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【主題一】新冠疫情下生態旅遊的契機 

子題 1-1 因應新冠疫情下的生態旅遊發展趨勢 

 演講主題： 
Protecting Biodiversity – The Future of Tourism 

演講人： 
Mr. Srilal Miththapala 
CEO, Serendib Leisure Management, Sri Lanka 
Past President, Hotels Association of Sri Lanka 
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子題 1-2 疫後新常態生態旅遊產業的韌性和彈性  

 演講主題： 
Ecotourism: Providing Lessons for the Tourism 
Industry in these Post-pandemic Times 

演講人： 
Mr. Tony Charters AM.  
Former Deputy Chair, Global Ecotourism Network 
Founding Director, Ecotourism Australia 
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子題 1-3 後疫情時代的生態旅遊規劃與發展趨勢 

 演講主題： 
後疫情時代的森活旅遊規劃與發展趨勢 

演講人： 

林務局 林華慶局長 
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子題 1-2：疫後新常態生態旅遊產業的韌性和彈性 

Ecotourism: Providing Lessons for the Tourism Industry in 

these Post-pandemic Times 

Tony Charters AM, 

Principal Tony Charters and Associates, Vice-Chair Global Ecotourism Network. 

 

I would like to offer my opinion on ten key lessons that I believe the tourism industry 

will need to take on board as it moves past the climactic stage of COVID-19. I believe 

my comments represent a more pragmatic view than many that have been offered in 

recent times.  

 

Ten lessons for the tourism industry in these post-pandemic times  

1) Lesson 1 – the Pandemic is not yet post – we are still dealing with COVID and 

we are yet to see what new strains emerge or what new viruses appear in the 

coming years.  

The COVID story is still unfolding – as we can all remember this time last year, 

we were thinking 2021 would see the return of normality – how wrong were 

we?  

 

2) Lesson 2  - Uncertainty and additional business risk are here to stay – as we 

see major impacts on a wide range of businesses - airlines failing, massive staff 

stand-downs, downturns across tourism, events, restaurants, arts and many 

other sectors. Who is to say when the next more virulent strain of COVID 

develops? The full ramifications on business are yet to be felt – what will be the 

impact on insurance, future investment in large scale event infrastructure, 

future aviation fleets etc. Business risk for sectors negatively impacted by 

COVID has now been ramped up considerably and the full ramifications of this 

are yet to be fully understood. The cost of travel is likely to escalate for a 

considerably time as businesses seek to rebuild, and deal with the impacts of 

skills loss, reduction in fleet sizes, closure of premises and a globally patchy 

recovery.  
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3) Lesson 3 - The intersection of the Climate Change emergency and post 

pandemic response is creating significant challenges, and these two global 

issues have conflated to a large extent, driven partly by the build-up to COP26 

in Glasgow. It is likely that these two issues will continue to be discussed 

together as the tourism industry re-builds. Many have postulated that as a 

result of a new awareness of climate change, travellers will demand more 

sustainable practices from the industry. Aviation in particular draws much 

attention. Unfortunately I am very sceptical about the travelling publics real 

versus stated concern for the environment.  Globally just 1% of fliers offset 

their carbon emissions. Aviation accounts for some 2.4% of global carbon 

emissions. And yet carbon offsetting represents a tiny percentage of an airline 

ticket  – usually around 1-1.5%.  Some airlines such as QANTAS have been 

very pro-active in this space but even when offering attractive frequent flier 

point incentives to fliers, they have only been able to achieve some 10% take 

up.  On a more pessimistic note, for all the words of commitment and belief in 

sustainability the reality is the vast majority of tourists still buy on price and, on 

the whole are not prepared to pay more for sustainability. There are several 

possible responses to this reality 

a. Adopt practices that achieve sustainable outcomes without additional 

costs: 

i. Low technology approaches for developing countries – use 

labour nit machines  

ii. Buy local – food, building materials, supplies 

iii. Use local products – local stone, wood, fibre – not imported 

materials and products 

iv. Adopt low maintenance approaches to landscaping – use of 

endemic plants 

b. Focus on building the community’s commitment to sustainability as 

there is a direct co-relation between preparedness to pay for 

sustainability and understanding of the concept of sustainability  

c. Imposition of tax and charges that equate to a sustainability levy – 

however these disadvantage destinations who have to cover these taxes 

while competing with destinations that have no such taxes 
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4) Lesson 4 - Diversified supply chains are critical to tourism business survival - and 

this relates to the era of pandemics,  geo-political realities and economic 

realities.  

