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Abstract

The Palace Museum Cultural Creative Products on Attitude and Purchasing Intention. Online surveys
were conducted on consumers who had consumed Cultural and Creative Products of the Palace
Museum in the past. There were 305 valid questionnaires empirical survey was analyzed. The results
of the study are as follows. First, it was found that all three variables of Consumer Perceived Value
had a significant positive effect on product Attitude. Second, among the three variables of Consumer
Perceived Value, the Cultural Educational Value did not significantly affect the onsumer urchasing
ntention, but other variables had a significant positive effect on the Consumer Purchasing Intention.
Third, it was verified that Attitude has a positive effect on Purchasing Intention. Fourth, it was found
that there was a partial mediating effect of the Attitude between the Perceived Value and the
Consumer Purchasing Intention. According to the research results, while maintaining the cultural identity
of cultural and creative products, it is necessary to adopt reasonable methods to maximize the sense
of enjoyment and comfort, enriching the daily use functions and rationalizing the price standards.
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Figure 1. Research structure
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Table 1. Operational Definition and Questions of Variables

practicality of museum CCP
received by consumers

The CCP of the Palace Museum have practical value.

Variables Definition ltems Reference sources
The utility or value of|The cultural and creative products(CCP) of the Palace
physical attributes such as|Museum have quality assurance. Gianfranco Walsh
functional value |reliability, price, and(The CCP of the Palace Museum are well-made. (2001)

Sweeney&Soutar (2011)

Consumers feel the utility or

The CCP of the Palace Museum has a profound

preferences.

The CCP of the Palace Museum is vivid and
attractive.

| : - M historical heritage. e
Cultural Education |'2ue O acquinng certain | can get historical knowledge from the CCP of the (2013)
historical and cultural
Value Palace Museum. Walsh
knowledge from museum - -
Perceived value ccP The CCP of the Palace Museum has its unique (2014)
cultural connotation.
The CCP of the Palace Museum can add fun to my
life.
. | think buying and using the CCP of the Palace
) The pleasure and happlness Museum can give me a sense of satisfaction. Ve_r_wder
Entertainment value|that the museum CCP bring The CCP of the Pal v s dosi " deijden
to consumers. e of the Palace Museum’s design suits my 2001)

Consumers’psychological

The CCP of the Palace Museum can be recognized
by me.

Ghasem Zarei

Palace Museum multiple times.

Product attitude | Product attitude inclination,cognition and|The CCP of the Palace Museum are valuable to me. (2019)
experience of CCP of the[ . - Olga Kvasova
Palace Museum. \,\tAJzezngood choice to buy the CCP of the Palace (2012)
Wh hasi P P of the Pal M
) Probability and possibility of | . en purcnasing C(-: » CCP of the Palace Museum FANF(2005) Sandra
Purchasing - ) " will be my first choice.
intention Purchasing intention|consumers buying CCP o In the fut | ‘der buving CCP of th Forsythe
the Palace Museumn. n the future, | may consider buying of the 2012)
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1. FSAN Ed

£ AqollA ol&H SEA e gt JILEASE &
/go] [Table 219} At WA, 48 GA7F 1539
(50.2%) 2.2 o3&} 1527(49.8%)°] ®l3to] H|%3F 4=
Zo|9itt. 3EAY] AFL 18~27A17F 2488(81.3%)
o= 7P wokor, kg 454 ol 71 23%8(7.5%),
28~35A7F 22%8(7.2%), 36~44A17F 78(2.3%), 184
o5} 59(1.6%)9] <202 UElsitt g8S AnEm,
o5k A5kAgo] 20278(66.2%) 22 714 Wty ek
=Y 53%(17.4%), sk SAA 369(11.8%), 1= ©|
o} 147(4.6%) <=2 & YEith SEHAEY Y &
A, T 21078(68.9%), FJAHA 3678(11.8%), 354
3278(10.5%), AFLBAF 18H(5.9%), 71t 9H(B%) <=
oz yetgth SEA] €8T A5 3,00091¢t o]
3 2459(80.3%), 3,000~5,00091F 25%8(8.2%),
5,000~8,00091¢t 1778(5.6%), 10,0009t ©J4} 1078
(3.3%), 8,000~10,000912F 898(2.6%)2] +°& &t
et

Table 2. Demographic Characteristics of Specimens

2. M2 EIEE 24

SHAS A2 7HN 9 5He] 917} wiA S AH]
A AR HE, S5 i W HEZ sl
A4S XSt F2 Cronbach's a A&
AbEste] AR =g wbehsd], IEtE o= (.7 ol/ido]
H AR A" JhssitH4Sl BEFE WHeES
Cronbach's a Al7F 4 828 oldo& =7 Yet
Sk ot & Ao £ Ee BF AIEE wEt
g0}

2 A7oXME eSS AR A8 244 a9l
A4S AAS 891 & o REs F4E 24
HE AASHIA Hl2dA IHE st SPREo|

5 &3¢ 1 KMO &kt 89902 UG,
Bartlettd] +384 A3Z2A= Fg-E°] .000(0.05
nghog W’E]"/]' 8% %QE"“‘O] Agst Ao= Wk

