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ABSTRACT

Traditional cultural attributes are regarded as part of sustainable social and
economic development. Cultural innovation products with traditional cultural elements
have attracted more and more attention and have become an important tool for
disseminating product aesthetics and potential traditional culture. Recently, the key role
of the younger generation in inheriting the contemporary values of traditional cultural
attributes has aroused widespread discussion. However, there are few in-depth studies
to distinguish and verify the connection between cultural products and consumer
behavior. This connection is mediated by perceived cultural sustainability and resilience.
This study attempts to investigate the impact of cultural innovation product design with
traditional cultural attributes on the perception of cultural development and product
intentions of 433 young Chinese consumers. The results show that product attitude,
perceived sustainability, and perceived novelty, are significantly related to Chinese

consumers' purchase intentions for the product design with traditional cultural attributes.

Keywords: cultural products, cultural innovation design, traditional cultural
attributes, young Chinese consumers.
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CHAPTER 1

INTRODUCTION

1.1 Overview

For decades, in the process of modernization centered on the West, many countries
have underestimated or ignored the value of their own traditional culture (Inglehart &
Baker, 2000). China, as a country with a long history, also faces the dilemma of whether
to transform or continue cultural traditions. Many traditional handicrafts and customs
continue to disappear from daily life and remain as heritage items or norms. Some
empirical studies have shown that the younger generation of China has a low level of
personal awareness of traditional culture in the context of modern society (Qin et al.,
2019). With the recent changes in consumer needs and expectations, products with
elements derived from traditional cultural attributes have attracted more and more
attention, and as an important tool to convey product aesthetics and potential traditional
culture. They mainly present geographic, lifestyle and ethical characteristics (Kim &
Chung, 2011). However, recent surveys have shown that the significance of products
with innovative cultural characteristics and their impact on user cultural satisfaction is
derived from the inherent invisible and behavioral aspects of traditional cultural
attributes. With the recent changes in consumer demand and expectation, products with
traditional cultural attributes are paid more and more attention, and become an
important tool to convey product aesthetics and potential traditional culture, mainly
through the presentation of local geographical, lifestyle and ethic characteristics of
the local cultural group (Inglehart & Baker, 2000). However, recent studies have shown
that the meaning of products with relatively innovative cultural characteristics and their
profound impact on user cultural satisfaction stems from the inherent intangible and
behavioral aspects of traditional cultural attributes (Lee et al., 2017). Although the

internal connection between cultural sustainability and the commercialization of



traditional cultural attributes has been discussed, there is a lack of in-depth research to
further distinguish and verify cultural product attitudes, cultural perceptions, and
subsequent consumer behaviors from the perspective of the younger generation. The
internal connection between the two has a profound impact on sustainable cultural

development (Ely et al., 2020).

1.2 The Statement of the Problem

1.2.1 The impact of product design on consumer behavior

Consumers' consumption behavior is composed of two conditions: purchase
motivation and purchase behavior (Haase et al., 2020). In general, purchase motivation
is the first and purchase behavior is the second. The entire purchase process is carried
out in accordance with the wishes of consumers. Consumers’ satisfaction, demand, and
preference for the product itself are the direct reasons that determine consumers’
consumption. Product design is the main factor that captures consumers’ attention and
allows consumers to consider consumption. Therefore, product design is important to
consumers (Gasarch, 2015).

Purchasing motivation refers to the psychological activities that directly drive
consumers' purchasing behavior (Wedowati et al., 2018). It reflects the inner, emotional
and spiritual needs of consumers. Essentially, consumers are the promoters of
purchasing behaviors that meet their own needs. The product stimulates the
psychological needs of consumers and prompts consumers to have a desire to buy.
Before consumers are fully motivated to consume, this desire is the so-called
consumption motivation. The prerequisite for purchasing a product is an understanding
of the product. The subjective feelings of products are based on vision, so product
design is the main means to promote consumer consumption(Giirsen et al., 2020).
Consumer behavior refers to the process activities in which people choose, purchase,
use, evaluate and enjoy services in order to meet their own needs and desires.
Consumers are the main body that promotes consumer behavior. People consume and

buy different products according to their different needs (Emilien et al., 2017).



Consumers are from different industries, statuses, families, ages, etc., so the purchasing
power is also very different. This shows that consumers' purchasing motivation is based
on their own needs. When consumers have urgent needs and desires for a certain
product, they will have a desire to buy, which will lead to purchasing behavior. Product
design will have an impact on consumers' purchasing motivation, and the premise of
consumer behavior is the demand for products (Amberg & Fogarassy, 2019). For
products, low-level product demand is the basic performance of the product, which
mainly refers to the basic function and psychological function of the product. Only
when the product meets the needs of consumers can it form a related purchase
motivation.

The function of the product will affect the purchase motivation of consumers. The
function of the product must be produced on the premise of satisfying the needs of
consumers (Emilien et al., 2017). However, in the context of large-scale industry,
people's demand for products is mainly to solve the needs in life, so in general, it is the
so-called ‘form follows function’. In the early stage of society, product designers should
study the basic functions and services of products to solve small problems that
consumers encounter in work, life, and study. It mainly includes the use function of the
product, the characteristics of the product, the reliability of the product, the safety of
the product, the practicability of the product, etc. It is mainly to design the structure of
the product, design the material, and design the method of use ingeniously, so as to meet
the basic needs of consumers (Cor & Zwolinski, 2015). However, with the progress of
society and the improvement of industrialization, the production technology of products
has also improved. Most of the products sold on the market can meet the basic needs of
consumers. Therefore, in order to promote the increase of product sales, product
designers pay more attention to the changes in consumers' hearts and transform the
design of basic functions into product design, so as to better attract consumers' attention
and encourage consumers to consume (Cheng et al., 2019).

Consumer behavior will promote product design. In order to save energy and
reduce environmental pollution, product designers lead design concepts such as

ecological design, green design, and recycling design (Cheng et al., 2019). These design
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concepts and design styles are aimed at the original design concepts and consumer
consumption. Based on this method, the design of the product not only stays in the
internal use and appearance, but also tends to people's healthy design. Such a design is
more humane and more energy-efficient. As the times change, people's thinking is
constantly changing. While satisfying their own needs and practicability, consumers are
constantly pursuing the personalization and aesthetics of products (Haryanto et al.,
2015). Consumer demand prompts product designers to design better products, thereby
promoting consumer consumption and increasing product sales. The design concept of
the product is generated based on the designer's understanding and analysis of the
internal needs of consumers. When designing products, designers not only require
designers to invest in product design and design concepts, but also in consumers. From
this perspective, the design is based on the consumer's shopping motivation. It is
necessary to combine the process materials, manufacturing technology, ergonomics and
many other disciplines used in the design, and closely combine these disciplines to
design products with consumers as the center in order to design excellent products that
satisfy consumers. Therefore, satisfaction and consumer desire are of great importance
(Bang Nguyen Dilip S. Mutum, 2015).

To design products that meet consumer needs, consumers' consumption behavior
generally starts with many external factors such as the appearance of the product.
Therefore, product design is an important factor in determining consumer behavior. The
products produced by current product manufacturers are almost the same. This requires
manufacturers to use design as a tool to create individuality when producing products,
so that consumers can be attracted by the uniqueness of the product through the design
of the product, and obtain a certain sense of psychological satisfaction. In this case,
consumers’ purchasing behavior is encouraged. When designing products, we must pay
attention to the physical and psychological needs of consumers (Wang et al., 2000).
Only by designing a product that satisfies consumers can they satisfy their desire for
purchasing and stimulating their purchase behavior. Only good design can make
products actively meet the needs of consumers. The various needs and promotion of

purchasing behavior make the products have better sales and development. In summary,
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this thesis makes the design of various steps and links in product design more humane
and rational through the research on the influence of product design on consumer
behavior (He et al., 2018). When designing a product, we must pay attention to the
subjective initiative of consumers, and study consumer behavior from the perspective

of product design, so as to effectively increase the output of the product.

1.2.2 The influence of traditional cultural attributes of product design on
Chinese consumer behavior

The influence of traditional culture on consumers' consumption concept and
behavior is particularly prominent among Chinese consumers. For example, "there are
no gifts this year, only melatonin" has become a common mantra. In terms of
advertising effect, it not only establishes the product brand, but also greatly stimulates
the market sales. Melatonin is mainly defined as "health gift" in health food. The
combination of health care products and gifts, on the one hand, fills the blank of health
care products market. On the other hand, it opens up a broader sales channel for
products. Melatonin advertised that "People do not accept gifts this holiday, they only
accept melatonin as a gift", so the sales of melatonin during holidays are booming.
Brain platinum is a kind of health product. Most of the traditional health care products
are selling points with significant curative effect, and can't wait to cure all kinds of
diseases. However, melatonin quickly entered the gift market, and became a popular
gift among Chinese people during holiday. Coupled with the popularity of health
awareness, melatonin is unique in the market of health care products. This innovation
avoids the fate of losing vitality after the mystery of product efficacy disappears.
Although the concept of "gift" is not unique to melatonin, there is no doubt that the
concept of "gift" tied with melatonin is the most successful operation. It's very
worthwhile to spend so much energy to open up the gift market of melatonin. Because
health care products have no other patterns, and what they sell is their function. After
the concept of function enters the mind of consumers, we must find another way, that
is, through the gift market. The added value of products is spread as an emotional carrier.

In terms of consumer group positioning, "meplatin" takes the middle-aged and elderly



people in large and medium-sized cities as the target consumers and takes the
urbanization route. This is determined by its consumption level of 68 yuan per box,
with an average of 7 yuan per day. If it is in small cities and some areas where people
are not so rich, it is difficult for them to accept such a price. In addition, middle-aged
and elderly consumers in large and medium-sized cities generally have higher health
awareness and income level, hence they have such demand and consumption ability.

Positioning of high-end health products: The high-end sense of the product can
be seen from the direct naming of "melatonin". The product that promotes sleep and
intestinal effects to the brain level is the melatonin body of the brain. The high gold
content reflects the health benefits of its products. So from its name to its curative effect,
it is very high-end and high-quality. Gift positioning: The classic slogan "No gifts for
the New Year, only melatonin" has been deeply rooted in people’s hearts. Many people
think of melatonin when they think of gifts. China is a country of etiquette. "Mutual
benefit" and "communication without being rude" also reflect the natural complex of
Chinese people.

