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ABSTRACT
In the trend of Globalization and international recreation, the development of cultural creativity industry is thought the important
factor of national economy development and promoting the quality of life. It is also the principal axis of economic development in all
around the world. This research takes the fans of the Hand-puppet show as an object of research. The survey is adopted by the
convenient sampling, and the items are by means of the AlO. In order to analyze and compare the influences of cultural values in
Purchasing Behavior, the samples are divided into four types of living and distinguished three generations according to age. As four
types are concerned, the consumers of social type are the group who is more willing to spend money buying Hand-puppet’ s
merchandise. Moreover, by generation, the E-generation has the greatest attitude of accepting the Hand-puppet show. So it is a
potential market for Hand-puppet industry in the future. According to the research, | make four suggestions to PILI hand-puppet
show. 1. Raise the value of collection. 2. Cooperate with convenient store. 3. Develop the market of E-generation. 4. Adjust the
prices of commaodities.
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