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Abstract

Cultural commodity creates economic value for cultural industry,
meanwhile, cultural commodity contains and deliver culture connotation.
Consumers’ image toward cultural commodity will affect their purchase
intentions, consequently influence on the evolution of cultural industry. This
study targets on Ing-Ge ceramics to investigate the brand image from consumers’
point of view. The cultural commodities in nearby countries are selected as
comparison basis. Structural questionnaire is designed to collect field data,
Thurstone’s method of paired comparison is used to evaluate the relative image
of each attribute. Study result shows that Ing-Ge ceramics performs better in
terms of purchasing convenience, price reasonability and usefulness. When
purchasing cultural commodity, consumers pay much attention to beauty and
quality of cultural commodity. In contrast, the country image and usefulness are

not important concerns. The implications for cultural industry are discussed.

Keywords: Cultural Industry, Cultural Commodity, Ing-Ge Ceramics, Brand

Image
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