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ABSTRACT

During the last decade, BOT (Build-Operate-Transfer) model was intensively promoted by the public sectors in Taiwan area with

the improvement of financing-reducing problem and low operation efficiency problem. The successes of tendering for BOT projects

were only almost 50% and much lower than traditional public projects. The main purpose of this study is to explore the important

factors of tendering a BOT project successfully. Qualitative research methods, including literature review, in-depth interview and

content analysis were utilized. Tendering documents contained RFP (request for proposal) and drafts of contracts were collected and

analyzed. Experts from public sector, academic unit, financial unit and investor were met and interviewed with a semi-structured

questionnaire as well. The findings of this study show that socioeconomic conditions have influence on the investment intentions of

private sectors. The important factors for successful tendering of BOT projects were concluded, including completed preplanning

reports, well-defined and comprehensive RPF, sharing and transparent tendering information for all tenders, effective marketing

strategy, and the fair Selection Committee. The public-privaie-people partnership conducts success of the entire life cycle of a BOT

project, and the public sectors should provide financially premium, upraise the inducement and assistance to promote the public

construction and operation. �
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