a. Avoid too much dependence on a single source of business. The old 

adage relating to share portfolio investment holds true for tourism – 

more than ever ie invest in a diversified portfolio or in other words 

‘Don’t place all you eggs in one basket’. For example, businesses that 

have been solely reliant on international markets have been decimated.  

b. Local (domestic) markets have proven to be life-savers for many in the 

tourism industry. They may provide less yield but they are accessible. In 

times when international markets are closed off travellers have no 

option but to seek out domestic experiences.  

As the world experiences more instability the importance of a diversified 

income stream is becoming critical to business success.  

 

5) Lesson 5 - Tourism businesses that have survived the impacts of the Pandemic, 

but have been badly impacted, will be looking at restoring revenue streams as 

quickly as possible to survive. Post pandemic they must focus on re-engaging 

skilled staff, train new staff, re-establish office premises, rebuild their fleets 

(think rental car companies, airlines, etc).  This is not an environment 

conducive to high levels of experimentation in business models, profit sharing, 

investment in communities, sustainability initiatives etc. While some companies 

will definitely see a business opportunity in pursuing positive consumer 

sentiments towards ecological sustainability, many more companies will be 

looking to purely shore up their financial sustainability. It is unrealistic to 

believe that COVID 19 has triggered some kind of total of reboot of the industry,  

and it is now going to dramatically change the way it does business.  

 

6) Lesson 6 - The massive downturn in the tourism industry as a result of COVD 19 

has helped governments, business and communities to gain a much better 

appreciation of the highs and lows of tourism. The highs being derived from the 

huge contributions tourism brings communities through direct and indirect 

employment; its contribution to well-being (as communities that have been 

through months of lockdown can attest); its role in bringing greater 
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understanding across cultures and many other benefits. The lows of tourism 

have been revealed in areas where the overtourism was rife and in this period 

of downturn communities have been able to re-discover the values of their 

environs – minus the crowds (and the impacts that brings). Research out of the 

World Travel and Tourism Council shows that tourism and travel accounted for 

10.45 % of global GDP in 2019. By 2020 this had declined to 5.5% - almost half. 

Some 62 million jobs were lost – representing 18.5% of the total tourism 

workforce. This figure would have been much greater had it not been for 

government retention schemes, reduced hours and voluntary standdown or 

retirements. Domestic visitor spending decreased by 45%, while international 

visitor spending declined by an unprecedented 69.4%. 

Overtourism may take some unusual twists and turns in the foreseeable future 

as some destinations open up ahead of others, creating new desirability as 

accessible destinations.  

 

7) Lesson 7 - Never forget that tourists across the globe rate health and safety as 

the number one travel concern, and nothing will change that, and COVID has 

reinforced this concern. So just as we saw travellers seeking out more remote 

areas within their own country, state or province throughout 2020 and 2021 

through a combination of closed borders and concerns related to close 

interaction with other people, so we will see this trend continue into the 

foreseeable future. Some travellers will be more cavalier, however there will be 

a considerable proportion of travellers who will be very conservative in their 

travel habits (at least for the foreseeable future). They will seek out areas close 

to home (domestic travel), avoid concentrations of large groups (including 

travel groups) and modes associated with COVID spread (eg large cruise ships), 

and avoid countries with remaining high levels of COVID transmission.  

 

8) Lesson 8 - Related to 7 above, travellers are now much more likely to undertake 

additional research on a destination and its tourism services prior to travelling: 

 

a. What hygiene measures does an airline take to protect passenger 

health? 

b. What is the state of COVID testing at the destination? 



新視野-2021 臺灣生態旅遊國際研討會 

1-25 
 

c. Does the destination has high levels of community transmission of 

COVID? 

d. What health and hospital services are available at the destination and 

their capacity, reputation and cost 

e.  What are the hygiene practices of accommodation houses and tour 

operations being booked?  

f. What are the border controls and quarantines applying to each country 

being entered? 

