posted on the scenic area’s website for traveler safety and to prevent travel
delays. Additionally, the administration center was temporarily relocated to Saijia Park. Road signs for major transportation

routes were also amended as necessary to help the public conduct business or sightseeing.
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3. Advertising and Promotion

(1) Domestic and overseas media (including the China Times, NOW News, Apple Daily, and the Liberty Times) were invited
to visit the Maolin area, to learn about the new scenic sites in different villages post-Typhoon Morakot, reinforcing
media exposure to ensure that information was communicated so to effectively stimulate tourism in the area and rebuild

confidence.

(2) Training was provided to front-line personnel in the tourism industry, and additional more training was provided to volunteers

for interpretation services to improve the quality of services provided.

(3) A series of activities was held in the wake of the August 8 flood, including “Walk Forward Kaohsiung-Pingdong Foothills
Reconstruction®Drum Wish’ “Maolin Dona Black Rice Ceremony’ and “Maolin Purple Butterfly Valley — Biennial Butterfly-
Watching Festival’ in concern for the disaster area and its victims and to announce that roadways to Bali and Maolin area

were now cleared, so as to attract tourist travels and indirectly stimulate local tourism accommodation providers to reopen.

(4) The “Majia Song Festival — Song of Brave Warrior” was organized with activities such as “Cultural Experience-Collect
Stamps for Gifts} a handicrafts and agricultural product exhibition, traditional song group competition, “Song of Brave
Warrior-Warrior Dance” competition, the Third Princess and Warrior Tryout, and DIY (leather carving, glazed marble

painting, children’s games) activities, so to effectively promote northern Pingdong aboriginal area tourism resources.

(5) An exhibition and sale of agricultural and specialty products and gifts at the Kaohsiung MRT Central Park Station was held
to bid farewell to the August 8 flood sorrows, and to announce the new beginning for the Kaohsiung-Pingdong foothills, to

rebuild confidence in local businesses, and to accelerate reconstruction.

(6) Volunteer training was provided to enhance volunteer relations and help them learn interpretation services to improve the

quality of services provided and effectively improve the quality and depth of travel.
4. Future Development

(1) The strengthening of the hardware and software infrastructure along the Kaohsiung-Pingdong Foothills Tour Route will

continue, with highway beautification and improvement of tourist sites and roads.

(2) A friendly English environment will be created and the quality of recreation upgraded, and the development of new travel

products and marketing strategies will be used to attract international tourists.

(3) Assistance will be provided through working circles and industry alliances to Kaohsiung and Pingtung counties, in line with
tourism construction and the strengthening of operation and management, in the creation of a win-win situation for the

private sector and the governments through strong operations and the holding of major festival activities.

(4) The promotion of cycling station construction and route planning and improvement, will be accelerated so to meet the

needs of cyclists desiring to get close to nature.

(5) New travel sites will be developed and scenic sites damaged by the August 8 flood will be reconstructed so to restore local

tourism industries and increase resident employment opportunities.
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(11) North Coast and Guanyinshan National Scenic Area (hitp://www.northguan-nsa.gov.tw)

The tourism development of the North Coast and Guanyinshan National Scenic Area is guided by the needs of the tourists, and
the Area Administration is committed to providing tourists with a “high quality, ecological, safe, human, and friendly environment’ This
is a high quality travel environment that provides comprehensive recreation facilities and creative services. Through the integration
of geographical views, natural environment, cultural background, and beach style, this national scenic area will be transformed
from a breeze-by type of recreation area into a “relaxed living, set point, and in-depth” travel destination to attract domestic and
international tourists. Work on the “North Coast and Guanyinshan National Scenic Area Development Plan” in accordance with the

“Medium-Term Construction Plan for Major Tourists Sites (2008-2011)” produced the following major results:
1. Planning and Construction

(1) Renovation was carried out on the North Coast and Guanyinshan National Scenic Area’s Jinshan-Wanli bikeway, Yeliu
Geo-Park, and improvement of landscape surrounding the Jinshan Visitor Center entrance was conducted to enhance

recreation and scenic functions so as to attract international tourists.

(2) Overall planning of the Sanzhi Scenic Area, second-phase scenic improvement of the Sanzhi Waterwheel Park, and
Shimen Scenic Area renovation were carried out to increase recreation facilities, improve surrounding environments, and

improve the quality of travel.

(3) Construction of the Guanyinshan Ecological Park area and surrounding facilities was completed, so that these recreation

areas can be linked together to improve local tourism.

(4) Road landscape improvement: Electric line underground work for the Yeliu, Guihou and Wanli areas, and Guanyinshan

road landscape improvement, were carried out to improve the quality of the recreation and travel environment .

(5) Green beautification of scenic spots: Greening of the North Coast Scenic Area (Yeliu and surrounding areas, Baisha Bay
boardwalk, and coasted beach plankway) and surrounding environment, as well as the No. 2-15 Toudegongkeng sub-
section of Houcu Section in Sanzhi Township were carried out to improve the quality of service and facilities.

2. Operation and Management

(1) Hardware and software recreational facilities were augmented and human-centered services and the internationalization of
facilities were strengthened with a customer-oriented thinking so as to create a friendly and safe travel environment. Total
travelers increased from 1,772,795 in 2008 to 2,877,099 in 2009, and customer satisfaction reached 81.9%. Among the
total, visitors to Yeliu Geo-Park increased from 829,296 in 2008 to 1,292,777 in 2009, surpassing a million people with a

growth of 62.3% (foreign tourists accounted for 60%).
(2) Maintenance and management of tourism resources:

* Electronic patrol sign-in locations and cleanliness maintenance forms were set up at public facilities and recreational
sites within the national scenic area's jurisdiction; personnel were designated to patrol their areas every day, and to report
and request repair or improvement whenever damage or malfunction was discovered. Personnel were also dispatched to

carry out random supervision to assure that recreational facilities were kept safe and clean.

*k Public and private organizations and individuals were encouraged to adopt public facilities, to cultivate a sense of

community, and to create harmony in the community while reducing government maintenance costs.

* Assistance was provided for the holding of beach cleanup activities, with the aim of omitting public and private efforts to

maintain the cleanliness and scenic beauty of beaches in the national scenic area.
(3) Safety maintenance:

* A Disaster Response and Prevention Plan and Disaster Response Network were mapped out, so to step up response to

accidents and emergencies.

*k The North Coast Water Safety Support Plan was carried out to form a North Coast Drowning Prevention Network, and

strengthen the safety of water recreation activities.
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3. Advertising and Promotion

(1) A high-quality digital “North Coast Scenery” DVD was produced to provide a complete display of the area’s rich and
diverse cultural and natural resources, as well as its unique geographical and mountain-ocean scenery. Digital images of
the video include the North Coast and Guanyinshan tour routes, activities, cuisines, agricultural and specialty products,
various developments, and seasonal travel information. The contents are suitable for showing at travel fairs, wedding photo
exhibitions, airplane cabins, and television stations, and come in six languages: Mandarin Chinese, Taiwanese, Hakka,

English, Japanese, and Korean, so to deliver a comprehensive marketing and promotional effect.

(2) Domestic and overseas media were invited to visit, and their reports and media introductions manifested the cultural and

ecological beauties of the North Coast and Guanyinshan National Scenic Area.

(3) The Area Administration cooperated with the Keelung City Tourism Alliance in planning 3-day 2-night Taipei City, Taipei
County, and Keelung City tour routes. Over 30 tourism industry personnel from Central and Southern Taiwan were invited,
and seminars were held in cooperation with local governments and organizations to hear opinions and comments about

the development of North Coast tour routes.

(4) The “Eagle-watching at Guanyinshan; “North Coast Ocean Music Festival, and “Shimen International Kite Festival} and
“Jinshan/Wanli Hot-spring Festival” were organized, and their results help boost tourism development.

(5) “North Coast Wedding Photo” tours were expanded; over 200 newlywed couples were attracted from overseas for wedding

photography, and prize-winning photos were exhibited at the Taoyuan International Airport as part of the promotional effort.

(6) To enhance the quality of services, the innovative “Discover the Royal Crown North Coast-Franco-Chinese War” was
producted, integrating historical stories and scenic spots. Compilation of other brochures and souvenir development were

also carried out.
4. Future Development
(1) Increasing Guanyinshan recreation experience facilities, to raise the leisure experience quality.
(2) Establishment of a LOHAS bikeway system, so everyone can enjoy the local romantic mood of the bikeways.
(8) Enhancement of Taiwan’s most northern scenic spots to attract domestic and international tourists.
(4) Reinforcement of recreation space and level of inspiration to extend length of stay.

(5) Election of the Geo-Park into an international destination by improving services for tourists.
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(12) Southwest Coast National Scenic Area (http://www.swcoast-
nsa.gov.tw)

The Southwest Coast National Scenic Area is divided into three major
recreational systems: Yunjia, Nanying, and Taijiang. The key sites in the Yunjia
system are wetlands, fish markets, shoals, and ancient temples. The key sites
in the Nanying system are salt pans, lagoons, water areas, and the black-faced
spoonbill. In the Taijian system, the key tourist spots are historic ruins, historic
sites, and mangrove ecologies. In order to build the area into an international-
class coastal wetlands ecology park containing wetland water fowl ecologies, inner sea water recreation, and human culture, and
to enhance its international exposure, in 2009, the National Scenic area administration continued work on the “Southwest Coast
National Scenic Area Development Plan” in accordance with the “Medium-Term Construction Plan for Major Tourist Sites (2008-
2011)” to produce the following major results:

1. Planning and Construction

(1) Completed the “Beimen Salt Coast Wetlands Improvement and Restoration Survey” and organized the Beimen salt wetland
restoration and safety fence construction. Gradual and practical recovery of this salt coast wetlands was achieved to

protect the natural environment and create an environment with a healthy eco-system.

(2) Renovated landscapes and facilities around the Budai Visitor Center to improve overall recreation facilities around and
environment. Carried out scenic landscape and public facilities improvement landscape around the Budai Visitor Center

Parking Lot and repaired public service facilities at the Budai Embankment.

(3) Rebuilt the old abandoned Beimen Saltworks Warehouse into a warehouse-style Beimen Visitor Center. This new tourist
travel and service resource provides visitors with travel inquiry services, scenic site presentations within this scenic area,

and more.

(4) To promote community development, a cleaner environment, and tourist service quality , the Wangliao Recreational Scenic
Greenbelt construction was completed and the Haomeiliao Area Recreational Park public facilities plus landscaping were

improved. These improvements provide not only better recreation facilities but also scenic pleasures.

(5) Completed renovations on the Tainan County Beimen Township’s Wangye Cultural Gallery at Donglong Temple, Tianan
City Annan District's Tucheng Holy Mother Temple, and surrounding areas, and greening of Nankunshen Plaza to provide

worshipers and tourists a friendly and convenient travel environment.

(6) Organized the Jingzaijiao Area Parking Lot improvement project and greening of the Mashagou Coastal Recreation Area

so to improve recreational spots and to promote the development of local tourism.
2. Operation and Management

(1) People were sent to patrol about 1,250 hectares of land and recreational sites in the coastal area to prevent illegal
occupation and use of land. Commissioned personnel were distributed to the different recreational sites to strengthen

environmental preservation along the coast and at recreational sites.

(2) A liaison mechanism connecting four counties and cities was set up in Yunlin, Chiayi, Tainan County, and Tainan City,
for the negotiation of issues related to tourism construction and management so as to elevate local tourist industry and

development.

(8) Work on expanding the land information management system was carried out to collect relevant visual statistics and
establish a digitalized database so as to comprehensively manage the status of land use and to enhance the digitalization
of survey activities in order to carry out effective land management as well as development of the tourism and recreation

industry.

(4) The Area Administration opened the Beimen Visitor Center and established the Budai Ranger Station to create a friendly,

convenient and safe travel environments so as to elevate the quality of travel-related services.

(5) Work was carried out with private organization on scenic area development. The management and operation of the old

Taiyen Beimen Worker’s Convenientce Store was commissioned out and linked up with pop idol and variety TV shows to
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increase publicity, and reinforce the tourism exposure rate of the Southwest Coast area.

3. Advertising and Promotion

(1) Organized “2009 Kunshen King Salt of Peace Festival, combining local resources, integrating the special salt industry
culture and religious culture, and wetlands ecology to promote tourism in the area, strengthen tourist's image of the

Southwest Coast Tour route, and build up the tourist name brand.

(2) Collaborated with Chiayi County Government to organize the “Dongshi Fishermen’s Wharf Summer Festival’; collaborated
with the Tainan County Athletics Association in carrying out the “2009 Kunshen King Cup Carnival and Lion Head Painting
Exhibition”; and collaborated with the Salt Glory Cultural and Education Foundation to organize the “Long-Distance Salt-

Destined Relationship” in tourism promotion and marketing activities .

(3) Promoted religious travel tourism, working with the management committee of the Luermen Queen of Heaven Temple to
carry out “2009 Mazu Tourism and Culture Festival’ Subsidized the management committee of Sicao Dazhong Temple
(Tainan City) to hold the “Romantic Spring Tourism-Live Shrimp, Crab, Fish and Shellfish Exposition” Completed a film on
“Wangye Religious Belief and Temple Characteristics” to promote Southwest Coast cultural and religious travel activities.

