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Abstract 

History is the record of a community or culture in its past life. It symbolizes 

the continuation of our lives. Different areas nurtured different cultures and these 

cultures represent different peoples' ways of life and particular values. Not only 

does history provide evidence for us to trace and explore our ancestors' footprints, 

it also gives a blueprint for us to learn lessons and experiences so that we may be 

able to avoid quarrels and wars, and to create a peaceful world. Therefore history 

and culture has the functionality of carrying on the heritage to provide a way for 

the future generations. Not only should we not abandon history and culture, we 

should also spend more effort to study, enhance, and preserve them so that our 

history and culture can be carried on to the future. 

Nowadays, there are so many ancient cultures gradually disappearing 

because they are being destroyed by modem civilization and wars. The once 

beautiful earth is no longer the same. However, people are still not alert to the 

rapid decline and the seriousness of the erosion of our ancient culture. We are still 

arbitrarily destroying our culture if it hinders the development of modern 

civilization. Whenever there is a conflict between the culture and the civilization, 

people often choose to keep the modern civilization so as to satisfy their 

immediate interest or sense of fulfillment. Hence we are sacrificing our culture 

without knowing it; we are forever burying it under our memory. Gradually, our 
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history and culture will be forgotten by the future generations, and our children 

will never be able to experience the existence of it and to know what really 

happened. Our cultural heritage will be interrupted, even disappear. 

Preservation of cultural properties is an extremely difficult job. It covers a 

wide range of fields, such as cultural products, drama, relics, etc. Each field has 

its own model of preservation, depending on the requirement a specific item of 

cultural properties. The most difficult field is the preservation of relics. Not only 

does it require time and effort, it also mandates a very large financial need for 

management and maintenance, because many of these relics are directly exposed 

to the natural environment; they must endure the erosion caused by the wind, the 

sunshine, and the rain years after years. What is even more worrisome is that 

relics are often ignored in city development plans. Whenever there is an 

expansion of roads, it is possible that there is an old street or an old building being 

leveled. Artificial destruction is far more awful then natural erosion. This kind of 

problem urgently needs our examination and regulation. 

Based on the reasoning above, the author chose "How to preserve the 

culture of the old streets when under the impact of modern civilization" as the 

research topic. We treat "old streets" as cultural products. "Products can be 

defined as goods and services that fill customers' needs"(Douglas 406). We can 

apply marketing strategies (ideas) to them to create new products and to give new 

lives to these old streets. Our starting point is the Minchuan Street in Sanshia, 

Taiwan. We use the successful case of Main Street, Saint Charles, MO, as an 

example to verify our assumption. As a matter of fact, when considering the 

preservation of old streets, we should also consider political, economic, social, 
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city development, and cultural factors, together with people's awareness, etc. 

However, these factors will not be explored in this thesis. We will only treat "old 

streets" as products and discuss how we can repackage the declining product, 

apply marketing strategies to push them back to the market, and create positive 

results. 
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Preface 

In July 1997, I left Taiwan for St. Charles, Missouri, U.S.A. to study. I 

visited the city of St. Charles for the first time on July 4t\ Independence Day for 

America, and attended a festival that took place on Main Street of St. Charles. I 

was excited and surprised at this celebration activity because Main Street has 

preserved French traditional buildings for over one hundred years. How they 

could preserve so gorgeously and completely this old street was surprising to me. 

In my home country, Taiwan, there are many problems protecting the old streets. 

Worthy old streets not only weren't preserved very well, but also were torn down 

under pressures to develop a modern environment. Is there really no way to save 

the destiny of old streets? Regretfully, I reflected by myself on how I could take 

responsibility for preserving the elements of history and culture of these old 

streets in my country. 

I hoped to get some worthwhile insights from Main Street's success to 

address problems of preserving the old Minchuan Street in Taiwan, a street with 

comparable potential, so I began collecting information about Main Street. This 

project is titled "Rekindling a New Life in an Old Street" and the idea suggested 

by the title represents the research foundation for my project. I have also produced 

a video documentary for this project to improve its reliability and to provide 

evidence for my project. 

This research has been completed with the assistance of the following 

people. The first is Robert A Myers, a planner at the Department of City 
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Development, of St. Charles; the second is Carol Wilkins, an archivist at St. 

Charles County Historical Society. Both of them were interested in my project, 

and not only offered some data and photos but also recommended two other 

directors who had taken part in preserving Main Street. The first person the 

President of South Main Preservation Society (SMPS) - Phyllis Muresau and the 

second one is chairman of the Special Business District (SBD) - John R. Dengler. 

They provided some real experience about maintaining Main Street ensuring the 

success of the research process. 

