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3 Culture, or civilization, taken in its broad, ethnographic sense, is that complex whole which includes
knowledge, belief, art, morals, law, custom, and any other capabilities and habits acquired by man as a
member of society.

4 Everything that people have, think, and do as members of a society.
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Exploring the Business Strategy of Cultural Creative enterprise:
the Case Study of LIMA Live Workshop
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Abstract: It seems that the cultural and creative industry (CCI) is presently being like the sun at high noon; yet,
the cruel fact is that no ambition in this sector can be easily achieved without the devotion of great efforts and a
series of hard struggles. LIMA Live Workshop, after twelve years’ all-out engagement and devotion, has finally
achieved their ambition and looms as one of the few-and-far-between successful cases in the sector of the
cultural and creative industry. Therefore, we, in this research, focus on LIMA’s business strategies, looking into
the vision, mission, objectives and values of LIMA. After probing the SWOT analysis of its internal and external
environment and its main strategy, we focus on STP analysis and the 4Ps of marketing, making detailed and
sophisticated diagnosis to find out such business models as : brand marketing—to interpret the denotation of
LIMA, story marketing—the strenuous story of the Nan, Hsien-Tien couple and the Live Workshop, experiential
marketing—to provide a custom-made journey for customers to come to the Workshop to experience the
operation for themselves, word-of-mouth marketing—being honest and sincere and enthusiastically kind-hearted
to render help to weaklings, and the good reputation is widely circulated in the net, and the like. To combine so
many marketing strategies deftly may well be a praise-worthy model in this sector. Last but not least, there
remains a little to be desired during the process of achieving its long-term goal to be a cultural and creative
enterprise well-known in Taiwan, including the education of personnel and internet marketing. The outcome of

this research may well serve as the reference material for the managers of cultural and creative enterprises.

Keywords: cultural and creative industry (CCI), LIMA Live Workshop, business strategy, marketing strategy