(4) Carried out the “Beimen Qigu Biking Tour; “Yunlin Kouhu Industry Experience by Bike; and ‘Aogu Wetlands Ecology and
Bird-Watching by Bike” activities. Also, collaborated with the Tainan County Cultural Foundation in holding the “Biking on
Highways to Experience the Southern Coast, and collaborated with the Tainan County Environmental Protection Union to
hold the “2009 Happy Running Cup” All of the above were efforts integrating recreational sports, eco-tours, and industry

marketing to promote the scenic spots inside the Southwest Coast National Scenic Area.

(5) Collaborated with environmental protection organizations in organizing the “2009 Advanced Narrator Training Plan’
“Kunshen Land and Sea-Future of the Ocean People” Environmental Education Narrator Seminar, and “2009 Biodiversity

Environmental Educational Camp” activities, so as to promote nature eco-tourism and enrich the content of tours.

(6) The Beimen Jingzaijiao pottery-shard Salt Fields are the oldest pottery-shard salt fields in Taiwan. Tour guides and
volunteer interpreters were on site to provide interpretation service on sun-dried salt processes. Tourists could go to the
salt fields by themselves to sun-dry, collect, and carry the salt for enjoyment. The activity was not only interesting but also
educational, and therefore quite popular for tourists. The number of visitors receiving the service reached 115,464 in 2009.

4. Future Development

The Southwest Coast National Scenic Area is a very large area and the future plan is to strengthen the north entrance (Kouhu,
Yunlin) tourist service park areas, open the Beimen Visitor Center, complete construction of the Mashagou Coastal Recreational
Area, set up ranger stations and visitor centers at important spots, build up the travel service network, and work on the wetlands
recovery plan. The National Scenic Area Administration will work with police stations to provide tourists with convenient and
friendly services, arrange various kinds of tourist marketing events, and promote the tourist recreation business. Following are

key points of future development:

(1) Opening of the Beimen Visitor Center and provision of tour information, travel inquiry, scenic area presentations and other

services, to offer travelers a multi-purpose recreational service area.

(2) Construction of the Kouhu Visitor Service Park in Yunlin to provide tourists with a comfortable and convenient recreational

environment.

(3) Renovation of the historical Beimen Chuzhang Office and Beimen Salt Fields to bring back the salt industry’s cultural glory,

and to add a new recreational spot.

(4) Continued holding of the 2010 Salt of Peace Festival and Southwest Coast leisure biking tours to transform this area into a
place geared for sports and leisure, eco-tours, and cultural tourism development. The efforts will integrate the marketing of
local agricultural and fishing specialty products to promote development of the local agricultural and fishery industries and

bring about economic prosperity .

(5) Organizing of the South Budai and Qigu Wetland Improvement and Restoration Survey with the aim of turning the
Southwest Coast into an international coastal wetlands eco-park for wetlands water bird ecology and inland sea recreation

and cultural resource.
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(13) Siraya National Scenic Area (http://www.siraya-nsa.gov.tw)

The Siraya National Scenic Area, with its unique gray-stone landscape of Lunar World, geothermal geology, traditional Siraya
tribal buildings, and special Night Sacrifice ceremony, constitutes an international tourist destination that features ecologic,
industrial, and native Taiwanese characteristics. Work on the “Siraya National Scenic Area Development Plan” in accordance with
the “Medium-Term Construction Plan for Major Tourist Sites (2008-2011)” produced the following major results:

1. Planning and Construction

(1) Preliminary plans and designs for tourism resources and scenic sites were carried out in regard to the key points of future
development. Initial planning was conducted on locations including Civil Engineer Hatta’s Home Renovation, Reuse,
Design, and Supervision Project, the drafting of a Spatial Plan for Green Tourism Environment and Public Facility Design

Guidelines, and the Design and Supervision of the Recreational System Landscaping Improvement Project.

(2) An entrance gateway image and tourism corridor node were constructed, the unique Siraya character and visibility were
reinforced the scenic corridor of Provincial Highway 3 was developed and the entrance image at the Zuozhen Travel

Corridor was created.

(3) The ecological Park and cultural area were renovated to create site themes and uniqueness. Also, renovations at

Guanziling Red Leaf Ecological Park, Nanhua Ecological Park, and Danei Toushe Night Sacrifice Ground were completed.

(4) Tourist service facilities were renovated to provide travel information and strengthen tourism travel safety. Improvement
of the travel service facilities at Xianzao Police Station and Xianzao Primary School, as well as the renovation of Yunshui

Information Stations, were carried out.
2. Operation and Management

(1) Set up the “Guanziling Traffic Flow and Tourist Counting System” to count the number of vehicles and visitors entering

Guanziling as well as to keep track of real-time traffic conditions.

(2) Mapped out patrol plan providing for scheduled, unscheduled, and joint supervision to maintain an understanding of the

state of public facilities, environmental cleanliness, and maintenance of natural landscapes.

(3) Carried out the installation of signs pointing to businesses/merchants along the DongShan Coffee Highway, placement of
temporary signs at freeway administrations, and erection of area-wide road signs in tourism recreational areas, to enhance

accessibility to tourist attractions.

(4) Assisted Guanziling to form a hot-spring association, and carried out ecological development and docent training at

Hongye Ecological Park, so to inject fresh opportunities into Guanziling through cooperation between the industrial,

governmental, and academic sectors
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3. Advertising and Promotion

(1) Organized the “Taiwan Hot Spring Fine-Cuisine
Carnival — Guanziling” and the “Experience Siraya
Mangoes” activities, which incorporated industrial
brands to infuse new liveliness into the local tourism

sector.

(2) Completed 19 tourism marketing events, including
“Love at Siraya —Summer In-depth Touring Activities
at the Hometown of Lotus’ “Yujing Mango Festival
and Industrial Culture Activities’, “Meiling Firefly
Season Ecotours’ “Story of Siraya — National Bamboo Craft Competition; and “Tainan Holland Days 2009 to Connecting

Hands for Siraya” in cooperation with local agencies.

(3) To raise interaction and the level of fun that domestic travelers experience in this area, the “I love Siraya — | Want to Tell

You” photography competition and logo selection for “Love Has no Borders —Holding Hands for Siraya” were organized.

(4) Assisted Tsengwen Hibiscus Resort to sponsor the making of the local film “Jumping Boy” to boost the marketing and

exposure of this area.

(5) Published “Eye Love Siraya — Romantic Spring” and “Eye Love Siraya — Meeting Siraya” books to reinforce the Taiwanese

people’s understanding of this area.

(6) Engages in website upgrading and the addition of marketing channels such as volunteer websites, blogs and the microlog
Plurk.

4. Future Development

(1) Through the promotion of “Country Travel — Green Tourism’ new technologies for energy-saving and carbon reduction will
be incorporated in construction of the tourism environment and operating management, so as to systemically create a new

green tourism image for Siraya.

(2) The core value of “Love Siraya — Connecting Hands for Siraya” will be utilized to connect Wushang tou, Guanziling,
and Siraya culture elements, reinforcing recreational service quality and a new cultural tourism appeal for the Siraya

international scenic destination.

(3) The forces of industry, government,
and academia will be combined to
jointly develop country travel, and
methods such as diversified product
brand marketing and first-hand tourist
experiences will be used to market

internationally.
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National Scenic Areas Under the Tourism Bureau
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HRERE 5 7746R18
East Coast Extends from the mouth of the Hualian River in the north 25,799 15,684 41,483

National to the Little Yeliu. Scenic Area in the south; and from June 1, 1988
Scenic Area the 20-meter depth line in the sea to the east to the first

mountain ridge visible from Provincial Highway 11 to the
west. Also includes the rafting section of the Xiouguluan
River, from Ruisui eastward, and Green Island.
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=R ASMERBO0A R 812 » ETE635AME °
KEERRE == Includes two scenic areas: Dapeng Bay and Little Liugiu
Dapeng Bay The Dapeng Bay Scenic Area is situated at the boundary 86411718H

1,340 1,424 2,764 Nov. 18, 1997

National between Donggang Town and Linbian Township in

Scenic Area Pingtung County, adjoining the Taiwan Straits on the
southwest. It has a land area of 649 hectares, a bay area
of 532 hectares, and a water area of 257 hectares. The
Little Liugiu Scenic Area encompasses. Liugiu Island
with an area of 691 hectares, plus 635 hectares of water
stretching 600 meters into the sea from the high-tide
mark.
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East Rift
Valley
National
Scenic Area

SHExRERRER
Matsu

National

Scenic Area
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Sun Moon
Lake National
Scenic Area
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FExRE xR
Tri-Mountain
National
Scenic Area

HE
Geographic Scope
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Stretches from the southern bank of Mugua River in
the north, to the northern edge of the Taidong City
urban plan area in the south, for a total length of 158
kilometers; from the first ridge of the Coastal Mountain
Range visible from Provincial Highway 9 in the east, to
the first mountain ridge visible from Provincial Highway
9 in the west. The total area is 138,386 hectares
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Includes Nangan, Beigan, Juguang, and Dongyin
townships in Lienchiang County, as well as the
surrounding seas to a distance of 0.5 nautical miles
from the shore and a water depth of within 20 meters.

LR R SRR R ER  REKE R LB
# o MRk BB R RN AR mRAILIZE21BER
KEFEHMAEEAR BABERAAERERZ
B[ A RN NRSUE I EERILFKEESE
BE -

Reaches to the border of the Yuchi Township urban
area in the north, the ridge of Mt. Shuishe in the east,
the borders of Shuili and Zhongliao townships in the
west, and the borders of Provincial Highway 21 and
Shuili township urban area in the south. Encompasses
the area of the Sun Moon Lake special zone as well as
Toushe, Checheng, the Formosan Aboriginal Culture
Village, Mt. Jiji, and the Shuili River.
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Includes the Lion's Head Mountain, Lishan, and Mt.
Bagua Scenic Areas. The Lion's Head Mountain
Scenic Area encompasses Hsinchu County's Emei
Township, Beipu Township, and Zhudong Town, and
Miaoli County's Nanzhuang and Sanwan townships,
with a total area of 24,221 hectares divided into three
recreation systems: Shih toushan, Wuzhishan, and
Nanzhuang. The Lishan Scenic Area encompasses
Taichung County's Dongshi Town and Heping Township,
and Nantou County's Renai Township, with a total area
of about 31,300 hectares divided into three recreation
systems: Guguan, Lishan, and Siyuan Pass. The Mt.
Bagua Scenic Area encompasses 10 cities, towns, and
townships, including Changhua County's Changhua
City and Huatan Township and Nantou County's Nantou
City and Mingjian Township, with a total area of about
22,000 hectares divided into three recreation systems:
Mt. Bagua, Mt. Baiguo, and Songboling.
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& (/AH) Area (hectares)

G300
Land

138,218

2,952

8,173

76,932

B,
Water

150

22,100

827

589
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Total

138,368

25,052

9,000

77,521

B BHA
Date of
Establishment of
Administration

864581H
Apr. 15, 1997

88F11H26H
Nov. 26, 1999

89F1H24H
Jan. 24, 2000

9043H16H
Mar. 16, 2001
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MERNESGERERKRE RE-
NG = Encompasses Kaohsiung County's Taoyuan, Liugui, and
ﬁ:ﬁi Sl Maolin townships, and part of six towns and townships 59.800 0 59.800 9041082H
National in Pingdong County including Sandimen, Wutai, and ’ ’ Sept. 21, 2001
Scenic Area Majia. The area stretches in a narrow strip of north-to-

south valley terrain, high in the east and low in the west.

The northern part consists of the foothills of Alishan

and the Yushan Range, while the central and southern

parts are in the Central Mountain Range. The Laonong

River Zhuokou River, and Ailiao River, traverse the entire

scenic area, whose indigenous tribes consist of the

Paiwan, Rukai, Bunun, and Southern Tsou.
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Southwest Reaches from Niutiaowan River of Yunlin County in the 92612824H
COE}ST north to the Yanshui River of Tainan City in the south, 33413 50,636 84,049 Dec. 24, 2003
Natlopal and from Provincial Highway 17 in the east to the
Scenic Area 20-meter depth line in the sea to the west.
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FHHEERESRE Situated where the Jianan Plain meets the high
Siraya mountains in Tainan County, reaching from Tainan 94F11H26H
Natiopal County's Baihe Town and Chiayi County's Dapu e 2heEl Eae Nov. 26, 2005
Scenic Area Township in the north to the southern boundary of

Tainan County's Xinhua Town and the southwestern
boundary of Zuozhen Township in the south, and
from the eastern boundary of Dapu Township, Nanxi
Township, and Nanhua Township in the east to Freeway
3 and the Wushangtou Scenic Area in the west.