Brain Platinum elevates health products to the height of gifts. Not only has it
expanded the market, it has also humiliated all health products. The positioning strategy
of melatonin gifts not only won the first place in the market, but also created the health
care products and gifts market.

Culture is the sum of beliefs, values, and habits that a certain society has
acquired through learning and used to guide customer behavior. The influence of culture
on customer psychology is profound and huge, and the influence of culture on customer
psychology is a deep-seated influence. A certain culture will affect the customer's
consumption source-demand; culture will affect the direction and standards of customer
consumption; culture will affect customers' purchasing methods and behaviors. Chinese
culture has a long history of 5,000 years, and its uniqueness and tradition will definitely
have a profound impact on Chinese consumption patterns and consumption habits
(Zhao et al., 2014).

Humanism is the basic style of Chinese culture, whichalways adheres to people-

oriented. "Human" is regarded as the fundamental consideration of all problems. The
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greatest benefit is for the benefit of the "people" themselves. This requires companies
to determine whether the positioning of a new product is in the interests of most people
when developing new products, and to meet consumers' needs for more consumption.
Chinese traditional culture emphasizes the golden mean, and its core meaning is that
when a certain goal is reached, there are certain standards, and only those who reach
this standard can achieve this goal (Choi & Yu, 2011). The golden mean is to observe
certain standards and be impartial. When a company’s new product is launched on the
market, it must conduct good market segmentation and establish accurate product
positioning and market goals. Only when the product is placed in the right place will
there be unexpected promising results (Dinda et al., 2015).

The characteristic of Chinese culture is to emphasize interpersonal relationships,
that is, to emphasize ethical relationships. The core of Chinese traditional culture is
Confucian culture with ethics as the core. The ethical concepts of Confucian culture are
developed from the most basic blood relationship. Chinese people attach great
importance to the interdependence between family members (Liu & Xiang, 2020). On
this basis, the family relationship, kinship, and interpersonal relationship in traditional
Chinese society are all derived from the core relationship between husband and wife,
father and son. When a company's new product is launched on the market, its brand
image may highlight its own characteristics of respecting interpersonal relationships
and respecting consumption according to the situation (Shome, 2012).

Chinese people pay special attention to their own face, especially through their
own impression modification, role-playing and behavior to leave a good impression in
the minds of others, thus gaining a good reputation. Chinese people generally compare
this to others and obtain better reputation (Liu & Xiang, 2020). Chinese people pay
special attention to interpersonal relationship and face, and the emotional relationship
between people. In interpersonal communication, human feelings are often regarded as
the primary factor, and maintaining human feelings is the highest principle of behavior.
Chinese people follow various behavioral norms and traditional etiquette habits formed
in history. Face or reputation is more important than anything else. The product should

have novel packaging suitable for the product itself. It is significant to highlight the
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maximum value of the product to meet the various psychological status of consumers
when purchasing (Choi & Yu, 2011).

One of the characteristics of Chinese culture is that people pay more attention
to friendship rather than money and material benefits. Especially when there is a
conflict, what is pursued is relic and righteousness. Therefore, what Chinese people
hate most is "seeing profit and forgetting justice" and "ingratitude" (Lee et al., 2017).
The characteristics of Chinese culture that value righteousness and despise profit make
people easily sentimental in interpersonal communication and work, emphasize
"loyalty", keen on giving gifts to each other, and emphasize "reciprocity." When the
product establishes the product image and brand image, it can highlight the emotional
appeal of the product, so that consumers not only get the satisfaction of the purchase

behavior, but also the psychological satisfaction of the purchase (Ely et al., 2020)

1.3 Background of Product Design with Traditional Cultural

Attributes

The rich historical associations contained in each country’s own traditional culture
can nourish a nation’s future cultural identity, national pride and satisfaction.
Furthermore, according to the UNESCO Declaration (1997) on the Responsibility of
the Present Generations toward Future Generation, the contemporary young people
should take responsibility for protecting and inheriting our diverse traditional culture
for future generations, because they are curious about the world and full of vitality. In
this way, protecting traditional culture should become a major task, even an obligation,
for young people (Zhao et al., 2014). For example, Zhan et al. (2018) discuss that the
traditional handicraft manufacturing industry in the Yangtze River Delta region of
China is facing huge challenges and opportunities, and discuss how to integrate this
traditional cultural capital into modern product design to promote a modern lifestyle
with local characteristics. Another interesting question is whether young people’s
attitudes towards cultural product design significantly affect their perception of cultural

communication and resilience, which can prove the potential role of cultural products
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in the sustainable development of traditional culture. Chai (2014) suggest that the
cultural design which is more abstract and innovative can better meet the perceptual
needs of young people, but whether it will significantly affect their purchasing behavior
in this way is still inconclusive. The research on young people's purchasing behavior is
helpful to the sustainable commercialization of traditional cultural attributes, and it also
provides conditions for the inheritance and development of traditional culture (J. Chai
& Ngai, 2015).

Product design has never left the supply of traditional cultural elements. Just
like fish cannot do without water, design cannot do without cultural root. My country's
traditional culture is the result of the evolution and precipitation of civilization from
generation to generation. It reflects the regional style and national customs. It is the
overall expression of the thoughts, cultures and ideologies created by the ancestors of
various backgrounds, or it is inherited and developed by the Chinese nation from
generation to generation (Lee et al., 2017). A culture with distinctive national and
regional characteristics has broad and profound connotations and excellent inheritance
spirit. Chinese culture is consistent and uninterrupted. Because of this, Chinese
traditional culture has strong vitality. It is the source of cultural creativity in product
design, which also brings cultural vitality to our product design (Dinda et al., 2015).

Product design is the core of industrial design. Products are the product of
human social production and practical activities, and the materialized embodiment of
people's desire, wisdom and spirit in real life. Product design uses scientific design
concepts and reasonable design techniques to solve the relationship between human and
machine environment. The purpose is to solve the problems in people's lives and meet
people's physical and mental needs. Creative practice activities are based on design
principles such as technology and aesthetics. At present, China's industrial design is in
a period of rapid development, as well as a period of rapid innovation. With the rapid
development of China's economy, industrial design has become an important part of
strategic emerging industries and leading industries. Product design agencies are
emerging endlessly, and development policies related to industrial design are also listed

one by one. After landing, the government gave strong support to provide a good social
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environment for the development of industrial design. The transition from "Made in
China" to "Created in China" is an important part of the development strategy in China.
At the same time, industrial design is also required to move towards innovation as soon
as possible. As a Chinese nation with a long cultural history, the national traditional
culture is broad and profound, which provides innovation for the development direction
of Chinese product design. Product designs containing Chinese elements have become
increasingly prominent internationally, and have received more and more recognition.
However, it is not enough to just make use of national traditional culture and express
national characteristics.

The relationship between traditional Chinese culture and product design is of
great importance. Looking at the history of product design in various countries in the
world, the reason why product design in various countries can form a systematic system
and distinctive features is because the development of product design culture is
synchronized. Culture is the foundation of design, and design is the carrier of culture.
In the product design competition, the production process of the product, the practical
performance of the product, the structure of the product and the application of materials
are becoming more and more mature. These have led to the homogeneity of product
design. In this case, only distinctive design cansurvive and occupy the market, while
traditional Chinese culture points out the direction for the embodiment of product
design characteristics. Culture is the soul of modern design and affects product design.
Product designers use a wealth of traditional cultural elements in product design, and
at the same time integrate them into the product design style. In the complex product
market, excellent design often contains profound cultural heritage, which can reflect
spiritual thinking. While completing the design and providing new lifestyles, it also
inherits traditional culture and produces new cultural concepts and creations, new
culture and form. In today's diversified development of design, it is difficult and
important for the humanistic spirit to be reflected in product design. Product design is
a creative activity. It is incorporated into cultural creation activities. In this process,
culture and design influence and promote each other. They make progress and grow

together. In the stage of rapid development of product design in China, some bad and
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negative information presented by product design has become more and more obvious,
especially in the application of culture. In the relatively simple and superficial stage,
formalism is too obvious. Of course, this is an inevitable stage brought about by the
development of Chinese society and the times. It's time to face yourself and re-examine
the meaning of design. In addition to cultural connotations, finding the right entry point
to perfectly blend the two requires calm, long-term thinking and practice, is important
as well. Therefore, the use of Chinese traditional cultural elements and the
understanding of traditional cultural expressions are added to the product design, so
that the product design is not only cultural, but also rich in the characteristics of the
times. Chinese traditional culture is extensive and profound. In product design, we add
Chinese traditional culture to build a suitable product design, reflecting the design
concept of natural harmony and unity. The inheritance and development of Chinese
traditional culture and product design are closely integrated. At the same time, the
integration of traditional concepts and modern styles creates product designs with the
charm of traditional Chinese culture, realizes the inheritance and development of
traditional Chinese culture, and forms distinctive designs. The purpose of design culture
is to design features and styles.

Traditional Chinese culture is a culture that reflects the characteristics and style
of a nation formed in the evolution of civilization. It is the overall expression of various
thoughts, cultures, and ideologies in the history of a nation. In the world, every nation
has its own characterized traditional culture. Chinese traditional culture is the creativity
formed in the history of Chinese civilization, the basic idea for the continuous
development and progress of the national spirit, and the general term for the moral
inheritance, cultural ideas, and spiritual concepts in the history of the nation. Traditional
Chinese culture includes various material and non-material cultures such as politics,
economy, ideology, and art.

Turning to the connotation of Chinese traditional culture, the basic idea of
Chinese traditional culture is to "be vigorous, use neutrality to challenge morality, and
unite with nature and man." "Book of Changes" emphasizes that "continuous self-

improvement" and "glorious virtue" are the manifestations of the spirit of the Chinese
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nation. It is a portrayal of the Chinese nation’s continuous progress and vigor, requiring
people to strive for progress in the law of active and enterprising. Advocating harmony
and unity is the highest value principle of Chinese traditional culture. And "the Golden
Mean" reflects the traditional way of thinking and principles. The concept of "Harmony
between Man and Nature" advocated by Confucianism is the basic concept of Chinese
classical philosophy. It is a complete manifestation of the life state, way of thinking,
and mental state of the Chinese people. It advocates that man and nature are initially
integrated together, as a unified life system, Man is the product of nature, and at the
same time, it is also transforming nature, emphasizing the perfect fit between man and
nature, and paying attention to the inner spiritual realm of man himself. Traditional
Chinese culture has extremely rich connotations. Analyzed by dialectical materialism,
traditional Chinese culture has both positive and negative sides. The essence of Chinese
traditional culture plays an active role in modern society. It is necessary to use a critical
vision and inherited mentality to conduct a correct review, and then combine it with
product design to complete innovation and creation.

