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Abstract  

Taiwan’s tourism has slowly been increasing over the years, which 

manifested itself in the higher numbers of tourist arrivals on the island. As in 

2008 the tourism authorities’ objective to double the incoming tourist 

arrivals in the wake of its 21st century strategy to develop tourism as a major 

industry had not been met, Taiwan’s new government opened up to Chinese 

tourism. With almost annual increases in Chinese daily limits, mainland 

tourists rapidly became the major source of inbound tourism to Taiwan, and 

consequently also of additional income to the economy. Despite these 

benefits however, Taiwan’s tourism capacities have been stated to show 

difficulties in accommodating this new massive increase in tourists, which 

has been stated by the media to have led to a decrease of Taiwan’s tourism 

quality. At the lack of a comprehensive study on the implications of Chinese 

tourism to Taiwan, this thesis thus contributes to the current state of research 

through the analysis of Chinese visitors’ positive and negative effects in 

terms of the 9 different tourism industries of transportation, accommodation, 

food service, attractions, travel services, retail, health sector, agriculture and 

cultural and creative industries in Taiwan as defined within this thesis. In a 

second part, a consumer behavior analysis on secondary data and expert 

interviews have been conducted as quantitative and qualitative support of 

the findings. As a secondary objective, this study tries to derive some policy 

recommendations on how to improve the overall quality of Taiwan’s tourism 

environment, and attract more international tourists to the island.  

 

Keywords: Taiwan tourism industries, Chinese outbound tourism, situation, 

cross-strait, quality, consumer behavior, policy recommendations  
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1  Introduction 

This Master thesis describes a research study that will examine the increasing tourist 

inflow from mainland China to Taiwan, and look at how this impacts Taiwan’s 

economy and tourism industries. From these findings, the study further hopes to 

identify some ways on how to attract more foreign visitors and improve the overall 

tourism quality. This first chapter shall serve to introduce the study and research idea, 

together with the significance and motivation towards its execution. 

 

1.1  Background of the study 

To many, Taiwan is still more generally known as a manufacturing country. Yet, 

tourist inflows to the 36,193 square kilometer little island, lying a mere 180 

kilometers off the south-eastern coast of mainland China, have been constantly 

increasing since the abolition of martial law in 1987, with Japanese citizens providing 

the biggest share of incoming tourists for almost all of the time. In more recent years 

however, due to the increasing easing of cross-strait relations between China and 

Taiwan in the wake of the election and administration of president Ma Ying-jeou from 

the Kuomintang (KMT) since 2008, the Taiwanese government dared to follow the 

examples of other countries and to eventually open up its tourism to mainland tourists 

later the same year, resulting in an exponentially growing share of mainland tourists 

to Taiwan, which soon were to exceed all tourist numbers from the other nationalities. 

In 2010, after just two years, tourists from the mainland had already surpassed the 

Japanese as the leading source of inbound tourism, and in just five years they have 

become the major share with 2.59 million out of 7.3 million international tourists, or 

35 percent of all incoming tourists to Taiwan for the year 2012 (Tourism Bureau, 
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MOTC, 2013d). By adding up the tourists from China and those from it’s Special 

Administrative Regions (SARs), Hong Kong and Macao, this number even reaches up 

to 49 percent, or almost half of all tourists to Taiwan. But not only have tourist 

numbers to Taiwan increased, the Taiwanese government has also actively sought 

after making its tourism development to become a new major policy, in order to 

transform Taiwan from an island of industrial production towards one of tourism 

industry (Hsu, Tsai, & Wu, 2009; Chen, Lee, Lee, & Yang, 2011). 

Through this shift toward a more tourism-oriented nation and in view of the Chinese 

becoming the major contributor, the topic of Taiwan’s situation of its tourism 

industries and recommendation for improvement is interesting due to the tourism 

industry becoming a major income resource. Kim, Chen and Jang’s (2006) research 

results for example showed, “that a 5% increase in tourism arrivals leads to a 0.5% 

increase in GDP and 5% increase in GDP causes a 0.3% increase in tourism arrivals” 

(p. 931). Such a reciprocal relationship between tourism growth and economic growth 

in Taiwan as shown by Balaguer and Cantavella-Jordá (2002), had also been indicated 

by Oh (2005), as that tourism and economic development would reinforce each other. 

In addition, whereas the tourism industry has been suffering in most parts of the world 

due to the global recession of 2007 and 2009, Taiwan, thanks to Chinese tourism, has 

emerged as a crisis winner with the biggest change in positive tourist arrivals (World 

Economic Forum, 2011, p. 39). 

Apart from the positive effects of Chinese visitors spending on the overall economy 

of Taiwan, with the rapid increase of Chinese tourists to Taiwan, also a number of 

problems have arisen. With Chinese tour groups coming in droves, many scenic spots 

in Taiwan have been suffering of chronic overcrowding, leading not only to problems 

in terms of capacity, but also to a perceived decrease in quality not only among the 

Chinese themselves, but also among fellow visitors (Chen, 2013). Whereas 
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newspapers as early as 2009 have furthermore stated that the increase of Chinese 

tourists would crowd out Japan as the main source of tourists and thus negatively 

affect other visitors to Taiwan (高市虧大了！／被陸客嚇跑 日客銳減三成, 2009), 

in 2012 several newspaper articles reported that Chinese tourism groups had now 

been negatively affected by low tourism quality themselves, suffering from several 

dozen deaths of Chinese visitors from bus accidents and the sale of defective goods in 

Taiwanese shops over the past 4 years (Sun, 2012; Li, 2012; Lai, 2012). Reinforced 

by the publicly denounced uncivilized and loud behavior of mainland Chinese 

tourists, since last year the mainstream media have thus started to call for the 

improvement of the quality of Taiwan’s tourism (Chang, 2013). 

However, in spite of these extreme contrasts of Chinese visitors’ impacts on Taiwan, 

so far only little research has been done on the subject, let alone a comprehensive 

documentation on the overall effects. In consideration of the importance of China’s 

tourism to Taiwan, a research to elaborate on the overall implications of Chinese 

visitors to Taiwan is thus urgently needed. This thesis shall thus make a contribution 

for the better understanding of this important aspect. 

 

1.2  Problem statement 

This thesis aims to better understand the effects of Chinese visitors on Taiwan’s 

tourism industries and overall economy, and tries to look at the positive as well as the 

negative implications therein. Thus, as the title might already imply, this thesis is 

therefore firstly going to look at the overall situation from the perspective of Taiwan’s 

tourism sector and deal with the question of how and in what aspects Chinese tourism 

has been beneficial or adverse, in consideration of the economy and different 

industries in Taiwan over the past few years. Secondly, in response to the findings 

obtained, this thesis seeks to answer how Taiwan could attract more foreign visitors 
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and improve the quality of its overall tourism environment. 

This thesis consequently seeks to address the following main research questions: 

 

a) What is the current situation of Taiwan’s tourism and industries? 

 

b) What is the effect of Chinese visitors to Taiwan? Positive or negative? 

 

c) Will the increase of Chinese tourists enhance the quality of infrastructure and 

tourism industry? 

 

d) What kind of policy change is needed to attract more foreign visitors from other 

countries? 

 

e) How can Taiwan improve the quality and create a better tourism environment? 

 

1.3 Significance of the study 

After an extensive but not exhaustive literature research, the primary significance of 

this thesis is to represent one of the few studies to examine the current situation of 

tourism in Taiwan from the perspective of the tourism industries in greater detail. 

Specifically, in contribution to the existing research and literature on tourism in 

Taiwan, this thesis thus aims at providing a comprehensive understanding of the 

increasing Chinese visitors’ impact and their implications on the tourism industry in 

Taiwan. In the wake of the growth of mainland tourist arrivals, this thesis also looks 

to examine the Chinese visitors behavior in Taiwan, and to specifically analyze their 

overall preferences and expenditures. 

In accordance with the research questions, one could put forward that there are 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

 5 

broadly two perspectives on the growing inflow of Chinese tourists. From an overall 

economic point of view, an increase in tourist numbers can generally be considered to 

be positive in nature since Taiwan has much to gain for its national economy, as the 

test results of Kim, Chen, and Jang’s (2006) “indicate that a 5% increase in tourism 

arrivals leads to a 0.5% increase in GDP” (pp. 930-931), which spurs arrival numbers 

again. According to Professor Huo Deming from Peking University, Chinese tourists 

could account for 5 to 10 percent of Taiwan’s gross domestic product (GDP) in the 

future, which would lead to a desired transformation of Taiwan’s economy (Mainland 

tourists bring benefits to Taiwan economy, 2012). The Taiwanese people on the other 

side often point out to the negative aspects of Chinese tourism to their island. In their 

perspective, Chinese tourists have not only a bad reputation due to them being 

perceived as loud, crass, and coarse,1 but also problematic to the fact that they are 

coming to Taiwan in droves, thereby decreasing the tourism quality of Taiwan, and 

also for themselves. In that aspect, also Su, Lin, and Liu (2012) put forward that 

Chinese tourists due to their increasing numbers have started to significantly crowd 

out other international tourists to Taiwan, which could lead to disrupt Taiwan’s 

tourism industry and also damage its reputation. In this regard it would also be of 

interest to know how Taiwan could attract more other foreign visitors, in order to 

counterbalance the trend of increasing Chinese visitors. It is thus hoped that this study 

makes a contribution to the analysis of in what ways the Chinese visitors positively or 

negatively effect the Taiwan tourism environment, to what extent its various tourism 

industries and Taiwan as a whole, as the field has rather been focusing on specific 

single industries alone, and how they can improve the tourism environment for all. In 

the continuing trend of increasing Chinese outbound tourists worldwide, this research 

is timely as there is need for further analysis on that matter, and could thus also be of 

                                                
1 A finding also addressed by other nationalities. 
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reference for other countries experiencing an increase in mainland tourists. 

 

1.4  Research motivation 

My motivation for researching Taiwan’s tourism, tourism industry and related effects 

and policies due to increasing mainland tourism, are manifold. My fundamental 

interest in tourism in general, is mainly due to growing up in Switzerland, a country 

with an extensive history of, and which is also very famous for its tourism. In 1902 

for example, Switzerland was the first country to offer package holidays in ski resorts 

to tourists (Spilsbury, 2009). According to the World Economic Forum’s (2011) 

Travel & Tourism Competitiveness Report 2011, Switzerland ranked first place 

among 139 countries, which was derived on the basis of cultural and natural 

resources, but also in regards to environmental sustainability and business 

opportunities. Furthermore, the contribution of tourism to the Swiss economy has 

been historically high, and currently accounts for about 6 percent of the Swiss export 

revenues as the fourth biggest industry after the chemicals, the metal and machine, 

and the watchmaking industries (Schweizer Tourismus Verband, 2012, p. 8). The 

World Travel and Tourism Council (2013a) even calculated a contribution between 

2.3 and 8.0 percent for the contribution of tourism to the Swiss GDP in 2012.2 Living 

in Bern, the capital, one is usually surrounded by lots of tourists when strolling around 

the old town. Additionally, this original interest in tourism has then on further been 

deepened due to my academic background as a student at the economics department 

during my undergraduate studies, and particularly due to the intern Research Institute 

for Leisure and Tourism (FIF), where I have learnt the basic knowledge and tools of 

research through numerous lectures and fieldtrips. Despite my focus on the tourism 
                                                
2 2.3 percent refers to the direct contribution of tourism, whereas 8.0 percent represents the total 

contribution of tourism to the GDP by additionally including indirect and induced effects. 
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phenomenon however, with my other realm of interest in Chinese culture and 

language becoming more and more imminent towards the end of my studies, I decided 

to not only complete an exchange year in Taiwan, but also to write my undergraduate 

thesis on sustained economic growth of Taiwan in favor of tourism. Yet, my 

motivation and interest of doing research in the field of tourism has never fully 

diminished since then, and this thesis poses the opportunity to make up for the last 

time. 

As far as my graduate studies in Asia-Pacific studies are concerned, I furthermore take 

great interest in Taiwan-China related issues, and the development of cross-strait 

relations in economic terms and trade especially. The development of tourism across 

the Taiwan strait is thus a very interesting aspect of “trade”, and often dubbed as 

being “part of the invisible trade in the balance of payments” (Hudman & Jackson, 

2003, p. 36). As tourism across the strait had been taking off through the one-sided 

lifting of travel restrictions of Taiwanese citizens to mainland China in 1987, this can 

be regarded as a catalyst of nowadays economic and social integration between 

Taiwan and China. The fast pace at which the number of outbound Taiwanese visitors 

to the mainland had been increasing since allowing travels in 1987 can now also been 

seen in the opposite direction by the increasingly huge numbers of mainland tourists 

flowing into Taiwan since 2008. In the wake of further increasing reconciliation and 

relaxation across the strait, the topic of tourism is thus a very current issue. Moreover, 

I get the impression that the cross strait tourism in Taiwan, compared to for example 

manufacturing, is still a rather underrepresented research topic in the academic 

sphere. The statement of Kim, Chen and Jang (2006) that “although the tourism 

industry has grown significantly in Taiwan, tourism researchers have not paid much 

attention to the empirical assessment of contributions of the tourism sector to 

Taiwan’s economy” (p. 926), seems to confirm this observation. 
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Secondly, and from a more personal point of view, I have been living in Taiwan 

almost continuously for a little bit more than three years since 2009, and have 

therefore also been traveling a lot in Taiwan. Apart from the Chinese language barrier 

that some travelers might encounter, I have to say that I have been positively surprised 

by the high standards of the tourism facilities and advanced transport infrastructure in 

Taiwan, despite the subjective perception of only few tourists coming to the island. 

Furthermore, in 2011 I even had the honor to take part in an innovative marketing 

campaign as a travel ambassador to encourage individual travelers to the island by 

drawing a creative itinerary to tour the island for several days. But also by just living 

in Taipei for a longer period of time, which is the major gateway to Taiwan, I was able 

to witness the increasingly larger inflows of Chinese mainland tourists to the city day 

by day. Especially when revisiting major tourist spots like the Taipei 101 or the 

National Palace Museum for the first time after two years, one instantly becomes 

aware of the change in tourist numbers over a such a small time frame. I am thus 

interested to see, how the increasing numbers of Chinese tourists and their activities 

have affected the economy of Taiwan, and how Taiwan can benefit from them to 

improve the tourism environment for all. 

 

1.5  Delimitations of the study 

Foremost, as Taiwan’s quick development in tourism has been a rather recent 

phenomenon in the wake of Chinese tourists to the island, it is thus still very early to 

conduct research on that matter, especially as the trend is set to continue. With the 

major share of recent official data only being published until 2010 and sometimes 

2011, the new trend of Chinese FITs is furthermore only marginally accounted for, 

which renders the scope of this thesis to be mostly on the mainland group tourists 

since 2008. 
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Moreover, from the perspective of the different industries, this study takes more of an 

economic approach and for few exceptions hence does not account for environmental, 

cultural, psychological or sociological factors in general. Also, despite being 

mentioned throughout the paper sometime, domestic tourism is not specifically 

catered for either. 

In spite of this study’s attempt to show the immediate and indirect implications of 

Chinese visitors on Taiwan’s tourism as elaborate as possible, it will be impossible to 

accommodate for all effects in full entirety. Hence, the tourism industries will at times 

rely on key sectors to be representative for the implications of each industry. Also, 

this thesis will not explain other aggregate economic effects that have not been 

defined in terms of this study’s research objective, like for example inflation, which 

would be better suited to be researched with adequate models, as this would clearly go 

beyond the scope of this study. 

In terms of the general recommendations given at the end, this does further not 

include the whole selection and evaluation process of such policies, as this would 

represent a complex issue in its own right. 

 

1.6  Chapter outlines 

Chapter 2 provides a more detailed background on tourism, providing the setting in 

which Taiwan’s tourism has to be considered. It puts forward a study-specific 

definition of tourism applicable to the Taiwan case and further defines Taiwan’s 

tourism industries that shall be analyzed in this thesis. Also, it gives an introduction to 

tourism policies and the occurring trends in tourism in terms of the Asia-Pacific 

region, together with the overall methodology used in thesis. 

Chapter 3 will form the main comprehensive literature research on the Taiwan case 

and elaborate on the historical development of tourism in Taiwan, the opening process 
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to Chinese tourism and its increase of visitors to the island, the development of 

Taiwan’s tourism strategy and the overall current situation of Taiwan’s tourism sector 

and industries under the impact of Chinese tourism, in accordance with the definitions 

from chapter 2. 

Chapter 4 features a consumer behavior analysis of Chinese visitors expenditures in 

terms of Taiwan’s tourism industries from 2008 to 2011 in support of the previous 

findings, and gathers some information on other countries’ experience on Chinese 

visitor behavior. 

Chapter 5 describes the realization of the expert interviews, their main findings, 

viewpoints and recommendations, with the addition of some additional points of 

interest. 

Chapter 6 is a recap and discussion of the overall findings obtained from chapters 3 to 

5 in relation to the research questions, and contains the selection of some policy 

recommendations for the increase of more foreign visitors and improving Taiwan’s 

tourism environment. 

Chapter 7 then displays the conclusion and overall results of the thesis and the main 

findings and recommendations gained from this research on Chinese visitors to 

Taiwan. 

Figure 1.1 graphically illustrates the chapter structure of this thesis. 
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Figure 1.1 

Chapter structure 

 
Source: Own figure. 

 

 

  



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

 12 

2  Literature Review 

Before I am having a closer look at the historical context of Taiwan, its current 

situation of tourism, the Chinese impact on its industries, and the policy development 

in the next chapter, this part will first introduce the conceptual background and 

definitions of tourism in relation to the Taiwan case. 

This chapter thus consists of five sections. Firstly, it gives a short introduction to 

tourism against the background of which tourism in Taiwan has to be understood. 

Thereby it shall not only present a definition of tourism, tourists and tourist activity, 

but also illustrate its origin and implications in the economic context. The second will 

be the definition and selection of the different tourism industries, which are deemed 

relevant and representative for the Taiwan case and shall be analyzed in terms of 

Chinese inbound tourists in this thesis. Thirdly, it features an overview on tourism 

policies in general to illustrate the array of options that governments have to influence 

tourism. Fourth, it gives an overview on the current trends of tourism in the Asia-

Pacific and China, and the fifth shall elaborate on the methodology used in this thesis 

to reach the research objectives. 

 

2.1  What is tourism? 

“What is tourism?” This is the often encountered title given to the very first chapter in 

various books dealing with the subject of tourism, in order to introduce the reader to 

this special field. Yet, as similar the literature appears to conform at first, the greater 

the differences in defining what tourism eventually is, due to the different 

perspectives of the various disciplines. Like no other field of research, tourism can be 

considered from so many different angles and thus accommodates for a multitude of 

academic fields, such as economics, sociology, or geography, in order to deal with the 
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huge variety of related issues (Theobald, 2005).3  Not having its own field, as 

suggested by Jovicic (1988), who unsuccessfully put forward the idea of an 

independent ‘tourismology’ as its own distinct science to display all its dimensions 

(Echtner & Jamal, 1997), tourism thus remains to draw from the academic disciplines 

that are affected and that it stands in direct and immediate relationship with. 

However, it can commonly be agreed upon that tourism has “three essential 

attributes”, as listed by Richardson and Fluker (2004, p. 5): First, tourism involves 

some kind of travel, that is, moving from one point to another. Secondly, the travel 

away from home is of temporary nature and thirdly, the travel purpose is not for 

business reasons at the destination(s). A travel for leisure, for example, would fall into 

this category. 

2.1.1  Origins 

What can further be agreed upon are the origin and history of tourism, namely that it 

is hard to determine. As humans have always been traveling, modern tourism indeed 

came a long way to what it has become today. According to Goeldner and Ritchie 

(2009), the beginning of the modern era of travel can be traced back as far as the 

Babylonian era around 4000 b.c.e., when growing trade and the invention of the 

wheel led to the very first business travels. Equally, the ancient Greeks and Romans 

2000 years later, who engaged in trips for leisure and health have also been 

considered as the heralds of tourism, with the Romans being said to have been of a 

comparable nature as mass tourism today due to their engagement in extensive travel 

and sightseeing for pleasure, apart from the fact that the travel activity was reserved 

for the elite back then (Swarbrooke & Horner, 2007; Goeldner & Ritchie, 2009).4 In 

                                                
3 Herein lies also the reason for the various different definitions of tourism, due to different academic 

perspectives. 
4 Similar with respect to travel requisites and behavior, such as guidebooks, employment of guides and 
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the 17th and 18th century, education oriented tourism became fashionable among the 

young British elites in form of the so-called “Grand Tour” on continental Europe as 

depicted by Black (2003). Merely aristocratic at first, the latter half of the 18th century 

saw more middle class people embarking on the tour, although often shortened and 

with the purpose of sightseeing and hedonism rather than learning. The real 

foundations for modern tourism have, however, been laid in the 19th century. Together 

with the industrial revolutions in the UK and parts of Europe, the introduction of the 

railway has not only enabled for tourism on a larger scale, but also led to the first all 

inclusive excursion organized by Thomas Cook in 1841, which later has been 

considered one of the first travel agents and a forerunner to package holidays 

(Swarbrooke & Horner, 2007; Goeldner & Ritchie, 2009). Further technical 

advancements, such as motorization, the automobile or the introduction of air travel in 

the 20th century, did their part to help make tourism the big phenomenon it is today. 

In summary, Swarbrooke and Horner (2007) identified the six most important factors 

for the post-WW II rapid tourism development in Europe as: 

increases in disposable income, advances in aircraft technology, the greater 

availability of motor cars, further increases in leisure time, education, the 

growth of tour operators and the package holiday. (p. 18) 

One can assume that whenever one or several of these six factors had been increasing 

at a time, that not only travel activity, but also tourism according to the three essential 

attributes, will most likely have increased as well. It can furthermore be argued that 

these interrelated factors conducive of tourism growth can be applied globally, and 

may thus be considered as a driving force of tourism development in the rest of the 

world too, as for example China. 

                                                                                                                                       
the purchase of souvenirs (Goeldner and Ritchie, 2006, p. 44). 
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2.1.2  Defining tourism 

Whether it was the Romans traveling for the purpose of sightseeing and health or the 

British for educational reasons, tourism has been taking various forms at different 

stages over time. When it comes to determining tourism and tourists in modern times, 

the popular perception provides a rather broad and vague picture of their meanings. 