In the past, when faced with the problem of preservation of the old street in 

Taiwan, Taiwanese tended to emphasize the street's restoration or layout in order 

to create a sightseeing area tied to culture. But they seldom developed a long-term 

program for the old street. Certainly, nobody tried to create vitality by marketing 

a concept. Taiwan's government not only didn't establish a special department to 

design the guideline of preservation, but also they didn' t appropriate enough 

funds to manage Minchuan Street. Therefore, they just solved the current 

problems of Minchuan Street. In fact, the old street may be looked as a product, 

and it needs to be recognized, accepted and appreciated through consumers. St. 

Charles Convention & Visitors Bureau that is a marketing organization for 

promoting Main Street. They regarded Main Street as a product that needs to be 

packed, designed and marketed for their visitors. It is a successful strategy. In the 

past, over one million people have visited Main Street per year. Specifically, the 

old street belongs to historic property of nations, and the owners are the citizens 

who have to understand it and, moreover, to support it as part of their cultural 

heritage. "Any organization that wants to exchange its products or services in the 
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marketplace successfully should have in place a strategic marketing plan to guide 

the allocation of its resources. A strategic marketing plan usually evolves from an 

organization's overall corporate strategy and serves as a guide for specific 

marketing programs and policies" (George, L. Belch 39). 

According to Stephen Powell, a director of St. Charles Convention & 

Visitors Bureau, the St. Charles Convention & Visitors Bureau promotes Main 

Street. Marketing efforts include holding historical festivals, and offering the 

different types of services to promote tourism. They also welcome businesses that 

conform to the historic district of Main Street which will also promote the tourist 

business on Main Street and improve the prosperity of the City of St. Charles. 

Why would one choose to apply new notions of marketing to the historical 

culture. There are two reasons. First reason, people are willing to live on the old 

street, which can be rich in activity, while still needing to provide an elementary 

survivorship that is within the business mainstream. The old street will display 

vitality as people come to create businesses. Second, the cultural property of the 

old street is as adjustable and adaptable as human beings are during changing 

times. Nobody can promise to keep a prosperous outlook in the next era even if 

the old street thrives at present. However, people themselves can solve these 

problems when the old street meets the reality of the modem environment. Social 

innovations will usually follow trends that correspond with the requirements of 

the people. "In some cases this New Worid of interactivity means doing things in 

totally new ways. In others, it doesn't. But in all instances, it means rethinking 

approaches and strategies and melding the best of the traditional with the new" 

(Edward xi). Therefore, marketing endows the project with vitality, The old street 

Vlll 



is reinvented to conform to new requirements of an epoch. 
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Chapter I 

INTRODUCTION 

The Background of Story 

Taiwan is an island nation, it is situated between the Pacific Ocean and the 

Atlantic Ocean. Taiwan is 394 kilometers (245 miles) long and 144 kilometers 

(89.5 miles) wide at its broadest point. The Central Mountain Range bisects 

Taiwan from north to south and about two-thirds of the island is covered with 

forested peaks. There are wide plains that are the main area for Taiwanese life, 

arranged in the west of the mountain. East of the mountains are long and narrow 

valleys. 

Taiwan was named "Formosa" by 16th century Portuguese mariners. 

Formosa means beautiful island. Taipei is the capital of Taiwan, it is also an 

important center of business in Taiwan. In 1995, Taiwan's population exceeds 21 

million, which means the island has one of the world's densest populations. 

Recently, Taiwan's commerce has gradually developed raising the level of 

industry, promoting the modernization of cities and improving Taiwanese life. 

The situation has created a "economic miracle" for Taiwan. But there are many 

cultural properties that have been destroyed because people didn't have complete 

protection for them, as capitalism came into Taiwan's society. 

Sanshia is located in the southwest of Taipei. "It was once named Sanjiauyung, 

receiving its name in 1920 while Taiwan was occupied by Japan (Meing-Sho 43). 

Its old name originated from the fact that the city was established where the 
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Sanshia, Dohane and Hang rivers meet. Positioned at the base of several foothills, 

Sanshia was fertile for development. With convenient canals, it became one of the 

most important distribution centers in Taiwan. During it's most prosperous period, 

Sanshia's major industries included clothes dying, camphor products, and growing 

teas, of which clothes dying was the most significant. Unfortunately, due to the 

decline of the canals, Sanshia's status as a business center eroded. 

There are 105 buildings located on Minchuan Street of Sanshia, 
their interior arrangements and unique exterior designs belong to the 
Hok.lo (Southern Fukien) architectural style. The buildings' facades 
combine a baroque style with select Japanese architectural patterns. 
This red brick of old street offers a quaint yet refined appearance that 
once attracted quite a few tourists (Su-Fang 7). 

Sanshia had lost its economic profits because the industrial structure has 

changed in Taiwan. So, a lot of young people moved into the big city for jobs. 

