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ABSTRACT

This study aimed to explore the marketing strategies of Lukang for Dragon Boat Festival celebration activities. We interviewed

fifteen experts in the industry, the public sector departments, the academia groups and the associations in Lukang areas. The aim of

the interviews was to search “the key factors in marketing strategies”. By applying analytic hierarchy process, we establish the key

factor dimensions and evaluation indicators for marketing strategies, and by using Expert Choice 2000, we calculated and derived

the weighted value.

The conclusions of the study are as follows:

1. Among the four kinds of respondents of the study, which includes experts in the industry, the public sector departments, the

academia groups and the associations, experts in the industry have distinctly different cognitive from the others. They think “time

and funding” is the most important factor, while others think “subject location and innovation” is the most important factor.

2. Overall, the order of weighted value distribution for the main dimensions of the marketing strategies of Lukang for Dragon Boat

Festival celebration activities are as follows: subject location and innovation (0.53), marketing mix and communication (0.273), and

time and funding (0.197). “Subject location and innovation” is the most important factor of all.

3. Among the twelve evaluation indicators, innovative and unique subject (0.1850), meeting diverse needs (0.1844), creative activities

(0.1611) , sufficient sources of funding (0.0910) and effective publicity (0.0683) are the top five important evaluation indicators. And

the top three important evaluation indicators belong to the dimension of “subject location and innovation”, which means that 

“subject location and innovation” is the most important.

Above conclusions can be taken as reference for Lukang and other cities or towns when designing future festival celebration

activities.
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