Hat
Total 507,646 178,736 686,382
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2. Strengthening of On-site Supervision and Inspection

In accordance with the Tourism Bureau's "Guidelines for the Supervision and Inspection of Operations, Management, and
Maintenance of Safety in National Scenic Areas", related agencies, experts, and scholars were called together to carry out
on-site supervision and inspection of the 13 national scenic areas from July through September 2009. A review seminar was
subsequently held, and the scenic areas were given deadlines to improve management deficiencies. The best evaluations in
2009 went to the Matsu, Maolin and East Rift Valley National Scenic Areas. The Matsu Administration had the best performance
in the Environmental Cleaning and Landscaping category, Maolin Administration received the highest score for Public Relations,
and the East Rift Valley administration was most praised by the supervisory inspectors for its Smart Use of Community

Resources.
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In response to the implementation of the "Hot Spring Act" on July 1, 2005, the Tourism Bureau has vigorously assisted
operators in improving related facilities and in acquiring the hot-spring label so as to guide hot-spring operations onto the road of

sustainability. The following measures have been undertaken in this effort:

1. Local governments were assisted (or subsidized) in formulating management plans for hot-spring areas. Thirteen county and
city governments have received assistance in formulating plans and improving hot-spring resources so far and a total of six
counties/cities have announced the delineation for their approved hot-spring areas. The "Hot-spring Area Management Plan"
proposed by Taipei County, Chiayi County, Nantou County, Taichung County, and Hsinchu County have been approved, and
the above governments announced the delineation for their hot-spring areas between February and August 2009, respectively.

2. A mechanism for the examination and approval of hot-spring inspection units was established, and by the end of 2008 14
inspection agencies and groups had been approved for handling the inspection of hot-spring water quality.

3. Revisions to the "Regulations Governing Permit Application by Hot-spring Supply Enterprises" and the “Regulations Governing
Application for an Operating Permit by an Enterprise that Obtains and Provides Hot Spring Water” were promulgated in
February 15, 2007 and November 28, 2008, respectively, simplifying application procedures and speeding up the acquisition
of the hot-spring label according to the law.

4. Twenty operators were assisted in acquiring the hot—spring label: Tongweigou Hot Springs Park Bath Pools in Jiaoxi, Yilan
County; King's Resort and Spa in Miaoli County; Zhaori Saltwater Hot Springs on Green Island; Formosa Water Park-Tang
Sparty in Bali, Taipei County; Sea Gaia Spring Hotel in Wanli; Taipei County, Tucheng Yuma Hot Spring Motel in Taipei County;
Beitou Hot Spring Public Bath in Taipei City; Long Nice Hot Springs in Taipei City; Yueguangzhuang Hotel in Taipei City;
Shinkong Chao Feng Ranch & Resort in Hualien County; Beauty Age Spring Resort in Beitou, Taipei City; Royal Chihpen Hotel
in Taidong County; Suao Cold Spring in Yilan County; Yuan Hsiang Hot Spring in Ruihui, Hualian County; The Beitou Garden
Spa in Taipei City; An-Tong Hot Spring Hotel in Hualian County; Sweet Me Hotspring Resort in Beitou, Taipei City; Hoya Spa
Hotel in Hualian County; Jixiang Farm in Yuli, Hualian County; and South Garden Hotels and Resorts in Taoyuan County.
Assistance in applying for the hot-spring label was continued and operators were educated in posting warning signs at hot-

spring facilities to assure the safety of hot-spring bathers.
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l. Travel Agencies

1. Status of Operations

On December 31, 2009, Taiwan had a total of 2,164 travel agencies, of which 91 were consolidated travel agencies, 1,926

were A-class travel agencies, and 147 were B-class travel agencies.

2. Assistance to Travel Agencies in Upgrading Competitiveness

In order to assist travel agencies in the face of the global economic recession, the Taiwan Tourism Bureau helped them to
weather the troubled times, and upgrade their competitiveness. After integrating opinions and inputs from the business, the

Taiwan Tourism Bureau took the following actions:
(1) Establishment of a “Travel Agency Management Consulting and Assistance Team”

To help travel agencies raise their management abilities and resolve cash flow problems, the Taiwan Small Business
Integrated Assistance Center was commissioned to organize “Travel Agency Management Consulting and Assistance Team”
involving the private, government, and academic sectors, and to set up a free consulting hotline (0800-219-777) to provide
financial consulting and special—case assistance to travel agencies. As of February 28, 2009, the number of calls for phone

consultation stood at 56 and face-to-face consultations numbered 22.
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(2) Providing Preferential Loan and Interest Subsidies

a. Interest subsidies: On November 11, 2009, the “Key Points on Subsidies for Interest Payments on Loans to Travel
Agencies” was revised, to provide NT$5 million to consolidated travel agencies, NT$3 million to A-class travel agencies,
and NT$2 million to B-class travel agencies for loan guarantee and interest subisdies. Applicants that passed the Tourism
Bureau’s review were referred to the Credit Guarantee Fund, subsidizing up to 1.5 percentage points of the per—annum
interest rate on the real loan. If the applicant’s loan interest rate was lower than 1.5% perannum, then the subsidy was
given in accordance with the actual interest rate. Applicants that met financial institutions’ criteria for loans were subsidized
up to 4 percentage points on the remaining loan amount; if the applicant’s interest rate was lower than 4%, then the
assistance was in accordance with the actual interest rate. The subsidy is provided for the duration of the loan, to a

maximum of two years. Ten travel agencies have applied for this interest rate subsidy.

b. Preferential Loans for Encouragement of the Tourism Industry: This program provides consolidated travel agencies with
up to NT$10 million in medium and long-term operating capital loans, and A-class and B-class travel agencies up to NT$5

million in operating capital loans.

3. Continued Auditing of Travel Transaction Security to Protect Consumers’
Rights

To maintain the security of transactions and protect the interests of travelers, the Tourism Bureau established the “Travel
Transaction Security Auditing Committee” in accordance with the “Guidelines for the Auditing of Travel Transaction Security”
During committee meetings, agreements and directions on transaction security were reached timely on-site inspections of travel
agencies with abnormal operations were conducted as required by the “Process for the Auditing of Travel Transaction Security” to

prevent sudden bankruptcies of travel agents. The following major actions were carried out:

(1) The Bureau brought together the Consumer Protection Commission of the Executive Yuan, Travel Agent Association,
Travel Quality Assurance Association, Bankers Association, billing banks, Insurance Association and others for the joint
establishment of a “Transaction Security Monitoring Committee” for discussion of transaction security—related matters.

(2) Utilizing notifications from the Taiwan Clearing House on returned checks from travel agencies, the Bureau will took
information immediately and used it for early identification of travel agencies with financial problems. Inspectors were then

sent to the agencies for safety auditing.

(8) Travel agencies that showed massive low-price advertising, explosive increases in card consumption, or frequent changes of
responsible person or employees were screened and visited with the aim of making early discovery of abnormal operations

and reducing the occurrence of incidents that threatened transaction security.

(4) The Travel Quality Assurance Association and Taipei Association of Travel Agents were assisted in organizing a media and

internet advertising monitoring committee charged with watching out for news of abnormal situations.

(5) Professionals with expertise in auditing travel agencies were commissioned to participate in the inspection visits and make

professional recommendations to provide accurate assessments of companies financial status.
(6) "Group Travel Treasury" shorts were aired on the Police Radio System to provide tips about joining travel tours.

(7) The "Consumer Protection Page" was incorporated in the Tourism Bureau's Website to provide a complete range of news and
publicity.

(8) Names of travel agencies were announced as required by law.

4. Strengthened Auditing of Travel Agencies to Maintain Competitive Order in
the Travel Market

Travel agencies were guided in operating in accordance with the law. In addition to unscheduled visits to travel agencies to
understand their business conditions (95 agencies were investigated in 2009), enforcement was carried out against illegal travel
agencies and unlicensed guides and tour managers. In 2009 there were a total of 47 cases of enforcement against illegally

operating travel agencies, and 315 tour managers and 285 guides were investigated.
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5. Guidance of Travel Agencies in Establishing Internet Transaction Security
Mechanisms and Promoting Internet Verification Systems

Travel agencies doing business on the internet were supervised to assure that their advertising was concrete and factual,
that they adopted measures to protect the privacy of travelers and the security of information and communications, that they
used a secure payment mechanism, and that they maintained a consumer dispute resolution window. The Net Consumers
Association was asked to carry out assessment and certification of qualified online travel agencies (251 agencies received such

certification in 2009) so as to protect online transaction security for traveling consumers.

6. Reinforcement of Consumer Protection Information and Educational Publicity

(1) In conformity with the provisions of the Consumer Protection Law regarding the resolution of consumer disputes and the
provision of information services to consumers, in addition to offering consumer complaint mediation the Tourism Bureau has
also established a toll-free line (0800-211-734) manned by personnel exclusively to answer travel inquiries from consumers.
The Bureau accepted 255 travel dispute cases in 2009, and assisted the Travel Quality Assurance Association in mediating

260 complaint cases for its members.

(2) A "Consumer Protection Page" was set up on the Tourism Bureau's Taiwan Travel Information Website, with basic information
on legal travel agencies and their insurance provisions. Information on the page is divided into four sections: "Travel
Consumption”, "Travel Safety", "Travel Agencies Involved in Legal Pronouncements”, and ‘Announcements” The goal is to

assure the security of travel transactions and provide consumers with a sufficient amount of accurate travel information.

(3) To reinforce educational publicity for group travelers, the Tourism Bureau asked he Police Radio System to produce
promotional tapes on two topics—"Things to Watch for when Dealing with Travel Agencies" and "Protection of Rights and
Interests"—for broadcast beginning in mid-January 2010. Eight programs per topic (First, Second, and Third Place, and 5
Excellence Award) were selected to remind consumers of correct travel concepts and of things to watch for, and thus to

protect the interests of travelers.

7. Cross-Strait Negotiations on Chinese Tourists in Taiwan, and Reinforcement
of Travel Quality and Safety for Chinese Tour Groups

(1

—

To ensure the quality of services provided to Mainland Chinese tourist groups, an auditing plan was drafted to activate a
pre—inspection, interim—inspection and post— inspection mechanism. Pre-inspection of tour itineraries are conducted
to make sure quality matches the need(including: tour charge, itinerary, tour guides, transportation, hotels, and shopping).
Random audits of suspect receiving travel agencies are conducted during interim inspection; post inspections involve surveys

of visitor comments on quality of service as a reference for pre and interim inspections.
(2) Cross—strait cooperation on supervision of travel quality

Through the negotiation mechanism and exchange platform of the Taiwan Strait Tourism Association (TSTA) and the Cross-
Strait Tourism Exchange Association (CTEA), the US$60 per—person, per—night minimum tour price was set and promoted,

so as to jointly monitor travel quality and maintain market order.

3

~

Control at the source: inspecting advertisements and price quotations in China

The Travel Quality Assurance Association was commissioned to collect travel advertising information in China to gain a better
understanding of price quotations and the price wars that are taking place among travel agencies. A list of tour groups that

failed to meet travel quality regulations was compiled and provided to the CTEA through the TSTA for investigation.
(4) Real—time announcement of rewards and penalties for tour operators and of quality inspection information

Real—time or regular postings of rewards and penalties for tour operators, and quality inspection information, are available
on the "Chinese Tourists in Taiwan" section of the Tourism Bureau's Taiwan Travel Information Website, as well as on the
TSTA website, keeping cross—Strait related agencies, operators, and the public update of the latest information.

(5) Implementation of the “Travel Shopping Assurance System”
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The Tourism Bureau continued to assist the Travel Quality Assurance Association in implementing the travel shopping
assurance system, the purchase protection mechanism, shopping quality assurance investigation, inspection of product
functionality, and the return or exchange of goods and reimbursement and exchange of defective products. As of Dec.31,

2009 240 merchants had joined the purchase protection mechanism.

Il. Tourist Hotels

1. Current Status

(1) At the end of 2009, Taiwan had 95 tourist hotels with a total of 22,395 rooms. International tourist hotels accounted for 64

hotels with 18,645 rooms, and tourist class hotels numbered 31 with 3,750 rooms.

(2) Applications for 7 new tourist hotels having a total of 1,213 rooms and calling for a total investment of NT$5.8 billion were
submitted in 2009. Four of the projects have passed inspection and been issued tourist hotel business licenses, increasing
the total room count by 728.

2. Scheduled inspections of international tourist hotels and general tourist hotels outside cities directly administered by the
Executive Yuan (a total of 78 tourist hotels) were carried out from March 3 to July 15, 2009, and the tourist hotels were

supervised in taking out public liability insurance so as to lower the risk of operators and protect the safety of travelers.

3. The Tourism Bureau assisted in 25 applications for tax offsets for the purchase equipment or technology for automation,
pollution—prevention, or the upgrading of enterprise digital information capabilities. The amount involved totaled NT$
26,130,914.

4.1n 2009, 9 tourist hotels were subsidized as stipulated by the “Directions for Tourism Industry House Tax Subsidy for Typhoon
Morakot Victims? with total subsidies amounting to NT$11,100,014.

5.As of December 31, 2009, 55 tourist hotels had issued Hotel Product (Service) Gift Certificates, in conformity with the

regulations.

6. To protect tourists’ reservation rights and clarify the accountability relationship between tourist hotels, general hotels, and
homestays, and consumers the “Standardized Contract for the Direct Reservation of Tourist Hotel Rooms, General Hotel
Rooms and Home Stay Rooms by Individuals" was determined during the 171st meeting of the Consumer Protection
Commission of Executive Yuan on November 16, 2009, and promulgated by the Ministry of Transportation and Communications
on January 13, 2010.

lll. General Hotels, Homestays, and Youth Hostels

1. As of the end of December 2009, there were 3,257 general hotels in Taiwan, of which 2,671 were legal and 586 illegal. Under
the principle of "central supervision with local implementation", the Tourism Bureau carried out 25 scheduled and unscheduled
supervisory inspections during the year and local governments carried out 3,104 inspections. Ninety—three hotels were

assisted in gaining legal registration.

