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ABSTRACT
Conventional marketing methods can no longer keep up with the times. Constantly shifting marketing methods have led to the
experience economy becoming a mainstream trend. As the manufacturing industry expands into tourism and recreation, tourism
factories can offer more experiences and broaden their horizons as a source of historical culture and edutainment. This can help to
satisfy the intellectual needs of tourists and give sightseeing tours greater depth. This study proposed five experience strategy modules
under Schmitt’ s concept of experiential marketing for sensory, emotional, thinking, action, and associative experiences. We
performed an investigative study on Zhong Xin Rice Castle and observed how consumers felt about the experiences offered by the
tourism factory in its early development. We then investigated innovative experience strategies to provide tourism factory managers
with a reference for the provision of experiences that are better tailored to the needs of consumers. We employed a unique approach
to experiential marketing using a customized lunch box and a patent functional search. Consumers were guided in an
experience-related activity that helped them to understand the evolution of farm tools. The aim of this study was to assist tourism
factories in providing more novel and memorable experiences in the future.
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