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Abstract
This study investigates the influence mechanism of brand perception on rural tourists’ purchase
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intention and introduces cultural identity and price sensitivity to construct a “brand perception-
cultural identity-purchase intention” model. Based on the S-0-R theory, a questionnaire survey was
conducted, yielding 272 valid samples. Empirical analyses were performed using SPSS and the PRO-
CESS macro. The results show that: 1) brand perception has a significant positive effect on purchase
intention by enhancing tourists’ recognition of product differentiation and credibility, thereby pro-
moting purchasing decisions; 2) cultural identity mediates the relationship between brand percep-
tion and purchase intention, indicating that brand perception indirectly strengthens purchase in-
tention through fostering tourists’ emotional attachment to and value identification with rural cul-
ture; and 3) price sensitivity does not significantly moderate the direct relationship but exerts a
negative moderating effect on the mediating path, high price sensitivity weakens the perception
and transmission of brand cultural value. This study reveals the psychological mechanism of cul-
tural identity in rural tourism consumption, enriches the application of brand perception theory in
rural contexts, and provides practical insights for the branding and development of rural tourism
products.
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HS: 2 i 2 6 il e it 0 470 A0 P2 11 vl LSRRI 0T 0 S5 R P 52

H6: 2 kit 4 ot i 7 ok F) A AR SE O 47 ok LR R X SC AR D[R] B 52
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Figure 1. Research hypothesis model
B 1. RfRRE

Table 1. Measurement scales for various variables
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3.2. [BIEEIT
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JRFHIAR K

B ARG, EEAEMN. R AP BULS RSN DS E, T
BIREARIREARFIE . 26 30 M TImEE S, DA yiE &S R& 2 MRl L. 2 HEE 2 Mk
e ot A S A TR T b R, AT A DR AR A F bk 5 8l 1 Rt . S =8 A DR, B
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BRI R T 2 22 RS, ASHIE FUSR AN T 2 TOURE e 4 9 e /B8 LE S e AT HE 388 4 [ S i
ML, SRR RIS, UIRRFEVRE BE N RS E -

3.3. EERBS S

AR B 7 SRR, A GON A £ Mk IiE 4 1 606 S i i s i i % . AL
ORI AE A G R AT SR R R T ERIMEE Y R A, P B R BN B . A
RIBUEE A 2025 453 H 2 HAE 3 H 7 H, LRI 293 4, SR TCR0R 35 5 3R45G RREAS 272 43, 43 23%m]
R 92.8%. HIEAamisEEH 5, FH SPSS HA##I1T S0

4. AREM
4.1. FER MG

BEAASE 42 2 SR, BT AR N, 1845 % 68.3%, MUk eER (LT, HA KT
2, AR DL 1S 8 52.9%- NSO, Hork IO 3000~8000 TR ST AT £ 1 48.9%.
KT, A BAT RIS R F SRR, (58 % R 3208 2B R

Table 2. Descriptive statistics

2. ikt gt

FR I 2 GIE Epatae
18 ZLLF 26 9.6
18~25 82 30.1
R 25~45 104 38.2
45~60 49 18.0
60 & L) F 11 4.0
Wi K EAT 21 7.7
L K 58 21.3
=31 K& 49 18.0
REAF 129 47.4
it &Lk 15 5.5
1000 JoEA R 40 14.7
1000~3000 7& 58 213
l'ON 3000~5000 JC 70 25.7
5000~8000 JG 63 23.2
8000 JT LA I 41 15.1

4.2. [BHE S

B4R Cronbach’s Alpha ZHU T MR AT. SRR, SCHLIAIR] B A s SBURK FE DUAMIB ZE AR B
f5BE. — RV, 4 Cronbach’s Alpha (AT 0.6 1, T4 FAT ATHESE 00 1Y B — 5 s (B 0.7 Y,
WY RER . 23 WA, BRI Alpha RECYEET T 0.6, VW% P B R, WA
U S PAT R T
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Table 3. Reliability analysis
3. EESH

of Cronbach’s Alpha TR AR
il R S 0.942 4
SCAEINTR] 0.946 4
P 0.939 3
P U 0.827 3

FEMEA b, it P RAE R R AR, #AT T H T S5RWE 4 B, KMO 5 E N 0.790,
H. Bartlett BRFZAR 46 (K 222 VP p<0.001, RUIFEASIEE & HEAT K 7007, A28 Z AR B E MR
o ULHIASHT 7R R A B I A5 AR