In reality a percentage of travellers will decide it is too risky to travel abroad, 

thus reinforcing demand for domestic travel.  

 

9) Lesson 9 - Ecotourism is well placed to capitalise on travellers’ concerns about 

mass tourism sites, large tourism groups and health and hygiene standards. 

Various research studies by TripAdvisor, OECD and many others talk of 

travellers having a much greater interest and commitment to sustainability and 

a desire to return to nature.  This trend has certainly been evident in the 

growth of pursuits such as bushwalking and camping. What is not so clear is 

whether this trend will continue once interstate and international borders re-

open and transport options, particularly aviation routes re-open.  The modus 

operandi of ecotourism most frequently involves smaller groups, more remote 

locations and a focus on quality. Additionally, greater consumer sentiment 

towards sustainability (largely a product of concern for climate change) is also 

driving demand for ecotourism, community-based tourism, and movements 

such as slow food and wellness tourism.  However, all of the lessons above still 

apply to ecotourism enterprises.   

 

10) Lesson 10 – Technology, control and restrictions is here to stay. COVID 19 has 

resulted in significant new regulations over the movement of citizens, within 

their own provinces (even neighbourhoods), states or nations. The advent of 

vaccine passports – linked to traditional passports, centralised vaccination 

health records, quarantine rules and many other controls are likely to be, at 

least to some extent, a permanent feature of travel.  The community’s use and 

competency in using technology has expanded dramatically in the past 18 

months. Use of QR codes is almost universal now. It is very likely that we will 
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see new forms of certification or amended versions of existing certification 

applying to all aspects of tourism – transport, tours, attractions, 

accommodation and events. Certification programs will focus much more on 

health, hygiene, social distancing and pandemic response.   
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子題 1-3：後疫情時代的生態旅遊規劃與發展趨勢 

 

後疫情時代的森活旅遊規劃與發展趨勢 

The Planning and Developing of the Ecotourism in the Post-pandemic 

 

林華慶局長 

行政院農業委員會林務局 

摘要 

因 COVID-19 疫情影響，各國紛紛於 2020 年 2 至 3 月間開始實行邊境管

制，跨國旅遊遭受嚴重衝擊，至本土旅遊隨著國內疫情逐漸受到控制，已大幅

復甦，疫情對跨國旅遊的限制，讓我們重新發現腳踏臺灣土地的美好，2020 年

在疫情影響國內觀光據點遊客人數減少情況下，林務局國家森林遊樂區 2020 年

較 2019 年 403 萬人增加 38 萬人，創近 5年新高，因此如何藉此機會創造兼具

深度的旅遊體驗，成為後疫情時代旅遊發展的重要議題，對森活旅遊而言，是

危機也是轉機。 

為因應後疫情時代的旅遊發展，在重新迎回國際觀光客前，林務局即就國

家森林遊樂區從硬體設施改善及服務品質提升等面向進行整備，建構環境資源

之永續利用，及以開放的心態與視野，擴大與部落山村之鏈結及資源之串聯，

提升森活旅遊之整體發展，期讓國家森林遊樂區成為民眾參與山林活動、生態

旅遊時最佳的選擇場域，並落實生態旅遊之精神。 
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一、前言 

