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Abstract

Based on the data of 1223 valid questionnaires from Guizhou Province, this paper systematically
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analyzes consumers’ consumption behavior of lacquerware, including consumption characteristics,
purchase intention, purchase behavior and repurchase intention. The study finds that there are gen-
der and age differences in consumers’ preferences for lacquerware categories, with modern and trendy
styles being more favored. After-sales service and craftsmanship are the core driving factors for
purchase, and the product value tends to be of cultural asset attribute. There are significant differ-
ences in the consumption price ranges among different age groups, and consumers prefer direct sales
from manufacturers and self-built platforms as purchase channels. Based on these findings, this pa-
per puts forward industrial development countermeasures, such as promoting diversified style inno-
vation, deepening cultural brand construction, optimizing hierarchical pricing strategies, and improv-
ing omni-channel layout. The purpose is to enhance the market competitiveness of Dafang lacquerware
and promote the sustainable development of the industry.

Keywords

Dafang Lacquerware, Consumer Behavior, Demand Characteristics, Development
Countermeasures

Copyright © 2025 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).

http://creativecommons.org/licenses/by/4.0/

1. 5|8

B BOR, SN KT BAE AT “HEZ 27 I3 [1]. SN e E o B g Rin T 235,
HARER ARG S RERHIERZ, 2Tt R A, SR, RIS BRI IR
il T, KITER AR IR E QIR Eh A2 L R4 BEBAR . AR W ASEIN BT 2] BEETH 9 oK 0 s 2 FEL.
AMEAL, RN TR T B E AT, BN I SEE R S A 3R, O HER K 5 B as L e A
TH . SRR SRR R

L1 jHBRETAERES XU~ REHMARER

THRFAT NERAT T T TR OZ O HTHER, 22 B BOK e S SURAII EE A & . 530
HIEEAT N ELE (TRA) S HHRIAT N ER R (TPB) [3], RAMMAREL . WG S AT Jd2ih) = KA &, #)
TSR A SR AT, DR TIUAIH B SO e B R I T A SR (4], X AT,
TH B R B A SR AN 52 B S S EERIREM, IR 524k 2 R A W 5 AT R A1 20

FESCALT il 2 U, DB N A S, SRS R ERE . iz HRe R, SO S
PRHEAT “NEIKS " AL BRI T S (KIS ZHBE oK, SBT3 B 38 X7 b B AR O AT 5 1
RIS 5 S n 5], LIRS T L2 RONB, A7 E S 2 niN A R, HI SR
Pk, EX SCAC OB BT SR B O M A 4 32 P b . IX R R T R AR X R A T2 R 5 S
PR b PR AR U T B A, RS T SN R AR AR S8 25 dh T HAL R A% AR

AL E R TR, AETIRR CSCME R TN E AL A AT RI0E B B IR R
@ TG YR A P 5, FRAGTE P R S R B R SR, TR T SRS [6]. X — A
CAERUE AL IR RS54 R ) rh 45 B0 1E——IX 46 i B I 2N R0 )5 5 2 b g U R T B W R4 R
Rt gt T2MHH AT WAL, ARERTT T s TImiB i R 5 9 Rk 7] BhAh, )2
WHARTE, AR FRBER R SO R F R SHVEZ R R R ™ 8 e v S

DOI: 10.12677/cnc.2025.136164 1145 S


https://doi.org/10.12677/cnc.2025.136164
http://creativecommons.org/licenses/by/4.0/

R, ek

HAZHE, B TR B AL G TR S BRSO A P 2 R AR I B ORI 7 i B ST A% AR 5 5%
HhRe, RS TZAERNERE 8] X —HIR N RITESI TIN5y« 7= i e AL S5 HE T E AN
feft T E EA B ISR

1.2. fIREX

AR, AFAEG T Z M TN AT N S B K, AHSTMN RTT BE T 37 A X PR FE 47
X B Z o AW OB SEUE T, 387 K74 T8 2 8 AT R E, bR FERR B2 M dle 5 58
BRART, XL ARMSLE GBS . (R 7 45 Rk e B B E AR 5 IS 3

