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Abstract

In recent years, China’s cultural industry has achieved rapid development, and cultural and crea-
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tive products have become an important force in the development of cultural industry. Based on
the experience perspective, the article explores the influence of cultural and creative product ex-
perience on customers’ purchase intention, and the empirical research results show that cultural
and creative product experience and customer perceived value positively influence purchase in-
tention; cultural and creative product experience positively influences customer perceived func-
tional value and cultural value, and the role of social value is not significant; customer perceived
functional value and cultural value play a partially intermediary role in the relationship between
cultural and creative product experience and purchase intention, and the mediating role of social
value is not significant; knowledge level regulates the relationship between cultural and creative
product experience and customer perceived value. Knowledge level moderates the relationship
between the experience of cultural and creative products and customers’ perceived value. Finally,
suggestions are made to enterprises related to cultural and creative products: optimise the design
of cultural and creative products to improve user experience; explore the cultural connotation
and strengthen the output of cultural connotation; pay attention to the personalised needs of
consumers and improve the perceived value.
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Figure 1. Theoretical model
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Table 1. Reliability and validity tests
= 1. FEMBERE

A B R W AER AT R B Cronbach’s a &% AVE CR
EEl 0.889
\ EE2 0.832
135 IBARLS 0.903 0.702 0.904
EE3 0.81
EE4 0.817
IE1 0.83
H AR 1E2 0.774 0.828 0.617 0.828
1E3 0.751
CEl 0.855
o CE2 0.829
VIR RS 0.894 0.679 0.894
CE3 0.782
CE4 0.828
FV1 0.724
FV2 0.709
DigeE 0.821 0.535 0.822
FV3 0.715
FV4 0.777
Ccvl 0.892
‘ CcV2 0.835
ALNE 0.903 0.702 0.904
CV3 0.825
Cv4 0.796
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KLI 0.817
KL2 0.845

HIRKF KL3 0.836 0.923 0.708 0.924
KL4 0.865
KL5 0.843
CPIl 0.974
CPI2 0.961

Jeii 5 ) ST 7 CPI3 0.739 0.918 0.694 0.918
CPl4 0.731
CPI5 0.72

Table 2. Discriminative validity
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A EE IE CE FV )% SV KL CPI

EE 0.838

IE 0.031 0.786

CE 0.147 0.207 0.824

FV 0.168 0.14 0.163 0.732

A% 0.141 0.167 0.213 0.011 0.838

Y 0.025 0.037 0.095 0.057 0.122 0.749

KL 0.162 0.075 0.147 0.007 0.256 0.129 0.841

CPI 0.191 0.19 0.256 0.494 0.19 0.132 0.206 0.833
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1R : CMIN/DF = 1.230 <3, &1 EA5kr#E, RMSEA =0.027 <0.08, & iFlibaiE, GFI=0.904, NFI=
0.918, RFI=0.907, IFT=0.984, TLI=0.981, CFI=0.984, % kKT 0.9, Ht, WEERL. %3 K5
Wl SRR, SCOI= 5t BRI B YS: T AR 50 AT IR 450 %o 851 7 g K i SRR ) b v A B 4 R 090 30l 0,16
0.145. 0.198, X[ P AEF/NT 0.05, [tk HI 13 BIG0AE . ST S 15 BR300 B (B AN h g SC
thy S E R AR ELL B AR R B B 0.144. 0.117. 0.015, SR P {EA 0.009. 0.032. 0787,
BB AT W, H2ay H2b 5 2I56HE, H2c ARAL: TR S B a0 i s En Thee . b il
s AR EEAG AR R B0 ) 0,114, 0.1324 0, SR PAE N 0.040. 0.016+ 0.996, HILAT WL H3a. H3b
RENIGAUE, H3c AROL; SCAIF STTR AR XTI FUR A TR . SO A E R bR e LS 12 R
B8 0.118 0.166+ 0.105, XFM[ P {EH A 0.035. 0.003. 0.068, HttA] Il H4a. Hab 3 FIHE, Hdc
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Table 3. Path analysis results
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Difeti B <e-- 1 AT 0.144 0.052 2.640 0.009™
Dieid <--- AR 0.114 0.051 2.058 0.040"
haeihE <--- VURARLS: 0.118 0.057 2.122 0.035"
SARHE <--- 1 AT 0.117 0.064 2.153 0.032"
SCAGINE <--- HENRY 0.132 0.063 2414 0.016"
SARE <e-- VLR AL 0.166 0.070 0.151 0.003"
e E <--- 1 ARG 0.015 0.047 0.27 0.787

