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ABSTRACT 

Shia-Ying District is a traditional rural community. The majority of local residents 

farm for a living. Accompanying the global village concept and global economic 

transition are the gradual decline in local traditional industries and agriculture and 

out-migration of young and mid-aged population. Low-priced foreign agricultural 

products that continue to enter the local markets also constitutes heavy competitive 

pressure. With the assistance of the Council of Agriculture, Executive Yuan., Shia-Ying 

Farmers' Association, local production and marketing groups, and farmers work together. 

In efforts to combine Shia-Ying's agricultural resources and local charm industries, they 

attract more tourists/visitors with Shia-Ying Culture Festival. Festival activities enable 

these visitors to experience special agricultural products blended into various thematic 

situations. This leads to the promotion of local industrial development, increase in job 

opportunities and enhancement of economic benefits.   

This study aims to explore the local charm industries transforming to tourism 

industries based on the burgeoning experience economy and experiential marketing 

viewpoints. The study examines the experience types, operation highlights and 

marketing strategies of these industries and propose relevant suggestions. In addition, 

the study selects the leisure agricultural area of Shia-Ying Sin Shin District as the 

research field. From the value co-creating perspective, it investigates the degree of 

satisfaction and behavioral intention of the visitors and the values created by the 

interactions among the relevant participants during the Shia-Ying Culture Festival. It 

also reintegrate the existing tourism industry resources of Shia-Ying Sin Shin District to 

co-create overall value. According to the in-depth interview results, excluding lunar new 

year holiday, special agricultural products sales promotion period, and school outdoor 

education during weekdays, the maximum number of visitors and total sales revenue of 

the year occur during the Shia-Ying Culture Festival. The positive benefits include 

reputation enhancement and stimulation of local commercial activities which attach 

greater importance to Shia-Ying's local agricultural products and historical relics. Local 

business operators of relevant recreation and leisure industries understand the ideals of 

co-creating and promoting industrial values. The smooth interactions between them are 

the keys to the sustainable development in experiential marketing of Shia-Ying's leisure 

agricultural area.  



V 

This study begins with Shia-Ying visitor information center and focuses on the 

visitors who attended Shia-Ying Culture Festival as the subjects for questionnaire 

survey. The festival was held on the weekend of October 13th and 14th, 2012. A total of 

200 surveys were distributed. By the convenience sampling method, the number of 

samples collected was 183, in which 169 were valid and 14 were invalid. The effective 

response rate achieved 92.3%. The survey also took into account the correlation of 

festival participants and those who visited other recreation and leisure farms within the 

leisure agricultural area during the same weekend.   

The study results hope to assist Shia-Ying Farmers' Association and local business 

operators in increasing their grasps of visitors' experience requirements and preferences 

and in improving their creative designs of experience activities based on local rural 

cultural industries. From the perspectives of local industries, cultural creativity, and 

experience activity implementation, the study findings also anticipate to show other 

rural communities in Taiwan as their references for industries transformation and 

tourism development and promotion in experiential marketing.  

Keywords: local charm industry, recreation experience, leisure agricultural area  
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4-3-1 Cronbach’s α 0.802 0.664

