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Abstract

This study discusses the design and development path of museum plush cultural and creative prod-
ucts under consumer value perception. Based on the theory of consumer value, the research model
of purchase intention of this type of product is constructed and hypotheses are proposed, the data
are collected with reference to the maturity scale design questionnaire, the data analysis and model
verification are completed through SPSS and structural equation models, and the product design
process is sorted out based on the results. The results show that emotional, social, functional, and
cognitive values all have a positive impact on purchase intention, among which the influence of
emotion and social value is similar and the highest, and the influence of cognitive value is the weak-
est. Conditional value has a positive regulating effect and can strengthen product purchase inten-
tion. Accordingly, it is proposed that the design of museum plush cultural and creative products
should take consumer value perception as the core, focus on emotional transmission, aesthetic ex-
perience and social communication through the analysis and translation of cultural elements, and
rely on emotional design to carry out product development at three levels to enhance consumers’
willingness to buy.
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1. 51§

SCAG YR J 5 BT A S B AR SR LA SR, SCR™ i CRONIERE IR 5 K AR
SEBSA S B UE XU A% OB . 2R, 77 i 9 D NBETE PR B, T B DR L e 1) 1 TR
e B IN SRS ARYESE, XSRS s TR I T AR E R 1]-[3]. HAE M EE R KR LT, HiE
Be k22 72 5.2« Zeithaml SAERUET FRTCIE IR B HOCRIRI R IR R KE M Sweeney PULERRLBRL H)1H
SCEZ O N EIINE 5 SR 57 O B I 25 A B Holbrook J\AEAS UYL BEANMYE . 14 S Woodruff =
FONFIHEL R AL DR, M DR 15 AL B BEAR  AHECZ T, Sheth TLAEVH DA (1 B 16 4 152 75 75 41
LFEM T ERAE, RSN ERCE S XA T T RE 0, HRe S W 2 W8T = 2 OB RS HEmt
S, SEBLTH SAT IR B T SN o PR SE R PR, A TR R LR HESE[4]. WEFTIET Sheth T4k
R ERR, SRR BT B YT BARSESCRN™ it A, DURE S MR LR,
AL BT IF R AR BE SR -

2. BEMERE R SRR Bl
2.1. JEHBMHMEER SREEER I

T 9E ME A B SR OB S SR 928 AT NI Sc i T, 2 50 A RV 2 5 (e 0 2 4
JEE, (BAELERE Ry BRR SEMUA LR T 2 EERCKEIS R R OHFOE B 0 2 i
EFR IO, S5 E T BRSSO dhReE,  BEAT BB R ik 5 i RO P VR IE
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2.1.1. ERAEBNERERHZOAESEEYHR

Zeithaml 5 Kotler FIRLHTEL IR . ZBRRHH 2% H EE SO “IERIAIE SIRRAR KM ZH” , O
FEH B 2T AR SR B BT RSR[5 ]s R BEE 1 P U E T TR A, (L EYEZR R K 2y
BTHEZE, TEi MR B R SCRIGR A ThRE . 1B, Hha. 0. B Z ER IR E RN, Bk
AR TR 4 2 A (B0 T SE R B ) 22 AU RS R, TE i S8 BRASHIT FEA% 00 AR o Sweeney 55 ) DU A (B 4 52
BIEIHBENE . BEUHME S AN ES BRI, R T T2 R T O fh U I B R 6], (%A
RAGER TR E S A OHE ML O LERE,  TA I ES B SO P, RIR RO 4 1 S 81 X3
TR S IR B IE, R AEIMEN BLRORRERE . e E R REOR S SO SR T 2R R
RETFIRAIER, YEFEMBUR P EOZBRTE I e A A T A DA R, XE DL T AR B SRS S B
PIRHIZHE . Holbrook /M /EANHMESSBIALRE Y 2 1 BRI ARCR . bl i, #E. BulR. %
B AREL R \ANERE, W T T AR IR A I B AR R (7] IR LA T SRR IR RS
AT, BRI H—, R A, Hid Fso, st E SDURME. i E s
P RNZXES, 5FEEM PR E TR ZE, BEOEABERR,; L=, SR IHESEIER R
MARGHEE, TIEMRRYIE RN 5. Mk B KT ER . Woodruff ) =2\ HIJZE IR HE
2, B CRME—SUR - HART R, ME TIERE AN RSO, RO RERTH S H
PRIG RO BRSNS ]s AR SR AR T B DR SRR AR, T AN 4 2 FR A ST A 15 S M 882 7 A
TR ERESCBUATT T “ UNA R (B8 X W K B R oM sl EE HE 7 A0 FL A, RN DA 3 2 1
BB = R B RE oA Bou 4, AT R SRSt TR AR IR 7T

