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ABSTRACT
The rapid economic development in Taiwan has begun to generate significant improvement of standards of living since the
seventies. However, the quality of the natural ecology and environment does not rise accordingly. It has been progressively damaged
over time, resulting in increasingly serious environmental pollution. The environmental load in Changhua County is in particular
greater than other cities due to the scarcity of land. The study used the statistical data on public nuisance cases petitioned in
Changhua County over the years as the indicator on environmental quality and conducted a questionnaire survey with the aim to
understand the public's feelings and recognition regarding the state of the environment in Changhua County, how much they are
willing to pay for the cost of improvement, the causal relationship between them, their requirements for the environmental quality,
the quality of the environment being desired, and how much it will cost the government to have the environmental control policies
implemented in order to achieve the quality of environment that the public require. Environmental factors have the characteristics of
public goods without market price. In this study, through a questionnaire survey, the contingent Valuation Method (CVM) is used to
estimate directly the maximum amount the public are willing to pay in order to improve the environment or to prevent the
environment from continued deterioration, and eventually, to grasp how the public determine the significance of the environmental
quality in their minds. From the study, we not only learn about the effectiveness of the environmental controls in Changhua County,
but also provide data summaries and recommendations that could be used by as well as a basis for future efforts by the authorities
concerned. The findings of the study indicate that the public in Changhua County generally consider water pollution is the most
serious, followed by waste pollution, air pollution, and the noise pollution, and the most they are willing to pay for improvement,
water pollution is still ranked first, followed by waste, air and noise. More women consider the environment is seriously polluted than
men, while men are generally more willing to pay to improve it. Middle-aged people believe that the environment is seriously
polluted, while the youth are more willing to pay for improvement.

Keywords : Environmental quality ; Public’ s perception toward pollution ; Willing to pay for improvement ; Public nuisance
petition
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