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Abstract

This research explores the perspectives of perceived sacrifice, perceived quality,
perceived value, purchase intention, and willingness to pay, with the cultural and creative
products on the internet in Taiwan as its objects, and convenient sampling as its method.
Both printed and electronic questionnaires were delivered through traditional channels and
the internet. The contents of the questionnaires include six major parts: perceived sacrifice,
perceived quality, perceived value, purchase intention, willingness to pay, as well as the
customers’ basic information. We hope that the results could show the different of

willingness to pay between the buy and pay side.

Keywords : Cultural and creative products, purchase intention, perceived
value, and pricing policy
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