Looking at the extension of Chinese traditional culture, the scope of Chinese
traditional culture is very wide, including thought, writing, language, technology,
economy, law, religion, folklore, music, opera, calligraphy, martial arts, festivals,
traditional Chinese painting, etc. Among them, calligraphy is unique in China. Our
calligraphy has gone through the development process of hieroglyphs, oracle bone
inscriptions, bronze inscriptions, seal script, official script, regular script, running script,
cursive script and hard pen calligraphy. Calligraphy, like painting, is a subjective and
expressive art form. Calligraphy can express the author's life experience, emotions,
knowledge and personality. As an important part of traditional culture, Chinese folk
music embodies the greatness of the Chinese nation, showing the profound emotions,
strong strength and will of the Chinese nation, as well as rich fantasy and great pursuits.
For example, the famous erhu performance "horse racing" and folk music "Jadamerin"
both interpret different emotions with their unique expressions. In addition to these
specific manifestations, there are some intangible thoughts and cultures that permeate

our daily behaviors in the past, present and future.
12



Traditional Chinese culture affects interpersonal communication. Traditional
Chinese culture has a guiding role in the nature, the relationship between man and
nature, and the practice of human social life. With the rapid development of society and
economy, with extremely rich material life, with many challenges and pressures, and
with ecological imbalance affecting survival, people are showing impetuous,
unpredictable stability and deception. Yin (2019) facing the scarcity of the spiritual
world, his psychological problems have become increasingly exposed and serious. In
this case, traditional Chinese culture is particularly important as a spiritual and
psychological therapy. Applying traditional Chinese culture to product design creates
aesthetically valuable shapes and rich cultural connotations. The application of Chinese
traditional culture to product design must not only reflect the essence of traditional
culture, but also promote excellent traditional culture, improve the competitiveness of
product design, facilitate the strong vitality of traditional culture, and realize common
Chinese traditional culture and product design, achievement and growth.

China has its own unique and ancient traditional culture. Traditional culture
contains the quintessence of the Chinese nation's spirit, with vigorous vitality and
eternal value, rigorous product design and development. In this difficult period, the
discovery of traditional Chinese culture has played a vital role in product design. Design
is an important part of culture, and it participates in the construction of culture. In
product design, using Chinese traditional culture to directly or indirectly display the
cultural value of the product, through the design of product shape, gives it new cultural
connotation, arouses people's emotional resonance, And meet people's aesthetic needs.
In many design cases that successfully use traditional culture, such as Nordic design,
Japanese design, etc., we need to accurately find the part that can be used in the national
traditional culture and choose the best. Hua (2016) completed the product design with
Chinese traditional cultural characteristics. This requires us to have in-depth research
on traditional culture, be able to absorb nutrient essence, remove dross, and combine
with modern products. Design concepts and industrial technology have perfected
modern product design, giving product design a profound cultural heritage.

Additionally, it is innovative to apply graphics and symbols in traditional culture
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in product design. Traditional Chinese culture has many forms of expression, of which
an important part is traditional graphics and symbols. The integration of national
symbols into product design can be achieved through three aspects: surface application
of graphic symbols, innovative application and high-level integration. Chinese
traditional graphics and symbols have visible form beauty, usable functional beauty,
and perceivable and experienced social beauty. They have profound -cultural
connotations and carry the ideas and concepts of traditional Chinese culture. Among
them, the surface application level of graphic symbols is relatively low, and the
expression of thought and spirit is still lacking. High-level integration must be carried
out on three levels: the external form of material, the internal embodiment of spirit, and
the deep embodiment of culture. Integration involves all aspects of material, spiritual,
cultural and customs. It is the perfect application of traditional culture in product design,
and the high integration and unity of culture and design.

The visible forms, graphics and symbols in traditional Chinese culture show the
aesthetic appeal, national cultural characteristics and value orientations of different
historical periods and different ethnic regions. Product design can extract parts with
obvious characteristics from it. In modern product design, the use of shapes for
reference, through the transformation of generation, abstraction, symbolism, metaphor,
decoration, etc., is important and more unique national symbols, examples, lines, and
shapes are applied to product design. Moreover, traditional ideas and connotations are
applied to product design. The Chinese national culture gives the product its unique
charm. The application of national symbols in product design not only inherits the
excellent culture of the Chinese nation, but also reflects the aesthetic personality of the
Chinese nation. When applying graphic symbols from traditional culture to product
design, it is necessary to combine modern design concepts and innovative design of
graphic symbols, and then integrate them into modern product design to make it glow
with new life and brilliance. It is also significant to inherit the concepts expressed in
traditional culture through product design, combine technology and structural materials
to complete the design process, and play an active role.

The idea of traditional cultural connotation is in product design. The unity of
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man and nature is the basic spirit of Chinese traditional culture. Through the
understanding of and attitude towards nature, the Chinese people's unique aesthetic and
creative outlook have been formed. It is the source of the most profound essence of the
Chinese nation's culture. The traditional cultural connotation of this fusion design has
produced a unique national design concept and at the same time it has an impact on
product design. The unity of man and man includes the connotation of the unity of man
and god, and the unity of man and nature. Its influence focuses on the harmonious
coexistence of man and nature.

When designing natural products, we usually focus on the harmony and unity
of people and products. It's not an isolated individual behavior. It is important to choose
a time, place, and reason. The craftsmanship and reasonable design produce excellent
designs that include traditional Chinese culture. The design concept of neutrality and
beauty affects the aesthetic feelings and aesthetic characteristics of traditional Chinese
culture between people and products, and plays a special role in shaping the cultural
character of Chinese product design, such as the special role of Hemei in product design.
The weight and scale of product design should be moderate, and the use of different
materials should be moderate and clever. The specific design principles are formal
aesthetics such as scale and scale, contrast and unity, relationship and balance, etc.,
which should be maintained. Visual balance and coordination, the application of
traditional cultural concepts of harmony between man and nature, and beauty as beauty
in product design are the points where product design related theories and traditional
Chinese national culture meet, and are important development directions. China's
product design is a non-biological plant. As a product design of non-biological plants,
China has a very rich non-material plant projects, and all designs have important
cultural genes. These can absorb products. They are the source of the creation of cultural
and creative products and point out the direction for the development of Chinese
cultural skills. Cultural and creative products are product designs that adapt to modern
society. They display traditional Chinese culture in the form of innovative designs. They
must show the spiritual connotation of non-soft apples. Therefore, the added value of

cultural and creative products endows them with rich connotations. Cultural and
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creative products. The connotation and symbolic meaning are inherited from
Hehongfei's (2015) plant culture. In the development process of cultural and creative
products, non-material crops serve as inspiration providers and provide continuous
nutrition for the creative products.

China's product design practice must link advanced design concepts with
traditional Chinese culture. They cannot directly connect and apply, and refuse their
surface treatment. Designers must have an understanding of traditional culture in the
product design process, realize traditional culture, popularity, modern design creativity,
refinement and use of traditional Chinese elements, inject strength into culture with
product design, endow product culture and infiltrate culture, and complete traditional
product design with Chinese characteristics. Chinese culture is the culture created by
Chinese people. It has a history of 5,000 years of development. It occupies the long
history of Chinese civilized society and affects the development of contemporary
culture (Shome, 2012). Chinese traditional culture is the essence of the national spirit
and has eternal value. In the design of Chinese products. In the critical period of
development, we need to find a suitable cultural composition from the traditional
Chinese excellent application tradition. Summarizing the positive influence of
traditional culture on product design, based on traditional product design, it has a unique
cultural background and nature. It can bring profound visual beauty and complete
spiritual pleasure. In addition to the use value of traditional cultural products, the design
has cultural value as well. Through design, people's sense of belonging and emotion is

enhanced (Lee et al., 2017).

1.4 Research Questions and Significance of Object

1.4.1 Research questions

This research is a quantitative study, which aims to explore the influence of
traditional cultural innovation product design on the perceptions of Chinese young
generations on cultural development and product intentions. This research was

conducted in Chengdu, Sichuan Province, and data were from young Chinese
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consumers through online questionnaires. The overall purpose of this research is to
study the factors that influence the cultural development outlook and product intentions
of the younger generation in China.

RQ 1. Does product design with traditional cultural attributes have a significant
impact on the product attitude of Chinese young consumers?

RQ 2. Does product design with traditional cultural attributes have a significant
impact on the product purchase intentions of young Chinese consumers?

RQ 3. Does product design with traditional cultural attributes have a significant
impact on the perceived novelty of Chinese young consumers?

RQ 4. Does product designs with traditional cultural attributes have a significant
impact on the sustainability of products for young Chinese consumers?

RQ 5. Does product design with traditional cultural attributes have a significant

impact on the perceived elasticity of Chinese young consumers?

1.4.2 Significance of the research

Through this research, it can help product design practitioners (1) understand
what factors influence the consumer attitudes of young Chinese consumers in product
design with traditional cultural attributes (2) verify the connection between cultural
products and consumer behavior (3) ) understand the impact of products with traditional
cultural attributes on the young Chinese generation’s perception of cultural
development; (4) understand the impact of product design with traditional cultural
attributes on the perception of traditional cultural attributes of Chinese young

consumers.

1.5 Scope of Research

The study used a sample group (N = 433) to study several independent variables
related to products attitude, purchase intention, perceived novelty, product
sustainability, and perceived resilience that affect Chinese young people. The

questionnaire will be distributed through a sample of 0 non-probabilistic snowballs to
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collect data through the network, which is suitable for this study because the total

population is unknown.

1.6 Research Method

Self-managed questionnaires were used to collect data on young Chinese people.
The five-point Likert scale questionnaire aims to collect quantitative data on the factors
that influence the consumption behavior of Chinese young people.

