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Influence and Enlightenment of Cultural Identity on Consumption
Intention of Chinese Elements
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(Zhejiang University of Technology, Hangzhou 310023, China)

ABSTRACT: The paper aims to support development and application of Chinese elements in modern design by studying
influences of cultural identity used in Chinese elements in modern design on consumers' attitude to consumption. It re-
viewed the existing design principles of "Chinese elements", introduced the concept of cultural identity, studied and con-
structed the model of the relationship between the cultural identity used in Chinese elements in modern design and pur-
chase attitudes from customers, verified the hypothetical path in the model by questionnaire, and further analysed how to
use the "Chinese elements" in the modern design. Consumers' cultural identity on modern design with "Chinese elements"
could positively affect consumption intention, quality belief perception, and the estimation of differential value and same
value, and then have positive guidance for consumers' attitude towards purchasing behavior. It is suggested to choose the
"Chinese element", which has been recognized by the public culture, consider both the external form of expression and the
inner spiritual communication in the design, and avoid consumers’ aesthetic fatigue caused by" pan-China Wind".

KEY WORDS: Chinese elements; cultural identity; consumption intention

WEH 2 TR A, RIETH S8 XS mAE s R SO R] 55 1 2l 8 W S T JE =2 Tl 118 5% 2R ik
JErR R H A, hEDTRAE S h ARG Ay ATBIESE, E T B 40 B A O R TR B
R I C R AN R R S e R SR RN T
A BT IS A AT AT SO e | B IBORE F R R ST 1 et ER
KA RELL™ W 5 T 0N S sz e 7 ASEFERE (] AL ST

o B B E TR B ], X B R R E DT 2 R ATU G [ TT 2 A TR S R £ B N A
Wi EE: 2018-11-11
HEE&WMB: AN T Faa830%84 (M17JC051)

EE ' :
BIEEE:

Kk (1963—), %, ¥ A, B, LT RFHK, TRHAT QNN P AL = Rikit,
Ze1% (1976—), B, SHRANT I LRFINHIE, TEHLH QAHTTHARE X LR,



180 fu, %%

T 7

201943 H

22 M52 NP E TR 2L B E AR
— S B S RGN EAAR Y 2R
T E TR ORI Z 415 S SR . RIGTE
25 MRMiZE . BARFUIE . PRI ACRESR
5l o AR SO IR TR A R E TR AE A
SC R E ST R SR S i E R RE SCA A TEA S s Y
R, EXREWIE S . Kda RSy .
WITEARSEE A ILRLG AR R Z AR
A L Ty 1B, KR4 SCk R T LICKE L2 AR5
TR LA E DR RO 2SS R 4 . N LE
B R AL S R T R SR R Tk 4
B, DU A5 m R R E R EDE 7 R
MBI SO . BRI ZEAR AP R E, 8 x H E TR iR
oAz /L, SR B B T IR 2 E P EDT R R
THZEH, #14n 2006 4F DR Se A B it i 7 JH 1
YRARFNRHT H SR T i, gnmiE i T
2008 AF 5 35 MR I R b 5T Bis 2 T ) R AR
s TR SR S 2 [ BT R S T AE
BARMETE ZHIRZ , (B2 B i E o R it
iz A SR AEAE AN A 56— 2 E o R A 512 Y
54k, B2 HEERAED, BT R
X E Sl P EJCE A I L S, AL
BT A — 6 v ] 56 R A s B T A6 b HE ) 78 152
IHES T, SEETTRIEN TR, Dok AR R %
PRI SCAR P S RAT AR . B R VY O i
I, REARS, ARG T & b E XS
BT, SEPR bR TAMERI A L — 2 S E
JCR M TA, HABERC 2800 e s G 1.
HAr, Wit NRECE L. R0 BERIH
ghsE gy P E TR s R T — R AR, Fi
ARSI DT 2 8 1 BEEA TR 5T, A B e HA AT
e, A SCHERRE R, FRATR IR E TR M 5 S
AN TRIAT 3 R (R 52 ] o SR DA [R) 2 48 X A (R [ i
ARG R Z Rl W SO A, B T AT
it HARLAY SCAR A5 . SR I Y SCfb A | SRt
A RN AT R TR R B i BRAC I 2R A
Ao, AR A B I 2 S AT A R A SCAR AR
— A A DARER R S, BRAR B R A
[T Z 32 AT LAIE 2 SCAR A [R) 1 ) b5 i) 2R o
AR E % 5 [FH 24 Fishbein F1 Ajzen £ H ) FRME:
A7 R B A5 A v ) A7 A N LA T — T o R
AL ST Tk, B RIS, H45 T P 5%
SR A (1) SO TR o g 2% 4 % e
s X ) A A DA B {5 R, T R e Y 2 Y
TH PR E, SCHR & PRIH 9 5 R A B R B SR B 2
B XA B SR 7= S PR A ok R U
(2) il EPEITCEBTIER, WS
YR, RIEIEG S L RAE &, AR 5
M #2728 6T 7 i ) <o 22 A AL R o [R) O (ELER A,

W S E T 2, TR BN i, M
2T B 5 AT TN R B8 AR — B R it RICR 227
WA, I, AR T 2% -5 AN R SO AR DL BC Y
Ry ioRIB R IR R, B, RBEHAR UL 1.

HAEWRIERAEE

RZEPME IR
AR A E RS

K i
Fig.1 Hypothetical ways diagram
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Fig.2 Experimental flow diagram
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Fig.5 The sketch of design result
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