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Focusing on cultural sustainability, this study used structural equation modeling Keywords

to develop and validate an extended model comprising the theory of reasoned cultural products, creative
action and the stimulus—organism-response framework, in order to investigate products, museum products,
how cultural, social, emotional, and functional attributes influence consumers’ cultural sustainability,
intention to purchase cultural and creative products in museums. Respondents perceived value, purchase
were 503 online consumers in China. We found that cultural, social, and intention, behavioral attitude

emotional attributes were significantly related to consumers’ perceived value
and behavioral attitudes, whereas functional attributes were primarily
associated with behavioral attitudes. Perceived value accounted for 21.1% of
the variance in purchase intention and indirectly accounted for 31.5% of the
variance through the mediator of behavioral attitudes. This research extends the
applicability of the theory of reasoned action and the
stimulus—organism—response model to cultural and creative products and offers
practical guidance for museums in designing and marketing products that
promote cultural heritage and foster sustainable development.

Article Highlights

¢ This study explored how cultural and creative product attributes influence consumers’ perceived value and
behavioral attitudes, and how these, in turn, impact purchase decisions.

* We refined measurement scales for perceived value and attitudes, enhancing understanding of product
attributes and consumer preferences.

¢ QOur findings highlighted the crucial role of perceived value in influencing consumers’ behavioral attitude
and purchase intention.

e This study identified cultural, emotional, and social attributes as critical drivers of perceived value and
consumer attitudes, revealing their central role in shaping consumer behavior and decision-making
processes.

The growing prominence of cultural and creative products in museum operations reflects the diversification of cultural
demands and the evolving consumption patterns of contemporary consumers. Data from 2020 indicate that the total
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revenue of museums in China reached RMB 32.7 billion, with cultural and creative products contributing over 2.4
billion, accounting for 7% of the total revenue (National Bureau of Statistics of China, 2022). This trend highlights the
increasing interest in cultural and creative products, which have captured the attention of both academic scholars and
industry professionals. Research suggests that the demand for cultural consumption is a key driver behind the
acquisition of these products, indicating a growing consumer desire for culturally enriched experiences (Cui, 2020).

Despite extensive research on consumer characteristics, there remains a significant gap in understanding the conflict
between the attributes of museum cultural and creative products and consumer purchase intention. Cultural consumption
conflict refers to the tension consumers face when balancing the preservation of cultural identity with the practical
utility of products—an issue that profoundly impacts purchasing decisions. This conflict often presents as a trade-off
between the intrinsic heritage value and the functional utility of cultural and creative products, highlighting the
challenge of maintaining cultural significance while ensuring everyday practicality. Recent findings have indicated that
cultural identity, particularly among consumers with higher levels of cultural knowledge, substantially enhances the
willingness to purchase intangible cultural heritage products (M. Zhang et al., 2023). Further exploration of consumers’
purchase intention for these products is crucial for fostering the growth of cultural consumption and strengthening
cultural influence.

As consumer sophistication increases and demand for cultural consumption rises, consumer behavior has undergone
significant transformations. Consequently, examining how museum cultural and creative products influence consumer
purchase intention, particularly within the context of cultural sustainability, is of great importance. Existing research has
identified factors such as individual characteristics, ethnicity, and cultural background as important determinants of
purchase intention for cultural and creative products, suggesting that personal and social identities play pivotal roles in
consumer decision-making processes (Kim & Littrell, 2001). Furthermore, consumers’ motivation for visiting museums,
combined with their learning experience and environmental perception, significantly influence informal learning within
museum retail spaces, shaping the overall museum experience (Kent, 2010). Cultural and creative products in the form
of experiential tokens, mementos, and gifts deepen consumers’ engagement with the museum experience, demonstrating
how these products function as tangible representations of intangible cultural value (Wilkins, 2011).