2.1.2. Sheth A#HBRNERRNZLME S5ER K

Sheth. Newman 1 Gross T~ 1991 fEH2 H I TL4ETH e (BB FR H, VH & I SL sz Dhie . Hhas
TR NE SR TORAME 4L BE ) 3 W 0K S), B Al 2 4E U (E 3 T s m v 2 A7, HLS 4 B ) s e A R
BE= R Y R A IR T A O THESE, S HIE T s e RS EC P AR LA
IEATIE

H—, HEEERA, FORYERE ERE S E B SR SR M A SN, AT AT AR AT
HRHE AT A, Rah 7 HADRER Qe R R 25 =, S ST T R AR, 4R e SR ISR,
A KERAERATMEEMH, a8 NSRS SSUEa T, e85 R R R, 28
=, FhAEETER, B RER G S AR, A AR RN BGOSR ZE R A K
BRI BhR, HANPIFMENELERE, 7RG E SRR RN, JRFNIAE SCRIRT 7T A
Ao BB, PRI, TR R TS S AE A BT = B BB S HE R, SR Y RAT N
WU — BT SR AR e R PR, A AR BT I S AR SR .

2% b, Sheth FLAETH PN (E B R IER AT A S B M BIOHESE, AR L AR IRt T Rtk st
65, HZBWCOERIE. S SRS 20 2 N S50E, NARBTFISE 7 HEAR9]-[11].

2.2. (BRI

JEGNEE « i 2 (Donald Norman) ({1 BALBETHERIGSR Y, 7 S it OB BE AL A0 DhREVE AT AT I, 38
HARGZE . TNZE REBZE =GR RIS, ST R IRRE SR A Hr, ARe
JRHETALGE Vet b S5 CE R AR BN R BN, DB RN R B MR IME RS
JE ks AT NERSRER S R A R T P AR Sh R AR SBR N IA P ST AE S
HRAAERACZ, P R R A S T KGR, R BRIk SN A 542 T3)
et oAb P 1 I
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FAT, 2200 O st BRI B 1 SCR™ b BET I T, X ERIR 5 A BT I RE (17 2 5 AL
i, NSO SRR T RGBSR 2 [12] [13].

2.3. MBSO iRt RiHBR MR

T A HEA U SO s H AR S T E IR, WA RS O K Z T

FEMZ, I A F A E SO R SR S S DR, HOFRIZOAET SRR, NSO
FREFZYE 5 77 RS LA, MO 9E 2 B G632 AT SR 3 1) M7 /NP SO B T R 578 4 SR
JEFF[14] [15]0 WO R, WFFCE s AW RTT 1) — 2 DARFS 2 IR B AU Bt S B R,
P 3 22 4 P (R SRR T SRR, IR GO IR B SRR 13] [16] [17]: /& ¥ 9 3 I 3K
B, ERZIOHEZ WHREITNFENM, SESaES 8L, R OEHEER, [FR R
WE T N EGETh2ARFAE I 9% e 2 5 68 U SE R SR R A I [18]-[26] o

i b, MAMRZE TS F AT RN, Buis H B TR A5G 95 7 R @ o sy .
{RREE TE SCOI L R FE, BRI C T BB K A, AR X 12 it 27 it g SIS B 1 s e AL
il s BT R AR SO M R B FRAIAEAE S H . R, R BRIt e, BERE
AT Sy AR T SO T B, R EAMESCH e A, AR B S SRR
3. BiRRBRRMRERE

