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Abstract

Objective: To understand the research on the cognitive status and attitudes of residents in Fushun
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County, Zigong City towards intangible cultural heritage. Methods: In Fushun County, Zigong City,
local residents and non-local residents who work, study and travel in Fushun County were the
survey objects, and 240 valid questionnaires were collected by means of a questionnaire survey.
Results: 74.2% of the people had an understanding of the intangible cultural heritage culture in
Zigong City or above, and their awareness of Gong fan and tie-dyeing skills was relatively low;
most people were optimistic about the prospect of intangible cultural heritage culture, but they
were optimistic about intangible cultural heritage culture. The degree of attention and active par-
ticipation is not high; there are statistical differences in the awareness of intangible cultural her-
itage culture among people of different occupations and household registrations; age, occupation,
active participation, attention, and economic value perception of intangible cultural heritage prod-
ucts affect Intention to buy intangible cultural heritage products; people’s gender, educational level,
household registration, interest, publicity willingness, and social value perception do not affect
intangible cultural heritage related product purchase intention. Conclusion: Based on the ques-
tionnaire survey data, this paper empirically analyzes the influencing factors of awareness and
purchase intention, which has a revelatory effect on improving people’s awareness and purchase
intention.
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3.2. ARFREXIFR
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Table 1. Demographic characteristics of study subjects (n = 240)

F 1. MR AOSIHEEHE( = 240)

FAB R el ANEL b 151 (%)

5 103 429

5
5’y 137 57.1
17 L K LLF 38 15.8
18~30 % 108 45.0

RS
30~60 % 77 321
60 & L)k 17 7.1
INERCLTR 9 38
kel 60 25.0

AR o
A R 77 321
KEJHU T 94 39.2
A 97 40.4
JEEAE AR R ¢ TAE 15 6.3
gk 57 23 (R E 4R) 20 8.3
Ji|4 TA 25 10.4
LIS AP Nl 17 7.1
[REIELVN 17 7.1
HAth 49 20.4
& 184 76.7
NN
e 56 23.3
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Table 2. Univariate analysis of research subjects’ understanding of intangible cultural heritage
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T RIS (%)
H I .. e —n H Rt — == N 2
i 4% AT A BT B e s IR
BUTALE g s oo T RS
AR T R TS
L 54.55 42.86 45.45 40.00
4 51 0.575  0.902
& 45.45 57.14 54.55 60.00
17 $ LR 45.45 34.29 18.18 10.00
18~30 % 36.36 31.43 34.09 40.00
S 10.791  0.290
30~60 % 18.18 34.29 45.45 40.00
60 %Ll E 0.00 0.00 2.27 10.00
N UL 18.18 571 4,55 0.00
. HlH 27.27 20.00 29.55 40.00
;;ﬁ 6.695  0.669
g2 B R rp 18.18 37.14 38.64 30.00
KE KU L 36.36 37.14 27.27 30.00
A 81.82 45.71 40.91 0.00
eI R B
. 10.18 2.20 0.00 0.00
R T AE
k55 B
X 0.00 0.00 11.36 0.00
(e AR Hin)
Boll TA 0.00 5.71 15.91 40.00 33.887  0.004
HLoERI Y
e 5 . 11.4 . .
PN 0.00 3 0.00 0.00
WL/ 0.00 5.71 455 10.00
He 8.00 29.23 27.27 50.00
= 90.91 77.14 88.64 40.00
FEE 13.048  0.005
e 9.09 22.86 11.36 60.00
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Table 3. Residents’ subjective perceptions of intangible cultural heritage
= 3. BRIIEEMEIIA
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Table 4. Residents’ objective awareness of intangible cultural heritage (n/%)
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e A5 /%
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il 52 (35 ) 140 18.00
545957 36 4.60
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ERURBE I 194 24.90

it 779 100.00
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Table 5. Logistic model regression results
5% 5. Logistic &I [E|YT4 R

95% & {5 [X [H]

B PR ZE FL/RYS p Exp(B)

TR R

5 -0.075 0.307 0.059 0.808 .928 0.914 1.198
aa -0.489 0.238 4,229 0.040 613 0.124 1.210
TR 0.063 0.206 0.094 0.760 1.065 0.802 2.036
Bl 0.175 0.080 4.745 0.029 1.191 1.041 1.366
Jal 0.465 0.424 1.202 0.273 1.593 1.005 3.537
R 1.042 0.677 2.370 0.124 2.835 1.552 3.586
HIEERE 0.211 0.238 0.782 0.377 1.235 0.153 2.276
TS5 0.354 0.172 4.242 0.039 1.425 1.189 2.235
KVEE 1.449 0.344 17.721 <0.001 4.260 3.073 5.179
LT E IR 0.157 0.080 3.848 0.049 5.503 3.229 6.533
Fra B IR N -.559 0.296 3.552 0.059 0.572 0.043 1.655
W —4.445 1.487 8.937 0.003 0.012 0.008 1.023
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