Behavioral attitudes have also emerged as a critical factor in shaping purchase intention, as consumers’ perception of
products directly influences their willingness to purchase (Khan et al., 2023). Therefore, exploring the relationship
between museum cultural and creative products and consumer purchase intention is crucial not only for addressing the
culture—consumption conflict but also for supporting the sustainable development of culture. Positive behavioral
attitudes have been linked with favorable perceptions of value, which, in turn, influence consumer purchase intention
(Fishbein & Ajzen, 1975). The theory of reasoned action (TRA; Fishbein & Ajzen, 1975), which has been widely used
to predict consumer behavior, has also proven effective in forecasting online purchase intention (Hansen et al., 2004).
Moreover, research has shown that product attributes significantly impact purchase intention across various
consumption contexts (Li & Shui, 2020). Understanding consumer behavioral attitudes allows designers to better grasp
the psychological drivers behind purchasing decisions for museum cultural and creative products. We incorporated an
extended TRA model within our analytical framework to explore how consumer purchase intention is influenced by
these factors. According to the stimulus—organism—response (S—O-R) model (Fiore & Kim, 2007), a stimulus (S)
initiates emotional and cognitive reactions within the organism (O), leading to a corresponding response (R). This model
offers a valuable framework for interpreting consumer behavior from a psychological perspective. This study integrated
the TRA and the S—O-R model to analyze how consumer perceptions, behavioral attitudes, and purchase intentions are
influenced by the attributes of museum cultural and creative products. Within this framework, functional, emotional,
social, price, and cultural attributes serve as external stimuli (S); perceived value and behavioral attitudes represent the
consumer’s responses (O); and purchase intention serves as the response (R). This comprehensive model elucidates the
intricate relationships among product attributes, perceived value, and behavioral attitudes, demonstrating how these
factors collectively shape consumer purchase intention.

In the context of museum cultural and creative products, cultural attributes reflect the products’ capacity to convey the
museum’s unique cultural essence. These attributes are articulated through elements such as historical symbols, national
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emblems, or cultural narratives, serving as key identifiers (Mottner & Ford, 2005). Functional attributes address
consumers’ expectations concerning a product’s practicality and quality (Shao et al., 2022). Consumers assess
practicality, durability, and everyday utility during the purchasing process. Emotional attributes pertain to a product’s
capacity to evoke emotions such as nostalgia, pride, or happiness. A culturally significant handicraft can foster cultural
identity and emotional connection, thereby strengthening consumer attachment and brand loyalty. Social attributes
pertain to the impact of a product on social status, fulfilling the consumer’s need for recognition. Esteemed museum
souvenirs, such as limited-edition books or replica artifacts, are highly valued for their role in elevating the owner’s
social standing and demonstrating cultural sophistication. Price attributes reflect consumers’ perception of value for
money (Park, 2011). Reasonably priced products are often preferred for their perceived value, while premium items
may signify quality and exclusivity, appealing to distinct consumer segments.

Museum cultural and creative products greatly enhance their value by seamlessly integrating unique cultural attributes
with innovative creativity. Research has shown that when consumers purchase cultural and creative products from the
Palace Museum, located within the Forbidden City in Beijing, China, they prioritize the items’ cultural significance and
historic value (Tu et al., 2019). This cultural perception has a direct impact on consumers’ satisfaction and purchase
intention (Guo, 2018; Zhao, 2022). Thus, we put forward the following hypotheses:

Hypothesis 1a: The cultural attributes of museum cultural and creative products will be significantly and positively
associated with consumers’ perceived value.

Hypothesis 1b: The cultural attributes of museum cultural and creative products will be significantly and positively
associated with consumers’ behavioral attitudes.

Research has indicated that fulfilling the needs for social interaction and recognition can significantly enhance
consumers’ purchase intention (Q. Wang et al., 2023). Additionally, social attributes have been shown to positively
affect consumers’ intention to purchase green products (X. Zhang & Wang, 2019). Chen and Wang (2012) found that
social value significantly shaped consumers’ behavioral attitude toward luxury goods, which, in turn, influenced their
purchase intention. Thus, we proposed the following hypotheses:

Hypothesis 2a: The social attributes of museum cultural and creative products will be significantly and positively
associated with consumers’ perceived value.

