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Abstract

Nowadays people have more sense of standing-out and self-esteem than before. Along with the trend, culture and creative
industry creates the surprising growth. Because the advancement of the technology, it created more opportunities to offer the
customized service.

The purpose of this study was to explore how the cognition of culture and creative products, preference of being unique,
cognition of shopping online affects the willingness to buy customized cultural and creative goods.

This is a quantitated research and data is collected by questionnaire. We use Structural Equation Modeling(SEM) to
examine the measurement model and structural modal analysis.

Key Words: Culture And Creative Products ~ Customized ~ Online Shopping
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