The study introduced a pilot study to check whether the questionnaire is constituted
correctly to explore and verify the above research questions. Thirty-one college
students participated in the preliminary survey. The researcher checked the internal
consistency of the survey and revised the redundant questions to make the survey as
reliable as possible. The survey was conducted in January 2021. In order to perform
statistical analysis on the collected data, we use SPSS and AMOS. SPSS analysis
software is used to test the reliability and demographic information of the measurement
items. At the same time, AMOS analysis software is used to perform confirmatory
factor analysis (CFA) on the research framework and analyze the structural equation

framework (SEM).

1.7 Definition of Terms

1.7.1 Product attitude

The product attitude is defined as a certain degree of positive or negative mental
state towards the product perceived from social or personal stimuli (Kim & Lennon,
2013).

It is true that the interpretation of culture is multidisciplinary and complex. In
the context of product design research, Siu (2014) proposes an inner-intermediate-outer
cultural model to describe how people interpret cultural meaning through product
design; at the same time, he also believes that design products that carry the inner levels
of culture can influence and change the way people think and behave in a constantly

changing environment (Boothroyd, 1994). For this reason, people often encourage
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people's reactionary behavior by innovating the inherent conceptual elements of
traditional cultural attributes. However, this is rarely investigated in the sustainability
research of traditional cultural attributes. In addition, the role of traditional cultural
attributes in the contemporary cultural context is largely affected by people's attitudes.
Cultural innovation products can become an important stimulus factor that affects
consumers' perceptions of cultural development with local characteristics. In addition,
empirical research compares user satisfaction at different cultural levels, and the results
show that the inherent "intangible" culture is more effective in improving users' cultural
satisfaction. Therefore, it is essential to develop cultural sustainability by improving
consumers' attitudes towards cultural products (Luchs et al., 2016). Cultural innovation
products involve the inherent hierarchical elements derived from traditional cultural
attributes and are tested by perceiving the novelty of the product (See section 1 for
details). A survey was conducted on the perceived sustainability and resilience of
traditional cultural attributes to support consumers’ understanding of cultural

sustainability.

1.7.2 Product purchase intention

Product purchase intention is defined as the customer's willingness to purchase
a certain product or a certain service. This willingness is the result of a combination of

many factors (Kim & Lennon, 2013).

1.7.3 Perceived novelty of the product

Perceived novelty is the quality of being new, or following from that, of being
striking, unusual or original, of being striking, original or unusual (Kim & Chung, 2011).

In recent years, product design has focused on technological innovation, but
technological innovation alone is not enough. We must consider how technological
innovation can be combined with design innovation. The transformation of patents or
intellectual property rights must rely on design, so original design is not just a concept
or an idea, but it needs to be combined with a variety of disciplines and technologies to

be transformed into productivity. "Original design" (original product design) has a lot
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of knowledge related to design and is very systematic (Bocken et al., 2016).

With the application and development of anthropology, sociology, economics,
psychology, semiotics and other knowledge in the field of design research, technology,
materials, crafts, structure, production, as well as form, color, brand strategy and other
factors affect products. It has a positive impact and changes in manufacturing, use, and
service.

Design is not necessarily the most demanding high-tech science and
technology, but to use the innovation of scientific and technological achievements to
become something people need in life. The lifestyle should be a learning but also a
responsibility of design. There can be unlimited pursuit of science and technology, but
we need to advance the scope of design from a shallow product appearance design to a
lifestyle that combines technology with concepts and lifestyles. Then it is necessary to
solve the product detail design, the manufacturing, results and brand promotion, such
as a complete and all-round original product design industry chain (Cheng et al., 2019).

This process also requires our designers to be more than just a formal supplier
(product design) (Giirgen et al., 2020). From a conceptual idea to a mature product,
designers need to break the old inertial thinking, use technological innovation and a
new lifestyle that keeps up with the time, and apply it to all areas of life.

The methods of product innovation design include technical innovation design
of products, personalized design of products and cultural innovation design of products.
Independent innovation is mainly manifested in the following aspects:

Original product design creates product brand and enhances corporate
competitiveness (Qin et al., 2019). The formation of a brand is the result of product
personalization, and design is a prerequisite for creating product personalization.
Design is also an important factor in corporate branding. Design can create the brand
identity of the company's products and establish a unique style to visualize the value of
the company.

Creative design companies can create intangible wealth for enterprises. At
present, corporate competition is no longer a competition of tangible assets, and good

corporate wealth also means a lot for companies. Creative design companies create
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intangible wealth for enterprises mainly through the establishment of credibility among
consumer groups through good design embodied in products, and to improve the social
influence of enterprises. Product design is a safe investment for an enterprise, and the
economic benefits of an enterprise are ultimately accomplished through design, which
can help the enterprise achieve its business goals.

The originality of product design can maintain the competitive position of the
enterprise and promote the growth and development of the enterprise(Lee et al., 2017).
Establishing a corporate image can promote the sales of other products of the company.
New products not only have stronger competitiveness, but also have more vigorous
vitality, which can often create new consumer demand for such products. Original
design improves corporate competitiveness.

In the modern market, successful companies can maximize their product design
capabilities. Compared with developed countries such as Europe, America and Japan,
China's industrial design started late, but it has been developing rapidly in recent years.
Many well-known Chinese companies have benefited a lot from original product
design (Bocken et al., 2016). I believe that in the near future, original product designs
designed in China can also occupy a place in the international market.

Enterprises need to manufacture competitive products, which are recognized by
consumers and obtain good sales. At the same time, they establish a good brand image
in the eyes of the public through original product design, which in turn strengthens the
company’s market presence. Competitiveness produces a virtuous circle. Therefore, for
an enterprise, the most fundamental task is to create a competitive original product, and
at the same time involve the product brand, so that the enterprise's own products have
unique vitality.

The originality of the product plays a decisive role in the development of the
enterprise (Mutum, 2015). Innovation is the source of creating new value. The spirit
and essence of innovation is "original." Originality is not only a spiritual pursuit, but

also an inevitable requirement for social development (Donati & Rappuoli, 2013).
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1.7.4 Product sustainability

Perceived Sustainability of Traditional cultural attributes is gradually
considered to be an important part of human-centered development, traditional cultural
attributes are increasingly being discussed as a key resource for maintaining the cultural
identity, diversity and vitality of a country. The reason seems to be borrowed from the
core of sustainability, that is, human-oriented development in a cultural society formed
by history (Jawahir et al., 2006). In this case, human needs should be one of the key
considerations for maintaining the sustainability of cultural discourse. This leaves room
for research on how to perceive cultural sustainability through attitudes towards cultural
innovation products that carry cultural capital. As mentioned in the previous paragraphs,
cultural innovation products can be a viable way to realize the intergenerational flow
of traditional cultural attributes. In this case, human needs refer to the perceived value
of traditional culture through product interaction and use. In other words, well-designed
cultural products can stimulate consumers' positive recognition of traditional cultural
attributes (Joseph et al., 1998). However, there are also studies that believe that cultural
design with mass consumption characteristics, such as excessive entertainment, will
have a negative impact on the perception of traditional cultural attributes. For example,
some related surveys have been conducted to determine how the younger generation
views traditional culture in the context of cultural globalization. The results show that
the evaluation is disappointing and the expectations are low. However, it is worth noting
that one of the surveys that examined the estimated function of traditional culture in our
contemporary society, and 42.41% of the respondents acknowledged its positive role in
daily life. This is consistent with the recent research, which emphasizes the important
role of cultural innovation products as practical or daily necessities. Therefore, it
reveals an inherent consumer assumption that cultural innovation products play an
important role in the perceived sustainability of traditional cultural attributes (Horne,

2009).

1.7.5 Perceived resilience

Perceived resilience of traditional cultural attributes is the ability of a culture to
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successfully respond to a crisis and quickly return to its precrisis state (Smith et al.,
2012).

A large number of studies have been conducted to investigate how external
physical applications maintain traditional cultural attributes, such as the decision-
making of cultural heritage. In these studies, the explanation of cultural sustainability
is related to the physical stability of cultural capital. Then, the internal perspective is
introduced to build a flexible relationship based on the whole cultural system, trying to
solve the problem of how to improve the internal vitality and survivability of traditional
cultural attributes. According to Holling's (2018) definition, elasticity refers to the
internal persistence of relationships that can adapt to the changing external environment.
It can be interpreted as the result of a process, capability or successful adaptation,
despite challenges or threats. Although resilience theory is based on the ecological
environment, its development has inspired scholars to study the cultural discourse of
positive adaptation. Some early studies (e.g., ) focused on how cultural knowledge can
help individuals and communities overcome adversity. The cultural values of local

traditions are important in enhancing the resilience of livelihoods.
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CHAPTER 2

LITERATURE REVIEW

2.1 Definition

2.1.1 Product design

Product design is defined as creating a new product for a company to sell to its
customers. Through the process of generating new products, a very wide range of
coefficients are generated and ideas are effectively generated and developed
(Boothroyd, 1994).

Product design is the whole process of conveying a kind of idea using
reasonable planning, detailed and thorough planning, and conveying it through a variety
of sensory forms. People transform the world through labor, create civilization, create
material wealth and spiritual wealth, among which the most basic and key creative
activity is creation. Design is the advance planning of creation activities, and the
planning technique and planning process of all creation activities can be understood as

design.

2.1.2 Traditional cultural attributes

Traditional Chinese culture has a long history, and its basic spirit is to pay
attention to the golden mean, pay attention to ethics and good reputation, and value
righteousness over profit. The influence of traditional culture on consumption in today's
society is becoming more and more obvious, and culture has quietly become a new
consumption gimmick (Kuo, 2015). Therefore, re-understanding our traditional culture
and discovering new traditional values will play an incalculable role in the development
of social economy and culture. Moreover, the values, ways of thinking, lifestyle, and
consumption concepts of traditional Chinese culture also have their own uniqueness.
Studying this uniqueness, especially the impact of traditional Chinese culture on

people’s consumer psychology and behavior, is important for Chinese companies’
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participation in international competition and marketing, which is of great significance
(Zhou et al., 2013).

Meanwhile, the term of Traditional Cultural Properties was widely accepted as
a documented guideline to assess and protect any forms and objects rooted in a

community’s historical beliefs, customs, and practices.

