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ABSTRACT
The main purpose of this study focused on the exploration of the relationships between consumer behavior, motivation and lifestyle
on cultural and creative goods. The quantitative research targeted literate, over-eighteen consumers, with 425 structural
guestionnaires. There were 398 copies of questionnaire returned and valid for further data analysis and hypotheses tests. Main
findings of this study were concluded as followings: 1. Graduate level of education rendered higher in “ sharing motivation” than
those of below high school level of education. Incomes between NT$40,001~60,000 had higher “ functional motivation” than
those with income over NT$60,000. 2. Consuming information resources: male, under age of 25, unmarried, military, civil and
teaching staff, business, information for students majorly came from passing by. People who were married with children had more
willingness to buy higher valued cultural and creative goods. Military, civil and teaching staff, business, freelance and housewife were
mostly accompanied by their family members. 3. People with more number of times of purchases in cultural and creative goods had
higher consumer motivation. 4. The lifestyle of “ active type” had the strongest consumer motivation and the lifestyle of
“ conservative homey type” had the weakest. Consumers considered cultural and creative goods must be “ creative and unique”
high quality” ,* cultural implication” ,“ individually hand-made” ,*“ in line with the lifestyle” ,* local materials” and had
narrative” elements. 5. The lifestyle of “ conservative homey type” and the lifestyle of “ outdoor type” had mostly consumed
twice. The lifestyle of “ enjoying life type” had mostly consumed three times. The lifestyle of “ active type” had mostly consumed
more than four times. All types bought majority of daily supplies, then stationeries.
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