Hypothesis 2b: The social attributes of museum cultural and creative products will be significantly and positively
associated with consumers’ behavioral attitude.

Enhancing emotional value can significantly enrich consumers’ experiences and positively influence their willingness to
purchase (F. Wang et al., 2017). Studies have shown that positive emotional experiences and increased emotional value
have a substantial impact on consumers’ purchasing behavior and willingness to engage with products (Yu et al., 2017).
Therefore, we proposed the following hypotheses:

Hypothesis 3a: The emotional attributes of museum cultural and creative products will be significantly and positively
associated with consumers’ perceived value.

Hypothesis 3b: The emotional attributes of museum cultural and creative products will be significantly and positively
associated with consumers’ behavioral attitude.

Related research has indicated that functional attributes exert a positive influence on purchasing behavior, while price
factors are pivotal in shaping consumer decision making. Perceived price also exerts a significant impact on purchase
intention and behavioral attitude (Faqih, 2016; Guo, 2018; Pan et al., 2010). Drawing on these studies, we posited the
following hypotheses:

Hypothesis 4a: The functional attributes of museum cultural and creative products will be significantly and positively
associated with consumers’ perceived value.

Hypothesis 4b: The functional attributes of museum cultural and creative products will be significantly and positively
associated with consumers’ behavioral attitude.

Hypothesis 5a: The price attributes of museum cultural and creative products will be significantly and positively
associated with consumers’ perceived value.

Hypothesis 5b: The price attributes of museum cultural and creative products will be significantly and positively
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associated with consumers’ behavioral attitude.

Research has indicated that perceived value positively influences purchase intention on online shopping platforms, and
behavioral attitudes significantly impact the intention to purchase green vegetables, highlighting the critical role of
perceived value and behavioral attitudes in shaping consumer decision making (H. Zhang et al., 2020; Zhou & Wang,
2019). As such, we proposed the following hypotheses:

Hpypothesis 6a: Elevated perceived value of museum cultural and creative products will be significantly and positively
associated with consumers’ behavioral attitude.

Hypothesis 6b: A positive behavioral attitude toward museum cultural and creative products will be significantly and
positively associated with consumers’ purchase intention.

Hypothesis 7: Elevated perceived value of museum cultural and creative products will be significantly and positively
associated with consumers’ purchase intention.

Method
Participants and Procedure

Given the importance of clear and comprehensive product presentation, we selected online consumers as our research
subjects on the basis of several critical considerations. First, the rapid expansion of the online market has rendered
consumer behavior data more accessible, thereby facilitating a robust analysis of purchasing trends. Online consumers
are often attuned to digital information, allowing platforms to comprehensively showcase the design and functionality
of cultural and creative products. Second, the substantial influence of social media within the lifestyle and fashion
sectors has accelerated the online marketing of cultural products, particularly in cultivating trust and authenticity among
consumers (Vishakh et al., 2024). The convenience and variety offered by e-commerce platforms have also significantly
stimulated consumer interest, making online consumers more likely to engage with and review cultural and creative
products (Deswita et al., 2024).

Participation in the survey was voluntary, with access provided via a link distributed on social media platforms such as
WeChat and QQ. These platforms were chosen for their extensive reach and ease of access within the target
demographic, enabling convenient recruitment of a diverse respondent pool with a potential interest in cultural and
creative products, thus ensuring the sample’s relevance to the research topic. We obtained informed consent before the
study began, informing respondents of the research purpose, their role, and their right to withdraw at any time without
consequences. No personal identifying information was collected to ensure anonymity. This study adhered to
established guidelines for research involving human participants.