Minchuan Street just houses a few old residents who still open grocery stores for 

their livelihood. Many buildings' walls are in poor condition, even entire 

buildings which have caved in because they suffer erosion caused by the wind, the 

sunshine, and the rain year after year. There have been many problems, therefore 

no one has taken on the project of complete preservation for a long time and, 

gradually, Minchuan Street has lost its rich and colorful characteristics. 

Quite a few people have been stumped by the choice between the old and the 

new. Old Minchuan Street' s preservation and development are viewed as two 

polar opposites between which they play out an endless tug-of-war. But what is 

the third choice other than these two extremes? (12 ) Perhaps the original vision 

must be changed to solve the preservation problems. In fact, there is an important 

idea that preservation's meaning is not freezing, it is a creative a beginning. 
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Review of The Background of Sanshia 

1. Introduction stage 

From 1781 ~ 1800, gradually, the Sanshia area became a prosperous town 

because the population, whose main jobs were farming, grew continually, because 

the business of dye clothes flourished. Sanshia was an important center of dye in 

north Taiwan (Meing-Sho 43). 

2. Growth stage 

John Dold began to plant tea trees in the Sanshia area in 1868, and the 

business of Sanshia thrived when tea was produced and packaged making famous 

"oolong tea" that was exported abroad via the Donshwai river (43). 

3. Mature stage 

Minchuan Street was an early business center of Sanshia a winding 260 

meters long street that kept intact its Japanese buildings. "In 1895, the Japanese 

army fired on this area, and all buildings on Minchuan Street were destroyed. 

Now, however, one can still view these buildings, which were gradually rebuilt 

or repaired by 1916, so their history spans at last eighty-three years" (Research 

109). 

4. Declining stage 

Taiwan was returned to the Chinese authority when Japan lost the war in 

1945. Subsequently, The economic model was transformed from agriculture to 

industry as Taiwan pushed an industrialization policy which resulted in the 

original agricultural population decreasing by the 1980's. Gradually, large 

numbers of people moved into the big cities, and onto the Minchuan Street of 



Sanshia (Meing-Sho 50). 

The Preservation Issues of Minchuan Street 

For Taiwan, whose cities are progressively building modern urban avenues, 

conflicts ignited over the preservation versus development issue are the news. 

"The latest case to attract notice is that of a 260 meters long winding stretch of 

over 100 old houses along Michuan St. in Sanhsia. As the case has bearing over 

the interests of over I 00 households, it is not something that a simple several 

million dollars can solve" (Su-Fang 7). 
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The point of contention in this controversy is the same old problem -

whether to build a road or preserve a historical ninety years old row of houses. In 

the 1990's Taiwan, land is money and real estate values continue to soar so who 

can resist the temptation of land value appreciation? 

In November of 1990, the Taiwan government designated 
Minchuan Street as a Class C Historic Site. From this time, local 
residents would lose the ownership rights of their individual 
properties. The Second Northern Freeway of Taiwan would be built 
and designed to pass by Sanhsia. And when Sanhsia was chosen as the 
home for Taipei University, which grew out of National Chunghsing 
University's Graduate School of Business and Law, one major 
construction project after another sent the price of real estate in 
Sanhsia skyrocketing. According to a survey conducted by Tamkang 
University's Graduate School of Architecture, in 1989 the price of land 
in the old city district of Sanhsia was less than NT$50,000 (US$2,000) 
per ping (36 sq. feet), but the going rate rose eight-fold to a whopping 
NT$400,000 (US$ l 6,000) per ping by 1993 (9). 

When heavy rain in May 1993 caused the collapse of a dilapidated baroque 

structure behind Minchuan Street, a conflict soon erupted. Fearing that the 

rickety old houses might collapse and cause human tragedy, residents protested to 



the government, demanding that historic site restrictions be lifted. White banners 

of protest were hung out on the streets, and the names of pro-preservation 

scholars were scrawled on walls, as were accusations that their "insistence on 

preserving run-down relics disregards the security of people and property" (9). 

5 

Facing the intense indignation of local residents, the Ministry of the Interior 

finally succumbed in August 1993 and lifted the zoning order, ending Minchuan 

Street's one year and nine month stint as a Class C Historic Site. 

Now that the inhibiting historic site restrictions have been lifted, has 

Minchuan St. found its own direction? (9) Is there any value in preserving 80-

year-old houses? Must local development be sacrificed in order to leave behind 

cultural assets? And is reconstruction the only way to breathe new life into an old 

street? 

Whenever problems arise surrounding the fate of a cultural asset so that 

preservation must be balanced against development, the question for most people 

is: can the highest authorities in charge of cultural administration play their part in 

a timely fashion to resolve the conflict? (14) 

Taiwan is certainly not lacking money. And many in the private sector 

believe that historical assets should by no means be assigned to a few organizes in 

the Ministry of the Interior's Historical Site Preservation Section. One cultural 

figure says, "Popular forces can participate at every step." There are plenty of 

outstanding fundraisers among the people, so "all the government has to do is ride 

in on their coattails" (15). 
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Solution Problems 

"The river is a very different shape on a pitch-dark night from what it is on a 
starlit night. All shores seem to be straight lines, then, and mighty dim ones, too; 
and you'd run them for straight lines only you know better." 

