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Abstract

Against the backdrop of the development of the Hanfu industry and the rise of the ANGC economy,
brand collaboration has become key strategies for Hanfu enterprises to break through their bounda-
ries. With its extensive practice of ACGN brand collaborations, Shisanyu has become an industry bench-
mark. From the perspective of symbolic value, this study uses the brand Shisanyu as a case study, cat-
egorizing symbolic value into four dimensions: identity value, emotional value, image value, and cul-
tural value. Through in-depth interviews, the sub-variables of each dimension are clarified, including
social tools, identity symbols, emotional regulation, self-expression, image shaping, image demand,
cultural identity, and group cognition. It constructs a “symbolic value-customer inspiration-purchase
intention” model based on SOR theory, with customer inspiration as the mediating variable and brand
matching and product matching dimensions of compatibility as moderating variables. The research
first systematizes theoretical foundations through literature analysis, combines in-depth interviews
with grounded theory to identify variables, designs a questionnaire that underwent revision through
pre-testing, and conducts formal research. Data analysis is performed using SPSS and AMOS on 391
valid samples. Results indicate: 1) All four dimensions of symbolic value significantly and positively
influence purchase intention and customer inspiration, with cultural value demonstrating the strong-
est stimulation effect on customer inspiration; 2) Customer inspiration mediates the relationship be-
tween symbolic value and purchase intention; 3) Joint matching positively moderates the “symbolic
value-customer inspiration” pathway. This study employs theories, including symbolic value and cus-
tomer inspiration, to explore the factors influencing purchase intent for anime-themed collaborative
Hanfu designs, providing targeted strategic recommendations for Hanfu brands engaging in collabo-
rative ventures.
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Table 1. Number of collaborative brands among some of the leading Hanfu brands
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Table 2. Statistical table of Hanfu collaboration brands and styles by Shisanyu
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Figure 1. Model diagram for this research

B 1. AxzRiERE
5. BROERITS AW

ERBINGE TIRERGE R SUE TR PRI RER, Bt THIGEEL 37 8. # T2 RE7
ARG, PR T RO . WRAEEEE e R, MIBRARF SR EIN, RARE 26 8, RIEE
T, ARGV TR, [ AR NFEAAE B IUA 4 Hod 32 8o R 2 7 5
FHER = TEAER, £5=%2RE). 2025 4% 8 A LA, EERENNAK TGS II% 55 KR A
W, FRZREE. ME. DBEL LEERNS. LRI 429 s, HPa 00 391 4,
HRHE 91.14%.

6. BIRS R RZELE
6.1. HER1EGT

FEARIIN DG 45 E b R E 0N : et S 67%. 35 ZLUR AEE 74.1%. AR 5 H
46.8%-~ AU 5000 JGLLF bk 79%, Bk 222 G H 44.2%. A FRIER R A b 37.3%. TESEFIE/NT- 500
JC it 55.5%.

FHEBREYEERE 3 E 45200, TP KT, FRUEZEE 1.01 8] 1.16 28, RUKIEFE
—EW B, (AR AENEY . SEENREERZSEL 0, UHEHE > MBCRIR, WY R 7
{8, RPEE AT, A B RRESEREME .

DOI: 10.12677/wer.2026.151013 134 HARLFIRR


https://doi.org/10.12677/wer.2026.151013

IMIE, R

6.2. EHERE

ERETTTH, ERBEAK Cronbach’s a=0.926, %4Ef% a 34>0.8, CITC>0.6, MIFRIE a /N T4EFE o,
VLR B RASE RIT. BE T, B RRARR, BEEREIRNE RBITERIFITRE T B0
W, DA ARRE N AR . S5H9%0% F, KMO = 0.909, Bartlett SRIEAK: p < 0.001, #HE R HA RIFH
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Table 4. Results of correlation analysis among variables

F 4. ELEEMBXMTHER
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S 1
tHENE 0.419" 1
T SANME 0.360" 0.385* 1
AL E 0.357" 0.394™ 0.410* 1
i R I 0.439™ 0.395™ 0.450™ 0.457* 1
PRRUGECE  0.389™ 0.426™ 0.371™ 0.393* 0.427" 1
FemUCEE 0.446™ 0.451™ 0.354™ 0.371™ 0.471™ 0.427" 1
T K R 0.385™ 0.416™ 0.397" 0.379" 0.425* 0.412** 0.414* 1

VE: FoR p<0.05, "FRp<0.01, "FEp<0.00l.
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Table 5. Results of regression analysis of independent variable on dependent variable

F 5. AEEMNELEMEESTER

KbrEfh R PRttt R 3L LGt
t BEME
B Pt iR 22 Beta K VIF
(&) 0.750 0.205 3.663 0.000
S E 0.177 0.050 0.173 3.513 0.000 0.756 1.323
IR 0.213 0.052 0.208 4.126 0.000 0.725 1.379
TESANME 0.195 0.051 0.189 3.810 0.000 0.748 1.337
SAME 0.166 0.052 0.158 3.177 0.002 0.744 1.343
R? 0.288
TEE S R? 0.281
F 39.104
WEE 0.000?

e PR WSKER; a: WINARR. (WE), il BaoHE, BRINME, HEE.

Table 6. Results of regression analysis of independent variable on mediating variable

6. BEEMNHTNLTENEIASHLER

KAl R 5L PRttt R 3L LM G
t BEME
B PR iR 2 Beta R VIF
(&) 0.524 0.196 2.677 0.008
S E 0.228 0.048 0.222 4.719 0.000 0.756 1.323
IEE KD 0.125 0.049 0.122 2.539 0.011 0.725 1.379
TESANMAE 0.233 0.049 0.225 4.771 0.000 0.748 1.337
SCAME 0.251 0.050 0.238 5.025 0.000 0.744 1.343
R? 0.356
S R? 0.349
F 53.271
WE 0.000°

e AR AR a: WNRR. (WE), UiME, Ba0E, BRINE, HEE.
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Table 7. Results of regression analysis of mediating variable on dependent variable

7. PNEEMNELTENEIASHLER

AARHELL R 2 PRt 2 5 LIRS
t BEME

B PR iR 2 Beta ot VIF

(H i) 1.847 0.158 11.689 0.000 1.847 0.158

i R I 0.422 0.046 0.425 9.247 0.000 0.422 0.046
R2 0.180
S R? 0.178
F 85.508
WE 0.000°

e PR WKEE; a TNARE: (WE), W% R

Table 8. Table of overall effects, direct effects, and mediating effects
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SCHANE — 2 R I — T SR BEREMR 0246 0.053 0.142 0350  61.754% E%
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