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Abstract

The target of this research is to explore the existing superior, as well as
undeveloped potential aspects of Taipei City, and to feature the future core
competency of Taipei City, so as to build up the strategies of city development,
along with which to symbolize the Taipei City brand position. Going through
this research program, we hope to conclude a right way for Taipei City to
attract targeted global audiences to invest - travel and prosper the economic
environment here, and eventually, to promote Taipei City onto the worldwide

platform successfully.

Research targets :

1. Reposition the city brand for Taipei City and find out its marketing strategy.

2. Increase the exposure and identity of Taipei City.

3. Point out the way to integrate industry and tourism resources of Taipei
City.

4. Arouse positive recognition and feedback from worldwide fellows.

In order to achieve above targets, we have collected massive worldwide
data and research, hosted two expert forums and referred to the six--aspect
architecture of Anholt City Brands Index. There were 513 foreigners who
were either tourist, business traveler or long term residence, responded to
our questionnaire of “The impression of Taipei City brand”. To further
strengthen our view, we also interviewed with several experts, studied city
brands of other countries and analyzed several domestic art innovated
brands. As a whole, we have successfully figured out some valuable facts

and conclusions.



Important findings:

1.

Innovation input and culture oriented position have become the theme

and trend to promote any city brand on earth.

. Over all speaking, most of the foreigners don’t have strong impression

about Taipei city brand, nevertheless, western people do have more
impression than eastern people. Meanwhile, western people
comparatively agree that Taipei is different from other Chinese cities and
Is the most represented one among all of them. In voting “which sentence
can describe Taipei most appropriately?”, the number one answer is

“ Taipei is a friendly, enthusiastic and polite city.”, while the number two is
“ Asian cuisine paradise.”, and “A city integrating eastern culture, western
beauty and technology.” is on the third racking list.

In Taipei city, there are a lot of flaming city charm and remarkable festivals,
activities, and etc. But yet, none of them come to a consistent focus in

terms of Taipei city brand marketing.

4. The major competency of Taipei City brand includes:

(1) Diversified and harmonized Chinese culture assets.

(2) Bunch of available society elites and prosperously growing industries.

Research conclusions:

Diversified cultural assets contribute to the Taipei city charm and
attractions.

It should be under a major focus while creating Taipei city brand.

Cut in by cultural and creative esthetics angle while marketing Taipei.
Those culture driven industries may have more add-on value to the image

of Taipei city brand.



Brand positioning and strategy planning for Taipei city brand:
1. Find out a distinctive and consistent city brand position.

(1). Develop cultural niche market which is differentiated from China.
(2). Create specific keywords and marketing theme for Taipei City brand.
(3). Be able to cover different fields, including culture, tourism, exhibitions

and all industries.
2. Hereafter are proposed solutions for Taipei city brand positioning.

According to above principles and conclusions, there are two proposals for
Taipei city brand. One is basing on building culture style, while another is on

promoting tea industry. The suggestions are as follows:

Suggestion 1:

Basing on culture style: branded as Eastmodern or MixEast

(1) Brand position theme:

An unique mixture style which integrated traditional Chinese culture with

Eastern esthetics , local culture and modern technologies.

(2) Keyword of brand position:

Create a terminology to present the core spirit of Taipei City brand and be

implemented into marketing plan as a guide.



Suggestion 1.1: Eastmodern presents a new East esthetics or impression
which leads Taipei city to be the Eastmodern City or the capital of new East

impression.

Suggestion 1.2: MixedEast means closely to Eastmodern, but

emphasizes more integration and innovation.

After Mr. Obama succeeded to be the president of the US, “Mixed blood”
became a popular keyword. What’'s more, it starts to represent more profound
meanings, such as “revolution change” or “new era”.

The reason to suggest Eastmodern or MixedEast:

1. The image of Eastmodern or MixedEast has already been presented or
fulfilled somehow, somewhere. The related social assets are splendid
and with great potential to be proceeded and developed.

2. Itis not limited to any specific field or industry, which means it could
easily become the future city vision for the majority of citizens and be
embedded as the common community awareness.

3. ltis suitable to be promoted both domestically and internationally.

4. It's easier to attract foreigners’ eye catch and get positive feedbacks.

Suggestion 2:

Basing on tea culture industry: branded as Tea Capital

Brand position theme:

A saint like region of tea drinking culture, which combined with Zen, esthetics
and amusement.

Brand spirits:

Due to Taipei, all people, young and old, can enjoy the tea drinking culture
and amusement, no matter they know how to drink tea or not, drink Eastern
or Western tea.

Brand position keyword: Tea Capital



The reason to suggest:
1. Drinking tea has been treated as an cultural activity.
2. It can jointly promote all related industries.
3. Teais a easy approach to cover and blend both Eastern and

Western culture.
B Suggestions for Policy:

1. Plan marketing campaigns for city brand:
(1) Combine with existing marketing campaigns and figure out the
Major theme and target.
(2) Participate well known International activities and arrange more exposure.
(3) Demonstrate Taipei specialties by event marketing.
(4) Create synergy by integrated with the marketing resources of enterprises.

(5) Utilize and optimize the broadcasting power of internet and media.

2. Set up a project team crossing different divisions and to promote city

brand jointly.

3. Build a solution of expert and enterprise cultivation.
(1) Set up related sponsorship or contest program.
(2) Combine with the cultivating system of culture and art innovation industry.

(3) Develop the esthetic zone basing on the resources of the National Palace

Museum.
(4) Affiliate with the activities of local community.

Presumed Marketing campaigns with uniquely designed
topics:
1. The topic of activity: 2010 TAIPEI INTERNATIONAL
GARDENING AND HORTICULTURE EXPOSITION



The strategy of activity: Promote brand new Taipei city brand
worldwide through holding the big international activity in Taipei.
Affect all the foreign visitors with unique touching movement of
Taipei city.

The target of activity:

(1). Attract the global eye catch on the brand new Taipei city
brand.

(2). Explore rapidly the mass communication effects all over
the world for Taipei city brand.

(3). Present and highlight Taipei affection and image during
2010 TAIPEI INTERNATIONAL GARDENING AND
HORTICULTURE EXPOSITION.

(4). Increase more tourists coming from all places and create
the new business opportunities for Taipei.

The way to conduct:

(1). Consolidate the topic with art and literature activities.

(2). Plan and allocate the theme pavilion for East modern or
MixedEsat or Tea Capital.

(3). Organize “innovation market” for East modern or
MixedEsat or Tea Capital.

(4). Invite those performers or artists whose performing or
artwork style is compliant with Taipei city brand vision.

(5). Try to input local factors into the performance of foreign

performers.



B Suggested keywords :

1.

2.

3.

8.

9.

city brand

city marketing

brand of taiepi city
tourism of taipei city
culture of taipei city
industries of taipei city
cultural marketing
festival marketing

Eastmodern

10. MixedEast

11. Tea Capital