HREWIEFIFAEZ B — HEANEIER RPN, MEH24E. 38 B RA GRS %R
SRzl . MIH R E ORGP T S S AR A B SR 2 A NE I R AL, BEEFE T AR 5
RV ERNE RGN, W EFEH PG S AT VR NE, A R E L ) FE R N R T 5 NSNS
THERE, B, WRE M. BRI DR 3R 20 2 3 M S B = AR 5

AL L) Sheth, Newman A Gross (1991)7H S8 MBI NAKEE, B 50 T 4EATE anar 52y 3% 22 )
FE SR R . MR X EIR G S A SR SRR AL, AR SPSS 4B f 4 A U7 FEA AL B IE
M E®, WE 1

Hi1: Ao OB v 9% 5 T S Bt 77 AR 1 1) 52 0

H2: B EANEO I 2 25 T S R S 7 A T ) 52

H3: ThREAMENS VH 2 2 I S 2 e A 1R 1A] 520

Ha: DAEINE OV 2 25 T S R S 7 AR T ) 52

HS5:  ZAAUME AR I S  R R A A% A 7 AR T 1) 1 45 1

H1: #&ME (SVv)
HERE. BRRE HE

H5: &#M{E (CV)
PRI, SNIERD
M. B HERE

H2: f5RE (EV)
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Figure 1. Museum plush toys cultural and creative products willingness to buy assumptions model
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4. TBYIEEBA IO~ RIHBNMERAIEMN
4.1. EFRET

PRAIE I AR B A A R A FE A, fE A N AR T E B AR G R ER R [4] [6] [27]-[29], AT
YOVE SO S T SRR R M AT S I, IR E R R YE: DhREMEFEV)BEHE “E S ERE.
M SIE LR SMMESVER “HEE. BREE. 2503, THFEER” ; HENEEV)
G REETE R Mt eh. o, FHEGENS . STk s INEIIMEEPV)BEHE “LHARLK . ST,
YAEE. WE A7 FEMECVYERE “MEbE. SRR, A0, BHAEL. WIREE” ; WEER
(PHEHE “EWE., BEMMAMEE. FEGE=MmEE" .

ERXHBERRLRER, DL AERARE” 2] “IERFER WE 7 HIMhRAE, RS E R L2
UEREE RSP
4.2. BiEWE

WA E R T M6 KA, SRR G 45 5 2L EICE 200n 45 662 1. dlid SPSS27.0 B4 A
AREFEHAT R GE i 00T 78 662 1A RBEA T, 30.56% B AR N T 1k, 69.44% I R B M4
PE, R BRI 21~40 &, 50 UL EABEAER, HURAEZEHLE 5000~10,000 JTIX[A], 2
BRI R, H 89.7%%Z Vi A HME SCOIE LA T .

43. MRERR S

4.3.1. {SEHRI

B 5K A Cronbach’s a REGHATISE 4T, @ YNERANHE 75 Cronbach’s a RECKT 0.7 B, &
REFBIFIUSE, 153 0.8~0.9 B UL ERAS K R IF. WAEWRENME . A ME . BEAME . AIE.
SAFE . WAL REIEH Cronbach’s a &4 714: 0.858. 0.896. 0.920. 0.872. 0.929. 0.879. FiMEAF
] Cronbach’s a R THI KT 0.8, BEXREHL R

4.3.2. YEKRW

AW FLEE KMO 1 Bartlett #6556 58 BOE RAIE, 2550 8o, KMO H) 0.921, & T 0.7 G FAx
#E: Bartlett £ 50 AT AR T (E 9 11958.199, H HHE 435, XF p {4 0.000 (p <0.05), i & & kL,
WA 1o BB R T30 53 F AT IS SR, S48 B 7 A B TE M, oA ET LA, BT A I
LFEAT 0.631~0.881 2 [0], &1 0.5 Ml FbniE, RFERELAG RIFUISHBESERESE, Wk
2, BUIGE G, EERITEW, FTHTESESES T