Generally speaking, tourists or travelers are more commonly thought of as “people 

who are visiting a particular place for sightseeing, visiting friends and relatives, taking 

a vacation, and having a good time” (Goeldner & Ritchie, 2009, p. 4). Also the 

Merriam-Webster dictionaries describe the tourist as a person who travels or makes a 

tour for pleasure or culture, thus placing the focus of tourists on the two elements of 

travel and enjoyment (Webster, 2005; tourist, 2013). It is thus no surprise that 

nowadays the terms tourist and traveler, or tourism and travel and even visitor for 

that matter, have become more or less synonyms in everyday language, and are being 

used interchangeably when referring to different kinds of travel activity. 

From an etymologically motivated point of view, Theobald (2005) analyzed the 

derivation of the modern English word tourism, which originally consists of the term 

tour and its suffixes. First of all, tour can be traced back to the Latin and Greek words 

‘tornare’ and ‘tornos’, which both mean a lathe or circle, or the action of turning 

around. In modern English, the meaning changed during translation and thus became 

‘one’s turn’. Secondly, the suffixes –ism and –ist represent ‘an action or process; 

typical behavior or quality’ and the ‘performer of the given action’, respectively. 

Theobald (2005) further suggests that the combination of the word tour with either of 

the suffixes would hint at the action of movement around the line of a circle. Setting 

out from a distinct point and following the line of the circle, one would eventually 

come back to the original starting point similar to a journey or a round trip, for 

instance the Grand Tour mentioned earlier. This also explains why the performer of 
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such a journey can be called a tourist. 

Despite some disagreement as to when the term first came up in the press, dating as 

far back as the year 1800, the first documented definition however appeared 1876 in 

the French dictionary Dictionnaire universel du XIX siècle, specifiying tourists as 

“persons who travel out of curiosity and idleness” (Mieczkowski, 1990, p. 20; 

Theobald, 2005, p. 10). Leiper (1979) has also mentioned how tourism had first been 

used in the 18th century in relation to the Grand Tour to describe male British 

aristocrats in the fields of politics, government, and diplomatic service, who embarked 

on such a three-year journey throughout continental Europe as part of their cultural 

education.5 Naturally, despite assumingly being true to the three essential attributes of 

tourism, travel, the temporary stay away, and a non-business purpose, these former 

notions and definitions of tourism have not much in common with the masses of 

today’s tourists anymore.  

As a result of the many disciplines that tourism cuts across, there also exists a 

multitude of definitions today. These tourism definitions can broadly be put into two 

types. On the one hand, Burkart and Medlick (1981) put forward the idea of 

conceptual definitions, which try “to provide a theoretical framework […] to identify 

the essential characteristics of tourism” (Theobald, 1995, p. 11), in order to 

differentiate it from similar, yet different activity. This kind of definition can be very 

broad and deals with manifold aspects of tourism. Among others, this comprises the 

ideas, opinions and reasons of the people to travel where they are traveling, simply 

reflecting their behavioral manifestations (Leiper, 2004). Also, in addition to the three 

essential attributes of tourism, Leiper and other conceptual definitions would 

explicitly add leisure as “a fourth ‘essential attribute’” (Richardson & Fluker, 2004, p. 

                                                
5 Besides Black (2003) mentioned earlier, this type of travel has also ben documented in the guidebook 

The grand tour by Thomas Nugent in 1778. 
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6) in order to clearly distinguish it from business related travel. On the other hand, 

there are technical definitions dealing with the activities of people traveling, which 

are mainly used by statisticians, governments and businesses, which seek to provide 

tourism information for statistical reasons such as visitor spending, and have proven 

effective doing so. According to Richard and Fluker (2004), from an economic point 

of view, all nonlocal overnight visitors thus fall into this category, irrespective of 

whether their purpose of stay is leisure, business, or any other, as all of them are 

making use of tourist facilities, namely spending money on food, accommodation, 

transportation, recreation and other services. Hence the term tourist can be applied to 

all of the overnight visitors, irrespective of their traveling purpose, excluding only 

those who stay longer than a certain amount of time,6 or who did not travel the 

minimum distance from their place of residence.  

Also in regards of definitions, Leiper (1979) even differentiated between three groups 

for defining tourism, by taking either an economic, a technical or a holistic approach. 

The technical definitions correspond to the one discussed above, by defining tourists 

in a need for demarcation from other travelers in order to make the collection of 

comparable statistics possible. Any visitor who meets the three criteria of purpose, 

distance travelled and duration of a trip (at least 24 hours) will thus be classified as a 

tourist. The purpose of trip can then be further classified under leisure (recreation, 

holiday, health, study, religion, sport) or business related activity (business, family, 

mission, meeting) (Leiper, 1979, p. 393). The economic definitions are a similar but 

narrower approach, regarding tourism as an industry with its related facilities that 

have been mentioned briefly before. While the focus lies on the economic and 

business implications of tourism, it is criticized, however, for neglecting the other 

                                                
6 Generally, visitors that stay longer than one year are not considered as tourists anymore. However, 

this is also subject to definition (Richardson & Fluker, 2004, p. 7). 
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significant elements of man (the tourist himself), space (spatial) and time (temporal), 

as described by Wahab (1975). The holistic definitions at last, try to embrace the 

whole phenomenon of tourism, defined as “the sum of the phenomena and 

relationships arising from the travel and stay of non-residents” by Hunziker and Krapf 

(cited in Burkart & Medlik, p. 41). Despite the fact that this approach tries to 

encompass the whole essence of tourism similar to Jovicic’s ‘tourismology’ concept, 

Leiper (1979) pointed out that this approach is too vague and broad for methodical 

application, a critique that many holistic definitions suffer from. 

In the context of the large number of different objectives and definitions, defining 

tourism has become increasingly complicated. The most official and accepted 

definition, which tries to accommodate for the different approaches thus stems from 

the United Nations’ intergovernmental tourism organization, the World Tourism 

Organization (UNWTO), which became adopted in 1993: 

Tourism comprises the activities of persons traveling to and staying in places 

outside their usual environment for not more than one consecutive year for 

leisure, business, and other purposes.7 (Goeldner & Ritchie, 2006, p.7) 

In the wake of the UNWTO’s arrangement of a new conceptual framework for 

measuring and analyzing tourism economics between 2005 and 2007, however, the 

1993 definition has been revised to encompass a slightly more holistic approach: 

Tourism is a social, cultural and economic phenomenon which entails the 

movement of people to countries or places outside their usual environment for 

personal or business/professional purposes. These people are called visitors 

[…] and tourism has to do with their activities, some of which imply tourism 

expenditure. (United Nations World Trade Organization, n.d., para. 2) 

                                                
7 Routine character travels, such as commuting to and from work or in the area of usual residence are 

thus not comprised in tourism. 
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With the 1993 definition being of rather technical nature (Richardson & Fluker, 

2004), the revised definition also accounts for the different implications of tourist 

activity on society, culture and the economy in multiple ways. With the large number 

of actors like tourists, local population and other stakeholders (e.g. service providers), 

involved, the UNWTO (n.d.) thus highly recommends this rather holistic approach for 

the formulation and implementation of all kinds of tourism policies. For the closer 

explanation of the term “outside their usual environment” in terms of inbound 

tourists, the definition provided by the National Tourism Resources Review 

Commission and the Travel Industry Association of America shall be used, which 

refer to a tourist to travel “away from home for at least 50 miles (one way)”8 

(Goeldner & Ritchie, 2009, p. 8). 

In the case of Taiwan, this extension of the tourism definition by distance traveled in 

terms of (foreign) inbound tourism is arguably always true, as due to being an island 

Taiwan is at any point situated at a distance of more than 100 kilometers to the 

mainland of other countries.9 Moreover, Taiwan can only be reached by sea or air 

travel, which confirms the idea of travel “outside the usual environment”. 

For the purpose of this thesis I will thus adhere to the UNWTO’s new definition of 

tourism, by looking at the three criteria of: outside the usual environment, tourist 

activity and purpose of trip. International tourists will thus be defined as foreign 

inbound visitors, which travel to Taiwan for both, personal and business purposes, and 

engage in activities that contain tourism expenditure. Day visitors or tourists that stay 

                                                
8 50 miles approximately correspond to 80 kilometers. 
9 For Taiwan island proper, the nearest countries are mainland China at 130 kilometers over the Taiwan 

Strait and the Philippines to the South at approximately 355 kilometers over the Bashi Channel. 

Technically speaking, some of Taiwan’s outlying islands are in fact closer to other countries (for 

example Kinmen and Matsu off the coast of mainland China), but shall be neglected compared to the 

main gateways of Taiwan. 
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less than 24 hours shall still be included as they engage in tourism activity as well. 

Tourist numbers will furthermore rely on the official government statistics. For 

domestic tourism, Taiwanese tourists in Taiwan, outside the usual environment shall 

not be forced by a certain distance traveled but purely rely on the statistics used in this 

study. While trying to address the issue in a more holistic way in regards of the 

analysis of Taiwan’s tourism industry and visitor expenditure, this approach will still 

mainly focus on an economic point of view as mentioned by Ryan (1991), with 

tourism being the provider of the necessary when people leave their normal place of 

residence, by following the perspective from the tourism industry. 

In terms of wording for this thesis, the terms visitors and travelers shall also both be 

used interchangeably for tourists as according to the definition above. 

2.1.3  Economic aspects of tourism 

From an economic point of view, as of today, tourism has become an important 

economic activity of growing significance for many countries in the world. As an 

important, if not major source of foreign exchange earnings for both, developed and 

developing countries, tourism has even been dubbed “as one of the star industrial 

sectors of the 21st century” (MOTC, 2005, p. 2), along with the high-tech industry 

(Sharpley & Telfer, 2004). As such, tourism has a multitude of impacts and influences 

on a country’s economy. 

According to Edgell, Allen, Smith, and Swanson (2008), tourism plays three 

important roles in the economic development of a destination, as it:10 

a. contributes to the growth of domestic industries that supply the tourism 

industry (e.g., transportation, agriculture, food processing, commercial 

fishing, lumbering construction); 
                                                
10 The authors originally mentioned four important points by including technological development as 

well. 
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b. stimulates the development of basic infrastructure (such as airports, 

harbours, roads, sewers and electrical power); 

c. attracts foreign investment (especially in hotels) (p. 100)11 

The first and most imminent effect of tourism is the contribution to the direct 

suppliers of tourist services through visitor spending. As such, there exist both direct 

and indirect effects. The direct effects of tourism generally refer to the directly 

observable benefits from foreign exchange earnings through tourist expenditures to 

the economy. In the words of Theobald (2005): 

International tourism is an invisible export in that it creates a flow of foreign 

currency into the economy of the destination country, thereby contributing 

directly to the current account of the balance of payments. Like other export 

industries, this inflow of revenue creates business turnover, household income, 

employment, and government revenue. (p. 82) 

At this point, the generation process is however not yet finished, as these primary 

beneficiaries of foreign tourist expenditure will respend a proportional amount of that 

money within the destination country, creating additional turnover, income, 

employment and revenue, which is generally known as the secondary effects. By 

further repetition over successive rounds, this leads to multiple cycles of expenditure, 

which are also called indirect or multiplier effects, and can even exceed the extent of 

the initial direct effects (Theobald, 2005, p. 82). Through the increase in income and 

purchase of commodities by tourists, this leads to an increase in the destination’s 

national GDP as well. 

Second, with tourism infrastructure being foundational for the development of 

tourism, it not only improves tourism’s efficiency but sometimes is even needed to 

eventually enable the supply tourism services. With tourists adding to the effective 

                                                
11 Rearranged in order. 
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population of the visited destination, the demand for basic infrastructure is further 

increased and hence stimulates investment for its extension (Dwyer & Forsyth, 2006, 

p. 266). 

Third, when economic growth and tourism productivity are doing well, with some 

other conditions being satisfied, tourism can also attract foreign investment into a 

destination’s tourism industry, as for example the hotel industry (Dwyer, Forsyth, & 

Dwyer, 2010). 

In the next chapter, I will therefore seek to accommodate for these three aspects in 

terms of Chinese visitors to Taiwan. 

 

2.2  The tourism industry 

When talking about tourism in economic terms, one is generally urged to view 

tourism as an industry that involves transportation, accommodation, food, recreation 

and other services as briefly mentioned under the economic definitions before. In this 

regard, it had been claimed for a long time that tourism was the biggest industry in the 

world. In recent years however, this view has been shared less and less, and the World 

Travel & Tourism Council (2013c) stated, that tourism is still among “one of the 

world’s largest industries” (p. 15), and also one of the most important ones in the 21st 

century, by supporting about more than 260 million jobs worldwide and generating an 

impressive 9 percent of the global GDP in 2012 (Lee, 2011). 

The general approach of specifying tourism as an industry comes from the economic 

perspective, which defines an industry as “a group of independent firms all turning 

out the same product” (Theobald, 2005, p. 27).12 In the case of the tourism industry, 

                                                
12 Since tourism has not one defined product as it is the case in conventional industries, Richardson & 

Fluker (2004) point out that “tourism is not a product” (p. 12), for tourists are free to choose which 

products they consume. 
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the product should however be understood in the sense of tourism related consumer 

activity through the purchase of goods and services. Theobald (2005) even rejected to 

consider tourism as an industry, but rather to regard it as a sector with impact on a 

wide range of industries.13 He advocated to consider tourism as “a social/economic 

phenomenon that acts both as an engine of economic progress and as a social force” 

(p. 31). For this thesis however, I remain with the industry approach, because it allows 

me to select the affected industries for the Taiwan case. 

As previously stated, tourism activity or the products naturally interact with a 

manifold of actors or service providers and can therefore not be reduced to a single 

peculiar industry, but one that is linked to many different industries in the economy. 

Despite being situated in different industries however, in terms of tourism, each 

segment still depends on the others for success (Nickerson, 1996). In the sense of 

Theobald (2005), one could thus define the tourism industry as being a group of 

dependent industries dealing with the same target product or target group, namely the 

tourists. 

In this aspect, various approaches have been taken to determine which composition of 

industries should be included under the ‘tourism industry’.14 Table 2.1 illustrates the 

selective compositions of the tourism industry according to the three sources of 

Nickerson (1996), Richardson and Fluker (2004), and the Department of Investment 

Services of the Ministry of Economic Affairs (MOEA) (2009) in Taiwan, which shall 

provide the basis for Taiwan’s tourist industry in this study. Nickerson (1996) displays 

the classic tourism industries, whereas Richardson and Fluker (2004) often-cited 

                                                
13 If it had to be in reference to industry, at best, Theobald (2005) would regard tourism as “a collection 

of industries” (p. 25). 
14 According to Leiper (1990), ‘travel and tourism industry’ is a more appropriate description than 

‘tourism industry’ or ‘travel industry’. Due to the terminology in the literature used, I will however 

adhere to ‘tourism industry’. 
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reference book provides a more recent and broader definition. The MOEA on the 

other hand shares the government’s perception on tourism industries in Taiwan. 

 

Table 2.1 

Tourism industry compositions according to different authors 

 Nickerson 

(1996) 

Richardson & Fluker 

(2004) 

Department of Investment 

Services, MOEA 

(2009) 

(1) Transportation Transportation Transportation industry 

(2) Accommodation Accommodation Hotel industry 

(3) Food Food services Food and beverage service 

industries 

(4) Attractions Attractions & activities Amusement park industry 

(5) Travel distributors Travel services Travel intermediaries 

(6) Tourism promoters  Ancillary industry and 

organizations 

(7) Land managing agencies   

(8)  Retail goods  

Source: Table content compiled from ‘Foundations of tourism’ by N. P. Nickerson, 1996, p. 3, 

‘Understanding and managing tourism’ by J. I. Richardson and M Fluker, 2004, pp. 14-16, and ‘The 

status of Taiwan’s tourism & recreation industry’ by Department of Investment Services, MOEA, 2009, 

p. 8. 

 

The table shows the terms in original form as given by the authors, except that they 

have been arranged by industry/category to see where the different authors’ respective 

versions coincide, listing a total of eight distinguishable industries. First, according to 

Nickerson (1996), the tourism industry can be defined as “a mix of interdependent 

businesses that directly or indirectly serve the traveling public” (p. 3) and is made up 

of seven components. Second, Richardson and Fluker (2004) describe the tourism 

industry to comprise of “businesses involved in tourism” and classify them upon their 

different levels of involvement into businesses of either direct or indirect 
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involvement.15 Table 2.1 only lists the six categories of directly involved businesses, 

as the indirect businesses are not only very large in number, but also part of many 

different minor businesses, which would exceed the scope of this definition. Third, 

the Department of Investment Services, MOEA (2009) provides an official version 

and depicts Taiwan’s core tourism industry structure to consist of six industries, two 

of which have intermediary character. 

Whereas the authors’ selections of industries unanimously coincide in five cases 

(transportation, accommodation, food services, attractions and activities, travel 

services) that shall be used as the basic tourism industries here, the remaining three 

industries only have a single or double mention and should thus be discussed further. 

First, it can be argued if industry number six, the tourism promoters or ancillary 

industries and organizations as listed by Nickerson (1996) and the Department of 

Investment Services, MOEA (2009), should also be seen as a part of the basic tourism 

industry. In addition to tourism promoters,16 the Taiwanese definition of its ancillary 

industry also foresees the inclusion of the travel information media in this category. 

Richardson and Fluker (2004) on the other hand, explicitly consider them both to 

belong to the list of businesses indirectly involved in tourism. Despite different 

opinions on the inclusion however, I, for one, decide to side with the latter option of 

non-inclusion. The reason, however, is due to the fact that a great deal of tourism 

promotion and information media are actually run by government agencies or with 

some other form of state involvement, and should therefore not be included in ‘the 

industry’ (Richardson & Fluker, 2004). What is more, tourism services such as travel 

                                                
15 Directly involved businesses directly provide services to tourists (e.g. travel agencies, restaurants), 

whereas indirectly involved businesses do not stand in direct contact with them (e.g. laundries, food 

suppliers) (Richardson & Fluker, 2004, pp. 14-15). 
16 Tourism promoters in Nickerson (1996): Convention and visitor bureaus, chambers of commerce and 

regional officers.  
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agencies are to some extent also involved in tourism promotion and information, 

which hence would make the addition of another industry category redundant. Travel 

information services on the other hand, shall thus be included under travel services, 

including the governmental visitor centers as an exception, as they are also directly 

involved with tourists in Taiwan. Consequently, the government argument can also be 

applied to the land managing agencies that are run by the federal, provincial and local 

governments, and I will consequently exclude them as well (Nickerson, 1996). Retail 

goods on the other hand, despite a single mention, should, due to the considerable 

significance of shopping as a leisure activity, be included in the tourism industry 

(Richardson & Fluker, 2004; Timothy, 2005). Timothy (2005) further pointed out that 

up to now, shopping as a leisure activity has not adequately been covered in the 

literature, while it is in fact “one of the most common motivations for cross-border 

travel and is nearly always noted as the principal and most common activity 

undertaken by tourists” (p. 12). To encompass the businesses behind it, I will thus 

term the category as retail industry. 

Besides these six generally applicable tourism industries that have been identified so 

far (transportation, accommodation, food services, attractions and activities, travel 

services, retail), countries may also have some more specific industries that are 

characteristic or significant for that country’s tourism environment. For Taiwan’s 

tourism industry, I will make the three additions of the health industry, the agricultural 

industry, and the cultural and creative industries. Why these three? In an effort of the 

Taiwanese government to develop a diversified tourism environment, these three 

industries have been promoted among a total of 12 in-depth theme travels by the 

Taiwanese government, of which especially medical and cultural tourism have been 

regarded to bear great potential of developing and contributing to Taiwan’s tourism 

environment (Department of Investment Services, MOEA, 2009). The agricultural 
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sector as a declining traditional industry, however, has in fact a longer history in 

relation to tourism, since it started to receive governmental funding for the 

establishment of agricultural tourism as early as the 1990s, in an attempt to counter 

the negative implications of agricultural trade on Taiwanese farmers’ livelihood 

(Laws, Prideaux, & Chon, 2007). It will thus be of interest to see the influence of 

tourism on these industries. 

Table 2.2 thus displays the 9 industries with their major respective industries 

involved, which shall give a representative impression of Taiwan’s tourism industry. It 

has to be stated however, that the businesses mentioned are not exhaustive, and since 

tourism is very interrelated, at times they may also overlap with those of other 

categories. The aim is to get a general idea of the different industries, their current 

situation and Chinese influence, as well as the trends in the next chapter. 

 

Table 2.2. 

The tourism industries of Taiwan 

 Industry Businesses involved 

(1) Transportation Airline companies, airports, coach lines, railways, car 

rentals, ferries 

(2) Accommodation Hotels, motels, hostels, B&Bs, campgrounds, resorts 

(3) Food services industry Restaurants, catering, food contractors 

(4) Attractions and activities Natural attractions (national parks, zoos), museums, 

galleries, theme/amusement parks, heritage sites, 

festivals (sporting, political, theatrical, religious) 

(5) Travel services Travel agencies, tour operators, information agencies, 

tour guides, visitor centers 

(6) Retail industry Duty free shops, souvenir shops, photographic shops, 

shopping centers, general retail 

(7) Health sector Hospitals, clinics, dental practices, medical tourism 

companies, hot springs, spas 

(8) Agriculture Farms, B&Bs, leisure farms 

(9) Cultural and creative industries Culture, art, technology and local traditions related 
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businesses (movie, radio, television, design, 

publishing, fairs, festivals, etc.), tourism factories 

Source: Businesses involved compiled from ‘Foundations of tourism’ by N. P. Nickerson, 1996, p. 3, 

‘Understanding and managing tourism’ by J. I. Richardson and M Fluker, 2004, pp. 14-16, ‘The status 

of Taiwan’s tourism & recreation industry’ by Department of Investment Services, MOEA, 2009, p. 8, 

‘Contemporary medical tourism: Conceptualization, culture and commodification’ by J. Connell in 

Tourism Management, 34, 2013, pp. 1-13, ‘White paper on small and medium enterprises in Taiwan, 

2004 [White paper]’ by Small and Medium Enterprises Administration, MOEA, 2004, p. 163-164. 

