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Industrial-Friendly Rural Development
Promotion Program in the Twin-River Region

of Taichung and Miaoli Area

Abstract

The Twin-River Region of Taichung and Miaoli is characterized by diverse
agricultural resources and a unique blend of mountain and coastal environments,
forming a vital foundation for rural development in central Taiwan. To consolidate
the outcomes of its rural industrialization efforts, the Soil and Water Conservation
Bureau, Taichung Branch, continued its efforts focusing on two major industries—
domestic blueberries and local craft liquor (Jizake)—through three strategic pillars:
branding enhancement, channel expansion, and experiential marketing. The
program emphasizes “good ingredients, good products, and good experiences,”
connecting young farmers, wineries, enterprises, and community organizations to
transform local industries into recognizable regional brands.

A. Branding Enhancement — From Regional Identity to Market Image

The program focused on building a unified brand identity and market trust.

For the blueberry industry, the Major League Blueberry (MLB) alliance
collaborated with the Chinese Professional Baseball League (CPBL) through the
All-Star Game and Charity Train initiatives, generating over NT$300 million in
media exposure. These campaigns strengthened consumer awareness and confidence,
while young farmer storytelling and corporate procurement partnerships further
boosted the industry’s visibility and enthusiasm—resulting in an estimated NT$17

million growth in overall revenue.
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For the local liquor industry, under the Tiancha Dijiou (Heavenly Tea &
Earthly Spirits) brand, products such as Matsu’s Choice Pure Rice Cooking Wine
and the Satoyama Collection were developed to express local faith and community-
based craftsmanship. A unified Jizake Catalog and Jizake Battle Handbooks were
completed to ensure consistent visual design and cultural storytelling, strengthening
the identity of the regional liquor brand.

B. Channel Expansion — Multi-Channel Collaboration and Market Penetration

The strategy integrated both online and offline resources to expand sales and
visibility.

For blueberries, collaboration with the influencer “Wufeng Uncle” on the
Taiwan Farmers online Mall pre-order platform led to a complete sellout within 36
hours. Additional campaigns at Mia C’bon supermarket and the Global Views 50+
Club introduced domestic blueberries into high-end retail and senior consumer
markets. The establishment of a Blueberry Cooperative marked an important step
toward industry institutionalization and sustainable growth.

For local liquor, cross-sector cooperation with the food, tourism, and exhibition
industries created multiple access points to the market. Highlights include the
Tiancha Dijiou Dining Experience aboard the Taichung Sightseeing Double-Decker
Bus, the Satoyama Collection Launch Event with Elvis Classic Dining Group, and
the Jizake No.I Pavilion at the Taipei International Wine Exhibition. Collaborations
with hotels and travel agencies—such as the Spring Liquor Season and Winery
Running Tour—further embedded local liquor into lifestyle and tourism experiences.
C. Experiential Marketing — Cultural Interaction and Lifestyle Integration

Experiential marketing focused on deepening consumer engagement through
cultural participation.

For blueberries, the May Blueberry Festival held by SWCB in Taichung
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combined education, farmers’ markets, attracting over 3,000 visitors and
strengthening consumer connection with the production regions. Furthermore,
CPBL player visits and youth farming workshops strengthened the public image of
the blueberry industry.

For local liquor, interactive tools such as the Jizake Catalog, Liquor Monopoly
Game, and Jizake Battle Handbooks were exhibited at festivals and markets,
enhancing consumer participation. The brand also appeared at the Autumn Jazz
Awake Festival, successfully reaching younger audiences, while integrating ESG
and SDGs concepts were incorporated to highlight sustainability and community
development values.

Through the three strategic pillars—branding enhancement, channel expansion,
and experiential marketing—the program effectively connected the local value chain,
cultural narratives, and market opportunities. The blueberry industry achieved
participation from 35 young farmers, covering 10.75 hectares, with media exposure
exceeding NT$300 million; while the local liquor industry expanded into dining,
hospitality, and exhibition channels through cross-sector collaboration and cultural
storytelling. Together, these outcomes have elevated the Twin-River Region as a
new benchmark for integrating industrial development with rural culture,
embodying the vision of a truly industrial-friendly and sustainable rural model in

central Taiwan.

Keywords: Twin-River Region, Industrial-Friendly Rural Development,
Rural Industry, Domestic Blueberry, Tiancha Dijiou (Heavenly

Tea & Earthly Spirits)
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