Table 1. Validity test
1. YERIE

KMO & 0.921
IR 7 11958.199
df 435
pfH 0.000

Table 2. Factor load and commonality test

%2 RFHHSARERE

PR 7 3 A 5

i JEFIE
HT 1 HT 2 AT 3 57 4 HTF 5 HF 6
FV1 0.810 0.701
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Fv2 0.821 0.707
FV3 0.819 0.695
Fv4 0.828 0.719
SV1 0.794 0.666
SV2 0.798 0.672
SV3 0.785 0.670
Sv4 0.777 0.643
SV5 0.808 0.682
SVe6 0.769 0.640
EV1 0.780 0.631
EV2 0.793 0.654
EV3 0.794 0.682
EV4 0.789 0.658
EV5 0.755 0.634
EV6 0.773 0.636
EV7 0.775 0.646
EV8 0.778 0.631
PV1 0.840 0.733
PV2 0.833 0.723
PV3 0.822 0.717
PV4 0.838 0.728
CV1 0.874 0.791
CVv2 0.866 0.780
CV3 0.875 0.798
Cv4 0.858 0.770
CVs5s 0.862 0.770
PIl 0.790 0.881
PI2 0.780 0.779
PI3 0.774 0.760

4.3.3. HENEERE

i 2 UL FR R, 0 SR TT R (SEM) I & FEIEAT IG5 3 fi. S RWETE, K7
H HE L ¢/DF /T 1~3 Z [, RMSEA. SRMR /MT 0.1, IFI. TLI. CFI KT 0.9, RIACRBALEGRL
RREF. ARG AR AR B A R, BAVRRILE BRI, AR T 5E S AR 8] ) SEBR 5%
%, WTHITESEA BB, WAk 3.

DOI: 10.12677/ass.2026.155412 388 SR EERT


https://doi.org/10.12677/ass.2026.155412

FRALAT, i

Table 3. The results of the fit test of the structural equation model
3. EHEAEERENBNSERIEER

Ei=gan Va DF P x*/DF RMR IFI TLI CF1 RMSEA SRMR
. - >0.05 <3 <0.05 >0.9 >0.9 >0.9 <0.10 <0.1
PREAE
276.115 265 0.307 1.042 0.023 0.999 0.999 0.999 0.008 0.027

4.3.4. BEREEIGOH

FIFH Amos B4, I 45 1 77 ARG B0 45 A4 FEE A (B 0] T S i R i) B B A, 25 SR ANR 4 Pl
ZERRM, HI~H4 FrA Bk 15 BI50E, M E #E 0 E. ThRemM A A E S §e IE ) T
LE BRI i I S R R o AARTEAL AT RBOCK T, & 2 O ) S 7 B P 1 1a) 5 Ml 5 R 17 Ay«
THEMMAE(0.311) > #L2 1 {E(0.308) > THREMIE(0.227) > INENIE(0.135), W4 4 <] 2.

Table 4. Path relationship test results

F 4. BREXRKELER

1% Estimate S.E. CR. P std.Estimate
iRt — L ERIR 0.317 0.051 6.201 0.227
e — WEEE 0.460 0.056 8.221 0.308
THREME — LR 0.467 0.057 8.204 0.311
IWFHE — TSEEE 0.184 0.049 3.767 0.135
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Figure 2. Structural equation model
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4.3.5. BTTHRIRLES

FET 2 WK 81 7 5 34T 5 R AR 5

H—, MM EXS ThEEME 50 R R e R . 4555 5 A, 3 A a8 1A
F(p<0.001), fFEFEABEARSI NGBS ThEEME T 535 1E 3 T S8, A E A OO T &
JEA ST IE [ TRINAE A, 30 BB A -5 1 S R R 1 9% AR A7 AE 535 1IE M 15 208(B = 0.141, p = 0.001),
FAME AT, THREAN (B I S 2 8 A IE i (8 k4 FH b