 

2.3  Tourism policies 

In order to have an influence on tourism, its development and the implications on the 

whole economy of a country, governments make use of tourism policies. In general, a 

policy can be defined as a “definite course of method of an action selected from 

among alternatives and in the light of given conditions to guide and determine present 

and future decisions” (policy, 2013). As a consequence, Goeldner and Ritchie’s (2006) 

definition of tourism policy can be described as follows: 

Tourism policy can be defined as a set of regulations, rules, guidelines, 

directives, and development/promotion objectives and strategies that provide a 

framework within which the collective and individual decisions directly 

affecting long-term tourism development and the daily activities within a 

destination are taken. (Goeldner & Ritchie, 2009, p. 405) 

Biederman et al. (2008) further elaborated, that tourism policies shall not only set the 

direction of tourism promotion and development, but also to allow the country for the 

maximum benefit from its tourism contributions as a key principle. 

In this study, for reasons of the approach taken, tourism policy will thus more broadly 

refer to the general strategies, regulations and directives as planned and implemented 

by the Taiwanese government. 

 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

 29 

2.4  Tourism trends 

According to the UNWTO (2013b), after more than 60 years of continuous growth, 

international tourist arrivals have for the first time exceeded the mark of 1 billion with 

approximately 1,035 million tourists in 2012, and a 4 percent increase from 2011. 

Regionally speaking, the Asia-Pacific “has been a rapidly growing tourism destination 

in the world since 2001” (Hsu, Tsai, & Wu, p. 288), and has displayed the greatest 

growth for the second year in a row with a 7 percent increase in 2012, raising the 

region’s worldwide share in international arrivals to 234 million or 23 percent 

worldwide, and second only to Europe (534 million arrivals / 52%) (UNWTO, 

2013b).  In terms of international tourism receipts, the region even accounted for 30 

percent of the global share. Based on an UNWTO tourism trend survey from 2010, 

Lee (2011) calculated that from a prospected 1.6 billion tourist arrivals in 2020 about 

80 percent or 1.2 billion will travel regionally, which should cause Taiwan to focus 

primarily on the Asian market (Lee, 2011, p. 33).  

For China, outbound tourism did not officially start until 1983, when the government 

lifted its restrictions on the Approved Destination Status (ADS), which allowed its 

citizens for the first time to travel abroad for leisure purposes (Sparks & Pan, 2009, p. 

483). However, with the gradual addition of more countries to come on the list of 

ADS, and thanks to its “large population and tremendous potential as an economic 

power” (Su, Lin, & Liu, 2012, p.45) of a growing middle class over the last few 

decades, with 83 million travelers spending US$102 billion, China has become the 

world’s first source market related to international tourist spending since 2012, before 

Germany (US$84 billion) and the US (US$84 billion) (UNWTO, 2013a). 

 

2.5  Methodology 

In accordance with the research questions, this thesis seeks to analyze the overall 
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implications of Chinese tourists on the state of Taiwan’s economy and tourism 

industries as defined before, with the aim to identify several key issues and trends. 

The study will moreover investigate whether Chinese tourism has a positive impact on 

the quality of Taiwan’s infrastructure and the tourism industries. As a secondary 

objective, from the gained insights the study hopes to derive some constructive 

suggestions for policy recommendations on how to attract more foreign visitors and to 

enhance the overall quality of tourism in Taiwan. 

In order to identify the nature of effects of Chinese tourism on Taiwan’s economy and 

tourism industries, this study takes the approach of a comprehensive literature study 

of resources based on existing literature, research studies, government and 

organization reports, official data and statistics, and newspaper articles among other 

sources. In a second step, a consumer behavior analysis based on annual survey 

reports from the Taiwan Tourism Bureau on inbound visitors daily expenditures by 

purpose shall be used to add a quantitative dimension in terms of Chinese visitors 

spending behavior in Taiwan in support of the previous findings from the in-depth 

literature research. 

In addition, at the latter stage of the research process, I plan to conduct expert 

interviews from the 3 fields of academia, the industry and the government in Taiwan 

as a direct qualitative source of reference for my findings and also in case of any 

clarification needed therein. Also, with these interviews I hope to directly obtain from 

the fields’ perspective what kind of policies would be worth implementing, and how 

Taiwan could improve the overall quality of its tourism sector. 

In summary, for this study, a combination of comprehensive literature research, 

consumer behavior analysis and expert interviews will be used in order to satisfy the 

research objective, and to cover Taiwan’s tourism situation in the wake of Chinese 

visitors as good as possible.  
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3  The current situation of tourism in Taiwan 

In combination of the literature reviewed together with the provision of official data, 

this chapter seeks to introduce the current situation of tourism in Taiwan and how it 

has been affected by the influx of Chinese visitors. This will mainly be achieved by 

analyzing the current states of the 9 tourism industries of transportation, 

accommodation, food services, attractions and activities, travel services, retail, health 

sector, agriculture, and the cultural and creative industries (CCIs) in the wider context 

of the government’s policies and regulations.  

This chapter is divided into six subchapters. The first will introduce some basic facts 

about Taiwan as a country. The second will show the historical development of major 

events and policies of tourism in Taiwan from 1956 until today, divided into three 

different periods of time. The fourth will show the current status of tourism in Taiwan 

in economic terms under the overall influence of Chinese visitors. The fifth chapter 

will introduce the 9 tourism industries in more detail, and show what implications 

Chinese tourism has had on them. Sixth is a short summary of the findings in this 

chapter. 

 

3.1  Profile of Taiwan 

The Republic of China, as Taiwan is officially called, is a 36,193 square kilometer 

little island that lies a mere 180 kilometers off the south-eastern coast of mainland 

China (Directorate-General of Budget, Accounting and Statistics [DGBAS], 

Executive Yuan, 2012). Due to its geographical location on the Tropic of Cancer, 

Taiwan’s climate is characterized by a warm, marine subtropical and humid climate 

all year round. Lying in an earthquake-prone area one the verge of the Philippine Sea 

plate and next to the Eurasian plate, the island has been shaped with more than 250 
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high mountains above 3,000 meters above sea level, and thus features a rich diversity 

of different terrains from mountains, plateaus, plains, beaches, as well as rocky and 

volcanic terrain (Lee, 2011). In addition to the island proper, Taiwan also possesses 

several smaller offshore islands and archipelagos that all have their own special 

characteristics. In unison with the wide array of geological features, Taiwan thus also 

has a high biodiversity with about 150,000 species, making Taiwan to possess one of 

the highest densities of species in the world (Chuang, 2007).  

Also, from a culturally motivated point of view, Taiwan is well known for its great 

variety, drawing both from ethnic and foreign influences in history. From the more 

than 23 million inhabitants of mainly Han Chinese, Taiwan is also home to several 

ethnic cultures, including Taiwanese, Hakka and various aboriginal tribes, each with 

their distinct set of cultural traits (DGBAS, 2012; Lee, 2011).17 Formosa, as the 

Portuguese named Taiwan upon its discovery, has furthermore come under the foreign 

spheres of influence several times, and the Spanish, Dutch and Japanese have all left 

their own cultural traces on the island. Taiwan hence features an “abundance and 

diversity of natural and cultural resources” (Lee & Chien, 2008, p. 358), with great 

potential for tourism development. 

In economic terms, Taiwan has been looking back at rapid growth in the last 50 years, 

with annual rates of more than 6 percent on average since the 1960s through 1980s as 

one of the Four Asian Tigers, which has led Taiwan to become a highly industrialized 

country, with a nominal GDP equivalent of 474 million US dollars and an average of 

20,238 US dollar per capita in 2012 (World Bank, 1993; International Monetary Fund, 

2013).18 In this aspect, to many, Taiwan is thus still more widely known as a 

                                                
17 Cultural traits encompass elements such as cuisine, language, architecture, handicrafts, festivals, etc. 
18 As for Taiwan’s GDP per capita in terms of purchasing power parity (PPP), the country’s data are 

almost as twice as high, namely 903 million and 38,749 US dollar, respectively. 
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manufacturing and export country of high tech products, such as semiconductors, cell 

phones, computers and hardware, due to its strategic focus lying on the information 

and electronics industries, rather than a popular destination for tourism (Yang, 1993). 

 

3.2  Historical context and development of tourism in Taiwan 

This part provides a better understanding on the historical development and context of 

tourism in the three periods of early tourism development (1956-2000), the new 

development strategy for the 21st century for (2000-2008) and the current period since 

opening up to mainland tourism (2008-2013). 

3.2.1  1956-2000 Early tourism development 

In 1956, at the beginning of Taiwan’s official tourism development through the 

government, the island counted a mere 14,974 tourist arrivals (Tourism Bureau, 

MOTC, 2013a; Tourism Bureau, MOTC, 2012b). However, since the second world 

war and the Chinese civil war, Taiwan, which had come under the rule of the KMT, 

became increasingly popular as a travel destination among its neighboring countries 

for business travelers and tourists alike. In 1960, at the time when the official 

Committee of Tourism had been set up under the Ministry of Transportation and 

Communications (MOTC), Taiwan already counted 23,636 international tourists, and 

this number rapidly increased over the next few decades to 2,624,037 in the year 2000 

(Tourism Bureau, MOTC, 2012b). In terms of international tourism revenue, Lee and 

Chien (2008) made out an increase from US$ 1.477 million in 1960 to 3.738 billion in 

the year 2000. In 1972, the Taiwan Tourism Bureau was eventually established within 

the MOTC, and has since then become the main institution responsible for the 

“administration of domestic and international tourism policy making, execution and 

development” (Tourism Bureau, MOTC, 2013a). 
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After disproportionally high growth rates of tourist arrivals in the 1960s, with rates 

between 19.16 and 78.56 percent, this trend continued at a slower pace into the 1970s, 

with tourism development completely eroding in the early 1980s, due to the US 

government changing its diplomatic recognition from Taipei to Beijing in 1979, and 

many other countries following suit in the aftermath (Lee & Chien, 2008; Tourism 

Bureau, 2012b). Lee and Chien (2008) pointed out, however, that the first structural 

break had already occurred in 1965, when the US, as the major source of tourism in 

the postwar years halted the aid program to Taiwan, which struck tourism 

development on the island quite severely. At that time, however, Japan had fortunately 

already started to relax its ban on overseas travel in 1964, and could thus serve as a 

buffer. As a consequence, Japan had soon replaced the US as the leader of 

international tourism arrivals to Taiwan in 1967, a position Japan would retain for the 

next four decades.  

The dramatic decrease in diplomatic relations after 1979 created heavy challenges to 

tourism development in Taiwan, which saw itself confronted with problems like visa 

applications for foreigners or the rights of international airlines, and proved 

detrimental to tourism growth. Oil price shocks and the change of Taiwan’s exchange 

rate regime in 1987 did the rest to exacerbate the situation. In consideration of these 

events, the Taiwanese government made an effort to counterbalance by relaxing 

tourism controls and policies. As a result, 6 national parks and 12 national scenic 

parks had been established in the 1980s, together with the easening of some travel 

restrictions, and the lifting of martial law under Chiang Ching-kuo in 1987, which 

allowed the Taiwanese to go on family visits to the mainland for the very first time. In 

addition, in 1994 visa-free entry programs for 15 countries have been added (Lee & 

Chien, 2008). The last decade had been marked by irregular but overall higher growth 

in tourism again, reinforced by visitor inflows from the other economically well-



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

 35 

performing Asian Tigers and newly industrializing economies in the region, which 

entailed more business visitors between 1998 and 2000 (World Bank, 1993; Tourism 

Bureau, MOTC, 2012b; Lee & Chien, 2008). Towards the end of the century, 

however, the region’s performance experienced a major setback with the emergence 

of the Asian financial crisis in 1997, which had first sparked in Thailand and spread 

quickly to its neighboring countries. And even though Taiwan got off rather lightly 

and was not directly affected, it still suffered from the overall loss of demand and 

confidence in the region (Wang, 2009). In addition, in September 1999, Taiwan was 

struck by the 921 earthquake in Nantou County, measuring more than 7.0 on the 

magnitude scale, and which brought horrendous destruction over central Taiwan in 

particular. According to Lee and Chien (2008), the earthquake had “only struck 

Taiwan’s international tourism industry in the short run” (p. 365), and the Tourism 

Bureau had been quick in implementing a series of measures to help the island’s 

tourism industry recover. 

Over the whole period from 1960 to 2000, tourist arrival had increased 111 times, 

whereas international tourism revenue grew by the factor 2,530 approximately. In 

2000, tourism contributed roughly 3.4 percent to the GDP of Taiwan (Tourism 

Bureau, MOTC, 2001). 
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Table 3.1 

Major events and developments in Taiwan’s tourism, 1956-1999 

Year Major events and developments in Taiwan’s tourism 

1956 Begin of government involvement in tourism development 

1960 Establishment of the Committee of Tourism under the MOTC 

1964 Japan lifts the ban on overseas travel for its citizens 

1965 US withdrawal of aid program 

1967 Japan becomes the major source of inbound tourism arrivals 

1972 Establishment of the Taiwan Tourism Bureau under the MOTC 

1979 US’ change of diplomatic recognition from to Taipei to Beijing 

1987 1. Change of Taiwan’s exchange rate regime 

2. Lifting of martial law and travel restrictions in Taiwan for family visits to 

mainland China 

1994 Visa-free entry programs for 15 countries 

1997 Begin of the Asian financial crisis 

1999 921 earthquake in Nantou 

Source: Own table. 

 

3.2.2  2000-2008 Development strategy for the 21st century and disasters 

In that sense, Taiwan’s entry into the new century did not start with great prospects. 

With the election of Chen Shui-bian of the Democratic Progressive Party (DPP) as 

president in the year 2000, the new century had also began with a big political change 

for Taiwan. As a consequence, this period saw a major deterioration in relations with 

mainland China coming virtually to a complete standstill, and implying an overall 

setback in cross-strait appeasement between the two countries. Overshadowed by the 

Asian financial crisis and the occurrence of the great 921 earthquake, the first decade 

of the 21st century also foresaw the continuation of further international events with 

adverse effects on the economic and tourism development in the world, which 

consequently also affected Taiwan. In 2001, the terrorist attacks on September 11 with 

two hijacked aircrafts flown into the World Trade Center in New York, and one into 
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the Pentagon, have led to a drop in tourist activity all around world with an increased 

temporary reluctance for travel among tourists. In 2003, the spread of the severe acute 

respiratory syndrome (SARS) epidemic from South China and Hong Kong had soon 

also reached Taiwan, which became a big issue in the light of tense cross-strait 

relations and Taiwan’s non-membership in the World Health Organization (WHO), 

obstructing cooperation and proper handling of the disease in the process. Out of the 

four crisis events, inbound tourism to Taiwan suffered most from the outbreak of the 

SARS epidemic, before the 921 earthquake and the September 11 attacks, since safety 

is more crucial to inbound tourism (Wang, 2009). 

Not only politically, but also in terms of tourism has the century become a major 

turning point for Taiwan. In addition to the measures aimed to revitalize and 

overcome the impact of the 921 earthquake on Taiwan’s tourism, the government 

announced a “New Strategy for Taiwan’s Tourism Development in the 21st Century” 

in the wake of the International Conference on Taiwan’s Tourism Development 

Strategy. By developing and promoting tourism, the government’s goal has been to 

shift the focus of an “island of industry” to an “island of tourism”, and to make 

tourism development a major policy for increasing employment and economic growth 

(Tourism Bureau, MOTC, 2001; Lee & Chien, 2008). The strategy aimed to achieve 

3.5 million in visitor arrivals, 100 million domestic trips, tourism contribution to 

national GDP of 5 percent and tourist satisfaction of 85% by 2003, by focusing on the 

internationalization of Taiwan, breakthroughs in laws, regulations as well as 

bottlenecks to private investment, and the development of a new tourism environment 

of high quality (Tourism Bureau, MOTC, 2001). In order to boost domestic tourism, 

the “implementation of the two-day weekend system in 2001 created a Taiwanese 

recreation lifestyle change” (Lee, 2011, p. 34), encouraging domestic tourists to travel 

further in Taiwan. The same year, visa-free entry for 14 days was established for 
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Singapore citizens (Tourism Bureau, MOTC, 2002). Further, with the establishment of 

the Small Three Links for direct postal, transportation and trade between Kinmen and 

Matsu on the Taiwanese, and Xiamen and Fuzhou on the Chinese side, also residents 

from both sides were allowed to travel directly to the other side to visit relatives for a 

short time (Sheng, 2002). By 2002, the domestic tourism measure had already 

prematurely proved successful, and the government has set even higher benchmarks 

for international arrivals (Tourism Bureau, MOTC, 2003). In the wake of the 

Executive Yuan’s overall national development plan “Challenge 2008”, the fifth key 

task comprised the “Doubling of Tourist Arrivals Plan” (DTAP) to reach 5 million 

visitor arrivals by 2008, in order to stimulate the national economy and job market 

(MOTC, 2005; Tourism Bureau, MOTC, 2003; Kim, Chen, & Jang, 2006, p. 925). 

Whereas the yearly target was still met in 2003 despite a drop of 24.5 percent in 

arrivals, however, the SARS induced decline in tourism would not let Taiwan reach 

any of the initial yearly goals from 2004 onwards (MOTC, 2005; Tourism Bureau, 

MOTC, 2012b; Tourism Bureau, MOTC, 2012b). However, thanks to the DTAP, 

investors started to gain confidence, which began to attract bigger private investments 

in tourism since 2004 (Tourism Bureau, MOTC, 2005; Tourism Bureau, MOTC, 

2008a). In conjunction with the DTAP, in 2002 Taiwan also further intensified its 

travel liberalizations by opening up to Chinese tourism by allowing category 2 and 

category 3 citizens from the mainland to visit Taiwan, and providing visa-free entry 

and landing visas for Malaysia, South Korea, Hong Kong and Macao (Tourism 

Bureau, MOTC, 2003). Domestic tourism was further encouraged through the 

introduction of the National Travel Card for public employees and festival events on a 

monthly basis through the festival and competition plan in 2003 (Tourism Bureau, 

MOTC, 2004). In 2004, when Taiwan had started to recover from the initial blow of 

the SARS epidemic, it foresaw further promotion in terms of the 21st century strategy 
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while initiating the first “Taiwan Tourism Year”, with the establishment of the Taiwan 

Tour Bus to facilitate individual travel by foreign visitors, and the set-up of improved 

tourism information like additional service centers and a call center providing 

multilingual visitor information (Tourism Bureau, MOTC, 2005). Taiwan eventually 

broke through the 3 million visitors benchmark in 2005, and the Japanese as the major 

source of visitors exceeded the 1 million mark. The same year, the Tourism Flagship 

Plan was introduced to identify Taiwan’s major tourist spots and activities for the 

increase of tourism promotion (Tourism Bureau, MOTC, 2006).19 In the wake of the 

opening to category 2 and 3 of mainland China visitors,20 the Taiwan Strait Tourism 

Association had been established in 2006 as a platform to negotiate cross-strait travel 

between Taiwan and mainland China. Also, in terms of mainland travel, the Tourist 

Shopping Assurance System had been set up in order “to resolve the problem of price-

slashing competition among operators” (Tourism Bureau, MOTC, 2007a, p. 11) and to 

reduce shopping disputes. In 2007, Taiwan’s high speed rail eventually came into 

operation and helped to further increase domestic tourism through faster transport 

along the west coast (Shima, 2007; Lee, 2011). The same year, the government started 

to undertake the Executive Yuan’s “Development Vision for 2015: First Stage Three-

year Sprint”, by using 5 main themes to create a travel environment of high quality 

(Tourism Bureau, MOTC, 2008a; Lee, 2011). At last, this period has been 

overshadowed by the global financial crisis, which adversely affected the global 

tourism markets for the coming years. 

Since the beginning of the 21st century strategy to the end of the DTAP, tourist arrivals 

                                                
19 The Tourism Flagship Plan’s major tourist spots and activities comprise: 8 major tourist spots (Taipei 

101, National Palace Museum, Sun Moon Lake, Love River, Alishan, Jade Mountain, Kending, Taroko 

Gorge) and 5 major activities (Taipei Lantern Festival, Heavenly Lanterns in Pingsi, Beehive Rockets 

in Yanshui, Taiwan Lantern Festival, Kaohsiung Lantern Festival) (Tourism Bureau, MOTC, p. 49). 
20 Since the opening in 2002, 13,811 groups with a total of 186,869 mainland Chinese 
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have been increasing 1.47 times from 2,624,037 in 2000 to 3,845,187 in 2008, and 

tourism would only account for 1.89 percent of the national GDP (Tourism Bureau, 

MOTC, 2012b; Tourism Bureau, 2010). 

 

Table 3.2 

Major events and developments in Taiwan’s tourism, 2000-2007 

Year Major events and developments in Taiwan’s tourism 

2000 1.  “New Strategy for Taiwan’s Tourism Development in the 21st Century” 

(from “island of industry” to “island of tourism”) 

2. Election of President Chen Shui-bian (DPP) 

2001 1. 9/11 attacks in the US affecting global travel activity 

2. Introduction of the 2 days weekend in Taiwan, boosting domestic tourism 

3. Visa-free for Singapore visitors 

4. Implementation of the Small Three Links between China and Taiwan, allowing 

residents from Matsu, Kinmen, Xiamen and Fuzhou to visit relatives directly 

2002 1. Doubling Tourist Arrivals Plan (DTAP) for achieving 5 million arrivals in 2008 

2. Visa-free for Malaysia and South Korea visitors 

3. Landing visas for Hong Kong and Macao visitors 

4. Opening up to category 3 citizens of mainland China (January) 

5. Opening up to category 2 citizens of mainland China (May) 

2003 1. Outbreak of SARS epidemic 

2. National Travel Card Program 

2004 1. Taiwan tourism year 

2. Free traveling visa of category 3 mainland China tourists 

3. Taiwan Tour Bus, improvement of visitor information and travel service 

2005 1. Breakthrough of 3 million visitors and 1 million Japanese visitors 

2. Implementation of the Tourism Flagship Plan 

2006 1. Taiwan Strait Tourism Association 

2. Tourist Shopping Assurance System 

2007 1. Begin of operation of Taiwan High Speed Rail 

2. First-Stage Three-Year Sprint Program (2007-2009), with 5 main themes: 

“Beautiful Taiwan," "Unique Taiwan," "Friendly Taiwan" "Quality Taiwan" and 

"Marketing Taiwan" to create a high-quality travel environment 

3. Global financial crisis, decreasing global tourism 

Source: Own table. 
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3.2.3  2008-2013 Opening to Chinese tourism 

Despite the global economic slowdown in 2008 that affected the Asian tourism market 

since the beginning of the global financial crisis in the previous year, Taiwan was still 

able to increase its tourist arrivals by 3.47 percent from 2007 (Tourism Bureau, 

MOTC, 2009a). This is presumably also due to the Taiwanese government and 

Tourism Bureau’s efforts to further promote tourism, such as the Tour Taiwan Years 

2008-2009. Following the election of the new president Ma Ying-jeou from the KMT, 

the opening up to mainland Chinese tourism was accomplished in July, together with 

the official establishment of direct flights between Taiwan and China and the 

normalized operation of the Small Three Links later that year (Tourism Bureau, 

MOTC, 2009a; Lin, 2008; Lee, 2011). As a result, Chinese citizens have been allowed 

for the first time to directly visit Taiwan from the mainland as part of organized travel 

groups at a limit of 3000 visitors per day (Chiang, 2011, p. i). In continuation of the 

DTAP, the Medium-term Plan for Construction of Major Tourist Sites has been 

approved for the development of national scenic areas and to focus on various 

locations’ unique characteristics (Tourism Bureau, MOTC, 2009a). In spite of the 

implications of global financial and the emergence of the H1N1 epidemic, Taiwan, 

thanks to its efforts in promotion such as the continuation of the Tour Taiwan Year 

2009, could further increase its international visitor arrivals and even had the highest 

growth rate in the Asia-Pacific with 14.3 percent (Tourism Bureau, MOTC, 2010a). 

