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Abstract

Only afew of traditional temples have subsidiary libraries to deal
with cultural philanthropies. Hsing Tien Kong library was established
a the most prosperous area of Tape city in Tawan. This Library
owns about 3000 acres for its building and keeps steps with the
first-class book-stores, which is as well-equipped as any other national
ones. It is so rare and to be the dlite.

For giving my best respectsto thislibrary, | am heavily interested
in the operation of the organization and performances of the library.
Therefore, my study is a manageria research of traditional temple on
conducting cultural philanthropy —A case study of Hsing Tien Kong

Library.

The result comes from qualitative research such as: fidd-study,
in-depth interviews and questionnaire, etc. By means of case study and
data anaysis, the author wants to investigate what is the key to a
successful administration and management of the library. We hope that
results of the study will help to improve the quality of the
administration and management of non-profit cultural philanthropy.

The conclusion of the study is the following:

1. Buddhism emphasizes on the promotion of the cultural education;
Taoism focuses on the enormous temple activities.

2. The attention to the promotion of cultural philanthropy pad by
Hsing Tien Kong Library will be beneficid to the eevation of
socia image for Hsaing Tien Kong temple.

3. According to the analysis of SWOT theory, Hsang Tien Kong library,
which is on the background of traditiona temple, will be more
competitive on Library-operation.

4. Hsing Tien Kong Library has already become an excellent N.O.P.

Keywords: traditional temples nonprofit organization

cultural philanthropy.
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