oA <--- H RS 0 0.046 -0.005 0.996

e E <--- VURARL: 0.105 0.052 1.831 0.068

T T 7 R <e-- T A5 0.16 0.057 3.009 0.003"
T ST 75 <--- ARG 0.145 0.055 2.694 0.007"
Ty S 7 < VTR AR 0.198 0.062 3.642 0.000"
T 3T 75 I <e-- DiReihE 0.487 0.052 10.347 0.000™
) SF <--- ALHE 0.170 0.043 3.583 0.000"
TS <--- el 0.106 0.060 2.24 0.026"

p<0.05, " p<001
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AT 501 FH Bootstrap P27 K56 1A RN Y SB35 ME(R 4), HEUREAS SN 5000, A ERAR “SCibr= T
RIS —THEEMME TG SE IR A, ST AR50 0 ) S = MR 1 1) 42 B8N 1 95% 1) L4 [X 1] 24[0.057, 0.163],
BAAE 0, Mh AN RE: BEESPI 95%M B 5 X A8[0.013, 0.269], AEE 0, WG AN
BE, WP N 33.66%: AR “SCPE RS - ST MBI SRR Y, SCARE S ARSI S
R IR RN K 95% ) AR X 1] 9[0.008, 0.065], AL E 0, MU 73 Hh A SRR 25, RN 5 LN 10.40%:
A ERAE SO SARES A S E IS RIR” SO A 56 X6 TSI 7 B PR TR 42 RS 1Y) 95 % B
fE X[ A[-0.004, 0.022], 7 0, HGEH NS Fik, Hea. H6b fHHILHIE, Héc AWML,

Table 4. Test of mediation effect of Bootstrap

5% 4. Bootstrap PR AEIE

EYNA[EN 95% CI R B
IEEZ 3 INA 0.294 [0.013, 0.269] 55.94%
ST R B > D R - 1 3K R 0.183 [0.057, 0.163] 33.66%
AR ARG — SCALAT T S 5 R 0.056 [0.008, 0.065] 10.40%
AR RIS AL S E - T SR TR 0.010 [-0.004, 0.022] 0%
SR g 0.543 [0.372,0.714] 100%
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WK SR St AR I TR A R, AR EEAREACER, iR R B ER, BiknTiE
A AR E A 2 FoR) T RS, EREH, T D AR K, TR A RN 1)
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1B IE TR T4 R B, B SR 2 2 (Bsimple = 0.160, ¢ = 2.066, p < 0.05). HILAT WL, H7 15 35%40F

Table 5. Results of adjustment effect analysis
=5 WP IER

BANME BANME REIME
Bff§ SE t p Bi§ B SE t p B B SE ¢ p Pl
L 3.155 0.027 117.261 0.000” - 3.155 0.027 118.839 0.000™ -  3.143 0.027 116.7 0.000" -
AP RAR 0317 0.05  6.293 0.0007 033 0.285 0.051 5.622 0.000” 0.297 0.266 0.051 5.198 0.000™ 0.277
AR 0.083 0.027 3.127 0.002" 0.165 0.09 0.027 3.377 0.001" 0.179
iﬁdi&@%*ﬁ 0.104 0.049 2.127 0.034" 0.112
PUKF
R2 0.109 0.135 0.147
W R2 0.106 0.13 0.139
F fH#f F (1, 324) = 39.604, p = 0.000 F (2,323)=25.227, p=0.000 F (3,322) = 18.510, p = 0.000
AR2 0.109 0.026 0.012
AF il F (1,324) =39.604, p = 0.000 F(1,323)=9.778, p = 0.002 F(1,322)=4.525, p=0.034

RIAR . BEIMME, “p<0.05" p<0.01

6 -
5t
a4}
&
jm
=K
w3l
— @ — (A BRI (M-1SD)
2 ¢ 7 SO i AR (M 1SD)
1

RSCRI A RS (M-1SD) 5 381 i AR5 (M+1SD)

Figure 2. Moderating effect of knowledge level
2. HHEK RGBS

6 EHiLERE

6.1. ARLEiL
2 ST M2 TSN (R A A T SR = S A e ot A ) SE R R R S AR Y, SIIEA RS AR X
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