After the successful hosting of the World Games in Kaohsiung, however, Taiwan was 

struck by Typhoon Morakot in August, causing great flooding and destruction in 

central and southern Taiwan, affecting many tourist destinations and leading to 

trepidation among tourists (Lee, 2011). In the wake of cross-strait travel liberalization 

since 2007, President Ma Ying-jeou’s announcement of tourism as one of the new 6 
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focus industries21 and his policy for a NT$30 billion tourism industry development 

fund, the “Project Vanguard for Excellence in Tourism” has been scheduled by the 

Tourism Bureau until 2012 to develop Taiwan into an Asian-Pacific transportation hub 

and tourism destination, and to implement the 3 action plans of “Project Summit”, 

“Project Keystone” and “Project Propeller” as to build top-class spotlights, relay the 

foundation of tourism and advance service values in tourism, all in order to enhance 

Taiwan’s quality image (Tourism Bureau, MOTC, 2009a; Tourism Bureau, MOTC, 

2010a). 2010 has been an excellent year for tourism. Thanks to the establishment of 

direct flights from Taipei Songshan Airport to the Shanghai Hongqiao International 

and Tokyo Haneda Airport, the two main markets of Japan and China, Taiwan has 

reached an increase of 26.67 percent in tourist arrivals and also eventually reached the 

DTAP target of 5 million arrivals for the first time (Tourism Bureau, MOTC, 2011a, p. 

7; Tourism Bureau, MOTC, 2012b; Executive Yuan, 2012, p. 246). In combination 

with the opening of the Beijing Office by the Taiwan Strait Tourism Association, in 

2010, mainland China replaced Japan as the major source of visitors to Taiwan with 

1,630,735 to 1,080,153 arrivals (Tourism Bureau, MOTC, 2011b). For the 

enhancement of transportation, Taiwan set up the “Taiwan Tourist Shuttle Travel 

Service (Attraction Link)” System to offer seamless public transportation to travelers 

as part of the “Project Vanguard” (Tourism Bureau, MOTC, 2011a). On another note, 

for Taiwan and China, 2010 also marked a milestone in cross-strait and economic 

relations with the signing of the Economic Cooperation Framework Agreement 

(ECFA) for free trade between the two states (Chuang, 2011). Under continuation of 

“Project Vanguard”, the year 2011 foresaw further special promotions for Taiwan’s 

centennial. For that matter, Taiwan implemented the “Tour Taiwan and Experience the 

                                                
21 The 6 new emerging industries for Taiwan are tourism, medical care, biotechnology, green energy, 

creative and cultural industries, and high-end agriculture (Tourism Bureau, MOTC, 2009, p. 15). 
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Centennial” for enhancing the tourism industry’s quantity to quality (Tourism Bureau, 

MOTC, 2012a). Second, Taiwan changed it’s long-lasting brand identity from 

“Taiwan, touch your Heart” to “Taiwan, the Heart of Asia”, in the wake of the 

exponential growth in tourism over the last few years and the plan of creating Taiwan 

into a hub for tourism in the region. On March 11, a tsunami caused by an earthquake 

brought great devastation over Japan, and as a result led to a major nuclear accident in 

Fukushima, diminishing outbound travel of Japanese (Tourism Bureau, MOTC, 

2012a). Due to the fast increase in mainland tourists to Taiwan, a new agreement 

about free individual travelers (FIT) has been agreed upon, allowing for a daily total 

of 500 visitors from the 3 pilot cities of Beijing, Shanghai and Xiamen to visit Taiwan 

independently (Tourism Bureau, MOTC, 2012a). At the same time, the daily limit for 

Chinese group tourists has been increased to 4,000 per day (Su, Lin, & Liu, 2012, p. 

52). In 2012, “Project Vanguard for Excellence in Tourism” and its 3 action plans for 

quality enhancement were extended by 2 years until 2014, and also the 

implementation of the „Medium-term Plan for Construction of Major Tourist 

Sites“ was given an additional 3 year implementation period for the development of 

national scenic areas (Tourism Bureau, MOTC, 2012c). Also, the slogan “Time for 

Taiwan”, together with “Taiwan, the Heart of Asia”, have been instituted to 

consolidate Taiwan to become a tourist hub in the Asia-Pacific (Tourism Bureau, 

MOTC, 2012c). In terms of Chinese tourism, the daily limit of the FIT has been 

increased to 1,000 per day by adding another 10 cities to the list (Shan, 2013a). 

Further, President Ma Ying-jeou’s reelection earlier that year implies a continuation of 

the current policies until 2016 at first. This year’s policies consequently pick up on 

the further development of Taiwan’s tourism industry, while under continuation of the 

preceding policies, the implementation of the Executive Yuan’s “Economic Power-Up 

Plan” seeks to lift the quality and quantity of Taiwan’s tourism with the goal of 
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attracting 10 million visitors by 2016, together with a major increase of registered 

accommodations this year (Council for Economic Planning and Development 

[CEPD], Executive Yuan, 2012). In response to increased demand, daily limits for 

Chinese visitors have been further increased by 1,000 each this year, with group 

visitors now at 5,000 and FITs at 2,000 visitors per day (Shan, 2013a).22 

By the end of 2012, visitor arrivals accumulated to a total of 7,311,470 visitors, an 

increase by the factor 1.9 since the opening to Chinese tourism in 2008 (Tourism 

Bureau, MOTC, 2012b; Tourism Bureau, MOTC, 2013c). 

 

Table 3.3 

Major events and developments in Taiwan’s tourism, 2008-2013 

Year Major events and developments in Taiwan’s tourism 

2008 1. Tour Taiwan Years 2008-2009 (February) 

2. Election of President Ma Ying-jeou (KMT) (March) 

3. Opening up to Chinese tourism, with a daily limit of 3000 group visitors from 

mainland China (3 cities) (July) 

4. Normalized operation of the Small Three Links (December) 

5. Medium-term Plan for Construction of Major Tourist Sites (2008-2011) 

2009 1. Announcement of the Six Emerging Industries (Ma Ying-jeou, February) 

2. H1N1 epidemic affects global tourism 

3. World Games in Kaohsiung (July) 

4. Typhoon Morakot causes flooding in South Taiwan, decrease in tourist arrivals 

5. Project Vanguard for Excellence in Tourism (2009-2012) 

“Project Summit”, “Project Propeller”, “Project Keystone” 

2010 1. 5 million tourist arrivals, with mainland China as new major source 

2. Opening of Taiwan Strait Tourism Association – Beijing Office (May) 

3. Direct flights from Taipei Songshan Airport to Tokyo Haneda and Shanghai 

Hongqiao Airport 

4. Establishment of “Taiwan Tourist Shuttle Travel Service (Attraction Link)” 

System 

5. Signing of the Economic Cooperation Framework Agreement (ECFA) 

                                                
22 For FITs, another 13 Chinese cities have been added to the agreement, totaling 26 cities in 2013. 
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2011 1. “Taiwan, the Heart of Asia” 

2. “Tour Taiwan and Experience the Centennial” 

3. Fukushima nuclear disaster (March) 

4. FIT agreement, with 500 tourists from 3 mainland cities per day to Taiwan (June) 

5. Daily limit of mainland Chinese group visitors increase to 4000 per day (13 cities) 

2012 1. Extension of “Project Vanguard for Excellence in Tourism” (2009-2014) 

2. “Medium-term Plan for Construction of Major Tourist Sites” (2012-2015) 

3. “Time for Taiwan” 

4. Increase of daily limit of Chinese FIT to 1000 per day 

2013 1. “Economic Power-Up Plan” 

2. Daily limit of Chinese group visitors increase to 5000 per day 

3. Increase of daily limit of Chinese FIT to 2000 per day (26 cities) 

Source: Own table. 

 

3.3  Economic key numbers of tourism in Taiwan 

Since the beginning of the “New Strategy for Taiwan’s Tourism Development in the 

21st Century” in 2000, visitor arrivals have increased from 2,624,037 to 7,311,470 in 

2012, an overall increase of 179 percent. This year, for the period from January to 

May, a further increase of 199,256 visitors, which equals a monthly increase of 6.7 

percent on average, can be determined in comparison to the same period of time in 

2012, indicating a further overall increase of visitor arrivals for 2013 (Tourism 

Bureau, MOTC, 2013d).23  

In terms of tourism contribution to Taiwan’s GDP, unfortunately there is only little 

consistent data for the most recent years in terms of GDP shares, as the official data 

after 2010 have not yet been published. According to the latest official data of 2011 

however, overall tourism expenditure by 6,087,484 visitors had amounted to 

US$11,065 million in tourism receipts, a 26.9 percent increase to the previous year 

(Tourism Bureau, MOTC, 2012a, p. 39). In terms of GDP contribution for 2012, the 

                                                
23 Own calculation from the ‘Visitor Arrivals by Residence’ from January to May 2012 and 2013. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

 46 

World Travel & Tourism Council (2013b) calculated the direct contribution of travel 

and tourism to the national GDP of Taiwan to be NT$268.8 billion or 1.9 percent, and 

5.1 percent or NT$716.0 billion for its total contribution.24 For reference, and in 

consolidation with the tourism satellite account (TSA), the Taiwan Tourism Bureau’s 

latest official numbers for GDP contribution of tourism in the year 2010 are about 

2.07 percent or NT$282 billion (Tourism Bureau, MOTC, 2012a, p.45).25 In terms of 

employment, the World Travel & Tourism Council attributes the creation of 246,000 

jobs to be directly supported by tourism (605,000 for total employment) in 2012, with 

the Tourism Bureau referring to 300,091 jobs in 2010, to get an approximate measure 

of tourism’s contribution. 

Figure 3.1 shows the development of major source countries of inbound tourism to 

Taiwan from 2003 to 2012. As one can see, since 2010 China has replaced Japan as 

the main source of inbound arrivals to Taiwan, and in 2012 made up 35.4 percent of 

Taiwan’s international visitors, followed by Japan (19.6%), Southeast Asia (15.5%), 

and Hong Kong & Macao (13.9%). The former main source of US visitors has 

diminished to a mere 5.6 percent. 

  

                                                
24 Total contribution is defined by the World Travel & Tourism Council (2013b, p.2) to consist of direct 

(spending on commodities and industries), indirect (government and investment spending on tourism) 

and induced (spending of direct and indirect employees) contribution. 
25 The World Travel & Tourism Council (cited in Su, Lin, & Liu, 2012, p. 48) indicates the contribution 

of GDP in 2010 to account for 3.6 percent. 
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Figure 3.1 

Tourist arrivals of major markets, 2003-2012 
             unit: people 

 
Source: ‘觀光統計圖表’ by Tourism Bureau, MOTC, 2013c, table 近十年來臺主要客源國旅成長趨

勢. 

 

Since the FIT agreement and related increase of the group tour daily limit in 2011, the 

growth rate of mainland Chinese has picked up momentum again with an increase of 

45 percent in 2012. With the overall increase of Chinese tourists, also the average 

group visitor numbers per day have increased from initially 300 in 2008 to 1,686 in 

2009 (Independent travel opens door to vibrancy of Taiwanese life, 2011). In terms of 

individual tourism, in the first year of the FIT agreement in June 2011, mainland 

Chinese made about 80,000 individual trips to Taiwan, generating more than 

NT$4,200 million to the economy (Mainland tourists bring benefits to Taiwan 

economy, 2012). The numbers of FIT visitors have consequently increased from 522 

in 2012 to over 1,100 a day on average from January to May this year (Shan, 2013a). 

In terms of economic implications of Chinese tourists to Taiwan, there have been 
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unequal information due to different measurement of tourism accounts. Liu, Hong, 

and Li (2013) have calculated that Chinese consumption expenditure has increased 

from US$295.6 million in 2008 (July-December) to US$1,959.84 million in 2011 per 

year, with a total of US$5,114.89 million for the whole period. By adding the total 

spillover effects generated by Chinese expenditure, one could however add another 

US$7,617 million, according to the authors, an amount “equal to 0.183% of Taiwan’s 

GDP in 2011” (p. 424). Moreover, the authors calculated for the Chinese visitors to 

create 92,778 new jobs for the whole period. From the official side, for the same 

period from July 2008 to the end of 2011, the Taiwan Tourism Bureau has disclosed 

the Chinese tourism receipts to amount to US$62,300 million (Tourism Bureau, 

MOTC, 2012a, p. 21), which for the year 2010 alone would have contributed about 

0.28 percent to Taiwan’s GDP, as reported by the Director-General of Budget, 

Accounting and Statistics (Mainland tourists contributed 0.28 percent to ’10 GDP 

growth, 2011). According to the most recent calculation of the Taiwan Tourism 

Bureau, 5.73 million visitors from mainland China had brought an accumulated 

tourism revenue of US$978.59 million to Taiwan’s economy since 2008 (Lin & Low, 

2013). 

Yet, despite the economic benefits for Taiwan in terms of revenue and GDP, negative 

tendencies have also been voiced. A recent study by Su, Lin and Liu (2012) found that 

after opening up to mainland tourism in 2008, Chinese tourists have started to 

“significantly crowd out Taiwan’s international tourists from Japan and U.S.” (p. 54), 

as it was mentioned in the press in 2009. Even with increased tourism capacity to 

make up for the increasing inflow, the authors put forward that the crowding out could 

decrease as many as 4,084 arrivals from Japan, and 1,449 from the US per month, and 

at worst even damage the quality of Taiwan’s industry and hurt its tourism reputation. 

Tourists from Hong Kong on the other hand, would not be negatively affected. Su 
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(2013) however, attributed the decline in US and Japanese arrivals to rather be caused 

by the global recession than Chinese crowding-out. In fact, the overall growth of 

visitor arrivals from Japan, South East Asia, Hong Kong and Macao, and the US had 

been increasing in the 4 year period after 2008 compared to the one before (Figure 

3.1), with only temporary decreases for Japan, South Korea, the US and Europe from 

2009 to 2010. 

Apart from mainland China’s market, other countries like Southeast Asia, with 

Malaysia and Singapore in particular, and Hong Kong and Macao have also gained in 

overall importance for tourism in Taiwan. 

As for general characteristics of international visitors coming to Taiwan, out of 7.3 

million visitors in 2012, a majority of 64 percent came to Taiwan due to reasons of 

pleasure, doubling the share of its pre-DTAP state of 33 percent in 2000, followed by 

business, 12.2 percent (2000: 34.3%), and visiting relatives with 6.1 percent (2000: 

10.6%) (Tourism Bureau, MOTC, 2013d; Tourism Bureau, MOTC, 2001, p. 77). 

According to the latest government data on the three most mentioned reasons of 

inbound visitors to take sightseeing trips to Taiwan in 2011, 60.8 percent came for the 

scenery, 41.4 percent for the food, and 34.8 percent to see Taiwan’s customs and 

culture. Overall satisfaction of inbound visitors remained at 93 percent (Tourism 

Bureau, MOTC, 2013d). 

In international comparison, Taiwan is now ranked 33th place of the Travel & Tourism 

Competitiveness Report 2013 (World Economic Forum, 2013), an index to measure 

the attractiveness of doing business in a country’s tourism industry among 140 

countries. For Taiwan, this means an improvement by moving up 10 places since 

2009.  
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3.4  Taiwan’s tourism strategy 

As can be seen from the historical development of tourism in Taiwan, since its initial 

involvement in 1956, the government’s attitude towards tourism has taken a clear shift 

to attach greater importance to tourism and its development for Taiwan’s economy 

since the beginning of the 21st century, as the “New Strategy for Taiwan’s Tourism 

Development in the 21st Century” in 2000, the national development plan “Challenge 

2008” in 2002 and the inclusion of tourism as one of the 6 new emerging industries in 

2008 have clearly shown. With the tourism industry growing increasingly important 

as a source of foreign exchange earnings on the global scale, the government thus 

seeks to position Taiwan alongside this trend, and to transform Taiwan from an 

“island of industry” to an “island of tourism” in the process (Lee, 2011, p. 27-28). 

Taiwan, as the “Heart of Asia”, is thus not only sought to become a popular tourism 

destination, but also to turn into a transportation hub for the overall Asia-Pacific 

region. In order to reach these development goals, the government has thus primarily 

been focusing on internationalization and promotion, breakthroughs in laws, 

regulations and private investment, and the creation of a high-quality tourism 

environment in Taiwan (Tourism Bureau, MOTC, 2001, p. 10-22). In succession of 

the previous policy of DTAP from 2002 to 2008, the current major policy of “Project 

Vanguard for Excellence in Tourism” now also focuses on the increase of both 

quantity and quality for tourism, with the 3 action plans of “Project Summit”, “Project 

Keystone” and “Project Propeller” to lay sound foundations and enhance a quality 

image of tourism (Tourism Bureau, MOTC, 2013b; Tourism Bureau, MOTC, 2012a, 

p. 15). 

Whereas the tourism environment will be described later in the analysis of the 

different tourism industries, for the strategy of internationalization and promotion of 

tourism, for this thesis it shall suffice to note, that over the last decade Taiwan has 
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been very active in terms of promoting itself through advertisements and other 

campaigns abroad to attract tourism. 

Concerning regulations, Song, Gartner, and Tasci’s (2012) study on China has 

showed, that strict visa regulations can significantly undermine all other efforts for 

attracting inbound tourism. Over the years, Taiwan has thus made many 

improvements in terms of lifting its visa restrictions to increase tourism. As according 

to the Ministry of Foreign Affairs (MOFA), Taiwan currently grants visa-free entry to 

43 countries (Table 3.4), an increase from 25 countries in 2002. 

 

Table 3.4 

List of countries with visa-free entry to Taiwan, 2013  

Type Countries 

Visa-free 

(90 days) 

Austria, Belgium, Bulgaria, Canada, Croatia, Cyprus, Czech Republic, 

Denmark, Estonia, Finland, France, Germany, Greece, Hungary, Iceland, 

Ireland, Israel, Italy, Japan, Republic of Korea (South Korea), Latvia, 

Liechtenstein, Lithuania, Luxembourg, Malta, Monaco, the Netherlands, New 

Zealand, Norway, Poland, Portugal, Romania, Slovakia, Slovenia, Spain, 

Sweden, Switzerland, UK, US, Vatican City State (40) 

Visa-free 

(30 days) 

Australia, Malaysia, Singapore (3) 

Source:‘ Information compiled from ‘Visa-exempt entry’ by Bureau of Consular Affairs, MOFA, 

2013a. 

 

Whereas the visa-exempt countries are comprised of North American, Schengen 

Convention and other OECD countries, in order to encourage more arrivals from 

other countries, the MOFA has also facilitated visa application procedures for visitors 

from India, the Philippines, Thailand and Vietnam that are in possession of a visa or 

permanent residency from the US, Canada, Japan, UK, Australia, New Zealand or any 

Schengen Convention country, and are able to apply online for an authorization 

certificate to visit Taiwan for 30 days (Bureau of Consular Affairs, MOFA, 2013a; 
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Tourism Bureau, MOTC, 2005). However, Philippine passport holders have recently 

been withheld the possibility for visa-free registration since May 15, due to 

deteriorating political relations over a naval incident earlier this year (National 

Immigration Agency, MOI, 2013b). Other than that, also citizens of Brunei and 

Turkey have benefited from facilitated entry, and are now able to purchase a visa upon 

arrival for 14 and 30 days respectively (Bureau of Consular Affairs, MOFA, 2013b). 

A special case are citizens of Hong Kong and Macao, which can either apply online or 

obtain a permit upon arrival to travel into Taiwan for the purpose of tourism. 

Due to the cross-strait situation, mainland China, by now the major source of tourism 

to Taiwan, has, despite not being exempt from visa requirements as other major 

markets, “experienced a gradual door opening from 1988” (Lee & Chien, 2008, p. 

359). According to Su (2013), the gradual process has been taking place by first 

opening up to category 3 and 2 Chinese citizens, and after the opening in 2008 by the 

incremental lifting of daily limits from 3000 (2008) to 4000 (2011) to 5000 (2013) for 

group, and from 500 (2011) to 1000 (2012) to 2000 (2013) for FIT visitors, as well as 

the adding of more Chinese cities to the list. 

 

3.5  Taiwan’s tourism industries 

After looking at the general situation of tourism in Taiwan, this part will elaborate on 

the current state of the 9 tourism industries as defined in Table 2.2 in terms of policy, 

issues, trends and implications of mainland Chinese visitors. The order of industries is 

as follows: (1) transportation, (2) accommodation, (3) food services industry, (4) 

attractions and activities, (5) travel services, (6) retail industry, (7) health sector, (8) 

agriculture, (9) cultural and creative industries. Due to the scope and breadth of the 

different industries, some overlapping will be inevitable at times. The idea is however, 

to draw a general picture of Taiwan’s tourism industries, on the basis of these 9 
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selected sectors, and how they have been affected by Chinese tourism. 

3.5.1  Transportation 

Transportation is the first among the 4 basic tourism industries identified earlier in 

this study. Standing at the first stage of tourism, transportation is thus not only a 

necessity for the travel to, but also for the travel in the unusual environment for 

tourists. The transportation industry is generally defined by all companies, which offer 

their services in the 3 categories of air (airlines), maritime (ferries) and ground 

transportation (busses, railways, car rentals) (Nickerson, 1996, p. 4; Richardson & 

Fluker, 2004, p. 17). In addition, all means of transportation require further supporting 

infrastructures, such as airports, harbors, railways and road networks, in order to 

ensure the smooth operation of passenger transportation (Sakai, 2006, p. 266). 