聯合國世界旅遊組織 2020 年 1 月發行的《世界旅遊業晴雨表》(UNWTO 

World Tourism Barometer January 2020)指出，全球旅遊産業在 2019 年是

連續第十年的成長，遊客量比 2018 年增加 4%，全球有 15 億國際觀光客，並

預估 2020 年會有類似的增長。然而突如其來的新冠病毒肆虐，讓旅遊業、

航空客運業首受其害，交通部觀光局統計，2020 年 1 月因觀光、商、求學等

各種不同原因，從全球各地入境台灣的旅客有 81 萬人次;惟隨著新冠疫情的

爆發，入境人次大幅衰退，减少九成以上。 

有關新冠疫情對觀光旅遊產業「跨國旅遊」及「本土旅遊」兩個市場的

影響，跨國旅遊市場伴隨新冠肺炎的盛行，各國紛纷於 2020 年 2 至 3 月間

開始實行邊境管制，因跨國人流移動被迫停止,因此跨國旅遊業務遭受嚴重

衝擊而停擺。至本土旅遊市場在疫情爆發時，國內大部分民眾選擇避免出入

群聚場所，因此對旅遊景點與相關業者造成顯著的衝擊，隨著國內疫情逐漸

受到控制，本土旅遊已經呈現大幅之復甦。疫情對跨國旅遊的限制，讓我們

重新發現腳踏臺灣土地的美好，2020 年在新冠疫情影響國內觀光據點遊客人

數減少情況下，林務局國家森林遊樂區 2020 年較 2019 年 403 萬人增加 38

萬人，創近 5年新高。因此如何藉此機會創造兼具深度的旅遊體驗，成為後

疫情時代旅遊發展的重要議題，對森活旅遊而言，是危機也是轉機。 

二、森活旅遊之規劃 

臺灣因特殊的地理位置與海拔爬升，造就豐富的生物多樣性及特殊的生

態景觀，且具有多元的族群文化，該等為推動生態旅遊的重要元素，林務局

於全臺各地轄管 18 處國家森林遊樂區，蘊含豐富生態資源，地景景觀因海

拔分布與四季更迭呈現多樣風貌，兼具自然體驗與人文采風的環境特色，周

邊的山村部落更具獨特的在地文化與特產，提供國人前往從事旅遊、休憩、

運動、觀察、教育與研究等多樣性戶外活動的選擇。 

近二十年來，國家森林遊樂區配合林業政策調整，除積極維護既有的生

態環境及改善相關設施，更依各個園區的特性，選擇適當具有償性之住宿及

餐飲設施項目，引進民間資金、企業理念、親民態度及經營管理能力，藉以

彌補政府資金、人力及服務量能不足之處，提升森林遊樂區之遊憩品質，由

自營逐漸轉變為委託經營之經營措施，一方面持續維繫森林公益功能，另方

面解決遊憩功能所需之政府資金及人力不足等困境。 

為因應後疫情時代的旅遊發展，在重新迎回國際觀光客前，林務局即就

國家森林遊樂區從硬體設施改善及服務品質提升等面向進行整備，期建構環

境保護資源永續利用，及擴大與部落山村之鏈結及資源之串聯，提升森活旅
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遊之整體發展。謹就林務局對於育樂場域之整備例舉如下： 

(一)園區必要服務設施改善 

1.公廁 

維持公廁環境整潔及完善公廁便民設備，是園區遊憩品質的重要

指標，更左右遊客來園區遊玩時對園區的第一印象，林務局近年來透

過改善公廁軟體制度及硬體設備，同步提升公廁品質，進而提供遊客

更優質的遊憩體驗。 

(1)軟體面： 

透過服務品質提升輔導計畫，公廁內不再有各式各樣的張貼

告示，研擬統一之公廁檢查表，並落實清潔人員每日檢查及簽

名，要求園區內核心區的公廁，需每日清掃 2次以上，針對連

假期間及熱門時段(如櫻花季、雪季)等進行機動性加強清潔。

另針對清掃導致地面潮濕情形，特別要求以電扇加速地面乾燥

速度，以保持乾爽無積水。 

(2)硬體面： 

a.加裝溫水水龍頭：高山型的國家森林遊樂區(如太平山、合歡

山、大雪山及阿里山)因位處高海拔地區，冬季寒冷時用冰水

洗手會讓人覺得更冷，爰於核心區公廁增設加熱設施，提供遊

客溫水洗手。 

b.蹲式馬桶加裝扶手：為提供遊客更友善的環境，林務局於新

建或改建廁所時，於蹲式廁所加設扶手，使遊客如廁後有支撐

點可協助起身，免除如廁困擾。 

c.提供烘手機或擦手紙：為讓遊客洗完手後能夠保持手部及環境

的清潔，林務局於各公廁加設烘手機或擦手紙供遊客使用。 

d.座式廁間加裝淨下設施：為打造穆斯林友善旅遊環境，林務局

於新建或整修公廁時，於座式廁間加裝淨下設施。 

e.水龍頭替換為感應式或撥桿式：因應新冠肺炎疫情，除於公廁

洗手台提供洗手乳外，並將水龍頭替換為感應式或撥桿式，減

少遊客洗手時與水龍頭接觸機會，降低感染機率。 

   2.遊客中心 

為擴大國產材推廣面向，林務局自 107 年開始鼓勵林管處於遊

客中心使用國產材進行裝修及展示，除了符合現行林業政策，更讓

遊客來到國家森林遊樂區或平地森林園區時，看到耳目一新的服務

空間。 

東眼山國家森林遊樂區遊客中心展覽運用既有空間佈置 10 種
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國產木材的氣味聞香瓶(森氣)、木塊標本重量體驗 (森刻)，及森