Of 607 distributed questionnaires, 503 were deemed valid, resulting in a response rate of 82.8%. The preponderance of
university students and women within our sample was anticipated and consistent with the engagement and influence
these groups exhibit in the consumption of cultural and creative products. Although not explicitly included in the study
criteria, their substantial representation mirrors broader market dynamics, wherein these groups are key drivers of
cultural consumption. Women are attaining increasing economic independence and tend to prioritize quality,
personalization, and emotional fulfillment in their purchasing decisions (S. Xu et al., 2024). Similarly, university
students, especially those from Generation Z, are attracted to sustainable and culturally enriching products, influenced
by their educational backgrounds and heightened social awareness (Liu, 2023). Recognizing the pivotal role of these
demographics is essential for understanding the evolving landscape of the cultural and creative products market (T.
Zhang, 2023). The descriptive statistics of the sample are summarized in Table 1.
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Table 1. Descriptive Statistics of the Sample

Independent variable Category n %
Gender Male 197 39.2
Female 306 60.8
Age (years) <19 103 20.5
20-29 220 43.7
30-39 83 16.5
40-49 76 15.1
>50 21 4.2
Educational background High school or below 7 1.4
University (currently studying) 339 67.4
University (graduated) 84 16.7
Graduate school (graduated or currently studying) 73 14.5
Occupation Student 361 71.8
Corporate/company employee 59 11.7
Government/public sector employee 44 8.7
Self-employed business owner 8 1.6
Freelancer 12 2.4
Retired 2 0.4
Other 17 3.4
Monthly salary (RMB) < 1,000 238 47.3
1,000-1,500 76 15.1
1,501-3,000 33 6.6
3,001-5,000 34 6.8
5,001-8,000 33 6.6
8,001-10,000 21 4.2
> 10,000 68 13.5
Design background Yes 192 38.2
No 311 61.8
Awareness of museum Yes 503 100.0

cultural and creative products

Note. N =503. RMB 1 =USD 0.14.

To cater to the diverse needs of consumers, numerous museums have established both online and offline sales channels.
This study focused on the cultural and creative products available at the Tmall China National Museum flagship store.
We selected the eight best-selling products of 2023 for comprehensive analysis: makeup brushes, mortise-and-tenon
joint warrior toys, red hand-woven bracelet jewelry, the tea set business gift box, the gold bu yao dragon-shaped
luminous bookmark, the museum collection KACO series cobranded signature pen, the single-shoulder canvas bag, and
“The Stars Change in Positions” night light.

At the initial stage of the survey, participants engaged with a brief introduction for each product, which included
images, detailed descriptions, and cultural background information. This introduction aimed to ensure that participants
could accurately identify and fully comprehend the products referenced in the questionnaire. Notably, while some
participants had prior experience purchasing or using one or more of these products, others based their selections and
judgments solely on the provided information. To further support informed responses, the survey also incorporated
visual charts featuring product images, prices, specifications, and distinctive cultural design elements, making the
information more intuitive and accessible.

Measures

To ensure reliability and validity, we adapted the measures for each variable from established scales in prior research
and tailored them to this study’s context (see Table 2).
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Table 2. Survey Items and Sources

Construct

Item

Source

Cultural value (CV)

Functional value (FV)

Price value (PRV)

Social value (SV)

Emotional value (EV)

Perceived value (PEV)

Consumer behavioral
attitudes (BA)

Purchase intention (PI)

CV1. The regional cultural features or cultural stories this product
embodies are meaningful to me.

CV2. This product allows me to experience the historical and cultural
memories of the Chinese nation.

CV3. This product enhances my understanding of museum collections
and content.

FV1. This product is very practical.

FV2. This product is well-made and reliable in quality.

FV3. This product has significant collectible value that is meaningful to me.

PRV 1. This product is economically priced.

PRV2. This product offers good value for money.

PRV3. This product has a high cost—performance ratio.

SV1. This product can be used as a social gift.

SV2. This product can leave a good impression.

SV3. This product will bring social recognition to its owner.

EV1. This product will make me feel happy.

EV2. This product will make me feel curious and interested.

EV3. This product has personality and soul, and resonates with me

on some level.

EV4. This product is in line with current fashion trends.

PEV1. This product helps in the active utilization of museum collections.
PEV2. This product is valuable for the protection and preservation of
cultural heritage.

PEV3. This product contributes to the sustainable development of culture.
PEV4. This product is worth the money spent.