MARK TWAIN, life on the Mississippi 

We treat "old streets" as cultural products, so that we can apply marketing 

strategies (ideas) to them to create new products and to give new lives to these old 

streets. 

Strategic marketing can take the lead in overall business planning and define 

the markets to be served and the products for each. This means reviewing each of 

the markets served, analyzing the product portfolio, and understanding the buying 

decisions. It is very important to review and possibly revise the marketing 

communications or positioning strategy and to verify that the information 

channels selected are still valid (John 51 ). 

1. Analysis Product Life-Cycle 

Here's how a business-to-business company can coordinate a distribution 

channel strategy along the stages of a product's life cycle: 

Introductory Stage: When a new product is in its initial launch stage and 

appeals to a relatively small number of early adopters, and when price is not a 

major barrier, manufacturers' sales reps normally play the dominant role in the 

distribution channel to direct users. 

Growth Stage: During this period - usually one of rapid growth - when 

increasing numbers of prospects enter the market, the challenge is to expand 

market coverage. At this point, dedicated industrial distributors often provide the 



reach to penetrate key market segments, expand market share, and provide 

after-sale technical support. 
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Mature Stage: As growth slows and more competitors enter with low-cost 

substitute products, pressure mounts to find new market niches and new product 

applications. To reach all segments, it is necessary to explore multi-distribution 

channels. The goal is to serve target markets more efficiently, to lower channel 

costs, and either to provide customized selling or, for some segments, to use low­

cost distributors that offer minimal services and a broader market reach. 

Decline Stage: When sales decline and a new generation of offerings replace 

the existing product, such channels as telemarketing and electronic ordering 

systems would provide cost effective market coverage (Norton 36). 

The life-cycle concept helps managers keep track of their product portfolios. 

This proposition suggests that products were born, grow to maturity, and then 

decline much like plants and animals (Douglas 65). 

Figure 1 

Impact of Product Life Cycle on Strategy (Douglas 65) 

$ Introductory Growth Maturity Decline 

Sales 

& 

Profits 
0 

4 6 8 1 
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Time in Year 



The product life cycle is a key concept underlying strategy. Because of 

changes in a product's sales position and profitability over time and because of 

associated changes in price and advertising elasticity, the concept can be used in 

the selection of marketing actions and in planning. "Although difficult to define 

and operationalize, the product life cycle provides a useful framework for 

organizing thinking about strategic alternatives" (Gary 566). 

Old Street As a Product: 

8 

a. The old street should go through four steps, including introduction, 

growth, maturity and decline. The process corresponds with the theory of product 

life-cycle. 

b. Because Taiwan's economic environment and industrial structure has 

changed since 1960, people have changed their business behavior and do not 

support agricultural activity in Minchuan Street anymore. Therefore, it has 

gradually lost its value as a business center. It could not transform its original 

structure at once when faced the impact of new conditions, so Minchuan Street 

became known as "old street" while it came into decline. "Decline is the period 

when sales continue a strong downward drift and profits erode toward zero"(S 13). 

2. New Product Development 

Product development activities focus on the conversion of customers' wants 

into real products or services (Douglas 11). New product development (NPD) is 

the process of finding ideas for new goods and services and converting them into 

based on the assumptions that customers want new items and that the introduction 

of new products will help achieve the goals of the firm (333). 



New products need to be carefully tested so that they reflect the attributes 

and quality levels actually desired by the ultimate customer. This means concept 

tests to gauge customer reactions to product ideas, preference tests to select 

product attributes, and use tests to evaluate packaging and long-run customer 

acceptance (364). 

Develop the New Direction of Old Street: 

Minchuan Street was a center for people to gather and conduct business. 

9 

Most residents depended on the traffic on Minchuan to make a living before, but 

its function hasn't adapted to changing conditions or satisfied those residents' 

needs. People gradually kept away from Minchung Street, so it needs to develop a 

new function to meet consumers' basic needs. 

Product development is developing the product concept into a physical 

product in order to assure that the product idea can be turned into a workable 

product (Philip 263). New-product development is the development of original 

products, product improvements, product modifications, and new brands through 

the firm's own Research and Development effort (256). 

Cases Display: 

( 1) "AT & T is shifting toward becoming more customer-driven than product­

oriented, because the customer wants a suite of AT&T products," says CEO 

David Kenny (Laurie s8). This case explains, AT&T will be developed new 

product and service to satisfy customers' needs and wants. 

