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Young People’ s Attribute Cognition and Preference
for Cultural and Creative Products

QIAN Feng-de, DING Na
(Nanjing Tech University, Nanjing 211816, China)

ABSTRACT: This paper makes a systematic quantification study on young people (post-90s and post-2000s generation)'s
attribute cognition and consumption preference of cultural and creative products by literature discussion and questionnaire
survey to analyze the basic attributes of cultural and creative products with T-test, one-way ANOVA and post test module
of SPSS 20.00 by using the methods of literature research and questionnaire survey. There is no significant difference in
attribute cognition and preference of cultural and creative products among different gender groups. There are significant
differences in the attributes recognition and preference of cultural and creative products among groups of different ages,
professional backgrounds and consumption abilities. Among them, the post-00s’ attribute evaluation and comprehensive
preference for cultural and creative products are higher than that of post-90s. The evaluation and preference of
non-professional groups on the attributes of cultural and creative products are higher than that of professional groups. The
group with weak consumption ability has higher attribute evaluation and preference for cultural and creative products than
the group with high consumption ability.
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Tab.1 Correlation analysis between 6 characteristics and the degree of preference for the work
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Pearson ¢ 0.356%*
fRT 2 B L
WEM () 0.000
e Pearson fH>&P:  0.322%* 0.303**
gEE
WEM () 0.000 0.000
o Pearson #HJGPE  0.488** 0.334** 0.366%*
WEMW () 0.000 0.000 0.000
YAkEE  Pearson AH3eME 0.279%* 0.165** 0.301** 0.422%*
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Tab.2 Regression analysis of the preferences of the work to six characteristics
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Tab.3 T test results of gender factorson characteristic preferences
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Tab. 4 T test results of age-group factorson characteristic preferences
00 90 - i
Fai ( Triéfz ) ( :Fi’gﬁl ) TH Slglfzg}\j) Ak
KB 3.64 3.31 3.920 0.000 ANTRVAE I B 22 (B AAAE 0 25 22 57
TR A1 3.52 3.57 -0.625 0.532 A [) 4 1% B 22 1] TG G 25 2 5

THEE 3.30 2.78 5.220 0.000 AN [R) AR B 2 IR 7E b 3 25 57
I i g 3.45 3.04 4.455 0.000 ANTRVAE I B 22 [B) A AE b 25 22
SCAb R 3.64 2.99 7.191 0.000 ANTRVAE I B 22 (B AAAE 0 25 25 57
e 5T 1) ) 5 3.58 2.93 7.425 0.000 ANTRIAE I8 B 22 (R A7 AE b 25 2 57
XA it 1) B G AR 3.45 3.00 4.753 0.000 AN [ AF  B 22 IR 7E b 3 25 57

. TR P<0.001;

"FIR P<0.01;

"#%£% P<0.05

5, I A [) A I AR SO 7= b 1 8 T S
TR o 22 AR, , ST FEAR TR E IS R R, R
BXE SR = TR BRI AfEfE2: 5, Hosigfd
KT 0.05, F A2 B Toik, vt A B A
XFSCR = iy TR BE” AR AR TR, i Al
5N EM 5L A EIF R Sig {34/ T 0.05, IR
FE 26k TC AR L XU B AN [R) A1 08 BE 1) X S 7= i 1)
B . S&EE . WM. SCedetE L R A0 SR
JEE K L5 B BE AR AR AN [T o 2545 P 3 11 5L
ATLAE Y, 00 Ja i 38 KT 90 Ja 344k, 4F
# PR 28 X8 S 7 A R PR SR A A TR T G 5 R L 3k
4, LT LAAE, B “TIZ9E” LIAMG 5 R,
00 J5 7E3CAI™ i@ PR PN M5B 315 T 90 )5 o

43 TUESMNIEFmBFEANSEERET

A5 LR AR ZARPIA A1 5 [ B 5 3
17 i 4 0 5 A 225 B ST AR T
FE ML, I Sig f19<0.05, KL AR 44 e TR,
VL AR G AR 6 AN E S5 R A7 16
HYINFIIE AL 258 P P9 BT A th 2 AR
ARAA P HOR T LA 9 H 80, Bty LA
A AR A M AR SO R 9 R E 1 0

P o T SR ARE, Ll 755 DO SO s
PO AR T A E 458 W& 5.

4.4 RHEBENEXHTRHBHANESERET

WEoE [RIREEF H I 2% 1000 T LA/ H . 1000~1500
Jt/H . 1500~2000 yo/H L K& 2000 ST LA b/ H B A B
5= 5 6 NMEARRES LA IREITZE R
fieis, it ANOVA B R AR REHT AT LA X
BIF= i 6 NEME S LAY 5 e I A %
S, ANTE)TH 2 R 1 X SCA = i e P A e B A
SERUY T S Scheffe 55 HL AT 5 L3 6.

AR AT IR SCRIVE SRS B . &
SCARAFPE TR BE | P65 A B R 5 B DA AR i ) A AR
FE R R R B T — B (1>4>2>3), RIH 3Rk
IR 1000 Jo/H MHEA L& T 2000 T/ H BB
L, PR EE S T 2000 G/ A HIREA L 1000~1500 T
IR W FHAPEMY S, T 9% 6 J17E 1000~1500 Jo/H I RE
&Lt 1500~2000 Jo/H BIBEARIEN &5 #ESCRI™ S i
AR (1>3>4), H 2% EE 1T 1000 Jo/H 1Y
IR L 1500~ 2000 Jo/H WO BEARIEAN 5, [RIE s HE T
FRAeJ1 =T 2000 Jo/ H REATEM &, IS 2R RE I AE
1000~1500 Jo/H R 5 AR A Z 8] o2 F ; 763



240 fu, B TR 20214 7 H

*5 TUESAZWIHFRFERFANNTRELSR
Tab.5 T test resultsof characteristic background factors on characteristic preferences
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Tab.6 Summary table of F-tests and post-hoc comparisons of cultural and creative products
preferences among people with different consumption abilities
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