As an island, air or sea travel are the only ways for international visitors to reach 

Taiwan. According to official statistics, the major points of entry by overall person 

entries (17,491,283) in 2012 were Taoyuan International Airport (13,009,056), 

Kaohsiung Airport (1,602,582) and Songshan Airport (1,370,718), followed by the sea 

port on Kinmen (722,058) (National Immigration Agency, MOI, 2013a). The data 

further conveys, that since the opening to mainland tourism in 2008, total entries of 

persons have been growing at 9.43 percent on average until 2012, compared to 3.62 

percent from 2004 to 2008. Whereas the airports of Taoyuan and Kaohsiung 

correspond to this trend of increasing growth rates, the opposite has been the case for 

the port on Kinmen, which has experienced diminishing growth rates since 2008.26 It 

can be concluded, that air travel is the major mean of transportation to Taiwan proper, 

with Taipei and Kaohsiung further consolidating their role as the major hubs in the 

wake of the opening up to mainland tourism and the establishment of direct flights. 
                                                
26 While Kinmen’s entries of persons had been growing very fast after establishment of the Small Three 

Links in 2001, growth rates had been declining since and 2012 even produced a negative growth rate. 
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Due to this, ferry transportation will not be analyzed in greater detail. Lau, Lei, Fu, 

and Ng (2012) have found, that the establishment of direct flights and opening to the 

Chinese market has overall been very beneficial to airports and airlines in Taiwan, but 

not to an extent that they could challenge the major hubs in China and Hong Kong in 

the near future. Due to the passenger increase by mainly Chinese travelers, Taoyuan 

International Airport has been undergoing a US$57.4 million renovation on one of its 

terminals since 2009, in order to increase its capacity from 29 to 33 million 

passengers per year (DGBAS, Executive Yuan, 2012, p. 175; Shan, 2009). With an 

equally large amount of travelers exiting the country through Taoyuan International 

Airport there is still some excess capacity given.27 China Airlines, which together with 

EVA Air form the two biggest airlines out of 6 national carriers (DGBAS, Executive 

Yuan, 2012, p. 173), is currently increasing its fleet of 72 aircrafts by another 10 

planes in 2014, and 14 in 2016 respectively, following the trend of a growing flight 

network in Asia, the recovery of the Japanese market and a growing popularity of 

cross-strait links due to independent travel of mainland tourists and also the US owing 

to the Visa Waiver Program (China Airlines, 2012). 

By disregarding the possibility of inland flights for passenger transportation,28 the two 

main means of transportation for travel in Taiwan are buses and trains on the ground. 

The Taiwan Railway Administration currently serves 224 stations on 1,087 kilometers 

of tracks all around the island, and since 2007 the private High-Speed Rail serves 8 

stations on Taiwan’s west coast from Taipei to Kaohsiung on 340 kilometers (MOTC, 

2012). According to Su (2013), with Chinese tourists mainly traveling as group tours 

on busses, the railway is overall more a mean of transportation used by domestic 

                                                
27 The official website of Taoyuan International Airport specifies the total volume of arrival, departure 

and transit passengers at 27,836,550. 
28 Further excluded are also local and minor means of transportation like taxis, metros (Taipei and 

Kaohsiung) and gondola lifts, which primarily provide regular service to residents. 
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tourists (Su, 2013). And since the introduction of the two-day weekend in 2001, the 

opening of the High-Speed Rail has thus further increased the Taiwanese recreation 

lifestyle and domestic tourism market (Lee, 2011, p. 34). 

For bus transportation there are two groups of companies in Taiwan. One group are 

the highway (2011: 57) and city bus (40) companies, serving the general public, the 

other group are tourist bus companies (903), which rent their busses for travel group 

tours and are the major mean of transportation for international tourists in Taiwan 

(MOTC, 2012). In terms of ownership, most tourist bus companies are Taiwanese 

(Chen, 2013). With 41.47 percent of overall inbound visitors to Taiwan choosing 

group tour arrangements (61.76 % for sightseeing visitors) in 2011, tourist busses are 

normally booked as an inherent part of an overall tour package (Tourism Bureau, 

MOTC, 2011c). Since the opening and rapid increase of mainland tourism in 2008, 

who until 2011 had been restricted to enter Taiwan as tour groups only, a few distinct 

issues have arisen. According to Su (2013), Chen (2013) and Chang (2013), the major 

problem in terms of transportation has been the recurrence of bus accidents. The 

problem is primarily caused by schedule-inflicted time pressure in combination with 

an overall lack of well trained bus drivers, as the accidents have often occurred by 

speeding on narrow mountainous roads to nature and scenic areas by inexperienced 

and overworked drivers. This is usually the case when travel agencies accommodate 

for too many shopping trips on the journey around the island, or attempt to make the 

approximately 1,700 kilometer route in 6 to 7 days instead of the regular 8. The most 

recent incident happened in June on Alishan this year, killing a Taiwanese tour guide 

and leaving 7 Chinese tourists injured, and causing further negative publicity (Shan, 

2013b). Chang (2013) has thus raised hope, that the establishment of the FIT 

agreement for individual travel may relieve the main tourist routes to some extent. 

In this aspect, since 2004 the Taiwan Tourism Bureau has also been pushing the 
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Taiwan Tour Bus system, a governmentally funded bus transportation for individual 

tourists, which until 2011 has served about 800,000 international (51%) and domestic 

(49%) travelers, and generated about NT$920 million in tourism receipts (Tourism 

Bureau, MOTC, 2011a). And since 2010, also the “Taiwan Tourist Shuttle Travel 

Service (Attraction Link)” had been established. With the lifting of daily limits of 

FITs, Su (2013) expects a further increasing demand for this kind of service. 

For the year 2010, transportation accounted for the highest contribution to the TSA 

with 32.89 percent (Tourism Bureau, 2012a, p. 45). 

3.5.2  Accommodation 

The second basic industry of tourism generally encompasses all kinds of 

accommodation facilities, such as hotels, motels, hostels, bed and breakfasts (B&Bs), 

campgrounds and resorts, that provide lodging to travelers (Nickerson, 1996, p. 5). 

Together with the food service industry, accommodation is an integral part of the 

hospitality sector (Richardson & Fluker, p. 25). Some types of accommodation may 

moreover also provide food, as for example hotels and B&Bs. 

In terms of accommodation for 2008, the year that the government opened up to 

mainland’s tourism, there were 61 international tourist hotels (18,092 rooms), 31 

standard tourist hotels (3,679 rooms), 2,673 general hotels (105,179 rooms) and 2,623 

home stay facilities (10,524) in Taiwan (Tourism Bureau, MOTC, 2009a; Tourism 

Bureau, MOTC, 2013d). Bright prospects of increased tourist volume from the 

mainland market, however, induced investment of about NT$1,400 million for the 

construction of an additional 10 tourist hotels and 80 general hotels in 2008. 2010 saw 

the opening and refurbishment of 286 and 367 hotels due to Chinese tourism, with an 

overall investment of NT$181 billion (Influx of Chinese prompts greater investment 

in Taiwan's hospitality industry, 2011). For tourist hotels, by the end of 2011 there 

have now been 70 international tourist hotels (20,382) and 36 standard tourist hotels 
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(4,951) with a further 4 tourist hotels awaiting approbation, of which 2 standard 

tourist hotels were permitted by 2012 (additional 227 rooms) (Tourism Bureau, 

MOTC, 2012a). For the remaining accommodations, the current up-to-date status of 

May 2013 indicates, that general hotels have grown to 2,766 with 116,897 rooms in 

Taiwan, with most of them located in the bigger cities, with Taipei (367), Kaohsiung 

(359) and Taichung (282) having the highest shares, and home stay facilities of 3,917 

with 15,589 rooms and more prevalent in the counties, with Hualien (883), Yilan 

(734) and Nantou (502) having the highest density (Tourism Bureau, MOTC, 2013d). 

Major cities like Taipei and Kaohsiung show a lower propensity for home stays, with 

as many as 145 and 55 respectively. Including Taidong (487), it can be found that 

most home stays are actually located on the east coast. Overall attributable to Chinese 

tourists, the Tourism Bureau stated that since the opening up in 2008, 524 new hotels 

worth of NT$112.6 billion had been constructed in Taiwan, with another 453 to be 

expected by 2016 (Lin & Low, 2013). Thanks to the overall surge in tourists, 

according to the Tourism Bureau the Chinese have also greatly contributed to the 

attraction of international hotel chains to move into Taiwan’s market in the last few 

years, which signifies an improvement in quality and competitiveness of Taiwan’s 

tourism environment (Huang, 2009). 

In the sense of the overall tourism strategy of not only pursuing quantity, the 

implementation of “Project Propeller” under “Project Vanguard for Excellence in 

Tourism” has foreseen the implementation of the Hotel Star Rating and Homestay 

Certification System in 2010 to also add value, and hence quality to the 

accommodation industry, and thereby to improve international competitiveness 

(Tourism Bureau, MOTC, 2011a). 

Nonetheless, despite the increased construction of hotels, the rapid growth of Chinese 

tourists poses a great challenge to the accommodation industry. According to Su 
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(2013) and Chen (2013), the increase of Chinese tour groups has not only led to a 

reduction of overall capacity in Taiwan accommodations, but been causing shortages 

close to main tourist attractions in particular. With the majority of tour groups lodging 

in the lower to middle segment of hotels, the capacity is especially critical among the 

two and three-star hotels. Whereas in big cities like Taipei where there are enough 

accommodation facilities outside of downtown, other main locations in rural areas 

like Alishan, Sun Moon Lake or Hualien are rather short in this hotel category. Due to 

this, it is thus not unusual that especially tour groups increasingly need to put up with 

accommodation 20 to 30 kilometer outside these places, which itself can also be 

interpreted as a decrease in tourism quality (Chen, 2013). 

 

Figure 3.2 

Visitors of tourist hotels in Taiwan by nationalities, 2007-2012 
unit: person 

 
Note: 

Source: 

Number of guests by nationality to all international and standard tourist hotels in Taiwan. 

Own figure, according to data compiled from ‘營運統計月報表-明細表(各國籍住客人數
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統計_自 98年 1月起新增大陸國籍欄位)(A3)報表調查’ by Tourism Bureau 

Bureau, MOTC, (n.d.). 

 

With accommodation capacity being an issue, it is thus of interest to know if the 

increase in Chinese visitors is actually crowding out other nationalities as stated by 

Su, Lin, and Liu (2012). A closer look at the trends in Figure 3.2 on international 

visitors to tourist hotels does not seem to support this view. The initial drop of non-

mainland visitors in 2009 could after all also be inflicted by the global recession. 

Without conducting further research, it can at least be said that there is no obvious 

sign of crowding-out. 

 

Figure 3.3 

Standard tourist and international tourist hotels by nationalities, 2007-2012 
unit: person 

 

unit: person 
 

 
Standard tourist hotels     International tourist hotels 

Note: 

 

Source: 

Number of guests by nationality to all standard tourist hotels and international tourists 

hotels in Taiwan. 

Own figure, according to data compiled from ‘營運統計月報表-明細表(各國籍住客人數

統計_自 98年 1月起新增大陸國籍欄位)(A3)報表調查’ by Tourism Bureau 

Bureau, MOTC, (n.d.). 

 

The comparison of international visitors to standard tourist and international tourist 

hotels in Figure 3.3 despite showing a similar increasing trend, however, also displays 

that, when consulting the numbers, Chinese visitors have increasingly began to lodge 
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in standard tourist hotels, whereas the share of Chinese staying at international tourist 

hotels has been decreasing from 88.8 to 77.2 percent from 2009 to 2012, showing an 

increasing preference for cheaper accommodation in this regard. This could also hint 

at the possibility that Chinese visitors are increasingly being squeezed and moved 

together to lower quality hotels due to sub contraction. 

Another, but very different, issue in regards of Chinese tourists and accommodation 

has to do with the intrinsic characteristics of mainland tourists. Due to the novelty and 

general inexperience towards international travel, tourists from mainland China have 

not yet learned to adapt to the norms and rules of local customs and conventions. 

Often, this lack of knowledge of etiquette manifests itself in that the average Chinese 

tourist is being perceived as a public nuisance to fellow tourists, by lowering the 

travel quality through high noise levels, loutish conduct and other behavior. 

According to Chen (2013), this is especially true in accommodation facilities due to 

the circumstance of different cultural backgrounds staying very close to each other, 

which frequently leads to complaints of tourists from other nationalities about their 

Chinese neighbors. 

With the increase of FIT travelers, Chen (2013) foresees a better distribution of 

Chinese tourists in Taiwan’s accommodation sector, as due to the richer Chinese 

visitors lodging in upper scale facilities, this will relieve some of the burden on the 

two and three-star hotel segment. 

For the year 2010, the accommodation sector has according to the TSA contributed 

for 8.7 percent (Tourism Bureau, 2012a, p. 45). 

3.5.3  Food service industry 

The food service industry, which covers the second aspect of the hospitality sector and 

the third basic tourism industry, represents another local basic need to travelers 

through the provision of food and beverages. Encompassed are all kinds of businesses 
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from the catering sector, with restaurants making up the major share, but also includes 

bars, cafés, food stands and any kind of eating establishments. 

Due to the mixed cultural heritage, Taiwan is a melting pot when it comes to culinary 

terms, due to its great diversity of cuisines. Not only is Taiwan host to authentic 

Chinese cuisine from all different parts of China, but also boasts an array of many 

other foreign cooking styles, which has led the island to develop ‘a unique snack and 

dinning culture” (Lee, 2011, p. 38). In terms of tourism, Taiwan has especially 

become famous for its many night markets and abundance of tropical fruits to 

international visitors, as the official survey on visitor expenditure in 2011 has shown 

(Tourism Bureau, MOTC, 2011c). Among the interviewed visitors, after scenery 

(60.80%), food (41.37%) and fruits (20.37%) have been the second and sixth most 

mentioned reasons for inbound visitors to decide in favor of undertaking a sightseeing 

trip to Taiwan. 

With an estimate of more than 300 night markets in Taiwan, they have become an 

islandwide “scenic spot” on their own. Moreover, with about 74 out of 100 inbound 

visitors going on night markets in 2011, night markets even reached the highest visitor 

rate and ranked first among all other major scenic spots in Taiwan, with the two night 

markets of Shilin (Taipei, 47/100) and Liouhe (Kaohsiung, 25/100) being visited the 

most (Tourism Bureau, MOTC, 2011c). In respect to tourism quality, visitors to 

Taiwan have been most impressed by gourmet food and night markets, right after 

friendliness and hospitality of Taiwanese people (Tourism Bureau, MOTC, 2012a, p. 

39). 

Aware of Taiwan’s reputation as a “food paradise” among tourists, the government 

has been promoting culinary aspect of the island by annual culinary events such as 

national and local food festivals and theme travels for tourist promotion. In 2008, for 

example, the Tourism Bureau even joined forces together with the hot spring industry 
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to organize the first “Taiwan Hot Spring and Cuisine Festival”. 

With a contribution of 24.42 percent to the TSA in terms of tourist expenditure, the 

food and beverage industry has helped to create “the most tourism employment 

opportunities” (Tourism Bureau, MOTC, 2012a, p.45) among all other industries in 

2010. 

Similar to the two and three-star hotels in the accommodation industry, in the food 

services industry, it is also rather a small segment of selected restaurants that benefit 

from the many group tourists coming from mainland China (Chen, 2013). Except the 

more individual side trips to night markets where the tourist can decide themselves 

which restaurant they would like to choose from, the majority of selected restaurants 

during food stops have been arranged by the travel agencies which in return receive a 

commission. As stated by Copper, a US’ professor of international studies, it has thus 

not been until the opening to Chinese FITs, that also more new businesses, like hotels 

or restaurants, are “able to compete for the Chinese tourist business” (Kastner, 2011). 

So far, especially smaller businesses have largely been excluded from receiving their 

share of revenue from Chinese tourists, and will now benefit more economically from 

the development of increasing individual Chinese tourists in Taiwan, as FITs are 

usually traveling off the beaten path. In addition, individual tourists have up to now 

been restricted to major cities in China, which allows the presumption that more 

cosmopolitan, richer and more educated Chinese tourists are coming to visit Taiwan. 

However, as the FIT agreement is still very new, it is thus too early too make more 

specific statements on that matter. 

3.5.4  Attractions and activities 

Attractions and activities are the fourth basic industry of tourism, and, as the name 

implies, represent the major reason to attract visitors to a destination. According to 

Timothy and Butler (1995), “tourism attractions are those events, places, or features 
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that draw visitors from near and far […]” and “[…] must be interesting and 

pleasurable enough to sufficiently motivate people to travel for the purpose of 

experiencing it” (p. 19). Attractions can thus be interpreted very broadly, and can 

contain anything from natural attractions, museums, amusement parks, zoos, heritage 

sites over festivals and events with a diversity of backgrounds, as long as they draw 

visitors. In order to avoid overlapping, this aspect here will therefore mainly deal with 

attractions per se, whereas the cultural and creative industries will accommodate on 

behalf of activities. 

Taiwan rather uses the term “scenic spots” for its attractions, and of such, there have 

been as many as 307 principal scenic spots with a total of 274,392,314 visitors by the 

end of 2012 (Tourism Bureau, MOTC, n.d.). Taiwan’s most visitor-drawing 

“attraction”, as already discussed, is the collective of night markets with the highest 

rate of visits by inbound visitors. In terms of single place destination, in 2011 the top 

9 scenic spots with person visits per 100 inbound visitors were Taipei 101 (74.06), the 

National Palace Museum (52.39), the Chiang Kai-shek Memorial Hall (34.71), Sun 

Moon Lake (34.22), Yeliou (27.82), the Dr. Sun Yat-sen Memorial Hall (27.33), 

Taroko Gorge (24.5), Alishan (22.87) and Xiziwan (22.60) (Tourism Bureau, MOTC, 

2011c). Whereas the night markets, Taipei 101, the National Palace Museum, the 

Chiang Kai-shek Memorial Hall and Taroko Gorge had already been among the most 

scenic spots prior in 2007, Sun Moon Lake, Yeliou, the Dr. Sun Yat-sen Memorial 

Hall, Alishan and Xiziwan had only become popular and part of the main visited 

attractions after the opening to Chinese tourist groups in the period from 2008 to 2011 

(Tourism Bureau, MOTC, 2007b). 

Aside from the Chinese influence on the overall attraction shift, 2008 to 2011 was 

also the period of implementation of the “Medium-term Construction Plan for Major 

Tourist Sites” with an overall investment of NT$20 billion, which only just enabled 
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the construction of the greater Sun Moon Lake area (Formosan Aboriginal Village, 

cable car and resort area) and the Alishan National Scenic Area (Tourism Bureau, 

MOTC, 2009a). In combination with the 2006 National Flagship Plan to pinpoint the 

8 major scenic attractions of Taipei 101, the National Palace Museum, Sun Moon 

Lake, the Love River (Kaohsiung), Alishan, Jade Mountain, Kending, and the Taroko 

Gorge, these two governmental policies have also helped to establish Taiwan’s current 

top attractions (Tourism Bureau, MOTC, 2006). 

According to Chang (2013), there are generally 4 “hot spots” (熱門景點) for 

mainland tourist groups in Taiwan: (1) the National Palace Museum, (2) Alishan, (3) 

Taroko Gorge, and (4) Yeliou. Figure 3.4 displays the relative increase in visitor 

numbers for the 4 “hot spot” scenic areas from 2008 to 2012, with 2008 as the base 

year. Among these 4 attractions, the National Palace Museum shall serve 

representatively for the implications of the surge of mainland tourists on attractions. 
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Figure 3.4 

Development of the 4 hot spots relative to the base year 2008, 2008-2012 

 
Note: 

 

 

Source: 

Relative increase for the years 2009 in relation to the base year 2008 for Alishan (Alishan 

National Forest Recreation Area), Taroko (Taroko National Park Visitor Center), Yeliou 

(Yeliou Scenic Area) 

Own figure, according to data compiled from ‘歷年統計資料查詢系統’ by Tourism  

Bureau, MOTC, (n.d.). 

 

In just 4 years since 2008, visitor numbers of the National Palace Museum have 

almost doubled (94.31% increase) with more than 4.6 million visitors in 2012. As 

early as 2009, the rapid increase in mainland tour groups had already led to the first 

issues of arising complaints of overcrowding and loutish behavior of Chinese visitors 

(Taiwan National Palace Museum limits groups amid onslaught of China tourists, 

2009). As a response, the National Palace Museum has taken several steps in order to 

ease the crowds. Beginning in 2009, booked tour groups arriving more than 30 

minutes late had no longer been allowed to enter, and over several rounds, the 
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museum has also extended its opening hours to accommodate for the increased 

demand. At the current moment, the National Palace Museum has even set a visitor 

limit of 3,000 people allowed on the exhibition premises at any given time in order to 

maintain the museums quality at an acceptable degree. Despite the efforts to cope 

with the situation, many fellow tourists and local visitors are however still not 

satisfied with the problem of overcrowding, which also diminishes the experience and 

thus the quality for all visitors (Chung, 2013). According to Chen (2013), other 

popular scenic spots are suffering from similar problems, but especially natural scenic 

spots additionally also have to deal with the issues of parking and traffic congestions 

caused by tour buses. Especially for small localities like Yeliou, such massive 

increases in tourist inflows would inevitably lead to space and quality issues. On the 

other hand, in less known destinations like Miaoli, Taidong, Pingtung and other 

counties, tourism seems to be rather rare and this places actually strive for receiving 

more tourists, which according to Chen (2013) displays a great imbalance of supply in 

consideration of the massive overcrowding elsewhere. 

3.5.5  Travel services 

Travel services can be understood as a collective term for services that support 

travelers beyond the previous mentioned 4 basic tourism industries. This generally 

encompasses actors that provide organization, facilitation and information, and often 

work as an intermediary between the different industries. For travel services in 

Taiwan, I will in compliance with these 3 functions elaborate on the three businesses 

of travel agencies, tour guides and the information services, with the major focus on 

the former. 