(2) Western companies were having to step up efforts to develop products-and 

marketing campaigns - that are geared to local needs and attitudes. That in turn is 

creating a demand for local talent to fill advertising and marketing positions, 



which can pay as much as $180,000 a year (Ready 114). many companies have 

been starting to spend a lot of money in development and marketing for their 

products. 
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(3) Introducing new products and marketing them became an immediate challenge 

for Oklahoma Gas &Electric's (OG&E) long-term success. As a result of the 

focus groups, OG&E decided to introduce the new products using a targeted 

marketing approach instead of a mass market one (Testing 48). OG&E could 

develop new product according to its target consumers, and introduce the products 

as its marketing strategy. 

3. Product Competition 

These are the really new products that establish new product classes to 

compete against other product classes (Gary 458). On the other hand, an entirely 

new category may be created when a new solution is found to an old problem, 

when a solution is found to a new problem, or when a new need is discovered and 

filled. "Sometimes the revival of an outmoded or dying category may also inspire 

new products. Other factors to consider in the creation of a new category are 

innovation and invention and discovery" (George, Gruenwald 64). 

Features are a competitive tool for differentiating the company's product 

from competitors' products .. . the first producer to introduce a needed and valued 

new feature is one of the most effective ways to compete (Philip 227). The overall 

purpose of marketing and its principal focus is the identification and creation of 

competitive advantage (Malcolm 427). 
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Emphasize the Advantage of Old Street: 

Minchuan Street will be replaced by modem streets in Taipei county, they 

correspond with consumers' current needs and desires for new types of streets that 

they include subway, shopping center, and business buildings. But Minchuan 

Street could not adapt to the pressure of new surroundings; moreover, it did not 

change its business style proving completely the model of product competition. 

Now, Minchuan Street should be improved its competitive advantages include 

oldness buildings, historical antiquities, traditional customs and cultural value to 

confront new competitors, in order to gain success in the competitive market. 

"Marketing is a battle fought in the mind, not in the market" (Al Ries 25). 

Cases Display: 

(1) The ongoing reorganization of IBM has involved so many sweeping changes 

in the firm's structure, policies, and procedures that one analyst refers to it as "the 

most radical cultural change in IBM's history." Most important, it is beginning to 

produce the kind of performance improvements that Akers envisioned when he 

developed the new competitive strategy. A string of successful new products and 

the aggressive development of new market segments helped push the firm's 

growth rate back up to 8 percent as the firm entered the 1990s (Orville 371). IBM 

not only controlled competitive market, but it can encourage its advantage of 

products in computer market. 

(2) Coke and Pepsi rev up their marketing rivalry, no fight is too small and no 

market too local to take on. With $30 billion in beverage sales between them, 

Coca-Cola Co. and Pepsi Co Inc. have long battled each other with multimillion 

dollars ad campaigns and country-by-country marketing coups. 
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Coca-Cola Enterprise Inc. (CCE) moved into the New York market. CCE has 

since added 600 more marketing people and 60 new trucks to its delivery fleet 

(Cola 78). William W. Wilson, president of Pepsi's New York battle, describes 

the Harlem effort as "a good attempt at tactical marketing" (Cola 79) 

Figure 2 

NEW YORK, NEW YORK 
As Coke tries to snatch Pepsi's lead in this 

key market, the two are fighting it out 
COKE PEPSI 

BUSINESS: Pumps millions into 
Trucks and infrastructure, add 
600 marketers 
IMAGE: Pays for new awnings 
and new coolers at stores 
Featuring its logo 
PROMOTION: Gives away 2 million 
Coca-Cola Cards to build up its teen 
market 

Source: Cola wars on the mean streets." 
3, 1998: 78. 

BUSINESS: Boosts investment 
and woks with distributors to 
sharpen marketing 
IMAGE: Refurbishes landmark 
East River sign and launches 
an in-store campaign 
PROMOTION: Gives away 1 million 
Pepsis in one day, 600 Mets tickets 
ever Frida . 

Business Week. New York. August 

There is an important idea in the cases. If firms would like to gain victory in 

competitive market, they have to understand their target competitors, and to find 

their advantages in order to use them to confront target competitors. 



How to Make Use of Marketin& Concept 

The business enterprise has only two basic functions - marketing and 
innovation. 
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PETER DRUCKER 

The marketing concept holds that the planning and coordination of all 

company activities around the primary goal of satisfying customer needs is the 

most effective means to attain and sustain a competitive advantage and achieve 

company objectives over time (Orville 47). 

A strategy is a plan of action designed to achieve the long-run goals of the 

organization. Marketing strategies evolve from more general business objectives. 

Marketing strategies usually include the following dimensions: 

(1) The product or service market in which you expect to compete. 

(2) The level of investment needed to grow, maintain, or milk the business. 

(3) The product line, positioning, pricing, and distribution strategies needed to 

compete in the selected market. 

