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Perceived Values and Purchase I ntention of Museum Cultural and Creative Products

GUO Mei-ni
(Department of the Ideological and Political Theory, Xi'an Physical Education University, Xi'an 710068, China)

ABSTRACT: The work aims to analyze the effect of perceived value of museum cultural and creative products on the
satisfaction and purchase intention of customers. Based on the theories of reasoned action and satisfaction, the influencing
factor model and assumptions of purchase intention on the museum cultural and creative products were proposed. The
perceived value data of customer for the museum cultural and creative products were collected through questionnaire
survey. The hypothetical model was demonstrated and analyzed by SPSS multiple hierarchical regression model. As a re-
sult, customers' purchase intention was mainly influenced by customer satisfaction and perceived purchase cost, while the
satisfaction was mainly affected by the perceived culture. In the process of developing the museum cultural and creative
products, the designer can improve the customer satisfaction by enhancing the expressive force of the cultural creative
elements of new products, thus indirectly influencing the consumers' purchase intention; and improve customers' percep-
tion on the purchase cost value of the cultural and creative products by enriching the graded price of the products, thereby
strengthening the price resilience of museum cultural and creative products for different customers, affecting the custom-
ers' purchase intention and finally improving the sale situation of the museum cultural and creative products.
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Fig.1 The path coefficient of perceived value
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