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Abstract

Perspectives of experience economy and experiential marketing have been
proposed since late 90°s (Pine and Gilmore » 1998 » 1999 ; Schmitt » 1999 ; O’sullivan
and Spangler » 1998). Researchers emphasize the importance of creating memorable
experiences for consumers. As for the practice of Cultural and Creative Industries,
experiences combined with art, culture, and originality are provided to consumers.
For example, while enjoying a performance, audiences obtain experiences touching
their hearts.

Branding is more important for intangible services than for physical goods
(Brady, Bourdeau and Heskel, 2005). Like service branding, branding is critical for
Cultural and Creative Industries. Taking the customer’s perspectives, the study
undertook an exploratory research to investigate the essence of brand image. Two
brands of performing art (two of traditional opera and dramain Taiwan) were studied.
Several insights and propositions were obtained through in-depth interviews.
Relevant discussion was also presented.
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