2. BERIE SRS
2.1. #IEXIE
1) &N E T

H
ES
E &
&
H
it
el

ERERE

ravsssn )| AMEHEETIATERERAREN

1 —{Lﬁ§§§$%%
FepzEcIERE |

PRI f
KPFEFIEH \
y | | THRIER
Litiicin 2NN ——— 2LHBENAGRHMIAM BRIER
APEERRTIEAR 7| SARTREERITUAR LA [ — KA EBEEEH

5 it
RITFERIEHNRE PR TERE

FrRIRIRE

WA EF=RXUARATS

FREGREATE
FREETRNEEZ S
FRMEEBER

3 HBEEMTAGRRETRIER FRiEERTE

PR REBNRE

PR OIS 6. HEET KRR ST

FRERGE

FRERIMSERE Y
FERMISEIRS RIS

FRBRTH

Figure 1. Framework diagram of questionnaire design
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Table 1. Sampling unit data table (Source: National Bureau of Statistics)

1. R THIERCRE: ERGHE)

X - PNIEFSY TS HFE R T SEBR R R 4 4
b5 Hh [X | I
Q7R a ke th [X. TN =R ) )
HETY 37.91% B 42346.99 30.04% 465 488
fgr 22356.30 15.86% 166 175
‘ i 18622.05 13.21% 138 156
HAh i 51.52%
(<] 16933.41 12.01% 125 141
[t 20514.86 14.55% 152 169
B (iR 10352.78 7.34% 64 83
EAT 10.57%
le 9851.50 6.99% 60 72
& 140977.89 100% 1170 1284
K &2
)
a __K 1_2‘!;;” 4)
K-1 Sy

Heh, KRB, 6, ARSI, 5 N K BT %,
FIF] SPASS # A} ) AT (5 FEART SR o 255558 2 iR W RUE H, T 2B 15 0L VB TETE S B I
SRR ARRT R IT B B ZR G PANIX 3 ANEEE Y Cronbach’s a REIKT 0.90, RIUAEEH S

Table 2. Reliability analysis table
=2 FEOHR

Y g Cronbach’s o 5% Bk
HEEI 0.969 40
TEAE P 1 L 0.982 25
SR KA KT 5 5 PR 0.921 35

@ W5
FIF SPASS Btk AT 30 BE 4481, KMO F Bartlett #3645 51055 3 Fis .

Table 3. KMO and Bartlett’s test table
= 3. KMO #0 Bartlett #2368 3%

KMO {4 0.876
IR TT 1034.339
Bartlett EkJ¥ AT df 276
P1E 0.000

KMO 1575 0.876, KT 0.80; B . Bartlett 361 P /N T 0.05. Fik, WEBETFEAEE
R, AT IR AT .
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Table 4. Basic information of valid samples

=4 BYUHEFELRRER

i ANBUN te 1l 4= [ E 1)
5] 5 630 51.51% 51.06%
) 5‘7|
e 593 48.49% 48.94%
25 ZLLR 327 26.74% 27.14%
- 26~40 % 277 22.65% 21.32
W
41~60 % 373 30.50% 30.44%
61 % UL L 246 20.11% 21.10%
3000 Ju L AR 342 27.96% 27.70%
Hl 3001~5000 JG 125 10.22% 10.20%
5001~10,000 7% 526 43.01% 40.50%
10,001 75 LAk 230 18.81% 21.50%
WIFR & LLR 690 56.42% 59.70
AT R R R 257 21.01% 21.50%
MMHAEE
ARV K+ 227 18.56% 18.02%
L 49 4.01% 0.78%
3. BRE S

3.1. HBREN KT FRRFOMERASH

WA RN, TEIH SRR B U2 5 Z G, L 8.45%; #E1F3515 23.00%; &H
5. AL KA HIN 18.78%. 25.82%. 18.00%; FHiAth 2% 5.95%.

SYERE, SR EICANZ9.49%) F L H(18.99%) . HAhIs(7.28%) Ll T &t ot i
T (24.46%) £ E25(19.81%) #L5h25(26.63%) M EL il & T k.

