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Consumers' Purchase Intentions

Min-Ling Chin*, Ming-Yi Huang**, Hung-Yu Huang™*

Abstract

This study collects literature and analyzes data to gain an in-depth understanding
of the relationship between current cultural creative product design and consumer
purchasing intention. The relationship between cultural creative product design and
consumer purchasing intention can be approached through the design elements of
cultural creative products, as well as cultural emotions and inspiring little stories.
How to make these stories resonate with consumers and consequently generate
purchasing intentions can be achieved through interaction and sales with consumers
online, allowing them to understand the designer's thoughts. This also encourages
consumers to perceive that the product narrates their own stories, enabling them to
experience emotional resonance each time they use the product. They will look

forward to the arrival of new products and enhance their willingness to repurchase.

Keywords: Cultural creative products, Design, consumers, Purchasing intention,

Product design.
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