4-3-1 Cronbach’s α

Cronbach’s α

2-1-1~2-1-3 0.752

2-2-1~2-2-3 0.744

2-3-1~2-3-3 0.737

2-4-1~2-4-3 0.671

2-5-1~2-5-3 0.664

3-1-1~3-1-2 0.694

3-2-1~3-2-4 0.802

4-1-1~4-1-1 0.748

4-2-1~4-2-1

4-3-1~4-3-2 0.675

)
σ
σ

(1
1k

kα 2
X

2
i
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t

t

4-4-1 t

F    t

72 4.07 0.513 0.158 0.692 -1.132 167

97 4.15 0.462 -1.114 143.707

72 4.10 0.446 1.789 0.183 -1.473 167

97 4.21 0.496 -1.497 161.007

72 3.88 0.479 0.512 0.475 -1.073 167

97 3.96 0.483 -1.074 153.679

72 4.00 0.441 0.000 0.993 -0.396 167

97 4.03 0.450 -0.397 154.955

72 4.19 0.425 0.737 0.392 0.545 167

97 4.15 0.476 0.554 161.311

n 169

4-4-1 t

3.88

t
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4-4-2 t

F    t

72 3.90 0.510 0.631 0.428 -1.657 167

97 4.03 0.534 -1.668 156.826

72 3.91 0.401 1.433 0.233 0.060 167

97 3.90 0.481 0.062 164.665

72 4.19 0.620 0.041 0.841 -0.447 167

97 4.24 0.609 -0.446 151.556

72 4.11 0.571 0.003 0.954 0.651 167

97 4.05 0.602 0.656 157.306

72 4.01 0.556 0.654 0.420 -0.366 167

97 4.05 0.582 -0.368 156.727

n 169

4-4-2 t

3.90
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4-4-3 ANOVA

F

78 3.98 0.469 4.210 0.003*

36 4.15 0.488

19 4.19 0.405

17 4.31 0.399

19 4.39 0.524

78 4.05 0.498 2.632 0.036*

36 4.21 0.452

19 4.18 0.476

17 4.25 0.364

19 4.40 0.439

78 3.88 0.501 0.852 0.494

36 3.98 0.398

19 3.95 0.558

17 3.82 0.410

19 4.05 0.524

78 3.91 0.452 2.521 0.043*

36 4.09 0.344

19 4.02 0.527

17 4.14 0.374

19 4.19 0.488

78 4.10 0.511 1.164 0.329

36 4.19 0.385

19 4.16 0.476

17 4.24 0.307

19 4.33 0.401

n 169 * P 0.05

4-4-3
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4-4-4 ANOVA

F

42 4.01 0.528 1.526 0.220

29 4.13 0.449

98 4.16 0.472

42 4010 0.595 2.466 0.088

29 4.33 0.418

98 4.14 0.428

42 3.87 0.510 1.049 0.352

29 4.03 0.440

98 3.91 0.481

42 3.87 0.454 3.508 0.032*

29 4.14 0.351

98 4.04 0.455

42 4.14 0.505 0.814 0.445

29 4.26 0.402

98 4.15 0.447

n 169 * P 0.05

4-4-4
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4-4-5 ANOVA

F

11 3.70 0.458 4.188 0.007*

30 4.03 0.441

126 4.17 0.480

2 4.50 0.236

11 3.97 0.379 1.008 0.391

30 4.13 0.500

126 4.18 0.476

2 4.50 0.707

11 3.73 0.389 1.353 0.259

30 4.03 0.404

126 3.91 0.504

2 4.17 0.236

11 3.76 0.302 1.395 0.246

30 4.02 0.463

126 4.03 0.450

2 4.17 0.236

11 3.79 0.308 3.141 0.027*

30 4.14 0.426

126 4.21 0.461

2 4.00 0.000

n 169 * P 0.05

4-4-5
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4-4-6 ANOVA

F

19 12 3.75 0.452 1.485 0.197

20-29 16 3.91 0.455

30-39 48 4.00 0.636

40-49 43 3.91 0.570

50-59 32 4.00 0.381

60-69 18 4.22 0.352

19 12 3.81 0.585 0.753 0.585

20-29 16 4.08 0.373

30-39 48 3.91 0.483

40-49 43 3.84 0.433

50-59 32 3.92 0.469

60-69 18 3.92 0.284

n 169

4-4-6 19

4-4-7 ANOVA

F

42 3.80 0.507 3.925 0.022*

29 3.93 0.546

98 4.06 0.514

42 3.95 0.505 0.844 0.432

29 3.81 0.471

98 3.91 0.414

n 169 * P 0.05

4-4-7
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4-4-8 ANOVA

F

13 4.15 0.376 1.572 0.171

5 4.30 0.2774

52 4.01 0.500

47 3.93 0.651

44 3.85 0.452

8 4.19 0.458

13 3.87 0.282 0.767 0.575

5 3.85 0.548

52 3.96 0.447

47 3.93 0.502

44 3.81 0.438

8 4.03 0.312

n 169

4-4-8
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4-4-9 ANOVA

F

14 3.68 0.464 1.480 0.151

22 4.16 0.643

14 3.96 0.571

46 3.86 0.534

4 4.00 0.408

20 3.95 0.456

28 4.13 0.484

5 4.30 0.447

5 3.80 0.447

4 4.00 0.000

7 4.07 0.535

