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Abstract : Recently, it’s obvious that many hotels not only provide customized service, but offer local culture to give customers
different experiences. Luxury decoration and fancy equipment are not enough anymore. Customers expect that hotels not just
as an accommodation,  but  connecting to their  trips.  Therefore,  culture becomes significant  when developing marketing
strategy for hotels. Tainan, located in south of Taiwan, is the city full of culture that some hospitality industries promote their
hotels exactly base on culture. Historic Tainan (台南; táinán), is a city of ancient monuments, delicious food and, above all,
temples: there are more gods worshipped and more festivals and rituals observed in Tainan than in any other place in Taiwan.
The oldest and most absorbing parts of Tainan are historic Anping, on the west side of town by the sea, and the cultural zones
in the heart of the old city; the latter were created specifically to make things easier for visitors, with city information, signs
and maps tailored to each zone and well-marked in English. The Chihkan, Dong-an Fang, Five Canals and Confucius Temple
cultural zones contain the richest concentration of sights – reckon on spending at least two days to do them justice. As a result,
the study aims to analyze the significance of culture on marketing strategies and C and H two hotels in Tainan city as case
studies conducting the comparison of cultural marketing and experience marketing to provide a framework for hotels to
develop their marketing strategies.
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