2.2 Previous Research on The Product Design with Traditional

Cultural

Cultural and creative products of traditional culture are the inevitable product
when technology and experience accumulate to a peak with the continuous
development and progress of human history. They are the most important part of
cultural and creative industries (Zhou et al., 2013). Cultural and creative products of
traditional culture are cultural products that designers understand, integrate and
reconstruct the essence of traditional culture after in-depth analysis of traditional culture,
and "recreate" by adding new cultural elements to ordinary products in combination
with the characteristics of the times and the aesthetic standards of the public, which
improves the value of the product itself to a certain extent (Kuo, 2015). Cultural and
creative products are different from general products. They are no longer just functional
goods, but organic products containing spiritual culture and artistic inspiration. Their
spiritual value is far greater than the functional value. It not only meets people's basic
needs, but also meets people's spiritual needs. It can help people awaken their sense of
national belonging and cultural identity when traditional cognition is gradually
indifferent (Liu & Xiang, 2020). It plays a good role in promoting the dissemination of
culture and economic development. With a long history, China's fine traditional culture
can not be explained by words alone. It is an irreplaceable natural treasure house for
cultural and creative products. The combination of Chinese traditional culture and

cultural and creative products can create products with more national characteristics

(Lee et al., 2017).
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2.3 Previous Research on The Influence of Product Design with

Traditional Cultural Attribute on Purchase Intention

Chen and Lin (2017) regard supervisors, employees and customers as the main
research objects of the research questionnaire. A total of 300 questionnaires were issued
and 236 valid questionnaires were returned, with a recovery rate of 79%. The research
results show that: 1. Product design and purchase intention, 2. Statistical education and
product design, 3. Statistical education and purchase intention are significantly and
positively correlated. Based on the research results, suggestions are made to help the
continuous yield management of Chinese toy manufacturers' future product designs
(Chen & Lin, 2018).

Homburg, Schwemmle, and Measurement (2015) defines product design and its
dimensions through extensive literature review and consumer interviews. Using data
from three samples (6,418 American consumers and 1,083 and 583 European
consumers), the authors developed and validated a new scale to measure product design
in terms of aesthetics, function, and symbolism. In addition, they studied the influence
of these design dimensions on purchase intention, word of mouth, and willingness to
pay. The results show that the design dimension has a positive impact on willingness to
pay, and also has a positive impact on willingness to buy and word of mouth, and
directly and indirectly have a positive impact on brand attitudes (Homburg et al., 2015).

The influence of changes in the form of personification in Chowdhury,
Karmakar, Ghosh, and Chakrabarti (2014)’s research observation room on purchase
intentions takes visual effects and pleasure as the overall human factor. The whole
research is divided into three parts. The first part is the influence of the
anthropomorphic form of the research room on anthropomorphism. The second part is
the degree of anthropomorphization, the relationship between the anthropomorphic
visual experience, pleasure, and the will to buy. The last part of this description deals
with the impact of research on visual effects and pleasure on the will to purchase

anthropomorphic products. The current research results show that the view of
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anthropomorphism is the type of anthropomorphic form. The participants perceive
more visual attractiveness and pleasure to products (chairs) with a higher
anthropomorphic appearance. In addition, anthropomorphic chairs that are more
visually attractive and pleasant are more likely to be purchased. Therefore, it can be
concluded that if human factors such as attractiveness and pleasure can be enhanced,
anthropomorphic chairs may have good market acceptance (Chowdhury et al., 2014).

Tariq, Rafay Nawaz, Musarrat Nawaz, and Butt (2013) conducted a cross-
sectional study of 362 people to explore the factors that influence the purchase
intentions of Pakistani FMCG consumers. Variables such as brand image, product
quality, product knowledge, product participation, product attributes and brand loyalty
are studied as determinants of consumers' purchase intention, and it is found that they
are positively correlated with purchase intention. The last section discusses the impact
of these results on marketers and makes recommendations. Research shows that there
is a strong relationship between brand loyalty and purchase intention. It is of great
significance to build loyalty by establishing better relationships with customers and
providing customer-driven quality and attribute standards. The most important
phenomenon is the relationship between distribution channels (manufacturers,
wholesalers and retailers) and customers to build loyalty among customers.

Mirabi, Akbariyeh, and Tahmasebifard (2015) conducted a study on consumer
willingness in 2015 to investigate the factors that affect the purchase intention of Bono
brand ceramic tiles. In this study, a 25-question questionnaire prepared by the
researcher was used. The statistical population includes customers of Bono tiles, and
384 people were randomly sampled to answer the research questionnaire. In order to
evaluate the validity of the questionnaire, content validity and structure validity are
used, and its reliability is 0.936 measured by Cronbach's alpha. The data obtained from
the questionnaire were analyzed using confirmatory factor analysis and multiple
regression analysis for analysis. Therefore, according to the results of this study, the
two variables of product quality, brand advertising and name have the greatest impact
on customers' purchase intention, while the two variables of packaging and price have

no significant impact on customers' purchase intention (Mirabi et al., 2015).
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Table 2.1 Summary of previous study

No. Topic Author Variables Objective

1 Emotional Daniel Facial emotional
Contagion Effects | J.Howard Expressions, contagion
on Product Charles Product effects, product
Attitudes Gengler Attitudes, attitudes,

Emotional emotional
Contagion, contagion,
Manipulation consumer
Checks. behavior.

2 Effects of price, William B. Objective price, | price, brand,
brand, and store Dodds, Kent B. | Perception of store
information on Monroe, Dhruv | price, Perceived | information,
buyers' product Grewal Quality, product quality,
evaluations Perceived product value.

Sacrifice,
Perceived
Value,
Willingness to
Buy

3 Measures of Juran Kim, Economic perceived
perceived Charles R. sustainability, sustainability;
sustainability Taylor, Kyung | Social sustainability;

Hoon Kim and | sustainability, measures of
Ki Hoon Lee Environmental | perceived
sustainability, sustainability;
Value equity, customer
Brand equity, equity;
Relation equity | customer equity
driver

4 Firm’s resilience Saurabh Supply Chain Supply chain
to supply chain Ambulkar, Disruption Resilience
disruptions: Scale | Jennifer orientation, Scale
development and | Blackhurst *, Resource development
empirical Scott Grawe Reconfiguration, | Risk
examination Risk management

Management
Infrastructure,

Firm Resilience,
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Consumer Hee Yeon Kim | Consumer Consumer
purchase intention | and Jae-Eun values, attitude, | behavior, Value
for organic Chung Subjective analysis,
personal care norms, Purchasing,
products Perceived Personal
behavioral hygiene,
control, Past
experiences with
organic products
Product Perceived | Asma Saleem, | Customer product
Quality and Abdul Ghafar, | satisfaction, perceived
Purchase Intention | Muhammad Product quality,
with Consumer Ibrahim, Perceived customer
Satisfaction Muhammad Quality, satisfaction, and
Yousuf & Purchase purchase
Naveed Ahmed | Intention intention
Measuring Nelson Barber, | Self- Purchase
psychographics to | Pei-Jou Kuo, transcendence; | intention,
assess purchase Melissa Bishop | Conservation Willingness to
intention and and Raymond | values; Self- pay,
willingness to pay | Goodman enhancement Sustainable,
values; Psychographics,
Environmental | Market
consequences; segmentation,
Individual Consumer
consequence.; behavior
Purchase
intention
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Green product Norazah Mohd | Position, Partial least
purchase intention: | Suki Attitude, squares,
impact of green Knowledge, attitude,
brands, attitude, Products knowledge,
and knowledge Purchase position,

Intention. products

purchase
intention

Consumer Jyoti Rana Health Consumer
behavior and &Justin Paul Consciousness | attitude
purchase intention Quality & Purchase
for organic food: Safety intention
A review and Environment Organic food
research agenda Friendly Organic

Willingness to farming

Pay Green products

Certification

Fashion Trend

& Unique

Life Style

Social
Consciousness

2.4 Research Hypothesis Development

This research aims to explore the influence factors of product design with

perceived elasticity factors, and put forward hypotheses.

traditional cultural attributes on the behavior of young Chinese consumers, including:

product attitude, purchase, perception, novel intention, perceived sustainability and

2.4.1 Relationship between the perceived novelty of culturally innovative

purchase intentions
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products and perceived sustainability, perceived resilience, product attitudes,
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The study of traditional culture is complex and multidisciplinary. In the field of
product design research, researchers have proposed an internal-Chinese-foreign
cultural model to study how people interpret the meaning of traditional culture through
product design (Siu, 2005). We need to design products that carry the internal levels of
culture can influence and change people’s ever-changing Behaviors and ways of
thinking in the environment. Because of this, people's product attitude or consumers'
purchase intention are often encouraged because of the perceived novelty of culturally
innovative products. However, this is rarely considered in the study of the perceived
resilience of traditional cultural attribute (Chai et al., 2018).

In addition, traditional cultural innovation products can become an important
stimulus factor that influences consumers' perceptions of cultural development with
local characteristics. By improving consumers’ attitudes towards cultural products, it
becomes vital to the development of cultural sustainability. Through the perception of
product novelty, it examines cultural innovation products that involve inner elements
derived from the traditional cultural attribute, and studies the traditional cultural
attribute's performed sustainability and performed resilience to influence consumer
product attitudes and consumer behavior (Chakrabarti & Khadilkar, 2003).

For this reason, the perceived novelty of culturally innovative products tend to
affect perceived sustainability, perceived Resilience, product attitudes and purchase
intentions. In view of the large amount of literature support on the perceived novelty of
culturally innovative products, which may help to improve perceived sustainability,
perceived resilience, product attitudes and purchase intentions, then these hypotheses

can be expected:

HI. The perceived novelty of culturally innovative products has a positive
impact on consumer perceptions of the sustainability of traditional cultural attribute .

H2. The perceived novelty of culturally innovative products has a positive
impact on consumer perceptions of the resilience of traditional cultural attribute.

H3. The perceived novelty of culturally innovative products has a positive

impact on purchase intentions.
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H4. The perceived novelty of culturally innovative products has a positive

impact on product attitudes.

2.4.2 Relationship between the perceived sustainability and product
attitudes

Cultural innovation in products is a feasible way to realize the development and
dissemination of traditional culture. In the process of using well-designed traditional
cultural products, consumers will increase their sense of identity with traditional culture.
In other words, consumers can generate perceived value to traditional culture by using
or interacting with products (Horlings, 2015). However, some studies believe that
excessive cultural design and transitional entertainment design will negatively affect
consumers' perception of traditional culture. A recent study showed that 42.41% of
respondents believe that traditional culture has a positive impact on their daily lives
(Qinetal., 2019).