The main function of travel agencies is to organize anything “from travel connections 

to lodging to sightseeing tours” (Nickerson, 1996, p. 7). In short, travel agents arrange 

the package tours for their customers by linking businesses from the 4 basic tourism 
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industries. In 2011, 41.47 percent of inbound visitors to Taiwan decided to make use 

of this service and had their group tour organized by a travel agency. For visitors with 

sightseeing purpose it was even 61.76 percent (Tourism Bureau, MOTC, 2011c). On 

time for the opening up, the number of specific mainland China travel agencies had 

been increased from 25 to 146 in 2008, and since then, approximately 1,223,010 

group mainland visitors had been visiting Taiwan over the time from July 2008 to 

December 2011 (Tourism Bureau, MOTC, 2009a; Tourism Bureau, MOTC, 2012a, p. 

21). By 2012, there have been a total of 3,138 travel agencies,29 an increase of 206 

offices (7.03%) since 2008 (Tourism Bureau, MOTC, n.d.). In terms of Chinese 

visitors, however, an industry insider stated that of all travel agencies, only 400 

companies were authorized to deal with mainland tour groups, with 50 doing most of 

the business, and among which another 15 are actually from Hong Kong (Lin, 2012, 

p. 3). What is more, many of the Hong Kong-invested travel agencies would use 

“cutthroat pricing in China to capture market share” and “make money through a 

series of shopping venues in Taiwan that are linked together in an exclusive network” 

(Lin, 2012, p.3). 

According to the Tourism Bureau (Chang, 2013), the standard Taiwan tour for 

Chinese tour groups consists of an approximately 1,700 kilometers long trip around 

the island for 8 days and 7 nights, out of which the Chinese tour visitors would also be 

allowed to travel individually away from the group for 2 days as according to Chang 

(2013). With most tour groups entering through the main hub of Taoyuan 

International Airport, the first two stops, which are also the most important ones, are 

the National Palace Museum for historical artifacts, and Taipei 101, as Taiwan’s tallest 

building, with both places offering very expensive but also very high-quality 

products. From there on, the journey continues in counterclockwise direction with 

                                                
29 Consisting of 2,405 travel agencies with 733 branches. 
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stops in the Sun Moon Lake and Alishan area for the scenery and tea culture, before 

heading to Kaohsiung and stopping at the diamond market. The return journey on the 

east coast then contains scenery and shopping stops in Taidong and the Hualien area 

with the Taroko Gorge, before passing through Yeliou in the northeast and completing 

the circle by returning back to Taoyuan and leaving the country. 

The intrinsic problem, according to Chen (2013), is that China’s outbound travel is 

controlled by the government, whereas the market in Taiwan is free. The tour package 

arrangements thus have to be handled by both, Chinese and Taiwanese travel 

agencies. In decision about supply, before handing over the tour groups to the 

Taiwanese travel agents, the package prices have already been fixed by the Chinese 

travel companies, which, by undercutting the price create a benefit for them, but also 

lead to price competition among the Taiwanese agencies. Due to some Taiwanese 

agencies accepting and Hong Kong-invested agencies further exacerbating these low-

cost prices, this has led to permanently underpriced Chinese tour groups, with tour 

charges lower than US$30 per day per Chinese tourist (Su, 2013), and despite the 

setting of a quality preserving minimum tour charge of US$80 per day from 2007 

onwards (TB, MOTC, 2009a). To avoid making losses, Taiwanese travel agencies 

have hence turned to taking Chinese tour groups on shopping trips during their 

journey, in order to compensate from commission and to recover the cost. In the 

process, by 2011 the majority of 43.25 percent of mainland tour groups made between 

5 to 6 shopping trips during their journey in Taiwan, whereas 54.56 percent of non-

mainland Chinese visitors only embarked on 3 to 4 such trips (Tourism Bureau, 

MOTC, 2011c). This not only negatively affects the quality of Chinese tour groups 

directly, but also through time pressures of tighter schedules, due to the inclusion of 

additional shopping trips, which in return leads, inter alia, to the circumstances of 

reduced time spent at attraction sites and the exceeding of speed limits. As a result, 
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this has led to the case of several fatal bus accidents that I have mentioned before. In 

an attempt to prevent this kind of behavior, the Tourism Bureau has further tried to 

reduce the minimum tour charge to US$60 and restrict the shopping commission at a 

maximum of 30 percent (Restoring Taiwan's poor tour quality to mainland visitors, 

2012). In practice, however, these rules are regarded as rather difficult to enforce. 

According to Chang (2013), the most recent measures have been a set of more 

specific regulations imposed on Taiwanese travel agencies to ensure high-quality 

tours (優質行程) for mainland visitors. Verified by questionnaires handed to 

mainland tourists, the Taiwanese travel agencies have to make sure to meet several 

requirements of not exceeding 250 kilometers of travel per day, having a GPS system 

on the bus, eating and staying at more higher quality restaurants and hotels in relation 

to the length of stay, and not going on more shopping trips than number of nights. 

According to Chen (2013), the situation has seemed to have gotten better just recently. 

Accordingly, his company has stopped accepting low-cost tour groups from China 

since 2012, with other agencies slowly following suit. 

In respects of facilitation, since 2008 there has been a sharp increase of tour guides. 

With 12,204 in 2008 to 30,301 in 2012, this corresponds to an overall increase of 

148.29 percent in just 4 years, with most proficient in Chinese (77.75%), which also 

increased the most (193.46%), followed by English (11.41%) and Japanese (9.26%) 

(Tourism Bureau, MOTC, n.d.). Tour guides with other language proficiencies usually 

account for less than 1 percent. Also suffering under the price competition of the 

travel agencies, tour guides have as of recently been protesting against the lower pay 

of NT$500 per day for Chinese tour groups in comparison to the guiding of other 

groups (Tour guides in Taiwan demonstrate against declining wages, 2012). In terms 

of information, in 2011 there were 44 travel information service centers in Taiwan, 

with most being set up in the years since 2008, similar to other tourist information 
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systems like a 24 hours hotline (Tourism Bureau, MOTC, 2009a). 

3.5.6  Retail industry 

As mentioned before by Timothy (2005), shopping is not only an important 

motivation, but also one of the main activities for tourists to engage in their 

destination. It has even long been claimed, that tourists spend comparatively more on 

shopping than other basic tourist needs like food and accommodation (Kent, Schock, 

& Snow, 1983). In terms of tourism related retail, businesses can thus be categorized 

by amount of involvement with tourists. Whereas duty free and souvenir shops are 

more exclusively visited by travelers and tourists, department stores might for 

example only be frequented by local people, and shopping centers by both tourists and 

the locals. For Taiwan’s case, I will however focus on the retail businesses involved in 

Chinese group travel. 

With shopping being the most popular activity among inbound tourists (83.94 out of 

100 visitors), it accounted for 24.90 percent of Taiwan’s total tourism expenditures in 

2010, second only to transportation (32.89%) (Tourism Bureau, MOTC, 2010b; 

Tourism Bureau, MOTC 2011a). Due to the issue of underpricing of tourist groups 

from mainland China, we have learned that Taiwanese travel agencies resort to take 

their Chinese groups on several shopping trips on commission to compensate for the 

low price and the agencies’ costs. Whereas from 2008 to 2010 the overall number of 

shopping trips at first increased among tour groups, 2011 saw a slight decrease with 

the main share of 39.04 percent doing 3 to 4 shopping trips as displayed in Table 3.5. 
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Table 3.5 

Number of shopping trips arranged by a local travel agency, 2008-2011 

Shopping trips 
Year 
(percentage) 

 

0 time 

 

1-2 times 

 

3-4 times 

 

5-6 times 

 

over 7 times 

2008 * 18.33 48.58 24.17 8.92 

2009 * 16.59 46.40 26.80 10.21 

2010 0.35 11.56 36.02 43.52 8.55 

2011 0.35 13.04 39.04 33.27 13.92 

Note: 

Source:  

* no data entry 

‘2008-2011 annual survey report on visitors expenditure and trends in Taiwan’ by Tourism 

Bureau, MOTC, 2008b/2009b/2010b/2011c, table 9 

 

As stated before, however, for Chinese tour groups, the majority would still go on 5 to 

6 trips. For Chinese travel groups, “6 special product areas” can be made out in 

Taiwan: “Taipei (pineapple cakes and watches), Alishan (tea leaves), Sun Moon Lake 

(Antrodia camphorata, a medicinal fungus), Kaohsiung (diamonds), Taidong (coral 

products) and Hualien (jade and marble)” (Lin, 2012, p. 3). Among these 8 products, 

according to Chang (2013), the Chinese are most interested in purchasing (1) 

diamonds, (2) watches, (3) marble, and (4) coral, of which, according to experience, 

they would spend the major part of their money on the first two products of diamonds 

and watches. The issue with this is that most of these shops are actually owned by 

investors from Hong Kong, and the revenue consequently does not benefit much of 

the Taiwanese businesses. In terms of diamond sale in Kaohsiung for example, three 

of the five main vendors are all Hong Kong-invested businesses, which together make 

up 80 percent of the market (Lin, 2012, p. 3). Only 20 percent remain to be shared 

among all Taiwanese businesses in that sector. In contrast, the only Taiwanese owned 

businesses superior in terms of Chinese visitors are the coral and marble shops in 

Taidong and Hualien, which own about 80 percent of that market, and as such are 

hoped for by the Taiwan Tourism Bureau to get more spending from Chinese tourists 
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in the future (Chang, 2013; Lin, 2012, p. 3). 

Regarding the implications of mainland travel groups on the retail industry, it can be 

said that, similar to the other industries, only few businesses effectively benefit from 

them. Even worse, to the detriment of Taiwanese businesses it is the Hong Kong 

investors that reap most of the benefits from Chinese related spending in retail. 

Besides the issues in terms of decreased quality and the just discussed imbalance in 

benefits, a further serious problem related to the retail sector is customer satisfaction. 

Despite the increase of overall satisfaction of inbound visitors from 88 percent in 

2008 to 90 in 2009 and 93 percent in 2010 to 2011, the remaining 7 percent are still a 

thorn in the Tourism Bureau’s side. Although apparently small in number, a few 

unhappy visitors can still severely harm Taiwan’s reputation (Su, 2013). According to 

Chang (2013), a large part of the grievances are due to the retail sector’s lack in 

quality assurance for foreign visitors. In 2006, Taiwan had thus started to implement 

the “Tourist Shopping Assurance System”, a tool to not only resolve low-cost 

competition, but also to establish “a comprehensive consumption dispute resolution 

mechanism designed to reduce shopping disputes” (Tourism Bureau, MOTC, 2007a, 

p. 11), in order to protect purchase safety and rights of Chinese tourists. 

Despite lack of current data, it is generally expected, that the establishment of the FIT 

agreement will help to benefit more and smaller businesses in Taiwan, and this 

accordingly also applies to shops and the overall retail industry in general (Chen, 

2013).  

3.5.7  Health sector 

Historically, the health sector has been linked to travel as early as Greek and Roman 

times (Goeldner & Ritchie, 2009). Since the development of whole cities and spas 

around mineral springs in Europe in the modern age, health tourism has by now 

become a multi billion dollar industry in the wake of medical tourism (Hall, 2013). 
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According to Evans (2008), the global market value of international medical tourism 

had been estimated about US$60 billion in 2006, with a projection of US$100 by the 

year 2012. 

Tourism for medical care can thus broadly be divided into the two categories of (1), 

health and wellness tourism, and (2), medical tourism. While travel for the purpose of 

health and wellness has been long existent and dates back as far as the Greek’s 

recognition of its benefits for bodily health, medical tourism is a late 20th century 

phenomenon that started to rapidly take off in the late 1990s (Goeldner & Ritchie, 

2009; Connell, 2013). 

With an abundance of more than 100 hot springs all over the island, Taiwan has a long 

history of hot spring culture, which first developed under Japanese influence during 

the occupation period. It was not until 1999, however, that the authorities considered 

promoting them for the tourism industry (Erfurt-Cooper & Cooper, 2009). In the wake 

of the conference and new strategy development for the 21st century in 2000, a 

contemporaneously held hot spring conference discussed the promotion and 

development in relation to tourism, which led the hot springs to undergo several 

stages of planning and investment in the last decade (Tourism Bureau, MOTC, 2001; 

Tourism Bureau, MOTC, 2009a). As a result, Taiwan has reconstructed many of its 

hot spring areas, and in 2005 introduced a Hot-spring Labeling System, with the 

purpose of turning the hot springs into a sustainable industry (Tourism Bureau, 

2007a). According to Lee (2011), continued government investment has been aimed at 

further improving the hot springs’ quality for the mainly Japanese customers and is 

just developing mainland China as a new market. 

Medical tourism on the other hand, is considered a niche in the tourism industry 

(Connell, 2013, p. 5). An overall definition of medical tourism is nowadays still 

largely indeterminated, and the term is thus broadly used as a collective for all kinds 
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of travels in order to seek health or medical treatment abroad. In that sense, Bookman 

and Bookman (2007) deliver a rather general definition, which describes medical 

tourism as the “international travel with the aim of improving one’s health” (p. 1). 

Connell (2013), however, puts forward that the term “tourism” might sometimes be 

misleading, as this suggests a voluntary and pleasurable connotation to international 

travel for treatment, which in serious cases of necessary medical transfers, extreme 

interventions or similar is not appropriate. For Taiwan, medical tourism shall thus be 

understood according to the Organization for Economic Cooperation and 

Development (OECD), by describing it as the growing phenomenon of richer patients 

traveling abroad with the purpose of obtaining health care, due to lower cost 

treatments in developing countries (OECD, 2011, p. 6), and the extension by 

Edelheit’s (2008) definition of medical tourists as “patients travelling to another 

country for more affordable care, or care that is higher quality or more accessible” (p. 

10).  

Following other regional destinations of medical tourism like Thailand and Singapore, 

Taiwan, with a modern, but lower cost, health care system of well trained physicians 

and “state-of-the-art” medical equipment, has been taking steps to promote the 

island‘s health care industry to tourists since 2007 (The report: Taiwan 2007, 2007). 

As a result, in 2010 the Executive Yuan approved the “Action Plan for the 

Internationalization of Medical Service in Taiwan”, generating an expected NT$4.1 

billion in private investment and 3,860 new jobs, while creating a production value of 

NT$11 billion and providing medical service to 45,600 medical tourists until 2013 

(CEPD, 2010, p. 6). 

Whereas medical treatment in Taiwan is primarily attractive due to the economic 

factor of comparatively low cost for developed countries with similar or higher health 

care standards like the US or Singapore (The Report: Taiwan 2007, 2007), for 
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mainland China with a lower standard of health care, it is, aside the higher quality in 

Taiwan, also the cultural factor that is important (Connell, 2013). In compliance with 

these 2 factors, Taiwan has consequently set its focus on overseas Chinese patients 

from the US seeking lower cost medical treatment, and Chinese patients from the 

mainland (Connell, 2011), with the latter being able to obtain a 15 day medical 

tourism visa since 2012 (Taiwan becoming a key player in medical tourism, 2013). 

According to Kastner (2010), the first 5,000 mainland medical tourists would arrive in 

Taiwan in 2008 for medical check-ups and cosmetic surgeries, followed by an 

estimated 40,000 Chinese medical tourists in 2009. With an “average cost for a 

physical check-up ranging from NT$50,000 (US$1,577) to NT$150,000 (US$4,730)” 

(Xinhua English News cited in Connell, 2010, p. 75), medical tourists are expected to 

bring significant revenue to Taiwan’s economy. When calculated with prior 

predictions of 100,000 medical tourists per year, medical tourism may thus play an 

increasingly greater role among Taiwan’s tourism industries. Connell (2013) warns, 

however, that one should not trust the statistical data of medical tourist numbers too 

much, as due to differences in definition, the data often tend to be inflated. For 

Taiwan, in comparison to the official data, I found this to be true for several reports on 

medical tourist numbers. 

Due to the fact that official statistics of visitor arrivals with the purpose of medical 

treatment (醫療) to Taiwan have not been collected prior to 2012, it is rather difficult 

to make any reliable statements. In 2012, out of 7,311,470 visitors, a mere 0.8 percent 

of just 58,444 came to Taiwan for the purpose of medical treatment, of which 95.37 

percent can be attributed to mainland China alone (Tourism Bureau, MOTC, 2013d). 

The second biggest group was Southeast Asia with 3.00 percent. For the most recent 

data from January to May 2013, there have already been 44,741 visitors to Taiwan 

with the purpose of medical treatment, with nationality proportions remaining almost 
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the same. Projected for the whole year, medical visitors might therefore more than 

double in comparison to the previous year, and possibly exceed the predicted 100,000 

mark already by the end of the year, especially in the wake of increasing the daily 

limit to 2,000 visitors on Chinese FITs in April (Chen, 2013). 

3.5.8  Agriculture 

As a traditional industry, agriculture in Taiwan has been faced with increased pressure 

since its WTO accession in 2002 and the liberalization of imported agricultural goods. 

Furthermore, with the increase in cross-strait integration and the signing of ECFA 

with China in 2010, the situation of Taiwanese farmers’ livelihoods has further been 

exacerbated (Kwang, 2013). Due to the gradual reduction of the sector, in 2011 

agriculture’s contribution to national GDP amounted for a mere 1.72 percent 

(DGBAS, Executive Yuan, 2012, p. 136). In order to overcome the challenge that 

imported agricultural goods pose to the local farmers’ livelihoods, the authority of 

Taiwan’s agriculture industry, the Council of Agriculture (COA), has begun with the 

funding and promotion of agricultural and farm tourism to address the issue since the 

1990s, which has also been dubbed as “a new hope” for the agricultural sector (Laws, 

Prideaux, & Chon, p. 179). With agricultural tourism mainly based in central Taiwan 

(Lee, 2011, p. 42), the policy “emphasizes the use of farm land for leisure purposes” 

(Liu, 2010, p. 216) by switching the farms’ operation from cultivation to leisure, and 

offering recreation, accommodation, education, food and other services to travelers. 

As a part of this policy, especially the related accommodation industry of B&Bs has 

shown rapid development, whose numbers increased from 36 in 2001 to 3,236 by 

2010, and accommodated a total of 1.83 million tourists in 2012 (Tourism Bureau 

cited in Chen, Lin, & Kuo, 2013, p.278). According to Zane (1997), B&Bs can have a 

significant effect on a community’s economy, and they particularly do so in small 

localities with little other accommodation infrastructure like hotels, as they can still 
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absorb large quantities of visitors. Chen, Lin, and Kuo (2013) stated, that by adding to 

“the development of a leisure-based economy” (p. 278) in agricultural areas, B&Bs 

have actually helped to increase crop cultivation in many localities in Taiwan. 

Furthermore, the accommodation of travelers by B&Bs thus also adds to the 

sustainability of such localities (Sharpley, 2002).  

Another result of the policy of using farmland for leisure purposes is the phenomenon 

of leisure farms. Apart from providing accommodation and food services like B&Bs, 

leisure farms also offer a variety of recreational activities like “fishing, craft-making 

and farm tours” (DGBAS, Executive Yuan, 2012, p. 142). According to the COA, 

there have been 268 leisure farms by the end of 2011, with about 14 million visitors 

and industry output of NT$7.3 billion. A recent news article from 2012 stated (Liu, 

2012), that due to the surging market demand of visitors, the number of the registered 

leisure farms alone had already grown to 467 by last October, with the overall number 

expected to be much larger. 

Apart from domestic visitors, agricultural tourism has up to now mostly attracted 

foreign tourists from the Southeast Asian countries of Singapore, Malaysia, Hong 

Kong and Macao, which seek relaxation and agricultural activities in Taiwan’s B&Bs 

and leisure farms (Lee, 2011; Huang, 2013; Chen, 2013). Chinese visitors on the other 

hand, have according to Chen (2013) not been very involved with agricultural tourism 

in Taiwan so far. It is however expected that Chinese FITs will by and by play an 

increasing role in this sector. 

3.5.9  Cultural and creative industries 

The cultural and creative industries (CCIs) are a collective term to describe “those 

industries that have their origins in innovation or cultural accretion [...] and which can 

help to enhance the living environment for society as a whole” (Small and Medium 

Enterprise Administration, MOEA, 2004, p. 162). They usually encompass culture, 
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technology, art, and local traditions. For Taiwan, the term has been derived from the 

Cultural and Creative Industries Plan, as a part of the National Development Plan 

Challenge 2008 in 2002, due to the combination of the cultural with the creative 

industries for better prioritization. According to the UNESCO (2006), the cultural 

industries thus refer “to industries which combine the creation, production and 

commercialization of creative contents which are intangible in and cultural in nature”, 

whereas the creative industries encompass “a broader range of activities which 

include the cultural industries plus all cultural or artistic production” (UNESCO, 

2006). According to Smith (2009), the adaption of a common definition of the two 

industries for policy reasons has however often led to an overall “exclusion of cultural 

industries” (p. 152), and a closer look at Taiwan’s scope of CCIs indeed reveals a 

complete absence of core cultural sectors like festivals and cultural events, which play 

an important role in Taiwan’s cultural tourism (Small and Medium Enterprise 

Administration, MOEA, 2004, pp. 163-164). As mentioned under the attractions and 

activities industry, and in compliance to the definitions above, for the CCIs I would 

therefore like to elaborate more on the cultural activities of Taiwan in terms of 

tourism. 
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Figure 3.5 

Popular cultural activities in Taiwan, 2011 

 
Source: Own figure, according to data compiled from ‘2011國人旅遊狀態調查’ by Tourism  

Bureau, MOTC, (2013e). 

 

Taiwan has a multitude of cultural events all year round. In compliance with the 

Tourism Flagship Plan from 2005, the five major activities in Taiwan are its lantern 

festivals. Yet, according to a yearly survey by the Tourism Bureau of Taiwanese 

citizens’ travel situation (Tourism Bureau, MOTC, 2013e), the most popular cultural 

activities in Taiwan are temple fairs (Figure 3.5). In view of little coverage in relevant 

literature on cultural tourism in Taiwan, I will thus use the example of temple fairs as 

a representative of Taiwanese culture related tourist activities. 

According to Chang and Liu (2009), “temple fairs in Taiwan exhibit Chinese 

traditional rituals for worshipping gods or Buddha, and millions of visitors are 

attracted to such fairs annually to experience Taiwan’s local history, folk art, customs 

and heritage” (p. 902), with 37.66 percent of international tourists visiting a temple or 
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a temple fair during their trip. Chang and Liu (2006) set forth, that around many of the 

11,725 registered temples a lot of different small businesses have established 

themselves, offering catering, religious products or crafts, which through temple fairs 

promoting tourism, all foster the development and business opportunities of its 

residents. According to the official statistics of the Mainland Affairs Council (2013), 

there was an overall increase of Chinese visitors that applied for attending temple 

fairs (宗教) from 608 in 2007 to 2,146 persons in 2012 in terms of effective visits, 

with the highest visitor numbers at 3,674 people in 2010. In addition, Brown and 

Cheng (2012) have stated, that in April 2010 alone, more than 2,000 people from 

about 40 temples in China had pilgered to Taiwan for the annual procession of the 

goddess Mazu. However, from the little amount of official data on temple fair visitors, 

it seems even less possible to make any valuable statements about the most likely 

much higher unofficial numbers of visitors, and still less about their implications on 

the industry. 