(4) The assets or skills to provide a sustainable competitive advantage(SCA) 

(Douglas 59). 

The marketing strategy statement is a statement of the planned strategy for a 

new product that outlines the intended target market, the planned product 

positioning, and the sales, market share, and profit goals for the first few years 

(Philip 262). 

Cases Display: 

(1) McDonald' s Corp. reorganized its strategy to divide marketing and 

advertising more evenly between national and local initiatives (Louise Kramer 4). 



McDonald's has been a very famous brand in the fast food of market, but it 

continues to use marketing strategy to promote its products, So marketing 

concept is a necessary idea in competitive business marketing. 
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(2) AT&T Corp. awarded its college direct-marketing account to Foote, Cone & 

Belding Direct, New York, taking the business from Bronner Slosberg Humphrey, 

Boston. The move marries all college marketing, with billings estimated at $50 

million, at one agency. FCB Direct parent Foote, Cone & Belding, a unit of True 

North Communications, already handled college market print advertising (Carol 

Krol 43). 

AT&T used different marketing strategy to different consumers groups, in 

order to suit different consumers' needs. 

1. Understanding Consumers' Need 

We must understand how segmentation's focus on customer groups interacts 

with product differentiation. For segmentation to be successful, the product or 

service must have a competitive edge (Douglas 191). The length of the decline 

phase is determined by changes in consumer preferences, activities of 

competitors, and the product elimination policies of the furn. 

If the quality is found to be inadequate and customers are shifting to 

improved versions, there may be little hope for the product. The best rescue 

situation occurs when most people have positive memories of the brand and the 

product still has a small group of loyal fans. 

The easiest solution to declining sales is to move the product into new 

foreign or domestic markets. This may require the addition of new distributors or 



15 

the enlargement of the existing sales force. An alternative to greater breadth 

of market coverage is finding and promoting new uses among existing customers. 

"Manufacturers of packaged food products are particularly skilled at devising new 

recipes that help extend the life of old products" ( 423). 

The old street needs to transform its structure of industry when it meets the 

declining stage. But before the old street changes its structure, we have to realize 

what consumers actually need. This information is vital to building a successful 

foundation for developing a new market. However, its function needs to be 

changed while applying the principle of preserving the cultural old street as a 

historical property. That is, developing a new appearance of the old street product 

based on the original structure. 

Market opportunities represent areas where there are favorable demand 

trends, where the company believes customer needs and opportunities are not 

being satisfied, and where it can compete effectively (George E.Belch 40). 

Marketing means working with markets to bring about exchanges for the 

purpose of satisfying human needs and wants. Thus, we return to our definition of 

marketing as a process by which individuals and groups obtain what they need 

and want by creating and exchanging products and value with others. Exchange 

processes involve work. "Sellers must search for buyers, identify their needs, 

design good products, and promote them" (Philip 8). 

2. New Product Position 

A new product's sales are shaped by many factors, including the size of the 

potential market, the nature of competition, and the company' s marketing plan 



and resources. "The appropriate sales-forecasting model varies with the type of 

new product situation. These situations are distinguished by the degree of 

newness of the product and the degree of product repurchase ability" (Gary 458). 
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In the past, the old street was positioned in the type of agricultural fair, the 

purpose being to deal with farm productions. A new direction needs to be posited 

for the old street in the future, again after realizing what the consumers need and 

want. Establishing the old street as a sightseeing area with a cultural image in 

order to show its particular character would be key. "A new product must be both 

different and better to be an outstanding hit in the marketplace" (George 

Gruenwald 276). Therefore, it is very important to reform and build an old street 

based on expressing local characteristic features and improving the tourism 

business. 

Segmentation is the strategy of developing different marketing programs for 

different customer groups or segments. It recognizes heterogeneity in the market. 

Each customer segment has its own unique demand function based on price, 

physical product characteristics, and nonphysical attributes reflecting image and 

performance (Douglas 175). 

3. Design and Package of Product 

The packaging concept states what the package should be or do for the 

product. The main functions of the package may be to offer product protection, or 

to introduce a new dispensing method. "Decisions must then be made on specific 

elements of the package, such as size, shape, materials, color, text, and brand 

mark. These various elements must work together to support the product's 

position and marketing strategy" (Philip 238). 



The product concept holds that consumers will favor products that offer the 

most quality, performance, and features, and that an organization should thus 

devote its energy to making continuous product improvements (Philip 10). 

The package is also an important way of both communicating with 

consumers and also of creating an impression of the brand in their minds. The 

package is often the consumer's first exposure to the product and must make a 

favorable first impression. " For example, a typical supermarket has more than 

20,000 items competing for a consumer's attention. Not only must a package 

attract and hold the consumer's attention, but it must also communicate 

information" (George E. Belch 48). 