For this reason, perceived sustainability of traditional cultural attributes tend to
affect product attitudes. In view of the large amount of literature support on the
perceived sustainability of traditional cultural attribute, which may help to improve the
product attitudes of consumers, then this hypothesis can be expected:

H5. The perceived sustainability of traditional cultural attribute has a positive

impact on product attitudes.

2.4.3 Relationship between the perceived resilience and perceived
sustainability

A large number of studies on cultural heritage protection and cultural heritage
policy formulation have investigated how external physical applications affect
traditional cultural elements. In similar studies, the perceived resilience of traditional
cultural attribute occupies an important position (Cerquetti & Ferrara, 2018). Later,
more studies introduced internal perspectives to construct elastic relationships based on
the sustainability of the entire cultural system, to resolve consumers' concerns about the

resilience and viability of traditional cultural elements (Almansa Sanchez, 2013).
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Given all literature supports the perceived resilience of traditional cultural
attribute which might be influenced by consumers’ perception of the sustainability of
traditional cultural attribute, then this hypothesis can be expected:

H6. The perceived resilience of traditional cultural attribute is positively
influenced by consumers’ perception of the sustainability of traditional cultural

attribute.

2.4.4 Relationship between the perceived resilience and product attitude

According to Hoiling's definition, resilience refers to the internal persistence of
the relationship that can adapt to the changing external environment (Holling, 1973). It
can be understood as the process, ability, or result of successfully adapting to a
challenge or threatening environment. Although resilience theory mainly applies and
solves ecological and environmental problems, researchers have developed it into a
discourse that actively studies cultural adaptability.

Some researchers have focused their research on using traditional cultural
knowledge to help individuals and communities overcome difficulties in the early
stages. For this reason, the perceived resilience of traditional cultural attribute tended
to affect product attitudes. In view of the large amount of literature support on the
perceived resilience of traditional cultural attribute, which may help to improve the
product attitudes of consumers, then this hypothesis can be expected:

H7. The perceived resilience of traditional cultural attribute has a positive

impact on product attitude.

2.4.5 Relationship between the product attitude and consumers' purchase
intention

Attitude and intention appear in many research theories about human behavior,
such as Theory of Reasoned Action (TRA), Theory of planned behavior (TPB), and
Davis' (1989) technology acceptance model (Ajzen & Fishbein, 1975; Davis, 1985;
AJZEN, 1991). In the field of consumer behavior research, there are few empirical

studies directly verifying how their perceived product attitude affects consumers'
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purchase intentions. Some researchers believe that traditional cultural elements can
become product features, thereby stimulating consumers' interest in culture and
generating purchase intentions is significantly meaningful. Previous research has
addressed the critical role of attractive product design for marketing success. Product
characteristics can influence consumer purchases (Kim & Chung, 2011).

Given all literature supports on the product attitude of cultural innovation design,
which may help to improve the consumers' purchase intention, then this hypothesis can
be expected:

HS. The product attitude of cultural innovation design has a positive influence

on consumers' purchase intention.
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CHAPTER 3

RESEARCH METHOOLOGY

This chapter covers population and sample selection, data collection, research
methods and reliability analysis of research instruments. Therefore, the additional

information in this chapter is as follows.

3.1 Conceptual Framework

Perceived
Sustainability H4
Perceived Novelty Perceived Resilience Product Attitude
H8

Purchase Intention

Cultural Stimuli Perception of Cultuial development Consumer’s Behavioral Reaction

Figure 3.1 The conceptual framework of this research

3.2 Research Design

The research aims to examine the relationship between the influence of
Perceived Resilience, Product sustainability, Perceived novelty of the product, Product
Attitude, and Product purchase intention with young Chinese consumers buying
products with traditional cultural style designs. In order to investigate the relationship
between Perceived Resilience, Product sustainability, Perceived novelty of the product,
Product Attitude, Product purchase intention and the relationship between young
Chinese consumers buying products with traditional cultural styles, a survey was

conducted to collect data. Participants are required to complete a questionnaire. The
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survey showed that the respondents’ responses were completely anonymous, but other
demographic information in the questionnaire included age and gender. The privacy of
interviewees is protected. All interviewees were voluntary and agreed to use the data
set to answer. There are many types of research, which are suitable for exploratory
research, descriptive research and contingency research. However, in this research, the
appropriate type of research is based on descriptive research, which refers to describing
the answer to elaborate the research question. The significance of descriptive research
focuses on the characteristics of the individual and the characteristics of the entire
sample, which can support the provision of useful information for the solution of the
problem. Well, this type of research is most suitable for collecting data and describing
the relationship between measured variables. In addition, this research also uses survey
technology, which is to collect raw data of more than 400 young people by distributing
questionnaires. Their attitude towards product design with traditional culture and

several related factors that may be affected are included.

3.3 Population and sample selection

3.3.1 Population
The data used in this study was obtained through an online survey of young
people in China. This research uses China's online crowdsourcing platform named

Questionnaire Star, which provides functions equivalent to Amazon Mechanical Turk.
3.3.2 Sample Size

The researcher will determine sample size by applying an equation proposed by

Yamane (1967) at confidences level of 95% and precision levels = 0.05
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Anticipated effect size: | 0.1

Desired statistical power level: | 0.8

Number of latent variables: | 5

Number of observed variables: | 14

Probability level: | 0.05

Calculate!

Minimum sample size to detect effect: 1,599
Minimum sample size for model structure: 232
Recommended minimum sample size: 1,599

Figure 3.2 The sample size of this research

3.4 Design of Questionnaire and scale

This study uses a questionnaire, which creates a review of the relevant literature

to collect data. The questionnaire can be divided into two parts:

Part 1: Closed-end questions about the demographic characteristics of the

participants, including gender, and income.

1. Gender
oMale

oFemale

2. Income (monthly)
oLess than 3000 RMB
03001-6000 RMB

06001-9000 RMB
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oMore than 9001 RMB

Part 2: 14 closed-ended answer questions about 5 factors that influence purchase

intention, including:

Table 3.1 Number of questionnaires for 5 factors that affect purchase intention

Product Attitude 3 Questions

Purchase Intention 3 Questions

Perceived Novelty 2 Questions

Perceived Sustainability 3 Questions

Perceived Resilience 3 Questions

This part is measured on an interval scale by using a Five-point Likert Scale to

measure the level of agreement.

Table 3.2 Five-point Likert Scale

Strongly Agree 5 points
Agree 4 points
Neutral 3 points
Disagree 2 points
Strongly Disagree 1 points

The following questions are the further meaning of each question mentioned in

the questionnaire.
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Table 3.3 Summary of source for questionnaire items

Source

Product Attitude

Howard and
Gengler, 2001

This product is desirable

This product is pleasant.

This product is attractive.

Purchase Intention

I am willing to buy this product. Dodds ot
The likelihood for me to purchase this lamp is product.
The probability that I would consider buying this product is al.1991
high.
Perceived Novelty
This product satisfies my sense of curiosity. Unger &
I feel like I’'m exploring new worlds regarding this product.
Kernan, 1981
Perceived Sustainability
I am full of confidence in traditional culture. Kim et
al.,2015

I think traditional culture has a good future. Kim et al

I’d be happy to tell my friends about this traditional culture
2015

experience.

Perceived Resilience

I think traditional culture can respond quickly to the impact of | A bulkar
various shocks.

et

I think traditional culture have enough capacity to adapt to all al. 2015

kinds of impact.

I think traditional culture can quickly adjust operations to cope
with all kinds of impact.

3.5 Collection of Data

In order to perform statistical analysis on the collected data, we use SPSS 20.0

for Windows and AMOS 24.0. SPSS analysis software was used to test the reliability
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and demographic information of the measurement items. At the same time, AMOS
analysis software was used to conduct confirmation factor analysis (CFA) on the
research framework, test hypotheses 1-8, and analyze the structural equation framework
(SEM).

AMOS is a software that uses structural equations to explore the relationship
between variables. Using AMOS can obtain more accurate and rich comprehensive
analysis results than using factor analysis or regression analysis alone. AMOS has
analysis of variance, covariance, hypothesis testing, etc. (Tarhini et al., 2013). Based
on the above advantages, in this research, AMOS software is used. Confirmatory factor
analysis (CFA) is a statistical analysis of social survey data. It tests whether the
relationship between a factor and the corresponding measurement item conforms to the
theoretical relationship designed by the researcher. Confirmatory factor analysis (CFA)
is often tested through structural equation modeling. In actual scientific research, the
process of confirmatory factor analysis is also the process of testing the measurement
model (Phillips, 2013). The strength of confirmatory factor analysis (CFA) is that it
allows researchers to clearly describe the details of a theoretical model, so confirmatory

factor analysis is used in this study.

3.6 Research Methodology

3.6.1 Descriptive Statistics Analysis

The data is presented in the form of tables, graphs and the figure below to draw
the profile of the respondents and the distribution of factors that influence the
willingness of college students to purchase products with traditional cultural elements.
The calculation of averages, frequency distributions, and percentage distributions are

the most common forms of aggregated data (Zikmund, 2003).
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3.6.2 Reliability Test

Cronbach's alpha test was used to test the reliability of each variable. If a
measure has a minimum alpha score of 0.6 and an overall reliability of 0.7 or higher, it
has good reliability (Bagozzi & Yi, 1988). The greater the accuracy factor is, the more
confidence the measurement shows. Scholar DeVellis (1991) outlines the following:
0.60~0.65 (preferably not); 0.65~0.70 (minimum acceptable value); 0.70~0.80 (very
good); 0.80~0.90 (very good) Therefore, a good reliability scale or questionnaire should
be within an acceptable range of 0.80 to 0.70 to 0.80. The sub-scale is preferably above
0.70, and is acceptable between 0.60 and 0.70. Therefore, it is necessary to conduct a

pretest to check whether the research tool can be used for the main study.

Table 3.4 Criteria of reliability

Cronbach’s Alpha Coefficient Reliability level Desirability level
0.8-1.00 Very high Excellent
0.70-0.79 High Good

0.50-0.69 Medium Fair

0.30-0.49 Low Poor

Less than 0.30 Very Low Unacceptable

3.6.3 Correlation test

CPDA data analysis can measure the strength of the correlation between two
variables in the correlation coefficient. The correlation coefficient most commonly used
in data analysts is called the Pearson product-moment correlation coefficient. It is used
to measure the strength of linear correlation between variables measured by interval or
ratio scales. The sign and absolute value of the correlation coefficient describe the
direction and magnitude of the relationship between the two variables. The phase
relationship value in the data is between -1 and 1. The greater the absolute value of the
correlation coefficient, the stronger the linear relationship. The strongest linear

relationship is represented by the correlation coefficient -1 or 1. The weakest linear
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relationship is represented by the correlation coefficient equal to zero. A positive
correlation means that if one variable becomes larger, the other variable tends to
become larger. A negative correlation means that if one variable becomes larger, the

other variable tends to become smaller.