2.In accordance with the "Statute for the Development of Tourism", the Tourism Bureau provided supervision to local
governments in guiding homestay business registration and carried out related seminars with the aim of upgrading the quality
of the facilities and the management concepts of their operators. A total of 2,910 homestays were legally registered at the end
of 2009.

3.The Chinese Taipei (Taiwan) Youth Hostel Association was assisted in helping four of its member hostels to obtain YH

certification, and three to obtain IBN certification.

4. Bidding and qualification procedures for the outstanding of hotel star rating accreditation to a private professional organization

was completed, and assistance was provided for in holding seven accreditation explanatory sessions.

5. To promote the upgrading of quality in general hotels, 20 hotels were assisted in upgrading their overall hardware and software

standards with design subsidies totaling NT$17,299,281 in 2009. A total of 2,116 rooms were improved.

6. To help the tourism industry obtain low—interest loans to upgrade their overall hardware and software standards, 24 hotels
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were assisted in obtaining a total of NT$16,481,000,000 in preferential loans in 2009. Interest subsidies were approved for six

of the hotels, with the total subsidy averaging more than NT$5.43 million annually.

7. Assistance was provided for 16 counties and cities in holding 19 "Introductory-Level Hotel Personnel Training" sessions
designed to upgrade the quality of hotel personnel and to improve overall service standards. In total, 2,650 participants
received training. In addition, "Mid-Level General Hotel Manager Training" was held for 388 trainees, and "High-Level Hotel
Manager Training" was held for 180 trainees. All of the above were done so as to effectively improve hotel personnel service

standards.

8. The “Measures for Bail Outing Tourism Operators with Operational Difficulties Caused by Typhoon Morakot” were established.
The “Directions for Tourism Industry House Tax Subsidies for Typhoon Morakot Victims’ “Directions for Tourism Industry
Loans and Interest Subsidies for Typhoon Morakot Victims’ and “Directions for Subsidies for Financial Institutions Providing
Extensions on Interest Payments on Loans to Tourism Enterprises. Affected by Typhoon Morakot” were also established as the

basis for the affected tourism operators to apply for housing tax subsidies, relief loans, and interest allowances.

IV. Tourist Amusement Enterprises

1. Current Status

Taiwan had a total of 24 licensed tourist amusement enterprises in 2009, of which 23 were included in the category of

"important investment projects" and one was outside that category. They had a total of 4,126 employees.
2. Examination of Project Establishment

(1) In accordance with the provisions of the "Guidelines for the Examination of Applications for the Development of Recreation
Area Facilities", two development projects were approved in 2009: the Wan Ruey Forest Paradise (1st revision) and Yamay
Resort (2nd revision), covering a total of 235.8457 hectares and approximately NT$53.129 million in investment. Four other
applications were also accepted: Janfusun Fancy World (4th revision), Window on China Theme Park (2nd revision), Yiyuan
Resort (1st revision), and Puli Chihkanding Recreational Area, with a total of 77.755 hectares and about NT$1.279 billion in

investment.

(2) New tourist amusement facilities added in 2009 include Sun Moon Lake Ropeway at the Formosan Aboriginal Culture
Village, Leofoo Village Theme Park’s “Leofoo Resort, and “Doraemon Show Room” at Window on China Theme Park,

costing a total of NT$1.7billion in investment.
3. Operation and Management

(1) To improve the quality of tourist amusement facilities, reinforcement of the mechanisms and regulations for self-inspection
and regular and irregular area county (city) governmental inspections, and of supervision by the Tourism Bureau and
supervisory agencies of the central government was carried out, in accordance with the provisions of the "Regulations
Governing Amusement Park Enterprises" and "Guidelines for the Examination of Applications for the Development of
Recreation Area Facilities".

(2) Twelve series of inspections were carried out from July through September 2009, with 27 theme parks inspected, and 23
licensed amusement enterprises that conformed to the conditions of competition were assessed. Eleven enterprises were
evaluated as "Outstanding": Janfusun Fancy World, Formosan Aboriginal Culture Village, Leofoo Village Theme Park,
Farglory Ocean Park, Yamay Resort, Window on China Theme Park, Little Ding-Dong Science Park, Jianshanpi Jiangnan
Resort, Sun Link Sea Forest Recreational Area, West Lake Resortopia, and Atayal Resort. Another seven were evaluated
as "Excellent": Wan-Pi World Safari Zoo, Formosa Fun Coast, Bada Forest Theme Paradise, Shangrila Paradise, Yeliou
Ocean World, Kentington Resort, and Dalukuan Land. Others were not rated.

4. Training

To help tourist amusement enterprises upgrade their operational management and quality, a Lecture on Incentives for Tourist
Amusement Enterprises was held on March 19, 2009, a Lecture on Operational Management and Consumer Protection was

held on May 6, 2009, Training for the Upgrading of Service Quality in the Tourist Amusement Industry was held on June 17-
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Chapter 5: Guidance and Administration of the Tourism Industry
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18, 2009, and Training for Operational Management and
Enhancement of Industrial Competitiveness was held on
October 27-28, 2009.

5. Integrated Marketing

Integrated marketing activities were organized for the
tourism theme park industry in 2009 with tie-ins to winter
and summer vacations. A press conference was held on
January 15, 2009 for the "2009 Fun Winter — Theme Parks"
to promote the activity, which was held from January 15 to
February 15, 2009. Another press conference was held on June 28, 2009 to launch the "2009 Fun Summer at Theme Parks—A
Fun Relaxing High Summer" from June 28 to September 6, 2009. The Bureau also assisted with the compiling and issuing of

press releases for these activities prior to the summer vacation and long holidays.
6. Incentives

(1) To provide assistance for industry upgrading, in cooperation with promotion of the Project Vanguard for Excellence in Tourism
and in accordance with the “Guidelines for Tourism Bureau Subsidies for Upgrading Industries” as announced on September
29, 2009, subsidies were provided to upgrade the quality of tourist amusement workers, to plan and design new facilities, to
renovate existing visitor service facilities, and to carry out other promotional activities. Nineteen tourist amusement enterprises
received NT$34,961,346 in subsidies in 2009.

(2) Tourist amusement enterprises were assisted in applying for tax and financing incentives in accordance to the provisions of
"Encouragement of Private Participation in Infrastructure Projects", "Medium— and Long—Term Capital Utilization Rules",
"Statute for Upgrading Industries", and "Preferential Loan Guidelines for Encouragement of the Tourism Industry".

(3) Tourist amusement enterprises were assisted in applying for tax credits and offsets for the procurement of automation and
pollution-prevention equipment under the “Statute for Upgrading Industries”

(4) Private organizations were helped to acquire government land for development in accordance with the "Statute for
the Development of Tourism" and "Guidelines for MOTC Review Work under Article 45 or Article 46 of the Statute for

Development of Tourism".

V. Tourism Industry Education and Training

Tourism workers are given training to increase their professional know-how; reinforce operational, management, marketing,

and service concepts; and bring about an overall upgrading of the quality of travel services.

1. Training of Tourism Personnel

(1) To assure the quality of travel services and coordinate with the Ministry of Examination's 2009 “General Test for Professional
and Technical Personnel — Tour Guides and Tour Managers’, the Tourism Bureau organized pre-employment training for tour
managers and tour guides from June 2008 through April 2009, in northern, central, southern, and eastern Taiwan. A total of,
2,992 participants (1,504 in foreign languages, 1,488 in Chinese) had completed tour manager training, and 3,289 (536 in
foreign languages and 2,753 in Chinese) had completed tour guide training by the end of 2009.

(2) To develop managerial personnel for the travel industry, and to strengthen the regulatory knowledge and service concepts
of travel-industry managers, the Certified Travel Councilor Association R.O.C. and local travel agents' associations were
commissioned to carry out pre-employment managerial training in northern, central, and southern Taiwan and the offshore

island of Kinmen. A total of 390 people had taken this training by the end of 2009.
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2. Improvement of the Professional Know-How of Tourism Personnel

(1) Assistance was provided to the Tourist Guide Association, ROC, and Taipei Tour Guide Association to organize on—the—job
training to fill individual needs. Monthly sessions were held on scenic areas and practical guide tourist training, the contents of
which included: the National Palace Museum’s cultural and historical artifacts, LongShan Temple, Wulai Hot Spring Culture,
Taiwan Flora, and other subjects designed to raise the professional skills and service quality of tour guides. A total of 1,196
people participated in this training.

(2) The Tourist Guide Association was assisted in conducting on—the—job training in travel safety of guided tours, and the

prevention and handling of emergency incidents. A total of 213 people participated.

(8) "Train the Trainer", "CHS Training for Mid-level Managers", "Front Office Operations and Management", "Food and Beverage
Management", and “Restaurant and Hotel Human Resource Management” seminars were held for employees of tourist and
general hotels to strengthen the planning and implementation skills of persons in charge of training as well as the professional
management skills, communication abilities, manpower planning, and operational know-how needed by mid-level managers.

A total of 387 people completed the training.

3. Advanced Training for Tour Guides in Response to Market Changes

To train tour guides and help them obtain high—quality skills and also to meet the needs of Mainland Chinese tourists visiting
Taiwan, the Tourism Bureau provided advanced training courses, including “Tour Guide Elite Camp’ “Taiwan History and Cross-
Strait Culture’ “Cruise Boat Training’, and “Cantonese as a Second Language Professional Training” The training programs
all focused on guiding, interpretation, and practical knowledge skills to raise tour guides’ interpretation ability and service

enthusiasm. A total of 860 people completed this training.

Additionally, in response to the opening of Taiwan to Mainland Chinese tourists, training for the reception of Mainland Chinese
visitors was provided to front—line personnel having direct contact with tourists in shopping centers, restaurants, tourist hotels,
and buses. Seven sessions on “Training of Tourism Industry Personnel (Tourist Amusement Enterprises, Tourist Hotels, Shopping
Malls, and Restaurants) Service Manner and Skills in Greeting Mainland Chinese Visitors” were held on September 28, 29, and
30; October 8, 9, and 12; and November 17, 2009. In all, 429 people joined the training.

4. Cultivating the Internationalization of Tourism Elistes

To incubate tourism talent enhance service quality in receiving foreign tourists, and boost competitiveness in international
tourism, the “Guidelines for MOTC Allowances for the Selection of Elites for Training Abroad” were announced on October 14,
2009 and trainees were selected and sent abroad for training. For domestic training, the Commerce Development Research
Institute was assisted and subsidized for the planning of the “Cultivation of Key Personnel in Tourism Project”; it provided case—

study courses and analytical workshops on tourism industrial value, A total of 120 mid/high-level managers participated.
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Chapter 6: Tourism Information and Safety Services
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|. Travel Information Services

The Tourism Bureau implemented the following measures in 2009 to provide a full spectrum of timely travel information, give

in-depth introductions to tourist sites throughout Taiwan, and offer the most up-to-date travel news:

1. Assistance was provided to Yunlin and Taoyuan Counties in setting up travel information service centers in accordance with
the corporate identity system (CIS) established by the Tourism Bureau. The Doulu Railway Station Travel Information Service
Center and Shimen Reservoir Visitor Center were established to provide multi-lingual travel consultation and information

services.

2. Travel information service kiosks providing free travel brochures were established at transportation hubs without travel service
centers in conjunction with the Taiwan Railway Administration, Civil Aeronautics Administration, and Taiwan Area National

Freeway Bureau.

3. Nine training programs on basic knowledge and foreign languages were held for travel service center personnel so as to
upgrade their quality.

4. An internal management mechanism for travel service centers was established and personnel were sent to carry out
supervisory monitoring of their operations. The monitoring records were sent to the local governments and other related

agencies, with requests for immediate improvement so as to enhance the quality of service at the centers.

5. Thirty—eight travel service centers throughout Taiwan provided consultation to 1,001,706 travelers during the year. Foreign
travelers accounted for 209,945 consultations, making up 21% of the total.

6. The Bureau published Chinese-language tourist maps of northern, central, southern, and eastern Taiwan; a Taiwan tourist

transportation network map; and a Taiwan Tour Bus travel product brochure and manual.

7. Travelers from Taiwan and overseas were provided with an any time, any place travel information website (http:/taiwan.net.tw)

containing tourism administration information. The Taiwan Tour Bus website (http:/taiwantourbus.com.tw) was also set up.
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8. A toll-free tourist information hotline (0800-011-765) was set up to provide 24-hour transportation and tourism information as
well as emergency contact assistance to foreign travelers throughout Taiwan in the Chinese, English, Japanese, and Korean
languages. The hotline took a total of 35,409 calls during the year. Foreign travelers accounted for 12,763 of the calls , making
up 36% of the total.

ll. Front-line Services at International Gateways

To provide convenient services to travelers arriving in Taiwan, the Tourism Bureau has set up Visitor Information Centers at
Taoyuan and Kaohsiung international airports, with service counters in the greeters' lobbies to offer assistance of all kinds at
times of arriving flights. The Kaohsiung service center is manned throughout the year by shifts of personnel who are able to
provide information in Chinese, English, and Japanese. Services provided include travel information for arriving passengers;
answers to questions about airport entry and exit; flight information; contact with hotels, transportation facilities, and airport units;
assistance in greeting invited VIPs and groups; the reporting of tourists from mainland China; and other traveler-related services.
Service personnel also carry out traveler reception and marketing activities in line with advertising and promotion campaigns.
To strengthen the flourishing cruise-liner tourism market, and in coordination with liners that call at Kaohsiung Harbor, postal
services, foreign exchange, telecommunications and other convenient services are provided and are warmly welcomed by cruise
travelers. The Tourism Bureau has also set up photo light boxes, travel display areas, and display racks offering more than 200
types of free promotional brochures covering such subjects as maps, dining, and shopping. ltineraries have been designed
for FIT travelers, with a complete range of convenient tourism information provided via the internet. To further upgrade service
quality and make it easier for travelers to acquire tourist information, unmanned service counters have been installed in airport
arrival areas to provide travelers with a complete range of information and Internet services. Automated audiovisual broadcasting
systems have been installed in the departure areas of airports to introduce Taiwan's tourist attractions, promote a new image of

Taiwan tourism, and expand sources of international tourists.

