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Abstract
Inrecent years, the government have increasingly emphasized cultural and educational undertakings,
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encouraging enterprises to utilize intangible cultural heritage resources to enhance the quality and
cultural connotation of their products. However, driven by the mobile internet and supported by
precise data, the cultural and creative products on e-commerce platforms are highly homogeneous,
lack creativity, and have a superficial connection with cultural relics. This paper takes the audience
of e-commerce cultural and creative products as the research object, starting from the perspective
of customer perceived value, collecting data through interviews and questionnaires, and using SPSS
to analyze consumers’ purchase intentions and satisfaction. Based on the analysis results, it proposes
optimization strategies for integrating customer perceived value into cultural and creative products,
aiming to guide merchants to produce products based on cultural attributes, enhance customer sat-
isfaction, and provide references and ideas for the sustainable development of cultural and creative
enterprises and local cultural industries.
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Figure 1. Theoretical model of business and cultural creativity customer perceived value
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Table 1. Scale for measuring customer perceived value of e-commerce cultural and creative products
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Table 2. Descriptive analysis of samples
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Figure 2. Survey on the functional value of e-commerce cultural and creative products
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Figure 3. Survey on the emotional value of e-commerce cultural and creative products
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Figure 4. Survey on the aesthetic value of e-commerce cultural and creative products
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Figure 5. Survey on user preferences for e-commerce cultural and creative products
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Figure 6. Survey on preferences for types of e-commerce cultural and creative products
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