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ABSTRACT
In recent years, cultural and creative industry increased rapidly in all parts of Taiwan, but the economic benefits were lesser than
expected. Cultural and creative industry owners and the government usually did not insight into difference between consumption
and supply of cultural and creative goods. This study aimed to investigate the relationship between the stereotype and consuming
willingness on cultural and creative goods for common people and exploring the images and consuming willingness on cultural and
creative goods with consumer point of views. This study applied a structural questionnaire to collect opinions from common people
over age 14 years old with writing ability. There were 450 copies sent and valid 398 samples return for further statistical analysis
using SPSS12. The findings of this study concluded as followings: 1. The stereotypes on cultural and creative goods of common
people were local characteristics, having stories and culture, as a gift. 2. Cultural and creative goods with connotation and
practicality attract women, highly educated and people who have ever purchased cultural and creative goods. 3. The lifestyle
intentions of people labeled as activity orientation and professional orientation. All had positive impression of cultural and creative
goods with highly consuming willingness. 4. It existed positive effects among price, connotation, practicality and consuming
willingness. The result of this study was discussed and several recommendations were suggested for the operators, government and
follow-up study.
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