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ABSTRACT
This study employed scientific methods and in-depth interviews to determine whether the design of experience activities and the
overall marketing of Zhong Xin Rice Castle enhance corporate brand image and cultivate customer loyalty. We then integrated our
observations in order to formulate suggestions for a comprehensive range of topics. Our results indicate that the experience activities
lacked a theme and systematic marketing model capable of revealing to guests the virtues of Zhong Xin Rice Castle. In accordance
with these shortcomings, we introduced a theme called Rice Happiness to develop systematic experience activities. Based on the
conclusions of our investigation, we propose five specific suggestions. 1. Diversely themed activities should be held regularly as a
marketing method to boost popularity. 2. More cultural events should be organized to associate art works with the brand. 3.
Storytelling marketing should be used to infuse products or activities with emotion and life. 4. A certain degree of communication
and modification should be applied to improve the quality of services provided by the staff. 5. The castle should work in conjunction
with governmental authorities in the promotion of a community development program to preserve the original appearances of rural
areas and create new life value for the town using art.
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