=

= Qleth. FAEA ] 77.843% 0% UER FAE 370
2219 @%‘*“401 EO 2 wEtHTable 3l
[Table 4] A0+ H —i— T ggloz R}

i, Bartlett?] —TLoﬂ*é ARANE  {oEEo]
00000.05 mlvho= uehdth Q9 AAFe wE
555 olFer uEh, ANHARl SAHE=FS] HEES
TSI

Variables Group N | radio(%)
Male 153 50.2 I - .
Gender Fornalo 52 | 498 Table 3. Reliability and Validity of Perceived Value
under 18 years old 5 16 Factor Varia [Cumul|Cronba
18-27 248 81.3 Factor Variable Loadin| Total | nce | ative | ch's
Age 28-35 22 7.2 g (%) | (%) | Alpha
36-44 7 23 .
Over 45 years old 3 75 Entertainment 2 | 0.828
: ; Entertainment 3 | 0.813
Middle School 3 ! Fntertainm v 3.183 [31.831/31.831| 0.897
High School 1" 26 ent Value| Entertainment 1 | 0.766
Education Of the College 202 6.2 Entertainment 4 | 0.758
College graduation 36 118 Cultural Cultural Education 3| 0.874
Graduate graduation 53 17.4 Education |Cultural Education 2| 0.778 | 2.46 |24.597|56.428| 0.87
Student 210 | 689 Value e frural Education 1] 0.774
Office worker 36 11.8 Functional 1 0.821
Occupation Government employee | 32 | 105 F“\'}Z‘t&"a' Functional 2 | 0.806 | 2.141 [21.41577.843| 0.828
Business owners 18 59 Functional 3 0.555
Others 9 el KMO=.899, Bartlett's X?=2110.89,(P=.000)
<3000 245 80.3
3000~5000 25 8.2
Average Monthly N
Income (CNY) 5000~8000 17 5.6
8000~10000 8 2.6
>10000 10 33
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Table 4. Reliability and Validity of Attitude and Purchasing
Intention

Factor | Variable Factor Total Variance|Cumulative|Cronbach's
Loading (%) (%) Alpha

Attitude 1| 0.873

Attitude |Attitude 3| 0.781 [2.180| 43.602 | 43.602 0.885

Attitude 2| 0.702

Purchasing 0.855

Purchasingllntention 2 2.049| 40977 | 84579 | 0871
Intention |Purchasing 0843

Intention 1

KMO=.881, Bartlett's.x* =1099.17,(P=.000)

2 A7 F8 Wl AZE A% K, 24 £5

5% /W), A28 ot A, AE i, T o 7t
of guAE Flsh] Sfal solse] B st

A} B Ao @Eﬁ WS 2 i A
o Szl SOt JRTAS
Yehtn mE 4<+>4 A2 UeigeiTable 5.

Table 5. Correlation Analysis of Variables

Functiona Cultural |Entertain Purchasi
Variables Education| ment |[Attitude] SIng
Value Intention
Value Value
Functional 1
Value
Cultural .
Education Value 667 !
Entertainment 704w 621% 1
Value
Attitude .758** 676%* 819% 1
Puchasing | ggze | sgger | 786" | 800 | 1
Intention
Mean 12.94 135 16.77 12.87 8.4
Std. Deviation 2.10 1.81 297 2.10 1.58

Note: *p¢0.05, **p<0.01, ***p<0.001

4. IVIHEE 2B BRI

A

AL P 2817 AE A A ST
AE3] 9190 % BHEAL UAIsect 1 Anke
[Table GloIA B lot o] BAZ R folshA
ERg o™ (F=292.33, p<.001), ﬁ;qg—agg] AgEe
74.4%2 2 YERGTE J81 D-W BAFS 1.7832
200 2ARE g2 ololA] AAe] -4 7hge] A
Q= ZeZ i £ 3y EARA~(VIDE 10
Ut R Ueht gAY BAL gl RoE v

¥

Ko4 A3} BE, BE LS
Ao= Utk

3], SAA%]
o] BE QT (N YT vIAE
.

Table 6. The impact of Perceived Value on Attitude

Depend| Indepen [Non—standaiStandard
rdized ization
factor | factor | t p | VIF {Adopt

B | S.E. B
0.265(0.046| 0.265 |5.755(0.000%*%2.505|Adopt

ent dent
Variable| Variable

Functional
Value
Cultural
Education|0.207(0.047 | 0.178 |4.391]0.000***| 1.94 |Adopt
Value
Entertain
ment |0.364|0.031| 0.516 |11.774/0.000***|2.265|Adopt
Value

R=.863, R*=0.744, Adjusted R?=0.742, F=292.33(P{.001), D-W:1.783
Note: *p¢0.1, **p{0.05, ***p<0.01