Table 4. Validity analysis
4. BUESH

56157 HfH

KMO HURE&E Y1t & 4L 0.790
AR TT 622.791

LR IR BR T P A 6 H 6
TE <0.001

4.3. XM

K H Pearson AH /e & - BAR B 2 I ZMESC R o S5 R WIE 5 P, PinA AC 82 A] AR R R 8L
BtEgiTt EIRBIRZ KT (p < 0.01), RUIZEEAAAERGRI LA R . BARTIE, R i b R
SR 2 A R R IEANOR, J f PR RN T SR K B RS MR 3t T YD SR S R . S IR
At PR 5 SO F] . SCAG AR S5 0 SE R 2 TR R 35 B AR OC R, I 2 T/ BOREAS SR R R SR 261, I
AN FIE P Z AT REAAE R AR BhAh, i BURE 53 3 A B 2 (AR 2 0 3 IEAE G, Ui
WA/ U FEE T RE I T M it RN 5 ST R 2 TR P F i A, RIS e 2 A S B, LR AR
JSEAGAE Ji 52 (8 55 RO 3 A e e — AP UG

Table 5. Correlation coefficient matrix between variables

5. BEEMEXRHIER

A i R SCAGIAE] i 3K 2 ks U L
s LR 1
AL INIE] 0.814™ 1
= 0.650" 0.703** 1
Ak U 0.506™ 0.585™ 0.582" 1
4.4. FESH

2P R LR T Z 20 M (ANOV AV B AN ]I 3K R /KT 1 2 Rl & AR A U B 57

DOI: 10.12677/mom.2026.161001 7 AT I8 5


https://doi.org/10.12677/mom.2026.161001

R g AR @, 4> 9ISk A Tukey HSD 5 Games-Howell PSR J5 #6536 75 165 21 1) 22 gk AT Eu .
%6 R, BRI EE KA p=0.016, A [FIGE SR 2 A A S BUR AP E R E 2 7 .

Table 6. ANOVA analysis
3 6. ANOVA 181

Rl H By F BE M
2 i) 14.740 4 3.435 3.111 0.016
AN 294.802 267 1.104
Mt 308.542 271

FERIRA R EIR, 1E Tukey HSD VEH, 2H 1 (W3 2R EAR) 54 4 (0 K 2 B 5 =) 2 (A1 22 R I8 3
BEKF(p =0.023), FIIZEMEN-0.66877, B 1 FINMMEEUREEE w14 4. Z4 0000, WEEE
BRI 2 AEAN A TR 31T A MUK, T A S8 R D 205 v 1409 2 UL AT e 5 SO0 7 it ) SCAK 5 i R (L

AR TR TG Z W A BB, —J7 T, FHERBAEA OB FA BB B AT, AR ZE R 1
1 BT A BEEEAR AT A IR, JCHCIE A TR i A 50 ) A A R A AN [ ) S AP B e 1 23 A
FRE. —J51H, J7 20 as RO BN o i iR it 7 AR EdE, G BT P AN AR UK EEE I
SEAT AP ZE AT 20, AR BN AT BRI AL A I Fe i SRR

4.5. B354

4.5.1. FYRNLLE
NIGAUE 2 B Tt Ui v o o BB T SE R BB, SR 2R RN A A AT RN A IR . o,
mm R E N B AR R, WEREIBIERNRNER. RSP R 7 s,

Table 7. Main effect test
= 7. EMREL

ZH(B) FRAEIR(SE) t p 1
R 1.062 0.189 5.633 <0.001
il I 0.687 0.049 14.073 <0.001

SEHE IR, IR SE R A R R B0 B = 0.687, p<0.001, iAFIEEK, FH R
X S R R R AR 3 (1 TR ) R o T A N R 7 v R R BRI  SCA ORI 5 o R R, LY
KRR . BT AR I BR(R? = 0.42), 15t W il VR R B 06 A7 8 TNt 25 X ) SR AT D9 ]

g LR, FBUBRENTE £ A R S PSR PR BOCHEEIE A, B0E T B H: 2 RIS X iR
] i 4D ot RELBR et L S SRR W IR R . it DU, SR SRR 5 S TR B T
T 5 U K R ) R AR

4.5.2. RAYRIRLS

NIGAE AN TFITE 2 ATl s i i BB S 5 0 S = IR 2 Il e i A1, SR A SPSS 119 PROCESS i
BEAT 7M. FFEid Bootstrap 5000 ARt 1 [R]4E RRE K B AT X TR] (95% B AZ K F).

B, W 8 N, AR BUR A UGN F ) Bg ARk e, 55RO R2=0.663, 2B il USRI W] i
BESCAGINTA] 66.3% 178 S, ARALARRE 10 7 ZE 0 TS5 3 F(1,270) = 531.73, p<0.001, HEAI%{K
BE. BERMEERRY, SREEN SN R EA B R rsgm, RIS BUR A S, RS 2 RSk
(A F) G, AT SRHIE T B8 H2.
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Table 8. The impact of brand perception on cultural identity

= 8. mhRRAN IR RIE N

AH(B) FrifE 15 (SE) t 1 pfa 95% & 15 X [H]
(i s 0.783 0.135 5.809 <0.001 [0.518, 1.048]
il RELIER R 0.804 0.035 23.059 <0.001 [0.736, 0.873]

