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Abstract

Amid the growing integration of cultural confidence and contemporary fashion, New Chinese-style
clothing has gradually become a focal topic in both consumer markets and academic research.
Based on the Stimulus-Organism-Response (S-0-R) theory, this study constructs a “multi-stimulus -
dual cognition - purchase intention” model. Data were collected through questionnaires and empir-
ically analyzed using Structural Equation Modeling (SEM) and the SERVQUAL method. The results
show that cultural identity, marketing intensity, product quality perception, and service quality all
exert significant positive effects on both emotional and value cognition, with service quality having
the strongest influence. Furthermore, value cognition has a stronger impact on purchase intention
than emotional cognition, indicating a dual-driven mechanism of “value dominance and emotional
synergy”. This study enriches the theoretical framework of purchase intention for New Chinese-
style clothing and provides empirical evidence for brands to accurately target consumer demand
and optimize design and marketing strategies.
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Figure 1. Structural model of purchase intention for new Chinese-style clothing
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Table 1. Consumer behavior scale design
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Table 2. Tested product list
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Table 3. KMO and Bartlett test scale
%% 3. KMO 70 Bartlett #3682

BHEXE KMO EALRTE HHE EBEMH
B NG 0.869 1261.056 10 0.000
=L LIS 0.871 1299.613 10 0.000
MR 55 i = 0.889 1673.245 10 0.000
7= i 0.888 1648.662 10 0.000
KRN 0.878 1451.856 10 0.000
A A 0.888 1614.149 10 0.000
) SE IR 0.710 584.743 3 0.000
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Table 4. Correlation matrix of variables and square roots of AVE
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AR R 1 2 3 4 5 6 7
RN

1) AN 0.797

2) MERIE 0.312 0.844

3) T 0.357 0.329 0.830

4) EAHTRAE 0.212 0.334 0.423 0.801

5) 7= I R 0.358 0.431 0.468 0.405 0.833

6) R & 0.331 0.301 0.475 0.388 0.471 0.835

7) MEINF 0.321 0.386 0.400 0.341 0.374 0.367 0.836
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Table 5. Structural model path test results table
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P PQ— 1 I A1 EC 0.213 4.441 0.000 AL
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Figure 2. Total utility diagram at the stimulus level (Left), total utility diagram at the individual level (Right)
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Table 6. Expectation vs. satisfaction gap results table
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