遊鏈系列影片(森音)，透過五感體驗將國產材的好介紹給民眾認

識，並展示相關計畫研發文創商品「國產材沾水筆組」、「實習森三

寶禮盒」(內含森林袋、森活曆及森態圈)，透過民眾對於國產材商

品的興趣與喜愛，引導民眾進一步瞭解林業永續經營與森林資源生

生不息的重要性。 

大農大富平地森林園區遊客中心於 2020 年落成啟用，其建材

使用臺灣國產材，結合節能綠建築設計，採自然採光、雨水與汙水

淨化再利用等，符合「銀級綠建築」之環保與節能指標。外觀如縱

谷般的設計，融入周邊地景地貌，以賦有教育、保育及休憩觀光意

義的豐富林相，利用建築空間配置形塑出園林意象，營造不同屬性

的景觀區。 

墾丁國家森林遊樂區因應旅遊型態的改變，依據園區發展定位

特色及旅客需求，重新規劃既有的遊客中心，並在修繕的過程中將

國產材元素納入，目前是一處兼具遊客諮詢服務、互動式展示設

施、餐飲、商品販售、視聽閱覽及山林講座等服務功能的重要場

域，已於 110 年 3 月 31 日正式啟用，提供遊客更多元的服務選擇

與遊憩體驗。 

 3.解說及指示牌誌 

國家森林遊樂區擁有豐富的生態資源及林業文化，提供民眾

寓教於樂的良好場域。遊樂區因幅遠廣闊，雖有志工可以解說園

區的動植物，但大多數民眾仍採自導式方式於園區遊玩，而戶外

解說牌為最常被使用的解說工具。林務局自 106 年開始重新檢視

轄管森林育樂場域之解說及指示牌誌，重新檢視內容、設置地

點、樣式及清潔度，並擴大於所有國有林區域，為有效管理與整

合本局及所屬機關牌誌設置之必要性與妥適性，提供民眾正確資

訊，於 109 年訂定「林務局及所屬機關牌誌設置管理要點」。 

(二)結合林業文化及生態意象之入口意象 

臺灣的林業發展已從過去的伐採、育成林業轉型為生態林業及文

化林業，林務局為使各國家森林遊樂區入口意象具有整體感，且兼具

個別特色，自 106 年起盤點當地早期歷史、人文，以及與部落原住民

族相關等地方文化底蘊，尋求共同的建築語彙，且融入周邊景觀、在

地風格做整體性設計，並設計標準字體及排列方式，希望塑造煥然一

新的國家森林遊樂區門面，打造獨特的入口意象，目前已完成太平

山、滿月圓、內洞、大雪山、八仙山、奧萬大、知本、富源等國家森
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林遊樂區入口意象改善，其餘則配合園區的規劃陸續辦理中，希望能