IAttitude|

[Table 7lolAE BAZCZ FolstA Yetrgte
(F=184.576, p<.001), AL 64.8%, D-W SAH
2 1.8212 3|7RHo] Hgsttil AT 5= 9o
AR (VI E 25 10 v]9ko 2 Yeht b5
A4 BAE gle A0 waE|gict. BAAud] =
A AZHE 715 7FXI(8=.226, p<0.001), XZ4H 2
7FA(8=.593, p<0.01) Fuflzol f-ogt H(+)<]
FFE A= AoE yeith 18y A &
oy Ay B, AZE Estas 71x(8=.046, p>
0.2 724 A3t 244 Aol fost JFe vl
A o= o= Yehyith

Table 7. The Impact of Perceived Value on Purchasing
Intention

Non-stan |Standar
dardized |dization
factor | factor | t p |VIF Adopt

Depend | Indepen
ent dent
Variable | Variable

B |SE| B8
Functionall 17 16,041| 0.226 | 4.18 [0.000%*[2.505] Adopt
Value
Cultural

Purchasing|Education|0.041(0.042| 0.046 [0.975| 0.33 |1.94|Reject
Intention | Value

Entertain
ment {0.315/0.027| 0.593 [11.523]0.000***(2.265| Adopt
Value

R=.805, 722=0.648, Adjusted 72?=0.644,F=184.576(P{.001), D-W:1.821
Note: *p¢0.1, **p{0.05, ***p<0.01

[Table 8]1& AHREH FAXHORE FolotA Yelyt
Ou(F=538.041, p<.001), AHZL 64%, D-W =4
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2 1.776°0.2 20 ZARE ghE Ko alke] A
o EAlE Q= Aoz 248 5 3y BEAAR|S
(VIDE 2% 10 "o g et tg344d B4

AE Aoz =gy B4 Aylo] w2d HAH
A= HE(8=.800, p<0.00D)LE Fuf 2xo] H(+)
FFE v Aoz AFZEHA

Table 8. The Impact of Attitude on Purchasing Intention

Standal
rdizati

on t p VIF | Adopt
factor

Depend|indepe|{Non-stan
ent |ndent| dardized
\Variable\Variable  factor

B [SE.| B

Purchasi
ng |Attitud

. 0.603(0.026| 0.8 |23.196 | 0.000*** | 1 Adopt
Intention| e

R=.800, R*=.64, Adjusted R*=.639, F=538.041(P.001), D-W:1.776

Note: *p<0.1, **p€0.05, ***p<0.01

X 3= Baron and Kenny(1986)2] wi7l A&
Ao] o] mEH 2Zd 7k 89l oo
X G AHA AlF HEY Wi A B4}
7] $18l 242 3A| S| 9EAS A [Table 9]
oA AR AFE A A2 7813 Fujele
9] mx|= Wi ETe] 3TkA] 24 AIE et A
1Al EgAS X 2E 7129 519 8]lo] F+uf
oo ot HEEIHAL A" s 7HA B
=.226(p=.000), A4 & 7F4] £=.593(p=.000)L.
2 Ueha |zt Zog ZAg=Sich 1Eu Azt
3} 15 7HA B=.046(p=330)Z folsHA] & A
2 Z=[odch A2dACNA AzbE 7] 5k a9l
Eo] AF "ol digt xESAS: 242 A4 Vs
7 B=265(p=.000), 4" Estus 742 B
=.178(p=.000), AZt= & 7}x B=.516(p=.000)2
2 Yy §95 Aow =45t A3HAOIA
7R AE B Frkote] X2 7HX a]1dt o
A AF A=A B=.435(p=.000)F HERFIL A
Zgl 7Hx 8%l ofgl wevt A" Vs 7HA B
=111(p=.0037)1} AZtd 2= 714 B=.369(p=.000)

TER0] foet 9T A7 ol ABAt A
F Hxe A2 7HA8R19 ool F& i &

e A o=

A

= A

Table 9. The Meditating Effect of Product Attitude

STEP | MODEL | B |SE|Beta| t |Pvalu|Adiust
e ed R
Constant 03620417 |0.868| 0386
. Step 1 Functonl Valug 0.17 04)0226| 418 Jo000"
ndependent
- Cultural 1o 011y o o.cus|0975| 033 | 064

Education Value]

Entertainment | ; 31510 097] 0,503 [11.523(0.000%*
Value

Constant 0.55 0.471 1.168| 0.244

Dependent)

Step 2 [Functional Valug| 0.265(0.046/ 0.265 | 5.755|0.000%**
(Independent 0742

- Cultural 1 207 10.047]0.178| 4.391 | 0,000+
Mediating) Education Value|

Entertainment | 55110 031/ 0,516 |11.774{0.000%
Value

Constant  0.1820.389 0.467| 0.641
Step 3 [Functional Valuei 0.083[0.04{0.111|2.091]| 0.037**

Independent,| Cultural
Mediating —|Equcation Value70'027 0.04[-0.031-0.678 0.498 | 0p92

Dependent) | Entertainment [, 16 {0.360| 6371 [0.000%+
Value i i ) i )

Attitude  {0.328]0.047)0.435]6.902|0.000***
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