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ABSTRACT: In order to accurately position the modeling design of cultural and creative products, this paper classifies
the consumers according to their aesthetic preferences and aesthetic abilities, and discusses the influence of the aesthetic
factors of cultural and creative products on the aesthetic response and purchase intention of different consumer groups.
According to the theory of centrality of visual product aesthetics (CVPA) and the method of kansei engineering, taking the
cultural and creative water cup as the research object, the experiment of aesthetic response and purchase intention is de-
signed. According to the experimental investigation data, the consumers are divided into three groups: high, medium and
low CVPA. Utilizing the multiple linear regression analysis method, taking aesthetic factors as independent variables and
aesthetic response and purchase intention as dependent variables, six relationship models are build. The relationship coef-
ficient of the model reveals the influence of various aesthetic factors on aesthetic response and purchase intention. It is an
effective product positioning method to classify the products according to the CVPA level of consumers. It is an effective
product positioning method to classify consumers according to their CVPA level. For different CVPA groups, there are
obvious differences in the influence of various aesthetic factors on consumers' aesthetic response and purchase intention.
The experimental results can provide reference for cultural and creative product design positioning and scheme deci-
sion-making. The relationship model can also be used for aesthetic evaluation and purchase behavior evaluation.
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Fig.1

Consumer’s aesthetic cognition response model of product modeling
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Tab.1 Items and category list of design elements of cultural and creative water cup
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Fig.2 Sample picture of water cup
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