3.6.4 Path Analysis

The main purpose of this research is to understand the impact of the perceived
novelty of cultural innovation products on the sustainability and resilience of traditional
cultural attributes. In order to analyze the relationship in the research framework, we
conducted a path analysis based on the structural equation model (SEM). Structural
equation model (SEM) is a statistical method to analyze the relationship between
variables based on the covariance matrix of variables, so it is also called covariance
structure analysis. The structural equation model belongs to multivariable statistical
analysis, which integrates two statistical methods of factor analysis and path analysis.
At the same time, it can test the direct relationship between explicit variables
(measurement topic), latent variables (the meaning of measurement topic) and error
variables in the model, as well as the direct effect, indirect effect and total effect of the

influence of active independent variables on dependent variables (Kurdi et al., 2020).
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CHAPTER 4

DATA ANALYSIS

4.1 Reliability Test of Research Instrument

Descriptive research is a common project research method. It refers to the
different factors faced by different aspects of research, data collection, and data
recording, and focuses on the static description of objective facts. Most marketing
research is descriptive. Researching customers’ purchase intentions for products with
traditional designs of their culture is defined as marketing research. Therefore, the
company’s marketing operations strategy may use descriptive research.

The purpose of descriptive research includes describing the characteristics of
fixed groups, estimating the relationship among product attitude, product sustainability,
perceived novelty of the product, perceived resilience, and product purchase intention
among young Chinese consumers, and making predictions accordingly.

Quantitative research is used to determine the number of things in a certain
amount of scientific research, that is, using many questions and phenomena to represent
samples, and then analyze, test, and explain to obtain meaningful research methods and
processes. The sample survey is not a comprehensive survey. This is a survey method
used to survey certain units of all interviewees and estimate and extrapolate all
responses based on this. This study uses online and offline questionnaires to collect the
necessary information. Communication with the target sampling group is a simple
method. Researchers distributed the questionnaire via the Internet.

Cronbach's alpha test was employed to test the reliability of the question for
each variable. The reliability assessment is defined as Cronbach's alpha. If a measure
has a minimum alpha score of 0.6 and an overall reliability of 0.7 or higher, it has good
reliability (Bagozzi & Yi, 1988). Therefore, it is necessary to do a pre-test to check
whether the research tool can be used in the main study. A pilot study was introduced
to check whether the questionnaire was constituted correctly to explore and verify the

above research questions. 29 Chinese young people participated in the preliminary
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survey. We checked the internal consistency of the survey and revised the redundant

questions to make the survey as reliable as possible.

Table 4.1 Reliability test for questionnaire from each dimension

Variable Alpha Test Number of Questions
Product Attitude 0912 3
Purchase Intention 0.935 3
Perceived Novelty 0.892 2
Perceived Sustainability 0.955 3
Perceived Resilience 0.953 3

As can be seen from the above table, pre-test data were collected from 29
samples. The Alpha reliability values of all variables are greater than 0.6. Therefore,

the questionnaire can be used for the main study.

Table 4.2 Demographic data

Variables Frequency (f) Percentage (%)
Male 120 27.71%
Female 313 TEDQ
Total 433 100%
Notes: N=433

As shown in Table G, approximately 72.29% (N = 313) of the participants were

women, while men accounted for 27.71% (N = 120).
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Table 4.3 Frequency of Monthly Income

Variables Frequency (f) Percentage (%)
Below 3000 RMB 80 18.5%
3001-6000 RMB 169 39%
6001-9000 RMB 157 36.3%
More than 9001 RMB 27 6.2%
Total 433 100%
Notes: N=433

As shown in the table, about 39% (N = 169) of participants have a monthly
income between 301-6000 yuan, and participants with a monthly income of less than

3000 yuan accounted for 18.5% (N = 80). 6001-9000 yuan accounted for 36.3% (N =

157), and income above 9001 yuan accounted for 6.2% (N = 27).

4.2 Mean and Standard Deviation

Table 4.4 Averaged variances expected

Variable

C.R. AVE

Product Attitude

0.811

This product is desirable

This product is pleasant.

This product is attractive.

Purchase Intention

0.828

I am willing to buy this product.

The likelihood for me to purchase this
lamp is product.

The probability that I would consider
buying this product is high.

Perceived Novelty

0.813

This product satisfies my sense of
curiosity.

[ feel like I’'m exploring new worlds
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regarding this product.
Perceived Sustainability 0.842
I am full of confidence in traditional |  -----

culture.

I think traditional culture has a good 42.899
future.

I’d be happy to tell my friends about this 35.015

traditional culture experience.

Perceived Resilience 0.869

I think traditional culture can respond |  -----
quickly to the impact of various shocks.
I think traditional culture have enough 34.782
capacity to adapt to all kinds of impact.

I think traditional culture can quickly 34.601
adjust operations to cope with all kinds of
impact.
Notes: N=433

The study uses maximum likelihood (ML) estimation to evaluate the CFA
framework. To make it clear, the standards we use in this framework include
comparative fit index (CFI), root mean square residual (RMSR), goodness of fit index
(GFI), and adjusted goodness of fit index (AGFI). And then, the convergent validity
refers to the degree of mutual connection between two measures that should
theoretically establish a connection. Separately, the threshold of convergence validity
is evaluated by the critical ratio (CR, value equal to or greater than 2), standardized
factor load (value equal to or greater than 0.5), and expected average variance (AVE,
equal to or greater than 0.5). In the research framework, the lowest CR (= 22.186) is
much higher than the “2” threshold; the smallest normalized factor load (= 0.869)
exceeds the “0.5” threshold, and the calculated lowest AVE (= 0.811) is much higher
than the 0.50 threshold. Therefore, the convergent validity of the research framework
is considered acceptable. Identifying whether concepts or metrics that are not relevant

to the validity test are irrelevant.
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Table 4.5 Correlation matrix of the constructs

Construct AVE | CS CR NO ATT PI
Perceived 0.842 1
Sustainability(CS)
Perceived 0.869 | 0.781 ** 1
Resilience(CR)
Perceived Novelty(no) | 0.813 | 0.535 ** | 0.509 1
%

Product Attitude(ATT) | 0.811 | 0.568 ** | 0.561 0.691 ** | 1

3k

Purchase Intention(PI) | 0.828 | 0.379 ** | 0.431 0.702 ** | 0.628 ** | 1

%k k
S.D. 1.26 1.29 1.45 1.34 1.46
Mean 5.96 5.53 4.92 5.11 4.20

Note: * p <0.1; ** p <0.05; *** p <0.01.
Notes: N=433

The study calculated the correlation coefficient of the research framework. The
highest effective coefficient is 0.781, which is the correlation coefficient between
Perceived Resilience (CR) and Perceived Sustainability, and the square of this value of
0.691 is not greater than the minimum AVE value of product attitude 0.811. Therefore,

the discriminative validity of the research framework is acceptable.

4.3 Hypothesis Test

The main purpose of this research is to understand what impact the novelty of
cultural innovation products will have on the perception of traditional cultural
attributes' sustainability and resilience, thereby affecting consumer behavior. In order
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to analyze the relationship in the research framework, the researchers conducted a path
analysis based on the structural equation model (SEM). Figure 3 shows the output of
this analysis, and Table 10 shows the standardized coefficients for each path and the

hypothetical results.

Table 4.6 Hypothesis testing

Hypothesis Path Standardized C.R. (t-| Standard
Coefficient Value) Error

H1 Perceived 0.463 *** 11.641 0.039
Novelty - >
Perceived
Sustainability

H2 Perceived 0.097 *** 3.055 0.034
Novelty - >
Perceived
Resilience

H3 Perceived 0.593%** 9.187 0.066
Novelty - >
Purchase
Intention

H4 Perceived peop At 12.334 0.043
Novelty - >
Product
Attitude

H5 Perceived 0.184*** 2.729 0.065
Sustainability

- > Product
Attitude

H6 Perceived 0.757*** 18.301 0.041
Sustainability
- > Perceived
Resilience
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H7

Perceived
Resilience - >
Product
Attitude

0.107

1.610

0.068

HS8

Product
Attitude - >
Purchase
Intention

(0.2497%

3.559

0.068

Notes: * p <0.1; ** p <0.05; *** p <0.01.

N=433

According to the data in Table 11, H1 p=0.463, p <0.01, this hypothesis is
accepted. H2 =0.097, p <0.01, this hypothesis holds. H3 B=0.593, p <0.01 this
hypothesis is accepted. H4 B=0.517, p <0.01, the hypothesis holds. H5 f=0.184 p <0.01
the hypothesis is accepted. H6 =0.757, p <0.01 this hypothesis is established. H7

B=0.107, the P value fails to show significance, so the hypothesis is not established. H8

=0.249, p <0.01, this hypothesis holds.

Perceive

d Novelty

0.463 =~

D092

Perceived
Sustainability

02505

Perceived Resilience

0.593***

0.184™*

0:5177"

Product Attitude

0.249™**

2

Cultural Stimuli

Perception of Cultuial development

4;; Intention

Consumer’s Behavioral Reaction

Figure 4.1 Path coefficients resulting from structural equation modeling (SEM)

Note: * p <0.1; ** p <0.05; *** p <0.01.