Overall, despite the recent development of Chinese sightseeing tourists participating 

in temple activities (Brown & Cheng, 2012), one can assume that, according to Chen 

(2013), cultural activities as part of the CCIs are still a sphere of locals and domestic 

tourists. 

Another special case of not only tourist attractions but also being part of the CCIs in 

Taiwan that deserve a mention here are the so-called tourism factories, which as of 

recently have actively been promoted by the government. Under the Tourism Factory 

Project since 2003, this special branch of tourism has been sought to amalgate local 

industry culture and tourism, with a current total of 53 model tourism factories 

(Industrial Technology Research Institute, 2009). The turning of selected factories into 

popular tourism destinations has led to an overall increase of local and international 

tourists with a predicted increase of 25 percent in revenue growth in 2013 to the 
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previous year, and drawing as many as 11.5 million visitors (Taiwan expects 25% 

growth in tourism factory revenues, 2013). Similar to the agricultural sector, tourism 

is aimed to provide a new source of income to the manufacturing sector and is further 

expected to increase in the near future. 

 

3.6  Chapter summary 

As we can see from this chapter on the current situation of tourism, Taiwan has made 

many efforts through policy alignments in order to increase the role of tourism in the 

development of the national economy in the 21st century, and to eventually transform 

Taiwan into an “island of tourism” and thus a hub in the Asia-Pacific. The major 

policies for doing this have been the DTAP from 2000 to 2008 and the “Project 

Vanguard for Excellence in Tourism” since 2009, to first increase quantity, and later 

also quality, with the trend of moving away from package tourism towards the 

renovation of important tourist spots for a high-quality environment. 

Since the worldwide decline in tourism caused by the SARS epidemic in 2003, 

tourism arrivals to Taiwan have rapidly been increasing with a total of 7,311,470 

visitors in 2012, which has particularly been due to the gradual opening up to the 

Chinese market, with mainland visitor numbers taking off in the wake of lifting all 

cross-strait travel and the ban on direct flights in 2008. With more than 2.5 million 

Chinese arrivals in 2012, mainland China has become Taiwan’s main market in terms 

of tourism, with Hong Kong and Macao, South East Asia and Japan also steadily 

increasing. In accordance, a visa free entry policy has been implemented among an 

increasing number of 43 mainly western countries as well as the facilitation of visa 

conditions for the markets of Southeast Asian countries to attract visitors, rendering 

Taiwan freer that ever as an upcoming tourism destination in the Asia-Pacific. 

Whereas there has been a positive economic contribution of Chinese visitors to 
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Taiwan’s GDP with 0.28 percent in 2010, for the different industries the implications 

differ significantly. While one can assume an overall positive effect of Chinese 

tourism on the industries of transportation and health, and marginally on agriculture 

and the CCIs, for the remaining industries the effect has been a rather ambivalent one. 

Despite major Chinese expenditures in the sectors of accommodation, catering, 

attractions and retail, there are only a few selected businesses that effectively benefit, 

with the vast majority of particularly small businesses being left out, due to the 

arrangement and selection of the businesses on the tour by the travel agencies. In the 

accommodation industry, it is thus the two and three-star hotels that get booked the 

most, causing capacity problems in that segment, while for restaurants and shops, the 

Chinese tourists are taken to larger businesses where the travel agencies can receive 

commission, of which especially many shopping venues are not even of Taiwanese 

ownership, but in fact Hong Kong-invested businesses. For attractions on the one 

hand, it is especially the popular ones that benefit from Chinese visitors, but on the 

other hand they also suffer from massive overcrowding which decreases the quality of 

the place. Smaller attractions go largely unnoticed. In terms of the travel agencies 

themselves, the market differences between China and Taiwan have caused severe 

price-cutting and competition among the Taiwanese agencies, and led to the excessive 

incorporation of shopping trips for their tours inflicting time pressures, which in turn 

are not only seen as responsible for traffic accidents, but also as reason of a decrease 

in tourism quality of the trip. 

Apart from the overall economic benefit to Taiwan, it can be said that the increase of 

Chinese tourists has also led to several issues, of which capacity and tourism quality, 

by inclusion of bus accidents, have been regarded as the most prominent. 

It is generally assumed that the Chinese FITs will not only have bigger spending, but 

also benefit more smaller scale businesses and localities and make an overall “better” 
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contribution to Taiwan’s tourism. 
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4  Consumer behavior analysis of Chinese tourists 

In order to get a broader understanding of Chinese tourists behavior and its economic 

implications in Taiwan, it is necessary to understand their general consumer 

preferences while traveling abroad. In support of the previous findings, in this chapter, 

by analyzing the development of Chinese visitors expenditure in Taiwan, I thus seek 

to conclude on the implications for Taiwan’s tourism industries, and in what extent 

their spending contributes economically to them. Experiences from other countries 

shall serve as a reference for the impact of Chinese visitors.  

 

4.1  Characteristics of Chinese consumer behavior in tourism 

Whereas the world’s media rather easily agree upon the reputation of Chinese tourists 

as “loutish” and “uncivilized”, with a strong demand for luxury products while 

traveling abroad (Ho, 2013; Kaphle, 2013; Cripps, 2013), in terms of research, there 

are only few studies that deal with the characteristics of Chinese outbound visitors, 

according to Arlt (2006). Not only that, but also do Chinese people differ very much 

from region to region (Arlt, 2006). However, there are few points that are rather 

typical of Chinese tourists altogether. For one, tourists from mainland China were 

overall found to prefer traveling as part of a package group over individual travel, due 

to reasons of convenience and good value (Yu & Weiler, 2001; Guo, Kim, & Timothy, 

2007). In this connection, like other nationalities, they are also very much concerned 

about safety during their trip (Arlt, 2006). In respect to travel expenses, according to a 

survey on outbound tourists from Beijing 2009, the Chinese biggest proportional 

expenditures were made on shopping (29.5%), followed by transportation (28.78%), 

food (15.11%), scenic spots (9.35%), accommodation (9.35%), and culture and 

entertainment (6.47%) with the smallest share. (China Tourism Academy, 2010, p. 
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230). The general high spending attributed to Chinese tourists could, according to the 

World Trade Organization (2003), be because shopping is a popular activity including 

taking home souvenirs for family and friends, their increasing sophistication, or just 

due to the fact that for many Chinese it is the first time abroad and they are therefore 

willing to spend a lot. Despite the propensity of shopping as a major activity of 

Chinese tourists, overdoing it in the form of “added or excessive shopping” (China 

Tourism Academy, 2010, p. 230) is in fact the major factor to negatively affect 

Chinese tourist satisfaction. 

 

4.2  Chinese visitor spending in Taiwan 

In order to relate the Chinese visitors expenditures to Taiwan’s tourism industries, I 

used the secondary data of the “Annual Survey Reports on Visitors Expenditure and 

Trends in Taiwan” from 2008 to 2011 by the Tourism Bureau, which are based on 

surveys of foreign and overseas Chinese inbound visitors throughout the respective 

year, since this is the most official and representative source available when it comes 

to terms of expenditures. Looking at the time period from 2008 to 2011 thus shall 

allow to see the change on the average daily expenditures since the opening up to 

Chinese tourism.  

First, I will look at the average daily expenditures per visitor according to main 

market. For doing this, I assign the 6 purposes of daily expenditures per visitor (hotel 

bills, meals excluding hotel meals, local transportation, entertainment, miscellaneous 

expenses, shopping)30 to the corresponding tourism industries as identified in this 

study (Table 4.1). The category of “miscellaneous expenses”, which has no 

corresponding industry, shall be neglected here because its share of daily expenditures 
                                                
30 With the survey only providing these 6 categories, the industries of travel services, health sector, 

agriculture and CCIs are therefore excluded from this analysis. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

 86 

is very small anyway and therefore not further relevant for the overall analysis. 

 

Table 4.1 

Purpose of daily expenditure and corresponding tourism industry 

Purpose 
(survey) 

Hotel 

bills 

Meals 

excluding 

hotel meals 

Local 

transport-

tation 

Entertainment Shopping Miscella-

neous 

expenses 

Industry 

(thesis) 

Accommo-

dation 

Food 

service 

Transport-

ation 

Attractions 

and activities 

Retail * 

Note: 

Source:  

* no corresponding industry 

Own Table. 

 

With this adaption made, we can now see how many percent of his daily expenditures 

the Chinese visitor has been spending on average on each of the 5 tourism industries 

of accommodation, food service, transportation, attractions and activities, and retail 

per day from 2008 to 2011 (Figure 4.1). As a reference, I have further added the 

average daily expenditures per visitor of Japan, as Taiwan’s second biggest market, 

and the average of all countries in the form of a line for comparison. It must 

considered, however, that these are only relative spendings in proportion to a visitors’ 

average daily expenditure. In absolute terms, in the year 2011 the average daily 

expenditures per visitor for Japan, mainland China and all markets on average were 

US$348.12, US$270.31 and US$257.82, respectively. 
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Figure 4.1 

Average daily expenditures on tourism industries per visitor, 2008-2011 

 
 

 
 

 
 

Source:  Own Figure, constructed according to ‘2008-2011 annual survey report on visitors 

expenditure and trends in Taiwan’ by Tourism Bureau, MOTC, 2008b/2009b/2010b/2011c. 

 

As we can see, in terms of food service, transportation, and attractions and activities, 

Chinese expenditures did not change much proportionally over the 4 years and 

remained slightly below the international average while increasing only marginally. 

What sets the Chinese apart from other foreign visitors is the expenditure share on 

retail. Whereas a comparatively higher share on retail came at no surprise in regards 
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to Chinese behavior, the increase in spending from an initial 40.57 percent in 2008 to 

59.15 percent in 2011, and consequently almost the double of the international 

average, is quite astonishing.31 According to Chen (2013), this might in large part 

very well come as a consequence of the growing price competition among Taiwanese 

travel agencies which led to the gradual increase in the number of shopping trips, and 

consequently higher spending in retail of mainland tour groups over the years. With 

such high average daily expenditures of Chinese visitors on retail, it may be adequate 

to see which particular products they spend on the most. According to the survey in 

2011, Chinese group visitors with sightseeing purposes have been spending most on 

the 3 products of jewelry and jade (32.12%), featured food or special products 

(25.18%) and clothes or accessories (10.11%), with an increasing trend on the first 

(Tourism Bureau, MOTC, 2011c, p. xv). From this, and in relation with the previous 

findings, we can hence assume that Hong Kong invested businesses must be the 

greatest beneficiaries of that trend. 

With the expenditures on other sectors remaining more or less the same and even 

rising in real terms, the disproportionate increase of expenditures on retail has thus 

come at the expense of the accommodation industry. Not only have the average daily 

expenditures of Chinese visitors dropped from 38.56 percent in 2008 to 16.47 percent 

in 2011, but also in real terms has the spending been halved from US$89.11 to 

US$44.51 per day. One can assume that the relocation of Chinese tourists to 

accommodation facilities outside major tourist areas due to the capacity issue could 

very well be a reason for this trend, as lodging is expected to be cheaper there. As we 

have seen this increasing preference for lower cost accommodation also corresponds 

to what we have seen in chapter 3 on the decreasing share of Chinese lodging in 

                                                
31 In real terms, the amount of spending on retail has even increased 70.56 percent, from US$93.75 in 

2008 to US$159.90 in 2011. 
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international tourist hotels in favor of the standard ones. 

Since the establishment of the FIT agreement for Chinese individual tourists to 

Taiwan in 2011, there have not been any official specific spending related data yet. 

Even more so with the increase of the FIT daily limit to 2,000 people this year. 

According to recent press releases based on information of Taipei’s Department of 

Information and Tourism, however, as of 2012 Chinese visitors have become the 

major spenders now also per person, with expenditures of US$356.32 per day as in 

Taipei, a US$102 more than the Japanese visitors (Li, 2013). For the same year, while 

still spending less on accommodation compared to travelers from other nationalities, 

in terms of hotel prices Chinese visitors have been paying between 8 to 10 percent 

more on average on hotels in Taiwan in relation to 2011 (Wang, 2013; Wu, Jiang, & 

Huang, 2013). The quick decrease in Chinese expenditure for accommodation for the 

years 2008 to 2011 might thus only have been of a short-term nature. In consideration 

of the still much higher proportion of group compared to individual tourists this could 

still endure some longer, depending on future policies concerning the respective daily 

limits. Future research with consistent official data would be desirable to get a better 

indication of the situation, especially in terms of FIT tourists and their spending 

behavior. 

 

4.3  Experiences from other countries 

Despite the increasing economic importance of Chinese visitors to other countries, as 

mentioned, there is still relatively little literature covering the specific behavior of 

Chinese tourists. The following are thus some small insights gathered from the 

experiences of other countries as destinations of Chinese tourists. 

Becken (2003) researched the Chinese spending behavior in New Zealand and found 

that their major expenditures were made on transportation and accommodation, with 
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the largest personal spending made on shopping. Huang and Hsu’s (2005) study on 

focus group interviews from mainland Chinese tourists to Hong Kong conveys a 

similar insight about their primary motivation of shopping. Moreover, a recent news 

article on Chinese tourism to New Zealand stated, how spending of Chinese visitors is 

much more concentrated to just a few major tourism regions compared to visitors 

from other nationalities, which in regards of increasing mainland tourism leads to the 

assumption that also in New Zealand benefits are becoming rather imbalanced. 

Despite the economic importance of Chinese shopping power while traveling to other 

countries, however, not much “knowledge has been gained about this market with 

regard to their shopping behaviours” (Xu & McGehee, 2012, p. 427) either. A recent 

study on the shopping behavior of Chinese tourists visiting the US identified 5 major 

motivations for them to shop in the US (Xu & McGehee, 2012). Whereas the 4 

reasons of purchasing gifts for family and friends, unique local products, 

comparatively lower prices and perceived higher quality could also be applied to 

shopping experiences in other countries, the fifth motivation of having more leisure 

time was more specific for the States. Xu and McGehee (2012) found that this 

circumstance has been perceived as very positive by Chinese tourists, and 

recommended that the US should further refrain from adopting “a commission format, 

forcing tourists to shop at specific stores or make specific purchases, as is happening 

in many other destinations” (p. 430). That way, the Chinese tourists can also decide 

more freely where they would like to shop, which in general would benefit more 

businesses overall. 

Some insights can also be obtained from the example of Switzerland. As one of the 

three most popular tourism destinations in Europe for Chinese visitors, in Switzerland 

they belong to the three most well-funded and biggest spenders by nationality, with 

shopping as their main tourist activity (hotelleriesuisse, 2012). According to Hug 
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(2013), another reason for the increased spending and purchase of especially luxury 

products, like buying watches in Switzerland, are also the high import duties on such 

products in mainland China. Consequently, the share of Chinese citizens that buy their 

watch in Europe has increased fivefold to 25 percent from 2009 to 2013. Schmid 

(2012) similarly puts forth the Chinese notion of “saving at home, spending abroad” 

in addition to the aforementioned circumstances, which in terms of souvenirs has 

benefitted businesses affiliated with products like watches, jewelry, brands and 

clothing in particular. 

 

4.4  Chapter summary 

This chapter has shown that in terms of behavior, Chinese visitors prefer to travel in 

package groups and value shopping very much as their major activity while abroad. 

By using the purposes of average daily expenditures per person from the “Annual 

Survey Reports on Visitors Expenditure and Trends in Taiwan” from 2008 to 2011 as 

a reference for the 5 tourism industries of accommodation, food service, 

transportation, attractions and activities, and retail, I have tried to get a better idea of 

the Chinese visitors impact in terms of spending on these 5 tourism industries. I have 

found that at the expense of the accommodation sector which has constantly been 

decreasing, the Chinese spending on retail has become disproportionately high, which 

in combination with previous findings leads to the assumption that in spite of the 

immense spending, only few businesses are benefiting from the Chinese influx 

economically, of which many are not even local Taiwanese but belonging mostly to 

investors from Hong Kong. In terms of accommodation it is consequently the 

standard tourist hotels that are gaining increasingly more in that aspect. 

The experiences from other countries have shown that shopping is also the primary 

activity of Chinese tourists abroad, and that it would be recommendable to refrain 
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from commission induced shopping for Chinese visitors in order to get more 

businesses to benefit from their spending. As seen from the experience in Switzerland, 

the high expenditure on shopping of particularly luxury products is also reinforced by 

China’s high import duties on such product, a factor that can barely been influenced 

by tourism policies but improved distribution of its share. 
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5  Expert interviews 

At the latter stage of the research process, I conducted 3 expert interviews with 

representatives from the fields of academia, the industry and the government, in order 

to see their viewpoints on Chinese tourism in Taiwan. As a qualitative resource, the 

interviews were intended as a mean for reference and clarification of the previous 

findings, and also to see where they would see room for improvement in terms of 

Taiwan’s tourism quality and the attraction of more foreign visitors. In addition, at the 

lack of literature coverage towards some industries, various information from the 

interviews have also been used for completion of chapter 3. 

The interviews were held in person in the time between June and July this year and 

conducted in a semi-structured form of 3 to 5 leading questions between 90 to 120 

minutes. The 3 interviewed experts were, from the academic field, Su Cheng-tyan, 

professor at the Department of Leisure and Recreation Management of Chung Hua 

University, from the industry Allen Chen, vice president of strategic business 

planning of the Lion Travel agency, and Chang Shih-lin from the Hotel, Travel and 

Training Division from the Taiwan Tourism Bureau for the government side of view. 

In the wake of these 3 interviews, this chapter will first discuss the main findings of 

issues and benefits as identified by the 3 representatives, and in a second part, 

displays their views and recommendations in terms of quality improvement and 

foreign visitor attraction to Taiwan. Thirdly, this chapter will provide some additional 

findings that were not part of the main research objective, but which I feel should be 

mentioned here nonetheless. 

 

5.1  Main findings 

When first looking at Taiwan’s tourism on the whole, the 3 experts’ points of view 
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were rather identical. As Chen (2013) put it, Taiwan has become a top-tier destination 

in terms of tourism quality, thanks to its reasonable cost, overall security and 

infrastructure, like various and convenient transportation, 24 hour markets among 

others. 

When it comes to the impact of Chinese tourism in Taiwan and their benefits towards 

infrastructure and industry, all have agreed in unison on the positive effect on the 

economy, infrastructure and further tourism development. Despite Chinese visitors’ 

spending per person is second only to those from Japan, according to Chang (2013), 

in terms of the overall number of visitors, China still contributes the most among all 

nationalities to Taiwan’s economy, and Su (2013) mentioned that this thus creates a 

strong demand for investment for the government to make. Chen (2013) put forth that 

there is an increase in overall tourists to Taiwan anyway and the Chinese visitors 

hence just accelerate this trend by leading to more investment, infrastructure and 

international businesses, which on the other hand lead to a further increase of 

international tourists and recognition of Taiwan. The negative effect of a crowding out 

of Japanese and US tourists as mentioned by Su, Lin, & Liu (2012), is according to 

him also not necessarily attributable to Chinese inbound tourism, but has rather been 

caused by the global recession and other national problems. 

The basic tourism industries have mainly been influenced directly through more 

tourists and induced investment in infrastructure, while the other 3 more Taiwan-

specific industries of agriculture, health and CCIs have been benefitting indirectly 

from overall improvement of Taiwan’s infrastructure. Except for medical tourism, 

which has seen a recent increase of Chinese tourists and is therefore expected to gain 

more from this market in the near future, according to Su (2013), the agricultural 

sector and its home stays, B&Bs and leisure farms have so far been mostly receiving 

visitors from Southeast Asia and have not seen much of an influence from Chinese 
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tourists yet. However, with the increase in numbers of FITs, the share of Chinese 

visitors is anticipated to gain in importance for this sector soon as well. The CCIs on 

the other hand are, as stated earlier, depending more on the local population and are 

therefore only marginally influenced by tourism. 

As for the negative implications of the Chinese inbound tourism, the interviews 

identified the 2 main issues of capacity and tourism quality, which are also 

interlinked. According to Su (2013), the rapid increase of mainland tourists has led to 

a shortage of accommodation in several places, especially in two and three-star hotels 

due to Chinese group tours, which has led to the situation of tourists having to stay 

roughly 20 to 30 kilometers outside of the regular accommodation locations. This 

might not only lead to a crowding out of other visitors, but also to a decrease in travel 

quality for all tourists. With the construction of additional facilities and infrastructure, 

as of recently, the situation has been alleviated due to the fact that it has become much 

easier and quicker to build new hotels than 15 years ago (Su, 2013; Chen, 2013). 

While the problem still persists, it has become secondary to the overall issue with 

tourism quality. Not only influenced by capacity, the decrease in tourism quality has 

especially been related to the emergence of increased numbers of shopping trips of 

mainland tour groups caused by the harsh competition of travel agencies as described 

before. For the Tourism Bureau its aspects are manifold. One of the arising problems 

has been termed as the “Hong Kong experience” by Chang (2013), which describes 

the situation of mainland Chinese reduced satisfaction caused by shopping of 

defective goods and related disputes, leading to about 3 percent of the overall 

dissatisfied tourists. With the Chinese spending the most in retail, this is a very big 

problem for Taiwan’s reputation. Chang (2013) consequently calls for more customer 

protection policies like the “Tourist Shopping Assurance System” for improved 

warranty to counter this issue. For Taiwan itself, the problem with shopping lies in the 
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fact that only a few selected shops profit from the Chinese visitors expenditures due to 

the disadvantageous initial situation of difference in markets of Taiwan and China, 

which remains without any convertible solution for this fundamental issue. The 

increase in shopping trips has, according to Chang (2013), furthermore led to a tighter 

schedule for Chinese tour groups, with consequently not leaving much time for going 

elsewhere during the trip. The increased time pressure has further also brought about 

longer working hours and faster driving of the bus drivers, which in turn has led to the 

occurrence of fatal accidents on small mountainous roads, and thus, due to the rush 

has not only been reducing the quality, but also the reputation of Taiwan among 

mainland visitors. Chen (2013) shared this view and added that there are not enough 

experienced bus drivers in Taiwan, with finding qualified driving being a harder task 

to solve than the issue of capacity. 