Table 5. Test results of conditional value on the moderating effect of functional value and purchase intention

F° 5. FHMENTIRENESUEERFTHUNEEER

PR 1 A 2 AL 3
FAZRE = WEER
B t p B t p B t p

W 2989 95550  0.000* 2989  99.855 0.000% 2971  98.523  0.000*
DiRet B 0.388  9.477  0.000* 0334 8394  0.000”  0.323 8.164  0.000™
FME 0247  7.856  0.000"*  0.241 7725 0.000*
DR B & A i 0.141 3.426  0.001*

R2 0.120 0.195 0.210

% R? 0.119 0.193 0.206
F {4 F(1,659)=89.807, p=0.000  F(2,658)=79.900, p=0.000 F(3,657) = 58.049, p = 0.000

AR? 0.120 0.075 0.014
AF {f F(1,659) = 89.807, p=0.000  F(1,658)=61.719, p=0.000 F(1,657)=11.740, p = 0.001

#: "p<0.05, "p<0.01.

B FRMUMEN A SN E SIS RIB RN . S8R WE 6 Fos, Zre = MERREEAATAL,
FAFUHER AL E S W KRS R RAAAE B BT RN, BRI B TR K, AR
BT 0 S5 B ) I TR S0 B 85 >4 SR AP A (B AL TR KT e 2 (0 U S F58 B ) I o SR M AR X 5
RN AT R T AR U E D T S R B T A

Table 6. Test results of conditional value on the moderating effect of social value and purchase intention

6. FHMEMHSNMESHIERFHHNRRER

R —— B 1 i 2 St}
B t p B t p B t p
A 2.989  99.631  0.000™ 2989 103214 0.000" 2973 100.241 0.000*
A 0.515 12455 0.000™ 0450  10.968 0.000  0.448  10.962  0.000*
FArE 0216  7.018  0.000* 0213  6.952  0.000*
e E* K E 0.100 2340  0.020"
R2 0.191 0.247 0.253
T R 0.189 0.245 0.250
F 18 F(1,659) = 155.134, p=0.000 F(2,658) = 107.873, p=0.000 F(3,657) = 74.230, p = 0.000
AR? 0.191 0.056 0.006
AF {8 F(1,659) = 155.134, p=0.000 F(1,658)=49.254, p=0.000  F(1,657) =5.475, p=10.020

##: "p<0.05, "p<0.01.
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= M UME S S AN B S W SRR A 8RR 7 P, 2R B 1 A B 5 T 3K
ERIRAFAERZ AR, BRI AL T BRI, AR A (X W 5K B 1 I ) 52 5

A UHMEAL T BARACT I, A5 B M K S R B IR R M A 88, %M 1 RN A Rk 115
SRR T SRR A RN R 77«

Table 7. Test results of conditional value on the moderating effect of emotional value and purchase intention

® 7. FHENMEMRRNMESHIER BT HNERER

B 1 B 2 B 3
HAHE = WEEE
B t P B t P B t P

W 2.989  102.027 0.000” 2989 105.878 0.000™ 2971  103.759 0.000*
THIEME 0.555  13.956  0.000* 0497  12.688 0.000 0488  12.517  0.000**
KA 0214  7.189  0.000* 0212  7.150  0.000"
5B E* KA E 0.122  3.106  0.002*

R2 0.228 0.284 0.295

B R 0.227 0.282 0.291
F 18 F(1,659) = 194.760, p=0.000 F(2,658) = 130.712, p=0.000 F(3,657) = 91.503, p = 0.000

AR? 0.228 0.056 0.010
AF 18 F(1,659) = 194.760, p=0.000  F(1,658) =51.684, p=0.000  F(1,657) = 9.650, p = 0.002

E: "p<0.05, "p<0.01,

S0, AFUHME A E S SRR R . SRR 8 FR, SRE = MRS R AT, %
PR EXHARME 500 KRS R RAFAE R IR R, R RE AL T BOm K, A RIHE
Xof D SR B AE (R M S0 A R R B AL TR/ F I, DA DX T K i JE I 1 1] S e A X 2 55
AT RN AT RRAL T A RIE I S R R T A