YRR, 25 % LU TH 3 T 2N 2R(20.81%) FIHEE25(33.56%) 26~60 %5 2 4 LAAL i 25(63.46%)
TR A(27.54%) 8 61 % Kbl -2 R 5K B A KG1.73%), HLH AR FEEBBFRRZER . W
%5 iR

X T 9 B 0 K5 RS B KB A I (6 6), MR, IR R X, (5 HE 30.36%; M3 X5 B 29.73%,
PR G ELARE s ARG RS 5 EE 250N 20.81% 19.10%, A2 WGHFR BRI .

SHEE, BV EZEIAR, [ 35.67%, @ E T HAl KRS s HOGR IR, S 29.88%. ot
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Table 5. Distribution of Dafang lacquerware category preferences among consumer groups by different genders and ages

F5. NEMH . FRHEBRAN X RBRERF I

) 4 5] g
Bk ISYUN
Bk Eraas 25 % LLF 26~40 % 41~60 % 61 % KUl

ek 8.45% 9.49% 7.43% 20.81% 7.17% 1.69% 3.19%

EEREEN 23.00% 21.52% 24.46% 33.56% 21.69% 18.20% 15.01%

BHHK 18.78% 17.72% 19.81% 12.14% 13.62% 27.54% 19.52%

FIRES 25.82% 25.00% 26.63% 14.59% 31.45% 32.01% 18.42%

FHH ANk 18.00% 18.99% 17.03% 17.88% 7.90% 20.56% 31.73%

HoAh 5.95% 7.28% 4.64% 1.02% 18.16% 0.00% 12.12%

IMERSE, 25 % LN R T E R 2 I R(29.73%) 5 G5 A(20.81%), TFEARRKL. BRI B4 2%
M 26~40 % AT PURR XU (i I 851 35 s 41~60 5 248 H0 61 0 K VA b2 AR e, S A 2 A%
G E41.75%. 50.82%,  HOO AR S8 XU fi S il AF B ST S T, AR I A B o 56 22 57t 5 S T A At
[ HAF o

Table 6. Style preference of Dafang lacquerware among consumer groups by different genders and ages

Fo. NEMR . FHBRBI KT RBRNBRFER

) ) 4 5] RS
ERESTES MR
Bk Brq i 25 Z LR 26~40 % 41~60 % 61 %KLL E
B4 20.81% 20.20% 21.57% 20.81% 23.29% 41.75% 50.82%
MR 29.73% 29.88% 29.55% 29.73% 21.23% 15.18% 18.37%
AR 30.36% 35.67% 23.80% 30.36% 27.40% 26.23% 24.69%
DR XA 19.10% 14.25% 25.08% 19.10% 28.08% 17.19% 6.12%

3.2. HBREN KT FRFJONERMSH

T PR R ITRB N R AL 7 Fos, (EMSEUR T, RS T2, BEEE N O IRE)
K2, 70 H 48.83%. 43.35% % 36.15%[103H Pe i £, PRI 9 3 00 i B ORI A4 Gk Z S A A
YERE FREME . WORINE S4a0 £, HH 67.98%5% 62.33%; W TSzFMME, MRS, RS
41.10%, S W7 i 58 LA 0] SCAL 72 o T it o B 26.92%, %3 BEARAR SE ) 75 SR AT A2, HANH% B 16.59%,
UKL, RUTIHES T mm i

Table 7. Value perception of lacquerware by consumers of Dafang lacquerware

7. KA RBRHBEENRFHNMER

bv AL e PN =4 buA] bUEE PN ik
IR 312 48.83% JRFANE 397 67.98%
TZ 277 43.35% O (E 364 62.33%
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Bk E R 231 36.15% ZRMME 312 53.42%
il 228 35.68% SR E 240 41.10%
FAy 214 33.49% Hoph 82 14.04%
wt 172 26.92%
firik 106 16.59%

HoAth 15 2.35%

3.3. IHBREWINEXE S

Table 8. List of cluster centers of lacquerware consumption for different age consumer groups

= 8. TRIFRIHEREHTRRFERRBLP LR

0 1 2 3

RELRIN 500 JC K LAF 1000~2000 T 2001~5000 TG+ 5000~10,000 TG+

A 501~1000 75 1001~5000 7¢ 5000~10,000 7t 10,001 75bA L

R 25 HLLF 26~40 % ziig(@ 64 11;56%2%)\ '
¢ 168 447 378 230
e 13.74% 36.55% 30.91% 18.81%