Other than that, there have been a series of minor issues stemming from the influx and 

behavior of mainland tourists, which are also been perceived as detrimental to overall 

tourism in Taiwan. One has been the already criticized lack of etiquette of Chinese 

visitors, disturbing other fellow travelers through their loud and rough behavior like 

the smoking of cigarettes, public spitting and improper queuing (Chen, 2013). 

However, this aspect has already been addressed by China’s government itself, and is 

expected to show some improvement with the Chinese tourists becoming more and 

more accustomed to international norms of local customs and conventions. The 

problem of traffic and overcrowding on the other hand is not just a Chinese 

phenomenon, but rather due to its proportionally large scale. However, by 

encouraging tourism as a major industry this has to be accepted as one of its 

drawbacks in first place. Su (2013) hence also called for a wider selection of 

itineraries not only to be based around the hot spots, which would also benefit tourism 

quality for all. 
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5.2  Policy recommendations 

In regards to recommendations for tourism quality enhancement and attraction of 

more foreign visitors, it has to be understood that these go often hand in hand. 

The most important step in attracting more visitors from other countries is however 

the facilitation of visa matters. In the first place, according to Su (2013), there is no 

other way than the issuance of visa-free entries to many nationalities that yields a 

bigger effect on foreign visitors attraction. Especially with the growing markets of 

Southeast Asia this is very important. Whereas there is already some facilitation for a 

few countries, visa-free entry would be welcome to countries such as Thailand, 

Vietnam, the Philippines, Indonesia and also India, as to particularly attract their high-

income citizens to come to Taiwan. The issue with this is however, that Taiwan also 

imports a lot of labor force from, for example Indonesia, the Philippines and Vietnam, 

and therefore is bound to some kind of regulation in order to avoid an increase in 

illegal employment through a facilitation of visa requirements. Overall, however, 

some kind of more convenient access measures should be implemented to draw more 

visitors from these emerging markets. An example, according to Su (2013), is the 

issuance of a short visa for Indian citizens in possession of a return ticket over 

Taoyuan International Airport. Chen (2013) also particularly mentioned Sri Lanka and 

Nepal, which so far have only been able to obtain a business visa into Taiwan as 

potential recipients of such a visa. 

When it comes to the overall enhancement of Taiwan’s tourism environment and 

quality, the 3 experts have found a variety of ways for doing so. Especially in relation 

to the attraction of more FITs, according to Chen (2013) and Su (2013), Taiwan needs 

a more convenient transportation network to get them to the tourism destinations. 

Since most services are for the transportation needs of the local population, most bus 
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routes do not accommodate for scenic areas. The Tourism Bureau has thus further 

encouraged the provision of a public bus service for tourists to scenic spots to provide 

such service. According to Su (2013), an expansion of the guided Taiwan Tour Bus 

and also a shuttle bus providing regular service to the destinations are the most 

important measure of catering for more visitors and FITs in particular. 

Another aspect of enhancing the tourism environment is the tourist information sector. 

Despite the number of visitor centers and other channels has been increasing in recent 

years, Su (2013) and Chen (2013) especially see a need for action in a better density 

of visitor centers throughout all of Taiwan. Whereas the cities are generally well 

covered, on the countryside they would like to see more information centers to be 

built at train stations, national parks and other related places, in order to provide their 

services to the increasing amount of individual travelers to the country. 

The last area for improvement is more of a collective of all other tourism enhancing 

measures for a more international friendly environment, but on which the government 

not necessarily has any direct influence, and consequently can only provide 

encouragement. As such, especially more bilingual services for the non-Chinese 

speaking visitors like the provision of English translations of restaurant menus and 

night market foods, longer opening hours and the catering of halal food for Muslim 

tourists from Malaysia and other countries would be very much encouraged in order 

to increase the overall tourism environment’s quality, and could also prove beneficial 

to the further attraction of foreign visitors (Su, 2013; Chen, 2013). 
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5.3  Additional findings 

Especially Su (2013) has, from an academic perspective, expressed the political 

aspect of having China as Taiwan’s main market in terms of tourism. Currently, with 

president Ma Ying-jeou and the KMT in power, a continuation of a further positive 

increase in terms of Chinese tourists can be anticipated. The question is, however, 

what might happen when the party in power is due to change in 2016, with the DPP 

becoming the governing party, or if deteriorating relations between the two states 

were to arise. The dependency on Chinese tourism could thus represent a potential 

threat to the tourism industry and its investors in Taiwan, similar to 2009 when there 

was a significant drop in Chinese tourists due to the DPP’s invitation of the Dalai 

Lama and his actual visit to Taiwan (Chinese tourists visit Taiwan in record numbers 

of the lunar new year, 2010). 

Chen (2013) further on remarked, that since Xi Jinping’s coming to power as China’s 

new president, there were much less Chinese government tourists coming to Taiwan 

due to his austerity policy in that aspect. 

 

5.4  Chapter summary 

The interviews of the 3 experts have validated a lot of findings from the previous two 

chapters. They have shown, that Taiwan overall has been benefitting in a positive way 

from Chinese tourists not only by spending, but also through investment and the 

construction of infrastructure, which in turn also benefits and attracts other foreign 

visitors. Specifically medical tourism, transportation and retail have been the main 

direct beneficiaries, with only a relatively small group of businesses benefitting in 

most of the industries, however. Yet, there are also some drawbacks from the great 

influx of mainland visitors, namely the two prominent issues of capacity and decrease 

in tourism quality caused by the disproportionate increase in numbers of shopping 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

 100 

trips of Chinese tour groups. This has not only led to the occurrence of reduced 

Chinese consumer satisfaction, but also to several fatal bus accidents in the wake of 

increased time pressure in combination with other factors. The lack of etiquette of 

Chinese visitors is thereby a rather small issue and is perceived to be improving over 

time. In regards of only a few businesses to benefit from Chinese tourism, overall, the 

increase of Chinese FITs has been considered to have a broader positive effect on 

Taiwan’s economy. Moreover, the crowding out of tourists from other nationalities as 

proposed earlier could not be confirmed. Accordingly, the drawing of other 

international tourists through local and international investment as well as the 

construction of infrastructure could also be seen as a crowding-in. While at this stage 

it is too early to draw any premature conclusions on the proportions of crowding-in or 

possible crowding-out, this should be researched with primary data. The only study 

that estimated the crowding-out effect of Chinese visitors in Taiwan by Su, Lin, and 

Liu (2012) was based on using Japan as a proxy for the effect on Taiwan’s 

international visitors. Estimating the overall effect of Chinese tourism in terms of 

visitors should thus be subject to future studies on data of the respective government. 

In terms of attracting more foreign visitors, the issuance of enhanced visa facilitation, 

or better visa-free entries for the upcoming tourist markets should be the primary 

approach. However, due to labor force relations this realization is facing some 

difficulties for some countries. For the improvement of Taiwan's tourism quality and 

environment on the other hand, the representatives particularly pointed out the 

establishment of more convenient transportation for individual travelers and a better 

allocation of tourism information centers throughout Taiwan. Other enhancing 

measures would rely on the industries. 
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6  Results and discussion 

This chapter reproduces and discusses the major findings of the study in response to 

the research questions and the findings from chapter 3, 4 and 5. With the current 

situation of Taiwan’s tourism and industries already described as part of chapter 3, I 

will hereby first discuss the findings of the effects and implications of the Chinese 

visitors on the economy and the tourism industries, and whether they will increase the 

quality of infrastructure and tourism industry. Secondly, with respect to the previous 

findings I will seek to obtain a few recommendations on how Taiwan can attract more 

foreign tourists and to create a better tourism environment of higher quality. In some 

parts, I will moreover refer to the opinions of the three experts from academia, 

industry and government, Professor Su Cheng-tyan from Department of Leisure and 

Recreation Management of Chung Hua University, Allen Chen from Lion Travel and 

Chang Shih-lin from the Hotel, Travel and Training Division of the Taiwan Tourism 

Bureau. 

 

6.1  Main findings on effects of Chinese visitors on Taiwan 

Beginning with the extent in overall numbers, thanks to a total of 5.73 million 

Chinese visitors over 5 years, arrivals to Taiwan have been growing at an increased 

rate of 9.43 percent on average per year since 2008. In terms of the financial and 

economic contribution, due to the sparse amount of information, the overall extent is 

rather difficult to verify. However, from the few data available we can assume that 

Chinese visitors to Taiwan overall have had a positive effect on the overall economy. 

According to the most recent data, the Tourism Bureau had stated that the overall 

expenditure of Chinese visitors from July 2008 to December 2011 had generated 

about US$62,300 million in tourism receipts with an additional of US$7,617 million 
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as total spillovers, and created 99,778 new jobs. In terms of tourism revenue by 

Chinese visitors, for the whole 5 years from 2008 to 2013 the Taiwan Tourism Bureau 

has specified the total amount with US$978.59 million.  

For 2010, the Director-General of Budget, Accounting and Statistic had indicated that 

Chinese visitors have contributed for 0.28 percent of Taiwan’s economic growth, a 

number, which by the further increase of mainland tourists can be expected to have 

risen even more by now. In contrast, one study had found that, as a negative effect, 

Chinese tourists would actually crowd out tourists from other nationalities like the US 

and Japan in 2009 and 2010. Su (2013) however attributed the reduction of the US 

and Japanese tourists to Taiwan at that time being due to the global recession. For the 

economy as whole, one can however assume an overall positive effect of Chinese 

tourism to Taiwan. 

In terms of tourism industries, the circumstances are a bit more complex. Whereas 

one can assume that the agriculture and CCIs have rather been marginally affected, 

the effects of Chinese visitors as the major market of the newly emerging niche of 

medical tourism can be stated as exclusively positive. For the classic tourism 

industries of transportation, accommodation, food service, attractions, retail and the 

intermediary industry of travel services, the implications are not so clear however. 

While in regards of the consumer behavior analysis and related spending the Chinese 

tourists have been benefiting all of them economically to some extent,32  other 

implications have been rather selective in nature. With only the transportation 

industry appearing as a beneficiary on the whole, for the remaining industries there 

have only been a few businesses within each that would profit positively from 

Chinese tourism. While in the accommodation sector, due to the preference of the 

Chinese for cheaper lodging, it has been the segment of two and three-star hotels to 

                                                
32 With the exception of the travel services, which were not part of the analysis. 
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benefit the most from the beginning, and reinforced by the construction of expectedly 

cheaper facilities further outside scenic spots standard tourist hotels are gaining in 

shares of Chinese visitors, due to the difference in market structure between China 

and Taiwan and the resulting cutthroat price competition among travel agencies for 

Chinese tour groups, the selection based on commission has also led in the remaining 

industries to the circumstance of only a few businesses to benefit from Chinese 

tourism. Positively affected where thus not only the popular tourist attractions, which 

had previously been promoted by the government, but also a selected few, primarily 

larger, businesses in the food service and retail industry that have been offering 

commissions to the travel agencies, from which the majority of smaller businesses 

have been excluded. But also among the travel agencies themselves there has only 

been a small fraction, which have been allowed to cater for Chinese tour groups, with 

even a smaller part doing most of the business. The most extreme example, however, 

probably stems from the retail industry as the major beneficiary in terms of Chinese 

expenditures in regards to the consumer behavior analysis, where the most selling 

venues are not only reduced to a handful of businesses, but also a great share of them 

being in the hands of Hong Kong investors. In that manner, a great deal of the tourism 

generated income will thus not only flow abroad, but also will it not be available to 

contribute as indirect effects to Taiwan’s economy. Overall, in terms of the different 

tourism industries, from an economic point of view one could state that Chinese 

tourism has through tourist expenditure and the attraction of investment and 

infrastructure has a rather positive effect, however it is only a small group of 

businesses that actually benefit from the major part. When looking at non-economic 

implications on the other hand, we have seen that Chinese tourism in Taiwan has led 

to several negative impacts on the industries. With the issue of capacity in 

accommodation getting better, the major problem has been the negative effect on 
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tourism quality related to shopping. Not only do additional shopping trips for Chinese 

tour groups lead to a decrease in consumer satisfaction and disputes over defective 

goods per se, the related emergence of time pressure further exacerbates the travel 

quality and leads, inter alia, also to the occurrence of fatal bus accidents in relation to 

speeding and the lack of experienced drivers, severely damaging the reputation of 

Taiwan’s tourism among the Chinese in the process. Other negative impacts like 

overcrowding and the lack of etiquette of Chinese tourists on the other hand are to be 

considered rather harmless. 

As in terms of infrastructure, the increase in Chinese visitors has led to the attraction 

of both public and foreign investments in the transportation and hotel industry, as the 

expansion of the Taoyuan International Airport, the growing fleet of China Airlines, 

and the establishment of foreign hotel chains and other construction of new hotels 

have shown. Thereby, this has led to an increase in quality in infrastructure and also 

the tourism industry as a whole for all tourists. Through this enhancement of the 

infrastructure and tourism industries, the increase of Chinese tourists has indirectly 

also been drawing further foreign visitors to Taiwan. 

 

6.2  Discussion and policy recommendations 

For the attraction of more foreign visitors to Taiwan, there have been plenty of 

suggestions. The first and most effective measure in doing so is, however, the 

expansion of visa-free entries to further countries. Especially for the emerging 

markets from Southeast Asia, which already enjoy a facilitated visa access, to enable 

them to travel to Taiwan visa-free would be the next logical step. However, due to the 

import of labor force from many of these countries, in order to avoid an increase in 

illegal employment, some kind of compromise would be needed, or at least some 

facilitation of the application procedure for high-income citizens from these countries. 
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For the improvement of Taiwan’s tourism quality and environment, one can 

distinguish between two kinds of recommendations: One for the Chinese and one for 

all the other foreign tourists. Beginning with the latter, Su (2013), Chen (2013) and 

Chang (2013) have identified 3 major aspects, all mainly geared towards increasing 

the environment’s quality for individual tourists to Taiwan. The first foresees the 

enhancement of Taiwan’s transportation network by further encouraging the projects 

of the “Taiwan Tour Bus” and the “Taiwan Tourist Shuttle Travel Service (Attractions 

Link)”. The second is the provision of a more dense distribution of tourism visitor 

centers throughout the island and the countryside in particular, in order to assist the 

increasing numbers of individual travelers. The third is a batch of suggestions bound 

for the industries themselves, in my opinion however rather a fine tuning for the 

tourism environment. 

To enhance the quality for the Chinese visitors, the suggestions take a rather problem 

solving approach. With the main issues of tourism quality and shopping of Chinese 

tourists, there have already been various attempts to change the current situation for 

the better. The Tourism Bureau has been trying to ensure the quality of low-cost tour 

groups by adapting a whole set of regulations, such as the daily minimum limit for 

cost per person per day at first US$80 and later US$60 to maintain some degree of 

quality. Later, further regulations have been ensued as mentioned in relation with 

questionnaires in an attempt to ensure that the tour groups would not exceed their 

daily travel limits, eat at better restaurants among similar measures. With these 

regulations being very difficult to enforce in reality however, to me, this rather seems 

like combating the symptoms, rather than the underlying problem. The main problem 

namely stems from the difference in markets of the two countries, and as long as 

China can control its outgoing tourist numbers to Taiwan, it seems impossible to curb 

this negative spiral of cutthroat price competition, increased shopping trips and 
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diminished tourism quality and bus accidents. But whereas this structural problem at 

the base is being unable to be solved, Taiwan can however attempt to tackle the 

problem as deep as possible. With the FITs on average being said of greater benefit to 

the overall economy and tourism industries, and also associated with higher spending 

in general, Taiwan should attempt to focus more on this group of visitors and try not 

to increase the daily limits of group tourists any further. By doing this, the FITs do not 

only spend more on average while traveling, but they also refrain from further 

exacerbating the overall situation of shopping, overcrowding and capacity problems, 

and related bus accidents, while benefitting more and smaller businesses in the 

process. In another approach, aside from promoting other smaller attractions, the 

government could also increase the number of “days off” from the travel groups for 

Chinese group tourists, which is currently limited at 2 days, in order to allow them to 

travel and also shop more freely. Despite not as efficient, since most of the journey is 

still spent in the group, this approach would nonetheless help alleviate the situation to 

some degree, aside from seemingly easier implementation. In this regard, the 

combination of both these policies would represent the best option. 
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7  Conclusion 

In conclusion, this thesis’ contribution to the field has been a comprehensive analysis 

of Chinese visitors’ influence on Taiwan’s tourism industries as a whole, by looking at 

a broad array of different sources, the Chinese consumer behavior in terms of 

spending and also the viewpoints of experts from the three fields of academia, 

industry and the government, providing a detailed overview of Chinese implications, 

which can be used as a starting point for related research on that matter. 

We have seen that, thanks to the increasing numbers of tourists from the mainland, 

Taiwan has been moving closer to its goal of becoming an “island of tourism” in the 

wake of its 21st century strategy with tourism as a major driving factor, with the 

DTAP from 2000 to 2008 and the ongoing “Project Vanguard for Excellence in 

Tourism” since 2009 as the government’s major policies to increase quantity and 

quality of Taiwan’s tourism. The trend of outbound Chinese tourism has been 

increasing over the recent years, and Chinese tourists have become the major spenders 

in terms of tourism expenditure in the world. 

Since the opening up to Chinese tourism in 2008, mainland visitors have become the 

major source to Taiwan’s tourism sector in record time, and have overall been 

positively affecting its economy and also the different tourism industries. Whereas the 

implications for transportation and medical tourism have been overall very positive, 

and the effects of the indirectly affected CCIs and agriculture were marginally 

positive, for some industries, however, the implications differ significantly, which is 

particularly due to the tour group phenomenon, leading to Chinese tourists mainly 

benefitting only a small selection of a few businesses the most, and generally leaving 

out smaller businesses due to the arrangement and selection of the businesses on the 

tour by travel agencies. In the accommodation sector it has been the two and three-

star hotels that have benefitted the most, together with the popular major attractions, 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 

 108 

such as the National Palace Museum, Alishan, Taroko and Yeliou, despite also leading 

to overcrowding and other space issues. With less popular attractions craving for more 

tourism, a similar imbalance can also be seen in the food service, retail and the travel 

agencies, where only a few businesses are actually making profit out of Chinese 

visitors. 

Through the big surge, Chinese visitors have overall also led to the attraction of 

investment in Taiwan’s infrastructure, which has been enhancing the overall tourism 

quality in Taiwan and also its competitiveness, and been drawing further visitors to 

the island, thus indirectly benefitting all industries in Taiwan. Due to the market 

differences of China and Taiwan, however, there have also been a series of negative 

implications with Chinese visitors to Taiwan, with the decrease in tourism quality and 

reduced capacity being the major issues. In that matter, the increase of Chinese 

visitors could according to some authors be crowding out tourists from other countries 

to Taiwan, however, with the additional attraction of tourists through Chinese induced 

investments in infrastructure and the opinions of experts from the field this is not 

necessarily the case, and could even cause some form of crowding-in. Yet, this shall 

be subject to future research as the opening of Chinese tourism to Taiwan is still a 

rather new phenomenon. The capacity issue of accommodations facilities in scenic 

spot areas, especially in the two and three-star hotel segment, is, according to the 

experts, only secondary to the issue of decreased tourism quality. As hotels nowadays 

can be much easier and quicker built than years ago, the remaining issue rather stays 

with the settlement of such facilities further outside those areas, which might be 

perceived as a further decrease in tourism quality. At the same time, this fact may also 

be jointly responsible for the reduced spending on accommodation due to lower cost 

in these locations. The major problem is thus the reduced quality in tourism, which is 

especially due to the increase of trips to commission based shopping venues in the 
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wake of cutthroat competition among the travel agencies, of which only a few benefit 

the most, and a great share are also being Hong Kong invested. In consequence, this 

has not only led to increased disputes over defective goods and reduced customer 

satisfaction, but due to the tighter schedule and time pressure has also brought about 

many fatal bus accidents with several Chinese fatalities since the opening up. In order 

to counteract the occurrence of such accidents, the recruitment of experienced bus 

drivers would be necessary, which due to the lack of such seems thus to be a more 

difficult issue to resolve. The lack of etiquette on the other hand is less aggravating 

and should due to the increase of travel experience among Chinese render them more 

sensitive for international customs in the near future.  

The consumer behavior analysis of secondary data on tourists to Taiwan on the other 

hand, has further supported the disproportionate increase of spending of Chinese 

visitors on retail, and jewelry, jade and other special products in particular, of which 

we have seen that only few businesses benefit after all. Whereas for the other 

industries the Chinese expenditure shares remained more or less stable from 2008 to 

2011, the accommodation sector has shown a decrease over the years, which might be 

attributable to the construction of hotels outside the scenic areas due to capacity 

reasons, and which lodgings are expected to be of a cheaper price. This furthermore 

matches with what has been found on the decreasing share of Chinese residing in 

international tourist hotels in favor of standard tourist hotels. Experiences from other 

countries have shown a similar propensity for shopping among Chinese visitors and it 

has been found, that refraining from the commission based shopping format could not 

only be favorable for customer satisfaction, but also in terms that this benefits more 

businesses in the destination. Yet, a more accurate analysis of visitor spending by 

nationalities, also with the use of primary data would be desirable and could be 

subject for future research on that matter. 
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When it comes to policy recommendations, according to the expert interviews, in 

order to attract more foreign visitors, Taiwan should primarily resort to its 

continuation of liberalization while granting more countries from emerging tourism 

markets visa-free entry to Taiwan. For the overall enhancement of Taiwan’s tourism 

environment, Taiwan should further seek to expand its transportation network with the 

government projects of the Taiwan Tour and Shuttle Busses for individual travelers, 

and also by establishing more and better distributed tourist information centers 

throughout the island. Other recommendations for the quality enhancement are rather 

upon the responsibility of the industries. 

Overall it has been found, that an increase in Chinese FITs would not only be 

beneficial to more businesses in Taiwan’s tourism industries, but could also help to 

alleviate the current issues with Chinese tourists to Taiwan to some extent. 

Alternatively, an increase in more “days off” for Chinese group tourists would be 

supportive as well, and in my opinion, a combination of these two approaches seems 

in fact to be the best option to not only deal with the current issues, but also to 

increase tourism quality. In conclusion, when increasing the daily limits of Chinese 

visitors to Taiwan in the future, a proportionally higher increase of FITs over group 

tourists would thus be preferable. 
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