讓遊客對各國家森林遊樂區有更深層的認識。  

(三)服務品質及態度 

提升公部門服務品質是各部會近年來積極關注的議題，由於公部門

的員工非服務或企業管理之領域出身，加上上班時間僵化，服務人員

態度及素質一直無法與民間經營者相比，使得公領域的遊憩場域常讓

遊客抱怨連連。面對顧客服務導向時代來臨，林務局為精進國家森林

遊樂區優質便民服務，塑造專業、親切、高效率的形象，自 2019 年起

導入神秘客稽核機制，透過稽核過程瞭解各服務接觸點的服務表現，

反映服務品質及服務禮儀之缺失或盲點，進而擬訂具體改善計畫與作

為，協助現場服務人員調整服務信念，並辦理多場次服務品質提昇訓

練，透過專業講師解說、學員互動討論與心得分享，使現場服務人員

暸解接待遊客應有的正確服務態度，對自我與遊客產生認同，從心改

變，進而提昇國家森林遊樂區服務品質。 

三、擴大資源串聯 

進入 21 世紀後，林務局森林育樂業務之發展，以國家森林遊樂區為基

礎，朝向森林生態旅遊軟、硬體之系統化網絡建置發展，包含建立全國步道

系統、推動生態旅遊遊程及策略聯盟、推展遊樂區周邊社區部落合作夥件關

係，更積極設置發展自然教育中心、林業文化園區等，近年來更以發展旅遊

軸帶為策略，積極改善森林育樂場域設施，提升其安全性及舒適性，並引進

美學概念，進而帶動在地經濟，與全民共享森林資源。 

另臺灣私有林約占林地總面積約 6.8%，為提高林農永續經營實質效益，

及擴充國人森林療癒場域選擇，林務局自 2019 年推出「林業永續多元輔導

方案」，以友善環境方式推動木竹材全材利用，發展森林療癒、林下經濟、非

木質產業等多元人工林產業，輔導私有林發展森林療癒為林業經營的新模式，

目前已輔導 3處私有林發展森林療癒，獲得參與民眾正面回應，呼應森林生

態系多元服務價值。 

林務局並積極開發深度生態主題活動及擴展生態旅遊策略聯盟，持續輔

導森林育樂場域周邊社區及原住民部落等山村，作為綠色經濟轉型的示範單

元，於永續發展之原則下，強化山村對其周邊自然環境依存共生之連結，促

進山村居民在地就業，讓社區力量融入地方經濟升級轉型的過程，落實自然

資源之外部效益內部化，提高自然資源地區居民之福祉。相關工作包含共同

盤點森林景觀、生態與在地文化及傳統知識緊密結合，創新服務內涵，輔導

部落成立生態旅遊推動發展協會與單一窗口，品牌建立與行銷宣傳等工作，
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積極推動部落自主經營生態旅遊。 

以奧萬大國家森林遊樂區生態旅遊為例，該園區生態豐富，有橿鳥、台

灣藍鵲等 120 種鳥類棲息其中，並有「楓的原鄉」美稱，擁有全台最大的天

然楓香純林。秋冬之際，園區的楓樹與其他變色葉植物紛紛變色，與遊客中

心週遭的落羽松、青楓等，每逢秋季必將園區點綴得萬紫千紅，是奧萬大最

熱鬧的季節。森林遊樂區周邊有親愛、萬豐、法治村 3 個村，萬大、親愛、

松林、曲冰及武界 5個山村，含賽德克族、布農族、泰雅族等 3個原住民族

群。南投林區管理處在 2016 年開始親愛村松林部落設置了原民市集，並以

部落舊稱「布蘭(Pulan)」為名，讓居民可以展示豐富多樣的原住民文化內涵，

並就近展售在地的農特產品，深獲好評。接著透過調查、盤點與整合部落綠

色產業資源，擴大行銷推廣，培訓與活化在地人力，以參與式辦理部落生態

旅遊規劃與活動，並將原民特色融入遊樂區的設施設計，以開放的心態與視

野，擴大資源的串聯。 

四、結語  

全球新冠肺炎疫情至今仍無法緩解，加上社會老齡化的趨勢，民眾對於

戶外休閒及接觸大自然的需求與日俱增，相對地對於場域的服務功能及品

質要求也提高。 

林務局轄管 18 個國家森林遊樂區總面積 35,458.53 公頃，111 年第 19

處拉拉山國家森林遊樂區亦將加入服務行列，森林遊樂區以森林永續發展

為目標，林務局期讓園區成為對外展示森林生態價值的窗口，因此除訂有

遊客人數承載量，相關設施亦儘量降低對環境之影響，並兼顧遊客優質體

驗及安全為目標。 

國家森林遊樂區分散全臺各地，林務局結合設計、行銷、景觀、建築、

美學及文化等領域的專家，在符合環境生態永續的原則下，將其理念導入

園區的管理，並主動與產業界學習企業經營及服務的經驗，期將國家森林

遊樂區成為民眾參與山林活動、生態旅遊時最佳的選擇場域，並落實生態

旅遊之精神。 

 