The success of new products is often related to how to design them well. 
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Attractive products catch the attention of customers, and good design makes items 

easier to use. In addition, products should be designed so that they are easy to 

manufacture (Douglas 343). 

Repackage Old Street: 

The goal is to reform and build the old street after establishing the direction 

of that street in the future. The process of repairing needs to depend on the 

original position; that is, the foundation of the cultural sightseeing business. It will 

involve designing buildings, displaying cultural character, promoting tourism, 

improving consumer services, and so on. Therefore, "New product is the new 

model, style, or package size" (Gary 458). 

Product quality stands for the ability of a product to perform its functions. It 

includes the product's overall durability, reliability, precision, ease of operation 

and repair, and other valued attributes. Some of these attributes can be measured 
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objectively. From a marketing point of view, however, quality should be measured 

in terms of buyers' perceptions (Philip 226). 

Package construction improvements add newness by improving the 

convenience of use, attractiveness, reusability, bulk, weight, portability, and by 

utilizing the characteristics of new materials and technological changes to modify 

the package to fit modem processing, recyclable disposal, and life style (George 

Gruenwald 34). 

For some products, the face, form and function of the package 
may be almost as important as its contents. This is certainly true in 
repeat-purchase package goods. This is one reason why it is important 
to pay equally great attention to the package as to the product. 
Packages are advertisements for their products. Packages are the 
heroes of much advertising. They must send a clear message, and be 
easily reproduced in visual media (George 279). 

Cases Display: 

(1) While Windows 95 was intended for all, Microsoft is targeting Windows 98 

only at consumers it wants businesses to buy the more powerful Windows NT 

operating system, which gets a major revamping in 1999. Windows 98 

immediately will become the default operating system on new home PCs (Bradley 

Johnson 4). Microsoft continues to increase new function in its products, and to 

package them for different computer users. 

(2) A similar explosion of product differences occurred with Coke. Where once 

there was a single Coke, we now have Classic Coke, Caffeine Free Coke, Diet 

Coke, Caffeine Free Diet Coke, Cherry Coke, and Diet Cherry Coke. 

Differentiation is more difficult when you are selling standard items like 

cement or metal strapping to business buyers (Douglas 189). Coke company not 



only produced different kinds of drinks to satisfy different consumers, but it used 

different product package to difference products' taste in order to let consumers 

can discriminate these products clearly. 

4. Marketing Objective 
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The primary purpose of a marketing strategy is to effectively allocate and 

coordinate marketing resources and activities to accomplish the firm's objectives 

within a specific product-market. Therefore, decisions about the scope of a 

marketing strategy involve specifying the target-market segment(s) to be pursued 

and the product line to be offered (Orville 13). 

A firm's competitive situation can be simplified to two dimensions only -

products and markets. To put it even more simply, Ansoff's framework is about 

what is sold (the ' product'), and who it is sold to (the ' market'). Within this 

framework Ansoff identifies four possible courses of action for the firm : 

• Selling existing products to existing markets 

• Extending existing products to new markets 

• Developing new products for existing markets 

• Developing new products for new markets (Malcolm 201 ). 

If any products can satisfy the needs of all consumers, companies often 

develop different marketing strategies to satisfy different consumer need (George 

E. Belch 158). 

Planning New Objectives for Old Street: 

The old street will need to have new vitaiity once reformed. On the other 

hand, this does not mean the old street will continue to prosper in the future 
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purely on the basis of its colorful scenery. Long term goals must be planned to 

extend its life as the consumers' concepts are modified year-by-year. These long­

term goals should include combining professional business with rich 

entertainment and educational activities to further attract merchants to invest, to 

impact on a vigorous downtown, and to become a famous international landmark 

in Taiwan, thus avoiding decline once again. 



Marketing Communication 

A good plan, violently executed today, is better than a perfect plan 
tomorrow. 

GENERAL GEORGES. PATTO 

Communication involves nine elements. Two of these elements are the 

major parties in a communication - the sender and the receiver. Another two are 

the major communication tools - the message and the media. Four more are 

major communication functions - encoding, decoding, response, and feedback. 

The last element is noise in the system (Philip 384). 

Figure 3 

Communication Process System 

Sender ➔ Encoding ➔ Message➔ Decoding ➔ Receiver 
(Media) 

t 
~Noise _. 

i 
----------- Feedback ------------- Response --------------

1. Establish Communication Channels 

The process known as encoding refers to putting thoughts, ideas, or 
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information into a symbolic form. The sender's goal is to encode the message in 

such a way so as to ensure it will be understood by the receiver. This means using 

words, signs, or symbols that are familiar to and understood by the target 

audience. The encoding process leads to development of a message that contains 
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the information or meaning the source hopes to convey. The message may be 

verbal or nonverbal, an oral or written statement, or a symbolic form or sign. 