N=433
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CHAPTER 5

CONCLUSION AND DISCUSSION

5.1 Conclusions

This study has made a number of theoretical contributions to the
commercialization and sustainability of traditional cultural factors. The results of the
study firstly verify from the statistical data that the moderate commercialization of
cultural capital often has a positive contribution to participants' perceptual knowledge
of traditional cultural factors. It can be preliminarily understood that the inherent
intangible aspect of commercial development of cultural capital is a feasible way to
improve the materialization of traditional cultural elements and promote the modern
lifestyle with local cultural characteristics. In addition, the study found that the novelty
of cultural and creative products will affect consumers' purchase intention and attitude.
This in turn will have a positive impact on the cognition of traditional cultural factors
from the perspective of the sustainability and resilience of the younger generation.
Therefore, this study also tends to answer the question whether the commercialization
of cultural capital can provide information for sustainable development. Previous
studies have explored how design centered cultural products affect consumers' cultural
perception. This study presents a quantitative study to understand consumers' attitudes
towards cultural innovative design and sustainability. In this study, young people's
cognition of sustainability is greatly affected by the novelty of cultural products, which
means that in the context of cultural sustainability, relatively more innovative design
can improve people's cognition of traditional culture. Future research can further study
the economic model and strategy, improve the understanding of traditional cultural
factors. For example, scholars specialized in cultural sustainability should pay more
attention to the role of transferring traditional cultural factors to the younger generation
through the commercialization of cultural innovation products. This study first
considers the sustainability and flexibility of traditional cultural factors in the research

framework to investigate how young consumers' attitudes towards cultural products
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depend on their views on cultural development. Consumers' awareness of cultural
development is often an influencing factor, because they evaluate specific products with
important cultural significance from the internal level of traditional cultural factors. The
results show that the cognition of traditional cultural factors on cultural sustainability
significantly affects consumers' product attitude. It can be inferred that people's
motivation and identity for cultural development have a potential impact on the
commercialization of cultural capital. In the future, more research should start from
consumers' views on cultural development and study the marketing strategy of cultural
products.

In addition, some practical suggestions are put forward. This study believes that
the novelty of cultural products is a factor beyond the surface material level, while the
profound influence of cultural products with internal intangible factors is studied from
the traditional cultural factors. The results further show that cultural innovative design
plays an important role in shaping young consumers' purchase intention. From the
perspective of statistics, managers and designers of cultural industry should be
encouraged to develop more innovative products from the internal level of traditional
cultural factors. In addition, scholars and designers should explore more innovative
cultural product design methods and applications while considering cultural
sustainability. Future research should expand the research mode of this study to the

context of cultural innovation design derived from traditional cultural factors.

5.2 Results and Discussion

The results showed that seven of the eight hypotheses were supported. It was
found that the significant path coefficients for the novelty of cultural products were
0.463and 0.097, respectively, and were found to affect the perceived sustainability and
resilience of traditional cultural factors, verifying H1 and H2. This finding is attributed
to the fact that product characteristics derived from the inherent aspects of traditional
cultural factors have played an important role in improving the sustainability and
resilience awareness of the younger generation. Especially young consumer groups

need stronger and more spiritual media to understand the inner connection between
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themselves and cultural development, and transcend the direct idealism of cultural
sustainability. In addition, young consumers are more willing to accept innovative
design expressions and cultural beliefs about social and environmental responsibility.
Related research conducted by other researchers also shows the strong motivation of
young consumers for green buying behavior. In addition, the perceived sustainability
and flexibility of traditional cultural factors also depend on the performance of cultural
design. This means that consumers tend to recognize the potential role of traditional
cultural factors through relatively innovative design expressions, which is consistent
with the previous discussion.

In addition, the perceived novelty of cultural innovation products reveals a
significant correlation between the perceived sustainability and elasticity of traditional
cultural factors, and the coefficient supporting H6 is 0.757. This research shows for the
first time evidence of how perceived sustainability affects the perceived elasticity of
traditional cultural factors. The connection between the two concepts is essential to
support the theory of cultural sustainability in the context of people-oriented
development. This finding is consistent with other researchers' research on sustainable
innovation. They believe that design is an important driving factor in changing people’s
perceptions of sustainability. At the same time, the perceptual link between the
sustainability and resilience of traditional cultural factors reveals the fact that a more
sustainable attitude can enhance consumers' confidence in traditional cultural factors,
thereby allowing consumers to understand the influence of traditional cultural factors.

The novelty of cultural innovative products directly affects the attitude of young
consumers, and the coefficient is 0.517. The influence coefficient of traditional culture
on product attitude is 0.184, which supports H4 and HS. This shows that the novelty
and sustainability of cultural products can significantly improve the product attitude
and cognition of the younger generation. This is because the concept of cultural capital
is not a static asset, but tends to encourage more innovative design thinking and convey
the profound cultural vitality of traditional cultural factors. Previous studies tried to
explore different ways to improve consumers' awareness of cultural products. Shen et

al. (2015) put forward the modern transformation design of traditional cultural products.
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This finding verifies that cultural design rooted in the immaterial cultural level is an
effective way to innovate the traditional elements of cultural products and enhance the
concept of consumption. Chai et al's (2018) research also found a similar phenomenon
that they did not find any form of superficial cultural elements attractive to consumers.

On the other hand, the impact of perceived elasticity on product attitude is not
significant, therefore, H7 is not supported. The path coefficient of 0.107 shows that
consumers' behavior towards new cultural products has less connection with how they
view the elasticity of traditional cultural factors in the cultural context. From the current
research results, it can be inferred that although the perceived sustainability of
traditional cultural factors plays a vital role in shaping consumers’ attitudes towards
cultural products, perceived flexibility means that design interventions may affect the
development of traditional cultural factors. The relatively negative impact is consistent
with some of the key studies discussed in the previous article. For example, from the
consumer's point of view, cultural products will be interpreted as the process of deep
cultural value reduction of traditional cultural factors. Other scholars have made similar
inferences, believing that cultural designs that include excessive entertainment have a
negative impact on people's perception of traditional cultural factors.

Moreover, the influence of the perceived novelty of cultural product on the
attitudinal purchase intention was confirmed with the coefficient of 0.593, so the H3
was verified. This statistical evidence first establishes the theoretical relationship
between the novelty of cultural products and purchase intention. Our finding can
support Leong et al., Chai et al., and Lin’s(2018) previous studies that higher cultural
level design of cultural products can strengthen consumer attitudes and further verify
its impact on consumers' purchase intention (Chai & Ngai, 2015).

Finally, it confirmed the influence of consumers' attitudes towards cultural
products on purchasing behavior. H8 is supported because the coefficient of this
relationship is 0.249. Although some studies have verified the influence of consumer
brand attitudes on purchase intention in green marketing, this discovery first establishes
the theoretical relationship between product attitude and purchase intention in cultural

product discourse. From this result, it can be reasonably assumed that the novel features
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of product design can encourage large-scale cultural product consumption.

5.3 Limitations

This study also has some limitations in theory and methodology. Since the
sample recruited in this study is from a normal university, and most of them are female.
Consequently there may be gender bias in the sample, which may affect the results.
Further research will be carried out in a comprehensive university, and gender will be
balanced to a certain extent, strengthening the current results. Cultural cognition related
to traditional cultural factors may not only be limited to perceived resilience and
sustainability, but other potential variables may also affect the results here. In future
research, we may introduce other factors. At the same time, more efforts should be made
to study the perceptual resilience of traditional cultural factors, and how to deal with
the shadow of modernization should be evaluated and measured from the internal

perspective.

5.4 Research contributions

This study contributes to the research on the application methods of existing
traditional cultural elements in product design. Previous research lacks empirical
research on the introduction of traditional cultural elements into product design. This
research fills the gap in this research by studying the role of product design that includes
traditional cultural elements in influencing young consumers' product attitudes and
willingness to consume, which has never been studied before. The results of this study
provide more evidence for previous studies on the benefits of introducing traditional
cultural elements into product design. In addition, the results of this research also
provide additional contributions to the development and protection of traditional culture.
The results show that applying traditional cultural elements to product design is

beneficial and allows young people to identify traditional culture more.
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5.5 Practical contributions

Traditional cultural elements are a design element often used by product
designers. Therefore, it provides a reference for product designers to use traditional
cultural elements in the design process to increase the sales of the products they design
(Qin et al., 2019). According to the results of this research, product designs that include
traditional cultural elements are favored by young people. This study also shows that
the purchase or use of products containing traditional cultural elements can enhance
young people’s sense of identity with traditional culture, which will also become an
opportunity for the development and protection of traditional culture (Luchs et al.,
2016). Collectively, the integration of traditional cultural elements into product design
helps to enhance consumers' product attitudes and purchase intentions,. It is conducive
to traditional culture to enhance the influence of traditional culture among young people,
and it has the effect of protecting and developing traditional culture. Therefore, it is
recommended that product designers be able to integrate traditional cultural elements
into product design and design high-quality products that contain traditional cultural

elements.

5.6 Future research

The suggestion of future research is that the model in this research can be carried
out in different ethnic groups, religions, cultures and countries, such as people who
believe in Buddhism in Southeast Asian countries. The results can be compared with
this study. Moreover, a comparative study between two or more regions will make the

results more general and can apply the results to more people.
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APPENDICES

Appendix 1: Questionnaire’s Cover Page

Thank you very much for filling out this questionnaire. This questionnaire aims to
measure the impact of customer product design with traditional cultural attributes on
the behavior of young Chinese consumers. To complete this questionnaire, you may
need one to five minutes. This questionnaire is part of the personal research of Thai
master's students. Please read each question carefully and make sure that all answers

are your true thoughts. All this information is for academic purposes only.

Part A: Closed answer questions about the demographic characteristics of the

participants, including gender, and income.

1. Gender
OMale

oFemale

2. Income (monthly)
oLess than 3000 RMB
03001-6000 RMB
06001-9000 RMB
oMore than 9001 RMB
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Part B: closed-ended answer questions about 5 factors that influence purchase intention,

including:

Please write a “\” in the box to show you agree or disagree with the following statements
1 = strongly disagree, 2 = disagree, 3 = neither agree nor disagree, 4 = agree, 5 =
strongly agree.

Variables 1 2 3 4 5

Product Attitude

This product is desirable

This product is pleasant.

This product is attractive.

Purchase Intention

I am willing to buy this product.

The likelihood for me to purchase this lamp is

product.

The probability that I would consider buying this
product is high.

Perceived Novelty

This product satisfies my sense of curiosity.

I feel like I'm exploring new worlds regarding

this product.

Perceived Sustainability

I am full of confidence in traditional culture.

I think traditional culture has a good future.

I’d be happy to tell my friends about this

traditional culture experience.

Perceived Resilience

I think traditional culture can respond quickly to

the impact of various shocks.

I think traditional culture have enough capacity to

6 1



adapt to all kinds of impact.

I think traditional culture can quickly adjust

operations to cope with all kinds of impact.

6 2
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