The Visitor Information Center at Taoyuan International Airport provided services to 991,308 travelers and gave out 2,292,704
pieces of tourism material in 2009. At the Kaohsiung International Airport's Visitor Information Center, the figures were 155,940
travelers and 309,114 pieces of material. The totals for both airports were 1,147,248 travelers (a growth of 15.88% over 2008) and
2,601,818 pieces of material (up 34.53%).

lll. Strengthening of the Taiwan Tourism Website Service Team
to Promote the Overall Marketing Image of Taiwan

The Taiwan Tourism Information Website established by the Tourism Bureau in Chinese, English, Japanese, Korean, and
German editions has become one of the main channels that international tourists use to obtain information about travel in
Taiwan. From its inauguration in June 2002 to the end of 2009, the website’s accumulated number of hits was 4.73 million. Facing
the increasing growth of visitors from France, a French version of the website went online in 2009 to market Taiwan tourism to
French-speaking populations. Moreover, to further attract Spanish-speaking visitors to Taiwan, a Spanish version of the website
has been planned and will go online at the end of 2010. In addition, in order to give foreign visitors a better understanding of
Taiwan from a geographical point of view, a flash version of “Where is Taiwan” provides a dynamic Taiwan map on the English

version of the website.

The Taiwan Tourism Information Website was revised and updated in April 2009. Aside from the addition of the latest travel
information, celebrities and notables were invited to write pieces on their Taiwan travels, and professional writers were engaged
to introduce Taiwan, from a tourist’s point of view, on topics such as travel via Taiwan High Speed Rail, local Taiwan snacks and
delicacies, and Taiwanese desserts. The public can use this website to obtain information needed for planning itineraries online.
Google Map functions are also integrated to help search for scenic spots, lodging and food.

The Tourism Bureau, on commission from the Research, Development and Evaluation Commission, instituted a special
"Innovative e-Tourist Service Website" (http://travel.taiwan.net.tw) to strengthen the function of interaction with the public. The
public can use this website to obtain more of the information needed to carry out the planning and design of itineraries tailored to
individual needs. To help the public obtain news about activities and make plans for leisure itineraries quickly, central- and local-
government news and information about activities are compiled and put online. Website functions have also been reinforced so

as to better serve as a platform for information about travel activities.
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IV. Travel Safety and Accident Response

To protect the safety of travelers, the Tourism Bureau strengthened educational publicity about personal and transaction
safety for travelers. In regard to personal safety, the Tourism Bureau coordinated with travel agents’ associations about the
establishment, in accordance with the "Guidelines for the Handling of Overseas Emergency Situations that Occur to Groups
Dispatched Abroad by Travel Agencies," of emergency accident handling systems and the thorough implementation of reporting
and handling by travel agencies that engage in the outbound group tour business. The Bureau has also set up a Status
Registration System for Outbound Tour Groups on its website so that travel agencies can register information on tour managers,
lists of participants, and the itineraries of their groups prior to departure, giving the Bureau and Taiwan's overseas diplomatic and
representative offices information about the status of tour groups at all times so that they can take action to protect the safety of

the groups and the interests of their participants.

To assure that relief measures can be undertaken immediately whenever travelers are caught in post-disaster situations, and
that reports can be sent immediately to related agencies asking for assistance, disaster response centers have been set up in
the central government as well as the various ministries and commissions in accordance with the "Supplementary Operating
Guidelines for Central Government Disaster Response Centers". The Tourism Bureau is charged with maintaining a firm grasp of
up-to-date information about travelers in national parks, national scenic areas, and other tourist spots so that the latest disaster
information can be provided. National scenic area administrations are responsible for collecting disaster information from
county—level scenic areas as well as from the areas within their own jurisdictions, and to watch for and report all disasters from
neighboring areas as well. The reports must include detailed lists of particulars about travelers in distress (location, date and time

of accident, causes, number of persons involved, response measures, etc.), site maps, photos, and other related information.

The annual supervisory evaluations of national scenic area management and safety maintenance were continued in 2009, with
evaluation covering eight major items: upgrading of traveler safety, management of facility maintenance, environmental cleanliness
and beautification, appropriate use of social resources, upgrading of service quality, marketing and promotion, public relations, and
special items. Deficiencies were listed for follow-up monitoring. The national scenic area administrations were asked to continue
implementing measures included in the “Implementation Plan for the White Paper on Public Safety — Safety Management of
Amusement Facilities in Tourist Areas” and to thoroughly carry out safety management measures to deal with mass travel during

long holidays, the implementation plan for strengthened traveler safety education, and the emergency rescue plan.
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|. Promoting “Project Vanguard for Excellence in Tourism”

During the meeting on “The current overall economic situation and responsive strategies” on February 21, 2009, President Ma
Ying-Jeou identified tourism, medical care, biotechnology, green energy, creative and cultural industries, and high-end agriculture
as the six new focus industries, and asked related departments to research strategies to promote these six areas. In line with
this initiative, the Taiwan Tourism Bureau actively conducted exchanges with related parties, and drafted the “Project Vanguard
for Excellence in Tourism” in regard to the aspects of existing resources, market, industry and labor. The project was reported to
the 3139th meeting of the Executive Yuan on April 9, 2009, and approved by the Executive Yuan in Yuan Tai Jiao Document No.
0980049106 on August 24, 2009.

Taiwan is located in the center of the world map, and it has the advantage of being a hub for direct transportation, postal,
and telecommunications links with Mainland China. Taking full advantage of the opportunities presented by the expansion of air
rights between the two sides of the Taiwan straits, and the development of the planned “aerotrogolis} Taiwan can integrate these
advantages with convenience and well-designed facilities, together with unique natural scenery and cultural wealth, to implement
the “Project Vanguard for Excellence in Tourism” and build Taiwan into an “East Asian transportation hub” and “major international
tourist destination” It is expected to create NT$550 billion (US$9 billion) in revenue from tourism in 2012 (including NT$300 billion
in foreign exchange, accounting for over 2% GDP, and NT$250 billion in domestic tourism revenues) and directly or indirectly
create about 400,000 jobs, attract NT$200 billion in private investment, and bring at least 10 major international hotel chains into

Taiwan.

The planning strategy of Project Vangoard is to deepen old markets/products and develop new markets/products, upgrade
existing tourism markets/products and implement more effective planning and marketing. An example would be deepening
of the mountain hiking, star gazing, railway, hot spring cuisine, golf, and educational tours designed for Japanese tourists to
nostalgia tours, aesthetic lifestyle tours (music, living, folk customs, tea art), MICE and fine cuisine tours. Round-the-island tours
for Mainland China will be developed into in-depth regional tours, medical and healthcare tours, biking tours, leisurely travel, hot
spring tours, and culture tours. The objective of this plan is to increase tourist arrivals, extend length of stay, and boost per-capita

daily expenditure.

The plan also re-examines regional resources and establishes five major themes for regional development. Northern Taiwan is
“Living Taiwan”; the concepts are art and fashion design, popular music, and Two Chiangs culture. Central Taiwan is “Enterprising
Taiwan; based on tea plantation, flowers, recreational farming, and culture & creativity. Sothern Taiwan is “Historical Taiwan’
based on the history of Taiwan, ancient city sites, ocean resources, and ecology. Eastern Taiwan is “Leisure Living Taiwan, based
on biking, aborigines, organic recreational farming, and Pacific Ocean scenery. The offshore islands are “Unique Islands Taiwan”;
Penghu is positioned as an international resort islands, while Kinmen focuses on battlefield culture, folk culture, and village

landscapes. Nationwide, the theme of “Diverse Taiwan” is expressed through MICE, cuisines, hot springs, and healthcare.

This plan is focused on developing Project Summit (building top-class spotlights in tourism), Project Keystone (re-laying the

foundation for tourism), and Project Propeller (advancing service values in tourism):

1.“Project Vanguard” is focused on developing international tourism. On the one hand, a “top-down and bottom-up”
mechanism was adopted to promote “flagship attractions” and develop flagship tourism plans for 5 major areas, help local
governments create at least 10 unique scenic spots attractive to international tourists, and implement at least 10 locations
with seamless travel information and shuttle services. On the other hand, “International Spotlight” was launched to deepen
the content of tourism, in accordance with the 5 major areas by introducing unique, long-term fixed location products that

attract international tourists and place Taiwan in the international spotlight.

2. “Project Keystone” cultivates competitiveness, by assisting in the transformation of the tourism industry and the cultivation
of talent. “Industry re-building” is designed to reward improvements in business operations, bring major international
hotel chains into Taiwan, develop local hotel brands, provide incentives to the tourism industry for obtaining professional
certification (such as 1SO, HACCP, and eco-labeling), and encourage overseas travel agencies to develop itineraries
using Taiwan’s medical, agriculture, spa, cultural, and ecological resources. “Talent cultivation” will continue to strengthen
vocational training and on-the-job training in Taiwan with, for the first time, collaborate with top international schools,
in recommending outstanding tourism personnel and instructors for overseas training. Additionally, universities with

departments of tourism in Taiwan are encouraged to offer EMBAs in tourism or international seminars to enhance
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Chapter 7: Plans for 2010
ELTE EE2010%

industrial competitiveness internationally.

3. “Project Propeller” advances international market é /
cultivation and promotes quality improvement. Besides \
continued enhancements in market development,

a more flexible mechanism will be implemented

™~ = ®
for recruiting and cultivating outstanding experts W ‘ n/’
in marketing and research development to actively g
develop the international tourist market. Further, to gl T & - B & 100
enhance “quality improvement’, in addition to the
implementation of travel industry transaction security
and quality assessment, star-rating hotel appraisal and

homestay certification will be initiated to provide quality-assured travel services, and manifest Taiwan's determination to

connect with international standards.

Efforts carried out in 2009 include: the selection of “flagship attractions” for 5 international tourist desterminations, 10 scenic
spots with seamless travel information and shuttle services, and 5 international spotlight products; the imitation of hotel star-
rating appraisal; continued provision of interest subsidies for the industry; offering of seed-teacher training for mid-and high-
level travel agency managers; holding of on international tourism masterclass seminar series; and reinforcement of market

development. Seven new (or revised) guidelines on implementation or subsidies were promulgated by October 2009.

In 2010, “Project Summit” will continue to integrate tourism resources and elaborate on Taiwan’s tourism advantages, by
commissioning professional teams to draft the flagship tourism plan for 5 major areas, implement the second phase of the
selection process for 5 international tourist attractions, and provide guidance for the completion of 10 locations with seamless
travel information and shuttle services. Incentives will also be provided to overseas travel agencies to encourage tourism to
Taiwan. “Project Keystone” will provide the tourism industry with interest subsidies, offer guidance on industrial upgrading, and
send outstanding tourism workers to prestigious international training institutions or schools such as Disney for training. “Project
Propeller” will continue to promote hotel star-rating appraisal and homestay certification to enhance the tourism industry’s

competitiveness and help it to connect internationally, thus elevating Taiwan’s tourism quality and image.

ll. Promoting “Tour Taiwan and Experience the Centennial”

As a results of the“Tour Taiwan Years 2008-2009” program, a total of 4,400,000 international travelers visited Taiwan in 2009,
a growth of 14.3%, The Tourism Bureau started right away in July 2009 with marketing plans in continuation of Tour Taiwan
Years. In combination with the centennial of the Republic of China, and the long-range promotion of “Taiwan, touch your heart;
the theme for tourism marketing in 2010 and 2011 will be “Tour Taiwan and Experience the Centennial’ The goal is to attract

4,800,000 international travelers to Taiwan in 2010, and to have more than 5,000,000 travelers perhaps even 5,200,000 in 2011.

The plan calls for national participation to extend services and activities in Taiwan that will touch the hearts of domestic and
foreign visitors. The themes “Development and Promotion of Top 100 Travel Routes’ “Experience Taiwan Activities; and “Extra

Service Value” will be linked to “Project Vanguard for Excellence in Tourism” .

