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ABSTRACT
The main aim of this research is construction the exploration of critical Non-economic values of culture and creative goods. There
are six aspects which are esthetics value, spiritual value, social value, historical value, symbolic value, authentic value respectively.
Moreover, these six aspects has 22 factors. This study used a sampling survey from experts by Delphi questionnaires as the first step
to confirm the framework. Then, the results of Delphi questionnaires can be established the factors of critical Non-economic values
of culture and creative goods. Furthermore, it can be designed analytic hierarchy process (AHP) questionnaires and sent to
customers, after collecting questionnaires which can be analyzed by Expert Choice 11.0 software. The questionnaires are sent by
e-mail or hand in personally. Selected five experts of the academic circle to send out Delphi questionnaires for second stages. The
results of this stage can be knew from AHP questionnaires to customers who has been bought culture and creative goods before.
There were 32 questionnaires which are collected. AHP questionnaires are based on testing in unanimity, then cancelling
inapplicable questionnaires which can be remained only 11 questionnaires for effective analysis. The results showed that there are
key factors of critical Non-economic values of culture and creative goods in six aspects which are symbolic value, esthetics value,
spiritual value, authentic value, social value, and historical value in sequence. According to the results, it exhibited that customers
emphasized on symbolic value for culture and creative goods. The entirety factors are 22 items and the outcome pointed out the
highest ratio in the order is sending the meaning of literature and art (W=.103); the second order is having characteristic of
admirable, collection and increase in value (W=.091); the third order is passing down and continuing the culture. (W=.091) In
contrast, the regardlessness is understanding social situation. (W=.016).
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