BAL. This product is attractive.

BA2. This product makes me feel satisfied.

BA3. This product makes me happy.

PI1. I am inclined to consider purchasing this product.

PI2. T am inclined to purchase this product in the future.

PI3. I am inclined to recommend this product in the presence of others.
PI4. I am inclined to recommend the purchase of this product to others.

Guo (2018)
Tu et al. (2019)
J. Wang (2023)

Ruan (2021)

Sheth et al. (1991)

J. Wang (2023)

Sweeney and Soutar (2001)

Sheth et al. (1991)
Sweeney and Soutar (2001)

Sheth et al. (1991)
Sweeney and Soutar (2001)
Tu et al. (2019)

Q. Wang et al. (2023)

Sirdeshmukh et al. (2002)
X. Xu and Liu (2024)

Fishbein and Ajzen (1975)

Bhattacherjee (2001)
Lee and Hyman (2008)

Results

Common Method Bias Test

We conducted Harman’s single-factor test to evaluate the potential presence of common method bias. An unrotated
exploratory factor analysis identified eight distinct factors with eigenvalues exceeding 1, cumulatively explaining
81.52% of the total variance. The first factor accounted for 35.02% of the variance, remaining below the 40%
threshold, indicating that common method bias was unlikely to pose a significant concern in this study. These findings
supported the validity of the data, providing a solid foundation for subsequent analyses.

Structural Equation Modeling

Following the establishment of robust reliability and validity for the research variables and measurement items, we
employed structural equation modeling to test the associated hypotheses. Our initial analysis yielded the following
findings: the correlations between functional attributes and perceived value, between price attributes and perceived
value, and between price attributes and consumer behavioral attitudes were nonsignificant. Consequently, Hypotheses
4a, 5a, and 5b were not supported. The remaining hypotheses received empirical support. As a result, we excluded the
pathways corresponding to Hypotheses 4a, 5a, and 5b to optimize the structural equation model.
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The model fit was acceptable, with key indices indicating a good fit to the data, ¥*/df = 2.68, goodness-of-fit index
= .90, comparative fit index = .94, root-mean-square error of approximation = .058. The revised structural equation
model, which includes the measurement model, structural model, and path coefficients, is presented in Table 3. Figure
1 shows the validation results.

Table 3. Structural Equation Model Path Analysis

Hypothesis B SE CR P

Hla: Cultural attributes — Perceived value 357 0.060 7.787 <.001
H2a: Social attributes — Perceived value 337 0.051 7.552 <.001
H3a: Emotional attributes — Perceived value 216 0.075 5.140 <.001
Hé6a: Perceived value — Consumer attitude 344 0.035 6.966 <.001
H1b: Cultural attributes — Consumer attitude 204 0.041 4.629 <.001
H2b: Social attributes — Consumer attitude .188 0.037 4214 <.001
H3b: Emotional attributes — Consumer attitude .103 0.050 2.643 .008
H4b: Functional attributes — Consumer attitude .270 0.047 6.975 <.001
H6b: Consumer attitude — Purchase intention 315 0.062 4.544 <.001
H7: Perceived value — Purchase intention 211 0.043 3.137 .002

Note. Standardized path coefficients are presented. CR = critical ratio.
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Figure 1. Structural Equation Model
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The analysis results show that perceived value and behavioral attitudes were critical determinants of purchase intention.
Notably, perceived value played a pivotal role in shaping behavioral attitudes, with an effect size of .34. This direct
relationship accounted for 21.1% of the variance in purchase intention, and an additional 31.5% of the variance
indirectly via the mediator of behavioral attitudes, illustrating the dual pathways through which perceived value exerted
an influence on purchasing behavior.
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Discussion

This study found a substantial influence of the cultural attributes of products on consumers’ perceived value and
behavioral attitudes, aligning with prior research (Sheth et al., 1991; H. Zhang et al., 2020). Consumers’ recognition of
the cultural background and historical narratives embedded in museum cultural and creative products significantly
enhanced their purchase intention, emphasizing the products’ ability to convey rich cultural heritage and their
importance in consumer decision-making processes. This insight is particularly valuable for museums aiming to
leverage cultural storytelling as a strategic tool to enhance product appeal and consumer engagement.

