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Abstract 

Demand has been surging in Taiwan’s tourism market with the government’s 

implementation of the two-day weekend scheme and the increase of national per 

capita income. Countryside tourism is expected to dominate the domestic travel 

market because it best suits the one-to-two day holidays most common in Taiwan. 

Tourism resources are an inheritance from nature and our own history, and we need 

to pass this heritage on to our future generations. Tourism resources not only serve 

leisure, recreational and sightseeing functions, they also play a meaningful role in 

education, cultural preservation and resource conservation. 

Tamsui’s countryside tourism resources may be categorized as natural and 

ecosystem resources, cultural relics and historical sites, temples and shrines, local 

communities and streets, recreational agriculture and amusement parks and facilities. 

Tamsui boasts a rich variety of tourism resources. 

This research uses Tamsui as a case study to explore marketing strategies 

available to a locality in developing its tourism resources. In addition to a systematic 

description of the types of tourism resources, their distribution and current 

development in Tamsui, this research conducted a survey by questionnaire on 17 

tourist spots selected by consumers to gauge their level of importance and consumer 

satisfaction and travel experience. This effort included the design, distribution and 

collection of questionnaires after on-site interviews. The study used SPSS (Statistical 

Package for the Social Sciences) to analyze the collected data on the development of 

tourism resources in Tamsui and provide recommendations based on the findings. 
The questionnaires revealed that most consumers see cultural relics and historical 

sites as tourism resources that are unique to Tamsui, while recreational agriculture 
shows the greatest potential for development as a tourism resource. It is apparent that 
these two resources will be the focus of future development for Tamsui in the future. 
Meanwhile, this study showed that regarding such places as Tamsui’s Fisherman’s 
Wharf, Zhongzheng Old Street, the Gold Coast Walkway and other places that were 
thronged by visitors, consumers had a high level of satisfaction and recognition of the 
importance of tourism resources. On the other hand, consumers had a low level of 
satisfaction and recognition of the importance of tourism resources in low-traffic spots 
or those that were poorly developed such as the Tamsui River Mangrove Area 
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(Hongshulin), the bird-watching area along the Tamsui River Estuary, terraced fields, 
the Yinshan Temple, the Longshan Temple, the Fuyou Temple, the Chongjian Old 
Street and Cingshuei Street. This shows there was a strong positive correlation 
between the level of satisfaction and recognition of the importance of tourism 
resources and the number of tourists.  

In order to promote sustainable and comprehensive development of tourism 

resources and modern business-management practices, this paper proposes marketing 

strategies for six types of tourism resources in Tamsui based on a 9P concept 

(planning, policy, product, price, people, promotion, place, package and partnership) 

after the study of literature and on-site investigations. In addition, this research 

integrates the marketing strategies of the six types of tourism resources with the 

government’s corresponding tourism policies. Factual analysis of variance is 

conducted to explore the correlation between consumers’ perception of importance 

and level of satisfaction regarding tourism resources in Tamsui, so that a strategic 

marketing plan can be devised for Tamsui’s overall tourism resources in the future.  
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