The establishment of Top 100 Travel Routes will introduce Taiwan’s rich ecology and diverse scenery, incorporating local
cultures and Taiwan’s unique characteristics. By integrating the efforts of both the government and private sectors, tasks will be
divided into the three phases of “Selection; “Adding Value; and “Sharing; focusing on 10 major themes: contemporary culture,
local culture, aborigine tribes, star chasing, religion, ecology, biking, hiking (tea art), hot springs, and innovation. To make it easier
for domestic and foreign travelers to obtain advance information for itinerary planning, the Tourism Bureau will offer “Tour Taiwan
and Experience the Centennial” information in Chinese, English, and Japanese, and will provide 2D electronic maps covering
travel information, such as nearby scenic spots, transportation, lodging, souvenirs, theme parks, dining, discount information and
local specialties and activities. The maps may also be worked backward to check for scenic sites and nearby lodging. This will

allow travelers to make use of suggested routes to connect to trip itinerates, thereby effectively promoting a Taiwan tourism fad.

Tourists will also be able to use the QR code for guide services on their trips. They will be able to use any computer, mobile

device/phone, GPRS navigation, or Internet system to access online/offline dedicated websites, and obtain navigational
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Chapter 7: Plans for 2010
ELTE EE2010%

coordinates, travel information, and directions, or do route planning. Intelligent electronic billboards offering dynamic
transportation and travel information are set up at visitor information centers at international and domestic airports and as well as

railway stations to provide seamless travel information.

Additionally, complete and easy guide signs and recognition systems are established at places frequented by foreign travelers,
such as transport stations (high speed rail stations, railway stations, etc.), transport hubs (bus stops, transit stations, etc.), scenic
spots, exhibition halls, international convention centers, and scenic areas. Travelers may also use speed dial (simple numbers
such as 1968) via public phones for free to connect to the travel information hotline (0800-011765). A multilingual Internet

directory assistance service is also available as an alternative for travelers who require further inquiry and planning assistance.

To strengthen the “Taiwan Original Touch’, the Tourism Bureau created the all-inclusive “Taiwan Fun, Experience the
Centennial” based on the four major themes of Taiwan and backed by annual innovative activities. The four major themes are the
Taiwan Lantern Festival, International Cycling Competition, Taiwan Culinary Exhibition, and Taiwan Hot Spring and Fine-Cuisine
Carnival. The Taiwan Lantern Festival elevates an important traditional folk festival onto the international platform, improving
local tourism visibility and area development. The International Cycling Competition integrates biking with Taiwan tourism, which
gears Taiwan up to international standards, to offer international media and competitors an understanding of Taiwan’s culture.
The Taiwan Culinary Exhibition takes Taiwan’s delicious foods and turns them into representatives of Taiwanese delicacies. An
official website dedicated to cuisine has been set up for marketing purposes. The Taiwan Hot Spring and Fine-Cuisine Carnival
combines Taiwan hot springs and fine cuisines into the promotion of scenic spots, so as to enrich the travel experience in

Taiwan’s hot-springs areas.

The annual innovative theme for 2010 is “Happiness in Lodging” Under this theme, both hotel operators and travelers to relate
touching stories that occur during the guest stays, thus using Taiwan’s special hospitality to create a “homelike happiness”
“Taiwan Yes” is conducted through competition among night market vendors, so as to give foreign travelers a taste of affordable
“street-economy” delicacies; “Taiwan Tea” is based on a tea, theme that combines cultural elements with the planning of Taiwan

Tea Art Tours, so as to promote Taiwan tea to foreign travelers and create a new “touch your heart” feel.

The above activities all aim to create the all-inclusive “Taiwan Fun, Experience the Centennial” environment. The activities also
have a tie-in to the celebration activities for the centennial of the Republic of Taiwan, extending promotion to the international
travel market and enriching and deepening the itineraries of international travelers in Taiwan. Guidance is also provided to travel
agencies for the planning of packages to meet the needs of different target groups, selecting “touch your heart” travel routes to

launch different tour packages that will create a “Tour Taiwan and Experience the Centennial” adventure.
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REHAE
Major Events in 2009

HHA Date SEE) Activity

1H1H PEAIOISR B EREES

Jan. 1 Organized Taipei 101 Financial Building New Year' s Eve Count
Down TV Wall advertisement

1H15HZ2H15H MIE2009 FUNER EE SR LEES)

Jan. 15-Feb. 15

Organized the 2009 Fun Winter, Consumer Vouchers for Theme
Park Rides

1817H BERE "REMEARKRENBE LTI AIIE, BEEHR

Jan. 17 AR ABRSA E2FEBHIERA/OR HNRESE /1008 TE
Amended and relaxed the “Regulations Governing the Approval
of People of the Mainland Area Visiting Taiwan for Purposes of
Tourism” : key points in the revised provisions lowered the minimum
number in a tour group to 5 persons, extended the length-of-stay in
Taiwan to 5 days, and reduced the guarantee bond to NT$1 million

2H6H 20095 I EM AR S BB "2009RITE=EF

Feb. 6 2009 Tourism Festival Celebration kicked off “Tour Taiwan Year 2009”

2H4B%E9H BIGFEEREIRE(TTE)

Feb. 4-9 Participated in the Philippine Travel Tour Expo (TTE)

2H9HZE22H NRERESARZEM2009F=LES

Feb. 9-22 Held the 2009 Taiwan Lantern Festival at the Yilan Sports Park

2H11H=E15H SINEERBFREOTM)

Feb. 11-15 Participated in India’ s Outbound Travel Mart (OTM)

2H15H PHEREmBRERRE

Feb. 15 Organized the Fahrenheit Global Fan Club Meeting

2H15H&18H SIDRMNER AL KR REREEEZREAIME)

Feb. 15-18 Participated in the Asia Pacific Incentives & Meeting Expo (AIME)
in Melbourne, Australia

2H23H%=3H2H 2B E(TTAA)

Feb. 23-Mar. 2 Participated in the Thai International Travel Fair (TTAA)

2H24H%3A2H SINEZHINEK BRI E(NATAS)

Feb. 24-Mar. 2 Participated in the Singapore International Spring Travel Fair (NATAS)
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HHA Date SEED Activity

2H26H F12EBRMERITEBGEEEERMSERT KERRIRBERRE

Feb. 26 BIRE GRAHEZEAFEIEET 468 kB ARSI ETM
EIRITEA TR
Hosted the 12th Cross-Strait Travel Industry Forum in Taiwan for
the first time. Shao Qiwei, chairman of China' s National Tourism
Administration and chairman of the Cross-Strait Tourism Exchange,
led delegates from 30 Chinese provinces and 458 members from the
Mainland travel industry to participate in the exchange and talk with
local Taiwanese counterparts

3H2HZE9H SINARBEEE K E(TOUR EXPO)&E BB P th R B L HE SR &)

Mar. 2-9 Participated in the Okinawa International Tour Exhibition (TOUR
EXPO) and organized promotional activities in the Kansai region

3H8H=E1TH SHNHAMR B BE IR B (I TB) B SR 8 I SR B

Mar. 8-17 Participated in ITB Berlin and organized tourism promotion
activities

3R10BZ16H SINE S B R FET BRI E(NATAS)

Mar. 10-16 Participated in the Malaysian International Spring Travel Mart
(MATTA)

3H16H FEEHBCRIEmE

Mar. 16 2nd Taiwan and Japan Tourism Summit

3H19HZE23H PHERPIHE B EEE

Mar. 19-23 Organized tourism promotion activities in Macao

3H30HZE4H5H BEMEREXRHE(BIKRE)EE ILBIMEREAREEITINAZ1135KE

Mar. 30-Apr. 5 Bt MOBIRE G225 A RE=R R =E R IN A #HER
Fan Guishan, chief secretary of the Cross Strait Tourism Exchange
Association, led an exploratory delegation of 113 new recruits
totaling 225 members from the CSTEA to Taiwan to create new tour
itineraries

4H3H PHEB1008 2R E=ERFDEED

Apr. 3 Organized welcome reception for the one millionth lucky tourist
arriving in Taiwan

4H9H ITHBR 313Kt & Bid "B AREM TR, BRERE  TisHNE

Apr. 9 FERADNEERAR  RKRISECHHEE "R, TEIE) s IR =KITEEE
During its 3139th meeting the Executive Yuan passed the “Project
Vanguard for Excellence in Tourism”, and formulated three action
plans: "Project Summit", "Project Keystone", and "Project Propeller”,
based on regional positioning in accordance with theresource,
market, industrial, and manpower facets

4H9RZ12H SIS AR SR B & (WTF) B L R 8

Apr. 9-12 Participated in the World Travel Fair (WTF) in Shanghai and organized

tourism promotion activities
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H# Date SEB) Activity

Major Events in 2009
AEHE

4H18HZE21H SNEARIREHEPATARES F&

Apr. 18-21 Attended the Pacific Asia Travel Association (PATA) board of
directors meeting and AGM

4H19H HHE2009K& NI ERE B E D)

Apr. 19 Organized the 2009 Acupressure Massage Experience

5H3HZ10H PR BB EEE)

May. 3-10 Organized tourism promotion activities in North America

S5H8HZE11H HHERENfE R B R R

May. 8-11 Organized tourism promotion activities in Indonesia

5H9H BN R BB AT IR A

May. 9 Set up the East Coast Bikeway Network

5H14HZ21H SIN2009F R FIRBERSE

May. 14-21 China Northern Travel Fair 2009

5H22H WIEEREE101RIBEESR)

May. 22 Organized the “Love 101" marriage proposal activities

5H24H%E29H INBEER BRI R RB IR E EEZRE (IMEX)

May. 24-29 Participated in the International Incentives & Meeting Exhibition
(IMEX) in Frankfurt

6H2HZ9H 2088 F B RR R BB (KOTFA) & S R 80 Yo B % &

Jun. 2-9 Participated in the Korean World Travel Fair (KOFTA) and organized
tourism promotion activities

6H8HZ=E15H SINEBEIFRIRE(TE) B PR e R E)

Jun. 8-15 Participated in the International Travel Expo Hong Kong (ITE) and
organized tourism promotion activities

6H11HZE15H BINAAILEEESE #Yosakoi SoranF iR B EMIBE N HEEE

Jun. 11-15 Participated in the Anoutsu Yosakoi Soran Festival in Mieken and
organized tourism promotion activities

6H20H PHEE2008 2R EEERTMNE T

Jun. 20 Organized welcome reception for the two millionth lucky tourist
arriving in Taiwan

6H24H R = EE I EE

Jun. 24 Inaugurated Taiwan Storyland

6H28HZ=9H6H BH2009 FUNZ RIS LREES)

Jun. 28-Sept. 6 Organized the 2009 Fun Summer at Theme Parks activities

6H29H=7H4H 2009F K=t @ =2 LR e

Jun. 29-July. 4 2009 Taiwan tourism seminars in the mainland region
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HEH Date SEE) Activity

6HZE11H AR IR A28 E)

Jun. 11 Organized The Best Trip in the World — Taiwan Explorers Wanted
Activity

7TH1EZE6H SN S B R Ik R (MAT TA)

July. 1-6 Participated in MATTA Fair 2009 in Penang

7H17H SEBRMERLIKERE(ZIRE) B RMERERI A DS (BIKE)

July. 17 SEHEARAEERLEREFMIBFEREZ
Convened the bilateral roundtable meeting between the Taiwan
Strait Tourism Association and the Cross Strait Tourism Exchange
Association on the first anniversary of opening Taiwan to mainland
Chinese tourists

7TH27HZ=10H26H 921 M 10384 - PHRO21E (B) BN ELT25hES

July. 27-Oct. 26

Organized 99 tour buses to reconstruction sites and scenic spots in
commemoration of the 10th anniversary of the Sep.21 Earthquake

7H30HZE8HSH SINREH BB E RS

July. 30-Aug. 3 Participated in tourism promotion activities in Thailand

8H2HZ=8H SMEARR I RABHREOLIEEES

Aug. 2-8 Participated in ritual activities in Northeastern Japan and organized
tourism promotion activities

8H8H Rl REREELEE LRI LR RMERRRBEEERTE TR

Aug. 8 BRBCBASERMAZEI0ETT RSB RIRE B EXEERE
B8, RS BB ERBRBMIMNERBRGS WEBASHEAR HEE
FEHSFER
Typhoon Morakot devastated many of Taiwan’ s scenic spots,
and headquarters destroyed the Maolin National Scenic Area
Administration and headquarters. Losses caused to tourism
estimated at around NT$10.5 billion. In light of this, the Tourism
Bureau proposed the Rebuilding Tourism Industry Plan, which
included measures to speed the opening of roads linking scenic
areas to the outside, restoration of scenic sites, and assistance for
industrial recovery

8H14H BPREmE T 2E IR ER

Aug. 14 Organized “Fahrenheit — Wish to See You in Taiwan” event

8H18H PHE TREEWER TR

Aug. 18 Organized the “Outdoor Banquets in Taiwan” activity

8H20HZE23H MEEEERRE

Aug. 20-23 Organized Taiwan Culinary Exhibition

8H25HZ9H1H SN NI B ik = (NATAS)

Aug. 25-Sept. 1 Participated in Autumn NATAS Travel 2009

8H26H =R RIE

Aug. 26 Organized Taiwan tourism forum
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H# Date SEBE) Activity

Major Events in 2009
AEHE

9H1HZETH I B R PG i B BRI R (NATAS)

Sept. 1-7 Participated in MATTA travel fair in Malaysia

9H6HZ11H PHEARM R CEEED

Sept. 6-11 Organized tourism promotion activities in Australia and New
Zealand

9H9H=E15H 2412 | LK B (BITF) & i B E L R 8

Sept. 9-15 Participated in BITF in Busan, South Korea and organized
tourism promotion activities