Emotional attributes were also found to play a critical role in shaping perceived value and purchase intention. This study
has highlighted how emotional resonance—achieved through thoughtful design—can deepen the connection between
consumers and products, thereby increasing purchase intention (Kotler, 2001). These findings suggest that museum
product designers should prioritize elements that evoke strong emotional responses, such as nostalgia or pride, to
strengthen consumer attachment and foster brand loyalty. Such strategies could be particularly effective in creating
lasting emotional bonds between consumers and cultural institutions.

Contrary to some previous studies (Q. Wang et al., 2023; Zhu, 2016), this research found that functional and price
attributes did not significantly influence perceived value in the context of museum cultural and creative products. This
deviation highlights the distinctive nature of museum products, where consumers prioritize cultural and emotional
connections over practical functionality or price considerations. These findings suggest that for museum cultural and
creative products, marketing strategies should emphasize cultural significance and emotional engagement rather than
traditional selling points like functionality and cost effectiveness. This shift in focus could lead to more targeted and
effective marketing approaches for cultural institutions.

Although price and functional attributes have conventionally been considered key factors in consumer product studies,
this study has demonstrated that these attributes exert a relatively limited impact on consumers’ perceived value and
behavioral attitudes within the context of museum cultural and creative products. This finding implies that in the realm
of cultural products, traditional attributes such as practicality and cost effectiveness may be less influential in shaping
consumer decisions compared to cultural and emotional attributes. This shift underscores the distinctive nature of
cultural products, wherein the preservation and communication of cultural heritage take precedence, resonating
profoundly with consumers’ cultural and emotional connections.

We also found that perceived value significantly enhanced consumers’ behavioral attitude and purchase intention, which
is consistent with previous research (Li et al., 2019). However, our findings reveal that the combination of perceived
value and behavioral attitudes exerted a more substantial impact on purchase intention than perceived value alone,
suggesting that while enhancing perceived value is crucial, cultivating positive behavioral attitudes is even more vital for
driving purchase decisions. Museums and cultural institutions could benefit from strategies that not only increase the
perceived value of their products but also actively foster positive attitudes toward these products.

Our study underscores the crucial mediating effect of perceived value and behavioral attitudes in shaping purchase
intention, with the indirect pathway accounting for 31.5% of the variance in purchase intention. Cultural, emotional,
and social attributes collectively influenced consumer behavior through this mediated pathway, highlighting the
interplay of these factors. This nuanced understanding of consumer decision making offers cultural institutions
actionable insights to craft marketing strategies that align with the psychological drivers of their target audiences.

This study has limitations. Our sample comprised primarily university students and women—demographics that exert
significant influence in cultural consumption—but the diversity of the customer base for museum cultural and creative
product stores is substantial. Consequently, our findings may not fully encapsulate the behavioral characteristics of
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other consumer groups. To enhance the generalizability of these conclusions, future research could broaden the sample
to encompass consumers from a wider range of ages, genders, and occupational backgrounds. Additionally, we selected
online consumers as our research subjects owing to the rapid expansion of the online market and the ease of accessing
pertinent data. Particularly during the COVID-19 pandemic, online shopping emerged as the dominant purchasing
channel for museum cultural and creative products. However, significant differences persist between the purchasing
behaviors of online consumers and in-store consumers. Online consumers tend to be influenced by factors such as
convenience, price transparency, and social media (Dhebar et al., 2023), whereas in-store consumers often prioritize
physical interaction with the product and the immediacy of acquisition (Titiloye et al., 2023). These behavioral
differences may result in varying purchasing decisions, potentially affecting the generalizability of our study findings.
Therefore, future research could undertake a comparative analysis of the behavioral differences between online and
in-store consumers to further validate our conclusions and ensure a comprehensive understanding of consumer behavior
in the context of museum cultural and creative products.
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