Table 8. The results of the test results of conditional value on the moderating effect of perceived value and purchase intention

8. FHMENAMNESUEERFHUNCEEER

PR 1 PR 2 S RIK]
A = KR
B t p B t p B t p

g 2989  93.715 0.000® 2989 98216 0.000” 2979  96.944  0.000™
INHE 0.308  7.830  0.000™  0.260  6.836  0.000"  0.261 6.883  0.000™"
FMNME 0258 8113  0.000™ 0254  7.983  0.000**
WEIHME* SR E 0.081  2.08  0.037"

R2 0.085 0.168 0.174

T R 0.084 0.166 0.170
F F(1,659)=61.313,p=0.000 F(2,658)=66.582,p=0.000 F(3,657) =46.066, p=0.000

AR 0.085 0.083 0.005
AF {8 F(1,659)=61.313,p=0.000 F(1,658)=65.821,p=0.000 F(1,657) =4.353, p=0.037

E: "p<0.05, "p<0.01,
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5. IRERMRERHARETR

AW SPSS 27.0 5 Amos B SERK T IR O R AR . BRI A RS . ik AR R BT
SN, SR TR U, W T AN (D R TR SR SRS ST B 7 i I K R R AL A
AR R SRS RAAT IR, I SO SHTTEREAT XL 4T, SRERAHE T LR TR W -

5.1. ARGRTS

TR AR RN, HEIME. A E. ThEEMHE. RO E T TH BRI i i
KRB RS LW, R N M E > A2 E > SheeirE > N FifrE. X451 %
WY, B R VB B SRS SO (0 1 K D SR e I R S A SRR B, M ARE Gl R R skl ZhRg 5
SCARTRR ;. BB S A S OME R R ST WP R5-7, BT dh (R R H0 35 15 IR R 5
AT MAONE I RE, X5 BHRE AR R YE . A SR AR RE R G .

BT 2 B SRR FE O ST E . ThREUME R X LIRS 2, 0 BT UL S YOS B
A E([23][29]-[31]0 AWFTEGE R Z2 FARIRAE T/ it dh R E R VEAN ) S UL H L SCRAESE
FAZL P GOk, T R AW BE, A0 URRE “SCHTIRE + LR TBEISC DA N E
W, AR MO, RO ThRE RIS IRERE B S AL, SRR, I RIS,
WRICAL” B, SCHARIEDLPORIETT AL, SO IR I RS A A A R RE I 73 T, T A% L R
I EALS SRR RO SO AR T AL, 7 SRR U B S T S R AR, 1
A S 42 U (BN I SR RS R R RCK ARSI [32], W 458 5 A SCRIT Fe 4518 3840, [RGB EAIE
7 i ST B SRR MR 2R AT N S A .

i B, ARIME B iR 99 R AR 5 8 SO IR L, TR S A e AL ST
WA ST w22 A SRS EIE NS S R DI RE R, T 9 R EIEIR Y “ 1 R — A2t s,
SCARIRAE” » X iR TR R R .

VAT RONAR IS s, 2 P ELT DU KA Co 55 A SR 8 R S MR B AR B A7 AR B 2 IR R 1T AR, 5
iE S Sheth T4 R S ARAME RIS BEPE A0, IR 12800 2 (s SRR AE . 14T S Bt
T2 REZOME R BN, XRMMERRGER AL, BRIy B soh 22 &,
AR H A O E BRI RVE R, AT TRAh 7 I — BB sREE.

gi b, AFFUBIE T IR SCRIRT U “ S ATREAZ D IXE) 7 19458, R T IIE Bk
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Figure 3. Gansu Provincial Museum “Copper Galloping Horse” physical drawing
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Figure 4. Gansu Provincial Museum “Horse Stepping Feiyan” plush cultural creation
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Table 9. Gansu Museum “Horse Stepping Feiyan” plush cultural and creative product design analysis
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Figure 5. Museum plush toy cultural and creative product design process
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