9H10H SINE24AEEZFE S RMNE HE(TVA/KATA)

Sept. 10 Participated in the 24th Taiwan-South Korea Tourism Conference
(TVA/KATA)

9H15H B B R BB R E TR B R ER

Sept. 15 Announced “Guidelines for Tourism Bureau Subsidies for
Upgrading Industries”

9R15H=E21H BNE R RIS E & (JATA) B BRI it R B B R E)

Sept. 15-21 Participated in the JATA World Travel Fair (JATA) in Tokyo and
organized tourism promotion activities in the Kanto area

9H16H PRS00 L REZERTMNEES)

Sept. 16 Organized welcome reception for the three millionth lucky
tourist arriving in Taiwan

9%195%275 é}j][”ﬁ EEEQEERLE u?)z(WYSTC)

Sept. 19-27 Participated in the World Youth and Student Travel Conference
(WYSTC)

9H22HZE25H SNEAREHEPATARES  RERZE

Sept. 22-25 Participated in the PATA board of directors meeting and trade mart

9H28HZ=10H2H WIR20092 LR IMEITHIRE=EH

Sept. 28-Oct. 2

Organized Let’ s Bike Taiwan — 2009 activities

9RZEIH g D(%EE/”% BRI RIES

Sept.-Nowv. Organized “Beautiful Taiwan — Discover Tour” activities

10H5H=10H 2INREEADNREIKEESZR(TACMA)

Oct. 5-10 Participated in the Incentive Travel & Conventions, Meetings Asia
(IT&CMA) in Bangkok Thailand

10H5HZ11H23H W ERIRETESESAE

Oct. 5-Nov. 23 Organized information seminars on the hotel star-rating scheme

10H7HZE13H IR N FRERE NN RE RS

Oct. 7-13 Participated in the Asia Pacific Festival Fukuoka, and organized

tourism promotional activities in Kyushu
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HH Date SEBE) Activity

10H8H=E12H BINAAR=EHRLEEEHYosakoi Soranff £E B E B E L BT E)

Oct. 8-12 Participated in the Anoutsu Yosakoi Soran Festival in Mieken, Japan,
and organized tourism promotion activities

108178 MIEE20092 R RERRFE

Oct. 17 Organized 2009 Taiwan Hot Spring and Cuisine Carnival

10H20H SEEREMEBRARERS (ZIRE) MBRMERERX RS OF

Oct. 20 RE) BHAES=HiIBREE  RI8F10A20H R A IR iR
FHNE B
Taiwan Strait Tourism Association and the Cross Strait Tourism
Exchange Association proposed to each other to open counterpart
tourism offices

10A30H B TR R AR KB E X E R R SRR ESEZA A ) & TR Rl

Oct. 30 REHIR S hy 5o 8 B 52 KB B SR E R E AR B R IR R AF AR, ~ T&HAL
e KB EEEER MR FEAL
Announced “Directions for Tourism Industry House Tax Subsidies
for Typhoon Morakot Victims”, “Directions for Tourism Industry
Loans and Interest Subsidies for Typhoon Morakot Victims”
and “Directions for Subsidies for Financial Institutions Providing
Extensions of Interest payments on Loans to Tourism Enterprises
Victimized by Typhoon Morakot”

10H30BHE11H2H 2009& L FI B IR E(ITF)

Oct. 30-Nov. 2 Organized 2009 Taipei International Travel Fair (ITF)

11A7AZ15H SR REBREWTM B BH AT

Nov. 7-15 Participated in the World Travel Market Excel London (WTM), and
organized tourism promotional activities

11H18HZE21H 2N2009H BB ik 5 22 5 & (CITM)

Nov. 18-21 Participated in the China International Travel Mart 2009

11H298=12H5H 2ARFEERMBONRBREZESZR (EIBTM)

Nov. 29-Dec. 5 Participated in the European Incentive Business Travel & Meeting
Exhibition (EIBTM) in Barcelona, Spain

12H5H PHEBA00B B R E=ERFNEED

Dec. 5 Organized welcome reception for the four millionth lucky tourist
arriving in Taiwan

12A5AZ6A MR T RS FinEH

Dec. 5-6 Organized Seventh Festival of Dance in Taiwan

12H21H PHEEE - ERA R EEHEREFREAE

Dec. 21 Organized Taiwan — Malaysia Bilateral Talks and Operators’ Year’ s
End Seminar

123248Z201041822H MATFRESBREEELRHEES

Dec. 24- Jan. 22, 2010

Advertisements placed in New York City” s Times Square promoting
Taiwan tourism

| B EBER



BUCTTEMEARRRR

Organizational System of Tourism Administration

1TBR
Executive Yuan
THERE AR R
HEIEEE
Tourism
Development
and Promotion
Committee,
Executive Yuan
BIEHEUT =TT 5 () BT B
Kaohsiung Taipei County / Ministry of
Municipal Municipal Municipal “?niﬁgmbn
Government Government Government  Communications
BB B EER B EEHE BEXB
Tourism Department of Tourism Tourism Bureau
Bureau, Information and Authorities
Kaohsiung Tourism

B

Planning and Research Division
X548

Hotel, Travel and Training Division
BURsAE

International Affairs Division
e

Technical Division

Bl R4

Domestic Travel Division
WME=

Secretariat

AEE

Personal Department

A=

Accounting Department

BR=
Anti-Corruption Department

HIAEEREERRERREER
Northeast and Yilan Coast National
Scenic Area Administration

RiErEREREEER
East Coast National Scenic
Area Administration

Wi AR REEE
Penghu National Scenic
Area Administration

AEERZRE R REEE
Dapeng Bay National Scenic
Area Administration

EHERMANERE R EEER
East Rift Valley National Scenic
Area Administration

SHERREREEEE
Matsu National Scenic Area
Administration

HAZERESEEER
Sun Moon Lake National Scenic
Area Administration

2 HAREEEEEER
Tri-mountain National Scenic
Area Administration

FIE LB RE R @EER
Alishan National Scenic
Area Administration

RMEZRERREEE
Maolin National Scenic
Area Administration

bREREE LHRRARREEE
North Coast & Guanyinshan National
Scenic Area Administration

EEmEEEREREREERR
Southwest Coast National Scenic
Area Administration

AR E R REEE
Siraya National Scenic
Area Aaministration

ZEME RS R BREISIRE RIF O
Taiwan Taoyuan & Kaohsiung
International Airport Visitor Information
Centers

D3 AR 75 HR Oy

Taipei Travel Service Center

IREEEERE B

Hotel Inspection and Supervision Center

BESUR  APR B0 ET MR R
AR~ BRIl B AR AE ~ IR(ERS) =R
Overseas Branch Offices in Tokyo, Osaka, Hong Kong,

Seoul, Singapore, Kuala Lumper, New York,
San Francisco, Los Angeles, Frankfurt, and Beijing
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RpEEtRERE =R E R
National Scenic Area Administrations

RBEHEERERIAREREFREREASREE R
Northeast and Yilan Coast National Scenic
Area Administration

228 =L FE R EEN EEAT365]

No. 36, Xinglong St., Fulong Village Gongliao
Township, Taipei County 22841, Taiwan (R.O.C.)
http://www.necoast-nsa.gov.tw/

Tel: (02) 2499-1115

RBHERRE BB REREEE
East Coast National Scenic Area
Administration

961442 AR INIAEE EHNIZ265%

No. 25, Xineun Rd., Chenggong Town, Taitung
County 96144, Taiwan (R.O.C.)
http://www.eastcoast-nsa.gov.tw/

Tel: (089) 841-520

RBESE R PR E R RS R
Penghu National Scenic Area Administration

88054 A% BATNHER17158

No. 171 Guanghua Li, Magung, Penghu Country
88054, Taiwan (R.0.C.)
http://www.penghu-nsa.gov.tw/

Tel: (06) 921-6521

RIBHE BRI ERRE R RE R
Dapeng Bay National Scenic Area
Administration

92851 R FAER B HE AN E XBFK1695%

No. 169, Datan Rd., Donggang Town, Pingtung
County 92851, Taiwan (R.O.C.)
http:/www.tbnsa.gov.tw/

Tel: (08) 833-8100

RIBH BN BIERM AR E R EE R R
East Rift Valley National Scenic Area
Administration

978441E3E SR Im TR AL AR R A 1 7 48 ERES PR 2 FR 16837
No. 168, Xinghe Rd, Sec. #2, 17 Lin, Hegang
Village, Ruisui Township, Hualien County 97844
Taiwan (R.0.C.)

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

Tel: (03) 887-5306

RBpHEEREERREASREE R
Matsu National Scenic Area Administration

209425 T SR F M _ E M 6#F95-157

No. 95-1, Ren-ai Village, Nangan Township,
Lienchiang County 20942, Taiwan (R.O.C.)
http://www.matsu-nsa.gov.tw/

Tel: (0836) 25-631

| B EBER



National Scenic Area Administration
RENENAEERASEEERER

RBEE S EH A ERRE R EEEE
Sun Moon Lake National Scenic Area
Administration

55548 I FR AR AR HRIL BE1635%

No. 163, Zhongshan Rd., Yuchi Township, Nantou
County 55548, Taiwan (R.O.C.)
http://www.sunmoonlake.gov.tw/

Tel: (049) 285-5668

RBHE AR L IER B =EEE
Tri-Mountain National Scenic Area
Administration

AMNBMERETFE IR IE RS 73855

No. 738, Zhongzheng Rd., Wufeng Township, Taichung
County 41341, Taiwan (R.0.C.)
http://www.trimt-nsa.gov.tw/

Tel: (04) 2331-2678

RBHEABRAMELHERE R EEE R
Alishan National Scenic Area Administration

60246F= & HEK A OMNAEO3-165%

No. 3-16, Chukoc, Fanlu Village, Chiayi County 60246,
Taiwan (R.O.C.)

http://www.ali.org.tw/

Tel: (05) 259-3900

RBH BN REMNERE R EEIEER
Maolin National Scenic Area Administration

90142 FRBF=MFIBEZNERE1205%

No. 120, Saijia Lane, Saijia Village, Sandimen
Township, Pingtung County 90142, Taiwan (R.0.C.)
http://www.maolin-nsa.gov.tw/

Tel: (07)799-2221

RBEECRILEELB T RN ARREEE
North Coast & Guanyinshan National Scenic
Area Administration

253412k AP RIR N T E33-65%

No. 33-6, Xiayuankeng, Demao Village, Shimen
Township, Taipei County 25341, Taiwan (R.0.C.)
http://www.northguan-nsa.gov.tw/

Tel: (02) 863-55100

BB R EEEERRR A REEEE
Southwest Coast National Scenic Area
Administration

727422 a5 3L PIBIL PIRT B2 11058

No. 119, Jiucheng, Beimen Village, Beimen Township,
Tainan County 72742, Taiwan (R.O.C.)
http://www.swcoast-nsa.gov.tw/

Tel: (06) 786-1000

RBEHMEARER R EREE R
Siraya National Scenic Area Administration

73257 =B EEAIE EALE 158

No1-1. Xiancao, Xiancao Village, Baihe Township,
Tainan County 73257, Taiwan (R.0.C)
http://www.siraya-nsa.gov.tw/

Tel: (06) 684-0337
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JABE I REEINE AT

Overseas Branch Offices

[HA] Japan

SEE N HEERNRREHAT

Taiwan Visitors Association, Tokyo Office

3F., Kawate Bldg., 1-5-8 Nishi-Shinbashi, Minato-Ku, Tokyo
105-0003 JAPAN

Tel:81-3-3501-3591~2

Fax:81-3-3501-3586

Website - http://jp.taiwan.net.tw/

E-mail - tokyo@go-taiwan.net

EEBCHEAARREEM

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

[ 9% ] South Korea

SRS ERSEM

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

[&7%] Hong Kong

2EENHEERAR

Taiwan Visitors Association Limited

Room 904, 9F, Nan Fung Tower, 173, Des Voeux Rd.,
Central, Hong Kong

Tel - 852-2581-0933

Fax:852-2581-0262

Website : http://www.welcome2taiwan.net

E-mail - ttbtva@netvigator.com

[ in3% ] Singapore

EEB SN SR

Taiwan Visitors Association, Singapore Office

5 Shenton Way, 31-11, UIC Building, Singapore 068808
Tel :65-6223-6546/7

Fax:65-6225-4616

Website - http://www.welcome2taiwan.net/

E-mail - tbrocsin@singnet.com.sg

[ B2k 7A5E | Malaysia

178 | BxxnEn

SRR ERNEE

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



Overseas Branch Offices -
BN EN

[REE] China EERRMEBRAREHE I RIHER
Taiwan Strait Tounism Association, Beijing Office
BRI R ARG R EBIPIIMR A 2125 8 T R B FIE29/E
29th Floor, West Tower, LG Twin Towers,
B 12 Jianguomenwai Avenue, Chaoyang District,
Beijing, PR China 100022
Tel : 86-10-6566-4100
Fax:86-10-6566-1921
Website - http://tst.org.tw/
E-mail:tsta4@tsta-bj.com

[ 2<B ] United States FANEZI KBS EE A
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://eng.taiwan.net.tw/
E-mail - tbrocnyc@gmail.com