14 3.77 0.559 0.852 0.579

22 3.77 0.505

14 3.96 0.553

46 3.95 0.473

4 4.13 0.250

20 4.05 0.368

28 3.87 0.400

5 3.95 0.112

5 3.90 0.137

4 3.94 0.315

7 3.71 0.393

n 169

4-4-9

DIY
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4-4-10 ANOVA

F

42 4.02 0.604 3.000 0.049*

29 4.24 0.577

98 4.30 0.613

42 3.98 0.680 0.913 0.403

29 4.07 0.530

98 4.12 0.561

42 3.92 0.634 1.235 0.293

29 4.03 0.640

98 4.08 0.516

n 169 * P 0.05

4-4-10
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4-4-11 ANOVA

F

14 3.93 0.616 2.329 0.014*

22 4.59 0.590

14 3.93 0.616

46 4.17 0.608

4 4.25 0.500

20 4.00 0.649

28 4.43 0.573

5 4.40 0.548

5 4.20 0.447

4 4.29 0.000

7 4.22 0.488

14 3.71 0.726 0.711 0.714

22 4.18 0.664

14 4.14 0.663

46 4.09 0.590

4 4.00 0.000

20 4.15 0.587

28 4.07 0.604

5 4.20 0.447

5 4.20 0.447

4 4.00 0.000

7 4.00 0.000

14 3.64 0.691 1.213 0.287

22 4.18 0.665

14 3.96 0.634

46 4.10 0.523

4 3.88 0.250

20 4.78 0.545

28 4.05 0.583

5 4.00 0.500

5 3.80 0.570

4 4.00 0.000

7 3.86 0.244

n 169 * P 0.05
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4-4-11

4-4-12 ANOVA

F

18 4.06 0.639 0.457 0.767

20,000 20 4.25 0.716

20,001~39,999 70 4.21 0.587

40,000~59,999 46 4.28 0.621

60,000 15 4.20 0.561

18 3.83 0.618 1.150 0.335

20,000 20 4.00 0.649

20,001~39,999 70 4.10 0.542

40,000~59,999 46 4.13 0.653

60,000 15 4.20 0.414

18 3.86 0.637 1.434 0.225

20,000 20 3.83 0.654

20,001~39,999 70 4.07 0.506

40,000~59,999 46 4.10 0.593

60,000 15 4.13 0.550

n 169

4-4-12 2

4 -6
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4-4-13 ANOVA

F

11 3.91 0.302 2.131 0.098

30 4.07 0.640

126 4.28 0.615

2 4.50 0.707

11 3.82 0.405 1.301 0.276

30 4.17 0.592

126 4.07 0.596

2 4.50 0.707

11 4.05 0.270 2.756 0.044*

30 4.27 0.469

126 3.97 0.599

2 4.50 0.000

n 169 * P 0.05

4-4-13
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Y=a+b1X1+b2X2+…+bnXn+e Y X1 X2 …Xn

a b1 b2 …bn e

F-test F

Y Xn

F =MSR/MSE MSR= / MSE= / (n-2)

4-4-14

                  

0.843
     **
0.362 1.261

      ***
0.304

0.140 0.103 0.030 0.086

0.082 0.108 0.049 0.091

0.104 0.097 0.275
      ***

0.081

0.231
     *
0.119 0.055 0.100

0.211
     *
0.114 0.244

      **
0.096

F =15.152*** F =16.323***

n 169 * <0.1 ** <0.05 *** <0.01

4-4-14

0.231 0.211

0.275 0.244 DIY

F=15.152 F=16.323

0.01
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4-4-15

0.585 0.401 1.380
***

0.439 1.285
***

0.412

0.372
***

0.114 0.016 0.124 -0.099 0.117

0.233 0.120 0.103 0.131 0.245
      **

0.123

-1.110 0.108 0.164 0.118 0.304
***

0.110

-0.033 0.132 0.262
       *

0.144 0.207 0.135

0.407
***

0.126 0.121 0.138 0.027 0.129

F =19.925*** F =7.965*** F =10.722***

n 169 * <0.1 ** <0.05 *** <0.01

4-4-15

0.372 0.407

0.262

0.245 0.304

DIY

F=19.925 F=7.965 F=10.722 0.01
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4-4-16

2.041
***

0.391 1.598
***

0.374 1.128
***

0.341

0.523
***

0.099 0.307
***

0.095 0.286
***

0.086

0.026 0.117 0.322
**

0.112 0.453
***

0.102

F =22.473*** F =22.835*** F =36.782***

n 169 * <0.1 ** <0.05 *** <0.01

:

4-4-16

0.523

0.307

0.322 0.286 0.453

F=22.473 F=22.835 F=36.782

0.01
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4-5-1

1.
2.
3.
4.
5.
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1.
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3.
4.
5.

4-5-2

1.
2.
3.
4.
5.

1.
2.
3.
4.

1.
2.
3.
4.

1.
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