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The Relationship between Multi-Dimensional M easurement of
Creative Product Characteristics and Preference

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

ABSTRACT: This paper measured the multidimensional characteristics of common cultural and creative products in the
market using the multidimensional, correlation, regression analysis module of SPSS 19.00 in order to study the relation-
ship between the cultural and creative product characteristics and consumption preference. On this basis, the research
makes a comparative analysiss. The results found that the relationship between them varies by product types. For products
frequently used in lives, there is a close correspondence between characteristic strength and product preference, while
such a close correspondence does not exist for products used at low frequency. Based on the accurate measurement of the
characteristic strength, this method provides a theoretical basis for the development and design strategy of cultural and
creative products by contrasting the relationships between the strength of product characteristics and the reasons of con-
sumer preference.
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Tab.1 Distance between the projection point and origin of cultural and creative products and special attributes

T R BT P1 P2 P3 P4 P5 P6 P7
F1 1.161 0.506 —0.946 0.105 0.619 —1.148 —0.297
F2 1.002 0.989 —-1.459 —-1.048 1.215 0.152 —0.851
F3 —0.476 0.641 —-1.109 —0.159 0.786 —0.898 —0.439
F4 —0.707 0.270 —0.096 —-1.257 0.335 1.897 —0.442
F5 0.529 1.032 -1.363 —-1.606 1.269 1.136 —0.998
Fo6 0.138 0.897 —-1.086 -1.716 1.105 1.599 —0.937
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Tab.2 Correlation analysis between 6 characteristics of 7 cultural and
creative products and cost performance

A F1 F2 F3 F4 F5 F6 MY L

. 0.472%* 0.221%* 0.083 0.453%x* 0.267%* 0.414%x* 0.420%*
0.000 0.027 0.414 0.000 0.007 0.000 0.000

- 0.501%* 0.479%%* 0.295%%* 0.667** 0.338%* 0.466%* 0.536%*
0.000 0.000 0.003 0.000 0.001 0.000 0.000

- 0.538%* 0.316%* 0.406%* 0.556%%* 0.364%* 0.498%** 0.363%*
0.000 0.001 0.000 0.000 0.000 0.000 0.000

b4 0.513%* 0.292%* 0.310%* 0.699%* 0.641%* 0.743%* 0.490%*
0.000 0.003 0.002 0.000 0.000 0.000 0.000

b5 0.432%* 0.347%* 0.338%* 0.447%%* 0.377%* 0.655%* 0.543%*
0.000 0.000 0.001 0.000 0.000 0.000 0.000

p6 0.513%* 0.290%* 0.437%* 0.376%* 0.334%x* 0.577%* 0.382%*
0.000 0.003 0.000 0.000 0.001 0.000 0.000

. 0.411%* 0.412%%* 0.196 0.420%%* 0.510%* 0.522%%* 0.495%*
0.000 0.000 0.051 0.000 0.000 0.000 0.000

¥ *P<0.05, **P<0.01, ***P<0.001

£33 7TAxXFRE 6 M REERZ EHEF S
Tab.3 Regression analysis between consumption preference of cultural and
creative products and 6 product characteristics

P1 P2 P3 P4 P5 P6 P7
o O T R R=0.631aa R=0.738a a R=0.726a a R=0.809a a R=0.688a R=0.691a a R=0.734a
Rsq=0.398 Rsq=0.544 Rsq=0.528 Rsq=0.655 Rsq=0.473 Rsq=0.478 Rsq=0.539

it F=9.361 F=16.883 F=15.804 F=26.798 F=12.700 F=12.933 F=16.546
SigmfF=0.000 SigmfF=0.000 SigmfF=0.000 SigmfF=0.000 SigmfF=0.000 SigmfF=0.000 Sigmf{F=0.000
0.214* 0.077 0.296%* 0.073 0.098 0.365% %% 0.181*
F1 2.292 0.870 3.328 0.933 0.916 4.02 2.326
0.024 0.387 0.001 0.353 0.362 0.000 0.022
0.039 0.211%% 0.088 -0.078 0.121 0.044 0.188*

F2 0.415 2.65 1.115 ~1.164 1.455 0.488 2.486
0.679 0.009 0.268 0.247 0.149 0.627 0.015

-0.108 0.014 0.208* 0.086 -0.021 0.086 —0.253%*
F3 -1.247 0.192 2.619 1.361 -0.23 0.978 -3.152
0.215 0.849 0.01 0.177 0.819 0.33 0.002
0.265%* 0.418%#%* 0.19* 0.265%* -0.006 -0.023 0.151
F4 2.767 4.728 2.049% 2.808 -0.058 -0.24 1.836
0.007 0.000 0.043 0.006 0.954 0.811 0.069

-0.051 0.008 0.025 0.203%* 0.051 -0.113 0.289%*
F5 -0.518 0.1 0.285 2.384 0.594 -1.154 3.082
0.605 0.92 0.776 0.019 0.554 0.251 0.003
0.206* 0.083 0.172 0.401%#% 0.458%#% 0.417%%* 0.168
F6 2.017 0.93 1.723 4.609 4.326 4208 1.663
0.046 0.354 0.088 0.000 0.000 0.000 0.099

0.247%* 0.192% 0.105 —0.005 0.163 0.089 0.266%**
PEM I 2.648 2.273 1.358 —-0.07 1.788 0.991 3.431
0.009 0.025 0.178 0.944 0.077 0.324 0.001

¥ : *P<0.05, **P<0.01, ***P<0.001
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Tab.4 Corresponding relationship between characteristics and preference of cultural and creative products
gy P1 P2 P3 P4 P5 P6 P7
[a]n]
EYE| EYE] EYE| Y| EYE] mYE| EYE]
*i% opf ., oD _, OD{§f _ . oDfi _, oODfi _, ODf§i _, ODfi
FA FA FA EY i FA E i FA
F1 1.16 0.22* 0.51 0.077 -0.95 0.30*%* 0.11 0.07 0.62 0.10 -1.15 0.37*** 030 0.18*
F2 1.00 0.039 0.99 0.21** -146 0.09 -1.05 -0.08 1.22  0.12 0.15 0.04 -0.85 0.19*
F3 -048 -0.11 0.64 0.01 -1.11 0.21* -0.16 0.09 0.79 -0.02 -0.90 0.09 -0.44 —0.25%*
F4 -0.71  027** 0.27 0.42*** -0.10 0.19* -1.26 0.27** 0.34 -0.01 1.90 -0.02 -0.44 0.15
F5 0.53 -0.05 1.03 0.01 -1.36 0.03 —1.61 0.21** 1.27  0.05 1.14 -0.11 —-1.00 0.29**
Fo6 0.14 0.21* 090 0.08 -1.09 0.17 —1.72 0.40*** 1.11 = 0.46*** 1.60 0.42*** 094 0.17
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