BB, W 9 FroRER IS SCA A EIE i RURRN 5 I SE R TR I T A E IR, 45 REOR R? =
0.512, B i BURR 0 5 Se Ak ) 3t Hm%%%a%su%mﬁﬁﬂ%w%wﬂzmc%%:muwpqmmp
Horr, ST IR I S 25 SR 0] VA R B B = 0.549, p<0.001, 23 1E [ MM E R, B H3 Ro7.
[FIRR, it BB R X)) K e B ) B S AR SR s 3 (B = 0.245, p = 0.002), wﬁﬁﬂxwwﬁﬁrﬁﬁfgﬂ Ay
R o

Table 9. The mediating effect of cultural identity
® 9. XWARHH T ER

ZH(B) FRAfER(SE) t pfa 95% B {F X []

W 0.632 0.184 3.431 0.001 [0.269, 0.995]
i R S 0.245 0.078 3.164 0.002 [0.093, 0.398]
AN ] 0.549 0.079 6.997 0.000 [0.395, 0.703]

1 2SR G P i LR S 0 ) S R SR TR 28R AEL A 0.442, Bootstrap B 15 X [0]4[0.267, 0.644],
A0, RIP\HABNRE, B HA L. SRNE N 0.687, HAd /288 5 Hik 64.3%, 15t B i bt
TR e K R SR ) s ) = B I SN R R

4.5.3. BT HRIRLE

RS 58 A0 s B PR A ot R e 5 ) S R SR TR RV AR SR A PROCESS #4347 73 #T, Bootstrap
HIFE 5000 K, EAE X IEBEN 95%.

BB R ER, R?=0511, RUGBURE . M BUREE SO BISL R R 1 I SE R 51.1%
(AR S, RERURRE S0 . T 22T S N F = 93.31, p<0.001, RUIBAIEIKGZE, EDELE D
A % W S LA R R

fzﬂfﬁﬁ,mﬁmﬂﬁWJ%FMEﬂﬁﬁﬁﬁ(mm,pamm,ﬂaﬁm%m%%%
BOAE TR H B O A 2 A I A o P ot BB S s, gm%%ﬁ%ﬁﬁoﬁ*m%ﬁ%’m%
A SR % S B U 0] T ot 22 S S ST B B, e A ROEOR FLE SR AT . TR, A B B
) S 3 BB T R M TN IA 3 2 3 7K F (B = 0.495, p = 0.0002), 15 B 2RI/ % 1) S F2 5 5 W S pe S DA 5%

TEAZ B IR S A, W5 10 B, b BB S5 A M Uk B2 1R 58 ELAUS. R ECR B = —0.034, p = 0.323,
F Bootstrap B 5 X H AL 0, RIEFEIZ KT IR B RO EE A 35 11 b LR o I SE = IR 1 52
WA, R HS ASEROL.

Table 10. Direct adjustment effect of price sensitivity

= 10. MEHRENERETHN

X HI5 ZH(B) FRUEIR(SE) t {4 pfa 95% B {5 X [A]
U < TSR -0.034 0.034 —-0.990 0.323 [—0.100, 0.033]
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LR PR, BRI RS R B W SK R S EAT BB, (ELHX ot B R 5 M S M 2 T O AR [ R Y
TERFARE . X —ERoR, 15 2 ARz i ah i B G B rh s Ui DA 3R B RE R il 7 1) B 23 DU K k5
{EL ity PR 5 SCAR A ELATS R SR B e S R S A% 0 T 8

4.54. PBHRNBRKRIE

YT H A RO IR 56 77 2K 1B R A Bootstrap 5000 UKIFE, BASIX[AIN 95%. HEAILEREIR, R? =
0.7190, B fb REUBRSN . A BBURKE B — 3 1A LI AL R AR 17 SCAKANTR] 71.90% (K138 5, A 70 e i e
VAL T

KT ZBER RN, g 11 B, b BRI ST R 5200 2. 25 (B = 0.9955, p < 0.001), k&l
TR 1 2 RN R RE S22 35 (B = 0.5633, p < 0.001), HAZ HII(X x W) (B =-0.0929, p <0.001). XK
TRURR S 2 RS T R T o it BRSO SCAR ORI PRS2 0

Table 11. The regulation of price sensitivity on the mediating effect path

F 11 MBBUREX P R EAET

FH(coeff) FrifEiR(SE) t 14 p1a 95% & 15 X [H]
g8l -0.6622 0.2955 —2.2409 0.0259 [—1.2441, —0.0804]
i R S 0.9955 0.0877 11.3491 <0.001 [0.8228, 1.1682]
ks UK FE 0.5633 0.0919 6.1327 <0.001 [0.3825, 0.7442]
A8 H.I0 -0.0929 0.0240 —3.8653 0.0001 [-0.1402, —0.0456]

HE—B i, AE S EUREE T BISAERN 56 12 S8, YRS R MR B AR, BELak e ot
SCARAN TR TE 18] SN BT RES , ZONAB 2 30N 0.7479. 0.6550 F11 0.5311. K, ATHIE MM BURELE “ 5
FEUEEN — SCAIAE” B ARt m A E R, R H6 43 258 E .

Table 12. Conditional effects under different price sensitivities
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