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The Application of Experiential Marketing on Cultural and 

Creative Industries: A Case Study of Ten Drum Cultural 

Village 

Tsai-Neng Ho , Han-Pin Chuang , Chun-Ning Chen  

Abstract 

The main purpose of the study is to investigate the relevance of "Ten Drum 
Cultural Village" (TDCV) on the experiential marketing, experiential value, customer 
satisfaction and customer loyalty. The study involved the customers of TDCV in 
Tainan, Taiwan and used random sampling and questionnaire survey with 5-point 
Likert-type scale was used in this study. Questionnaire survey method was used for 
data collection and 172 valid questionnaires were returned based on 200 ones issued. 
Overall valid response rate is 86%. The data were analyzed by SPSS 18.0 for 
descriptive analysis and t-test, factor analysis, regression analysis and ANOVA for 
inferential statistics. The results showed that there is a positive and significant impact 
among experiential marketing and experiential value, experiential marketing and 
customer satisfaction, experiential marketing and customer loyalty, experiential value 
and customer satisfaction, experiential value and customer loyalty customer 
satisfaction and customer loyalty, respectively. In addition, experiential value and 
customer satisfaction are the mediators of the impact relationship between 
experiential marketing and customer loyalty. 
 
Keywords: experiential marketing, experiential value, customer satisfaction, customer 

loyalty, cultural and creative industry, Ten Drum Cultural Village 
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