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ABSTRACT
Rush weaving is a cultural, artistic, and traditional craft. Its local, artistic, story-embedded, and individualized features just meet the
needs of the post-modern consumption pattern. In this study, quantitative questionnaire survey and qualitative interview were
adopted. The questionnaire survey was intended to understand consumers’ evaluation of importance of each product attribute. 10
different rush weaving products and 12 adjectives for product images were selected. Semantic differential (SD) was applied to explore
consumers’  perceptions of the image of rush weaving crafts and preferences. Based on convenience sampling, the questionnaire
was administered to consumers in five cities/counties of central Taiwan. A total of 358 effctive questionnaires were rerurnd. The
qualitative interview was conducted to understand the current business situations of rush weavers in Yuanli and their suggestions on
revitalization of the industry. The main findings include: 1. Among the attributes of rush weaving crafts, the consumers considered
the design factor as the most important attribute, followed by the local culture factor and the practical function factor. 2. Consumers
have more positive image on fashionable and creative weaving crafts than on other types of products. 3. Younger respondents
preferred creative weaving crafts, while older ones preferred traditional and practical weaving crafts. Fashionable weaving crafts
were welcome among all age groups. 4. Cultural and artistic type of consumers tended to perceive a positive image of products. 5.
Analysis result showed that this industry could be transformed to become an industry of experience economy and integrate leisure
tourism.
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