Messages must be put into a transmittable form that is appropriate for the channel 

of communication being used (George E. Belch 190). 

Semiotics may be helpful in analyzing how various aspects of the marketing 

program such as advertising messages, packaging, brand names, or even the 

nonverbal communications of salespeople (gestures, mode of dress) are 

interpreted by receivers (David 196 -213). 

Non-personal channels of communication are those that carry a message 

without involving interpersonal contact between sender and receiver. Non­

personal channels are generally referred to as the mass media or mass 

communications, as the message is sent to many individuals at one time (George 

E. Belch 192). 

It is a fact that organizations communicate with their customers in a wide 

variety of ways, but it is still possible to distinguish the following two main 

categories: 

1. Impersonal communications, e.g. advertising, point-of-sale displays, 

promotions, and public relations. 

2. Personal (or direct person-to-person) communications, e.g. the face-to-face 

meeting between a salesperson and the customer (Malcolm 245). 

It is very important to spread the information to consumers after 

repackaging and programming the old street. People can be influenced by the 

message about the new features of old street through effective communication 

channels, and also through previous acceptance of this particular tourism culture. 



Ideally, the new functions of old street can satisfy their needs and wants when 

they visit. 
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Marketers of most consumer products attempt to attract the attention of 

large numbers of present or potential customers through mass communication. 

Communicating with the general public or mass audiences generally requires that 

the marketer use some form of mass communication such as advertising or 

publicity (George E, Belch 197). 

2. The element of marketing communication 

Figure 4 

The Marketing Communication System (Philip 384) 

Advertising Advertising l l 
Sales ~--~ Sales 

~➔ promotion . ➔ M;ddlemen ➔ prnmoHon ➔ K::on'"me,s ➔ Wonl ~Publks I 
L____J Public relations ,__ __ _, Public relations .___ __ _J ~ of 

l t ----::,

7
;;•! _____________________ ---t ______ ::,~~;•I----------------------- mouth 

Three major tools of mass promotion are advertising, sales promotion, and 

public relations. They are mass marketing tools as opposed to personal selling, 

which targets specific buyers (435). 



Companies must do more than make good products - they must inform 

consumers about product benefits and carefully position products in consumers' 

minds. To do this, they must skillfully use the mass-promotion tools of 

advertising, sales promotion, and public relations ( 406). 

In recent years, sales promotion has clearly moved out of the 
second-place shadow in many firms' A&SP (advertising and sales 
promotion) budgets. For example, according to Donnelley Marketing 
(1988), sales promotion as a percentage of the A&SP budgets grew 
from 58% in 1976 to 65% in 1987, and Bowman (1986) reports sales 
promotion expenditure growing by 12% per year over the past decade 
(versus 10% for advertising). Thus, sales promotion is a widely used 
and increasingly important element of the marketing mix (Gary 24). 

Cases Display: 
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(1) In two years, Coke's marketing budget will have shifted form 90% advertising 

to a 50-50 split between advertising and promotions. "You've got to capture 

[consumers] with an experience, "says Paul Garrison, managing director of Coca-

Cola in Hungary (Ready 112). 

(2) P&G is also credited with developing soap operas on radio and then on 

television to carry its advertisements. "In the fifties and sixties the wonderful 

thing that P&G was doing was developing a system from everything". A system 

for advertising, for developing new products, and for promotions programs (All 

64). 

These two cases will explain about marketing communication is an important 

tool in marketing strategy. First, Coke spent a lot of money in advertising and 

promotion campaigns for communicating its products. Second, P&G used TV and 

Radio commercials to promote its new products to its target consumers. 



a. Sales Promotion: 

Promotion has been defined as the coordination of all seller-initiated efforts 

to set up channels of information and persuasion to sell goods and services or 

promote an idea. Promotions include a mixed set of marketing activities aimed 

both at end users and channel intermediaries (Gary 357). 

Old Street needs promotional activities for attracting visitors. These main 

promotion activities include festivals and celebrations during historical 

anniversaries, or offering discounts by stores to attract people to buy something 

and enjoy the old street. By the word of mouth, the old street can achieve the 

target of economic profit and be known for its ancient culture at the same time. 

The ability to increase demand with advertising varies across product 

categories. To assess opportunities for advertising, you must understand the 

factors that account for these differences. Four of the more important factors are 

these: 

• The trend in primary demand is favorable. 

• Product differentiation in market. 

• Hidden qualities of the product are important to customers. 

• Funds for advertising are available (Douglas 770). 

b. Advertising 
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Advertising is defined as any paid form of non-personal communication 

about an organization, product, service, or idea by an identified sponsor (Ralph 9). 

Advertising is a popular method of impersonal communications using such media 

as the press, television, radio, billboard posters, and so on. However, there are a 

number of problems which need to be carefully considered before any decision 
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