Wz 8 fizR, G567 HE T SR LSRR R, APEREARRI N 4 SR o
FEfR: 0 82525 FUATREME): 3L 168 N, HLb 13.74%. ZBHELLEA SWIANIRE AT, KLErmartt
B, HRAEIIA M, SE T X AN R A S DX TR SR AR, e e DN S Sk
AT, MRS ERTE 2 20 1 R (26~40 B BEIR): JL 447 N, (5L 36.55%, AAEAH R i
KITHER . ZBEAZ A IR D&, ST AT, T2 R R Z FALRHE, a5 T SEAN 0 X 1],
P R H B S 5 R R, R ARG TR I AL B R R e 2 B (26~40 %
41~60 L HEA): 4L 378 N, (5 30.91%. ZBFRE ST SE S R0, T SR PR S R E S SR, a T
AT ALERAHE 2, IR DL 2R RS EER . MR HON T, WS E B 5 T
K, R CAEBEZ + WEAE 0 SR 3 K61 B UL EREA): $E230 A, Lk
18.81%. XHAR&— @M &R, WS “ SR SIOR” , WEELE7E 5 5000~10,000 JG.
10,001 Jo & LA BIXTA], 7= &g st DISORZoR 4 . S8R A08E, HEM RSB AER LS T 2L &N
fEL, X it R g Sk 2 5 D N % 0 DRV B A

R BT, RS E R RS LI SE SR I IEAE . BEEER IR, T RE M
RSB BRI X —AFAE B SR B T AR RS SR B TR, ™ B T AN R AR B B R g A
EHNIZE SR .

3.4. HBREWLRE, ERRESHT

B 9 W43, PE/NTAET 0.05 0, K EREIBEMEER, HAEREB, SWAE & TG f)
PR EI B EVEE R, D AAEIE.
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Table 9. Distribution of channels for consumer groups to purchase lacquerware products

F 9. HERPEUIRE~RBREDWIFER

2 39 LR I N M 37 3 &S 27 P
B3 e 234 8.12% 19.13%
B sL)E 471 16.34% 38.51%
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] 334 11.59% 27.31%

488.618 0.000"*

HEFa 438 15.19% 35.81%
PR H B M. APP. AT 5 411 14.26% 33.61%
RHAAT By T 287 9.95% 23.47%
HAth 96 3.33% 7.85%

e L T AR B E KN 1% 5%
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AR T BACPRZ 7 3 (e s, PN A g + BB MG QUE R R . i, E AR
AT B EANRKRICR, 5—Jrm, BSENINEARFREIT G, BABUCGHRITR[10]. kAT
Ke BT IRE M AL BT IR ALAH TAR S, KB E s s osiass, Jrad “ 4l -
R - B =5 G1ERTT A ERFEIE S AT B dh . Wk Srieas &
Bk S B as &, IS TR R R AR EC U BT R AR PO A 5T SCA PR R
HFR, g E IR ZEAR R 5SSO 5 mm X B B [N, @S XU shas L], 535
FERA B 25, W8T 6 85 2 U IRIE AT P Bt IFIRGE R R R R L HEAT BB i, SeB
77 b KRS IEACEE T, S KT B AE DU SR B N I SE 77

4.2. FLCbmpEER, BN ENRER

B BB KT B SO I e B i, Rt “ SCHEIRAERY ™ AR AR . BUR 54Tl i
SNLPFETTRE ORI EAR AL TP By H TR, IRATZHR ST KT s R eI RE, Rk W /AR
RO B A RNEITCRBN MBS SRR . 8 SN SR A TC R R R, 1™
IR B S R 4% BE[ 11 ] Al AR X RS AR H AT &, N REAF R AR IE % 1 i — A,
T B SRR IRBGA 5 AR IR . [T B ESE, WX TS EBREERE. ok, 5
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T FETHH B A A
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JCIX (BT M L S M S 2R M B . 1B E%E, 5000 JuLh B PRE AR A, AR OB TR R
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