FEl=tRBEX b ERE A

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://eng.taiwan.net.tw/

E-mail - info@visittaiwan.org

SRt RBEX b ERE A

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://eng.taiwan.net.tw/

E-mail - info@taiwantourism.us

[ ] Germany HEE=I B ER
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 - johnson@taiwantourismus.de
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ElaENE]
Photo Index

P10

P11

P12

P13

P14

P15

P16

P18

P19

P20

p22

P23

P24

RTAERNRETES
Press Conference on “Tour Taiwan Kit”

() BEE I mE

Left) Taiwan Tourism Forum

(
() BREE=®

(Right) Sun Moon Lake Ropeway

(b)) REEREIRE

(Top) Visitor from mainland Chma

(F) BEECEERASR

(Bottom) Inaugurating Conferenoe of
Taiwan Storyland

i centerfR s AR5 A0y

Visitor Information Center

7r) PER R E

Left) Exploratory visit by mainland China
h) BRMRIRUA —EFERFRE
Right)Maolin Purple Butterfly Valley—
Biennial Butterfly-Watching Festival
RESER R Be KR BT
Dapeng Bay recovered after Typhoon
Morakot

(FF) E xR P kT2l

(Middle) Hotel Star Rating Plan

(F) REETERMREERBED
(Bottom)lnaugurating

Northern Taiwan Bikeway

Network Demonstration Plan

MR IE NBEEE

Taiwan Explorers

BRI A S
Hotel Star Rating Seminar
MIRIT & - REN100, IZAE
The stand of “Tour Taiwan and
Experience Centennial”

(GERINE=2-3
The Tea of Alishan

) N1RTEE
Top) Kapok Road

) BFRIEE

iddle) Flowers Scenery in Tainan County

) BOKE

ottom) Tseng Wen Reservoir
5 ET
Top) Kenting
() NN\gE
(Bottom) Tunnel 88

(£
(
(F
M
(b
B
(
(To
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P26

p27

P28

P29

P30

P33

P40

P41

P42

P44

P45

P48

P49

HEEESBE IR

Taiwan Travel Festival in Plaza Hollywood
(£) 20093 hN3R ik &

(Top) 2009 Singapore Travel Exhibition
() 200922 LIk f ML B v HE B B &
(Bottom) 2009 Busan Travel Exhibition and
Promotion Activity

() LBIRBEES

(Left) Travel Fair in Shanghai

(B) IRERE=

(Right) Round—table Conference in Beijing
RERBENE

The cover of Taiwan Travel books

HAE

Sun Moon Lake

B BB | LI AR RIS S R AR TE N B

The “Sakura Tran” in Alishan National
Forest Recreation Area

FIEILH

The sunrise in Alishan

(fr) BEHEAME LS EER
Advertisement at Mong Kok subway
station in Hong Kong

() BEREA-—RRE

(Right) Spokesperson in Japan and South
Korea—Fahrenheit

(£2) BERBETM RIS 3

(Left) The Taiwan Muslims travel handbook
() FrEUEE SR

(Right) Advertisement for 4 new counries
() BARMSSHEES

(Left) Advertisement on the Japan
magazine cover

() BARMEES

(Right) Advertisement on the Japan
magazine

101 R FEES

Advertisement of Taipei 101 in Korean
2009 et ER ETRES

2009 Advertisement in the Vancouver
subway cab

() BURBEES

(Left) Brochure on salon photography
and honeymoon tours

(Ah) Economist&E 4

Middle) Advertisement in the Economist

(
() FRABSSE &
(Right) Advertisement at the FRA airport



P50

P52

P53

P54

P55

P56

P58

P59

P60

P61

P62

P63

P64

P65

( ) Fm/a%ﬂﬁnﬁ
(Left) The TV program “Fun Taiwan” in
Discovery
(B) MOFRESIRTAEES
(Right) Advertisements of “Travel
Taiwan” in Time square, New York

) NEB
Left) Steamed dumpling

) I:I/E_';
Middle) Delicious food in Taiwan

(£
(
(F
(
() BmE/NA

(Right) Dandan noodles in Tainan
() BERIOVEARES

(Left) Advertisement of Love 101
(h) MRz A

(Right) Taiwan Explorers

() BB R ERERE

(
B
(

Left) The performance of Dining Al Fresco

) BB, —#EBHT
Right) ” Let” s Bike Taiwan”

2009 HEIRRE

2009 Travel Fair in India

() &R IR — BN S

(Left) ” The Taiwan Tourism Travel Seminar”
in Suzhou

(A) ek EESEAm

(Right) Booth at the Shanghai Travel Exhibition
=)

The Travel Fair in Kunming

(f£) E400BARFRSELEE

(Left) The celebration of four millionth

visitors to arrive in Taiwan

(B) MMREAERETREEAABNR
(Right) Attendees talking inside the
Taiwan Hall at the IBT Berlin
R EPRRARBIINFRIRE
The performance of People Art in
London Travel Fair
BA=E %R £ Yosakoi Soranfii £
The Yosakoi Soran dance in Mie Anotsu, Japan
BEKE
Deji Reservoir
(L) 8=
Top) Taiwan Tea
) Bk =S8
Middle) Wuling Farm
) B T) B ALER
(Bottom) Pineapple shortcake
SRR
Pingxi Sky Lantern
(fr) BERITH
Paragliding in Wanli
() 20094 88 T L HRRMBME-\RKE
(Right) A traditional dance performance at
the 2009 Kunshen King Salt of Peace Festival
Ba Jia Jiang (Eight Generals)

activity

(
(F
(
(b

P66

P67

P68

P69

P70

P71

P72

P74

P76

P77

P78

P79

P80

P81

Photo Index

SENE]

2009 AAHFEEN LR ETIERE

2009 Taiwan Lantern Festival

() 20098 R RERBFERBENES

HRRE

(Left) The inception of 2009 Taiwan Hot

Spring and Cuisine Carnival and

Taidong Hot Spring Festival

(f) i centeriREZARIE 0

(Right) i center Visitor Information Center

(o) BB ERTH

(Left) Cover of Taiwan Tour Bus Passport

(h) BAELTEEES

(Right) Double page ad in Taiwan Tour Bus

BB HEE

The homepage of Taiwan Tour Bus

() FUNB RELERES

(Left)FUN summer-Theme Park Press

Conference

(h) BELREGS

(Right) Sand Sculpture Festival

(BRI REEETER

(Left) Riding in the Northeast—The

Fulong Biking activity

()T h RS

(Right)Experience Siraya at PingPu

HAE

Sun Moon Lake

(%) B £

(Left) The “Queen’ s Head”

(7) BE

(Right) Black-faced Spoonbill

ERMHELTLERR

Winter bird activities in the Yunlin,

Chiayi and Tainan region

BHEEHRAR

Construction results in Matsu

(fo) BEHKBGRE

(Left) Canoe Polo Competition

(f) 20098 E

(Right) 2009 Dragon Boat Competition

JEINEED

Sailing activities

() B EEREEROLETRESESE

(Middle) Private participation and operation

of the Penghu Tourism Industry Promotion

Center

() BB RROTEER

(Bottom) Contract signing of the

Green Island Zhaori Saltwater Hot Springs

Park ROT Project

(L) W EREER ORI RE2HE

BROTZE

(Top) Private participation in the Penghu
Tourism Industry Promotion Center
and Operation ROT Project

in Yehliu
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P82

P84

p85

P86

P87

P88

P90

PO1

P92

P93

P94

P95

P96

(F) HAERILEXIREBOTEEZEN=
(Bottom)Sun Moon Lake Xiangshan Hotel

BOT Project
B RERRET LB EN
Construction ceremony of the
Nanfangao Visitor Information Center
() RLANERBAEEES
(Middle — left) Usher-in the First Morning
Light at the Northeast Coast activity
(Ph) BEVMEMNS
(Middle—right) Sand Sculpture Festival
(M) Bibatiez=
(Left—Right) Silver Grass Festival on
the Northeast Coast
(Mh) INEREE =L
(Bottom - right) Landscape
beautification at Waiao seawall
EEEpEmOREXlL
Landscape beautification at the south
entrance of the Old Caoling Tunnel
=&
Usher-in the First Morning Light at
Sansiantai
MEEEFRITE
Jialulan Handcraft Market
(D)EBEARILRSE R
(Top) Services and facilities at
Xikanshan (Jibei)
(F) EXRB*8%
(Bottom) Caiyuan Ocean Farm
NEERERE

Qimei Little Taiwan Observation Deck
and Arbor
FHEFHS
Jibei Floating Dock
BABRENEE
Yuwengdao Bronze Stature Recreation
Area
e B TTHEES
The promotion activity—

“King of Backpackers in Penghu”

B EE A NSEEE)

The biking activity —

Cycling around Dapeng Bay
FARNERETES

The Press conference of Donggang King
Boat Ceremony in Taipei

conference room

MR =AESEE

Improvement project at Liugiu

San-Jiao Square
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Po8

P100

P101

P102
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P104

P105
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P107

P108

P110

P111

P112

P113

P114

INRREEREES

Xiaolingiu Eco Campground conference
room

(&) BFEBETEE

(Left) Rueishui bike path

(h) R EgTaRiE L2

(Right) Construction of the event
platform at Liyu Lake

Never Stop JKAEE—M B MRRR Hk &k
Never Stop — Challenge Your Life at Huilan
T=B1TEE

Yufu bike path

98T A M

A thousand people lay down

activity in Taidong

BAZIERE

Triathlon competition

ARR

Ascends to Heaven activity

EES

Seagull watching

() BEBSE®

(Left) Seagull watching activity

() FEHE RS

(Right) Tern observation at Matsu

FRE

Ascends to Heaven activity

HA=E

Sun Moon Lake

(£) 20090~k 8m B BB 3R BRI HATE Eh

(Top) 2009 Rotary Marathon Racing

around the Sun Moon Lake

(F) BERFRBAETEANETRE—
BlZ=RIRLELNE SR

(Bottom) Taiwan Mobile National Day

Fireworks and Music Concert — Philharmonic

Movement Concert

AABREEITER SIS AN

2009 Sun Moon Lake Year s End

Party to Pray for Blessings

3 = Wi e b

Emei Lake trail-bridge

BB RIS

Kangji suspension bridge at Nanzhuang

(%2 1) NENUIRE S5 8

(Left—top) Cycling activities on Bagua

Mountain

(BL) 2009EHN\FH-2RETEEES

(Right—top) 2009 Eagles over Bagua —

National Eagle- Watching

() 20096EXRE—2 LK

(Bottom) 2009 Taiwan Culinary Exhibition —

Tri-Mountain Gourmet Legendary Exhibition
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P118

P119

P120

P121

pP122
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P125
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P127

P128

P130

P131

P132

P133

P138

(NN N P139
Love in Alishan Joint Wedding under
the Witness of Alishan Devine Tree

AT
Paragliding

FESEAE P140
Xinwei Bridge

PR A - B SRS P141

Maolin Purple Butterfly Valley —
Biennial Butterfly Watching Festival
SRUBERRRIE M

Walk Forward Kaohsiung and
Pingtung Foothill Reconstruction —

P142
Drum Wish
iR EsRaTEE 144
North Coast ocean view bike bath
(b) SEELBES P146
(Top) North Coast Weddlng Photography
(Bottom) North Coast Ocean Music Festival
B EEE P150
Laomei Green Reef at Beiguan

I BS

L) REER P153

Top) Black-faced Spoonbill

T) 2009t 8 F FRERER ERREH

Bottom) Exciting Guan-Shou-Jiang P155
(ghost custodians) performance at the 2009

Kunshen King Salt of Peace Festival Peace

Festival P156
IR A

Budai Tourist Service Center P158
T EH

Qigu sallt field P161
BILAHER

Tsaoshan Moonscape Scenic Area

IEYNE P165
Red Leaf Ecological Park

20098 B REREFE P166
2009 Taiwan Hot Spring and Cuisine

Carnival

(L) P =R AR P167

(Top) Experience Siraya Mangoes

(M) BERAREZEFAAELOGORET
(Bottom — left) Logo design for Love Siraya —
Connecting Hands for Siraya

(NA) eye R ™

(Bottom - right) Eye Love Siraya cover
EYlmERER

The hot spring pool in Sea Gaia Spring Hotel

Photo Index

SaENE]

() mREE

(Left) Hot Spring Certificate

h) E9lnm—REZE

(Right) Rooms with hot spring pool in the Sea
Gaia Spring Hotel

V= VN T

Fisher Wharf in Danshi

(L) 7t

(Top) Jioufen
() £ MAREM
(Middle) Jinguashin Waterfall
WOE Y s L

B

ottom) The maples in Jiashin, Hsinchu

VAL

Leofoo Village

RATH ERZ

Auditing of travel agencies

IRIBEEEX

Auditing of travel industry

BENEE IR

Hotel Purity

TEEREEF AR

Farglory Ocran Park in Hualian
BBE%ER

Yumay Recreation World

b S AL

Lecture on Incentives for Tourist Amusement

Enterprises

i centeriR s RIS A0

i center Visitor Information Center

R A AR TS

Visitor inquiry services

RBESR BB RN EE

The Emergency Flowchart of Tourism Burean

EITEE

Tour Taiwan Years
RITEEERSEA-REBE

Spokespersons of Tour Taiwan Years—

Fahrenheit

BEBHT

Bike tour
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