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ABSTRACT: The work aims to gain insight into the influencing factors of consumer demand of the new generation for
museum cultural and creative products through the five-dimensional value perception model, so as to lay the foundation
for building product strategies and design methods. Based on the theory of museum cultural consumption and value per-
ception, with emotion, culture, society, function and price value perception as variables, the research hypotheses on the
influencing factors and relationships of consumer demand for museum cultural and creative products were put forward.
Relevant data were acquired through questionnaires, and SPSS analysis tool was applied for data analysis and hypothesis
testing. The emotional value perception was the primary factor influencing the consumer demand of the new generation
for museum cultural and creative products; cultural value perception was the key factor influencing consumer demand;
social value perception had a significant influence on consumer demand for museum cultural and creative products; func-
tional value perception was a must but non-significant influencing factor; and perception of price value was based on the
large differences in the new generation sub-groups, and had a different influence on consumption decisions. It is necessary

to pay attention to the emotional experience that is unique, resonant, beautiful and interesting, meet the demands of cul-
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tural exploration based on cultural cognition and cultural identity motivation, shape the social value perception that

self-value and social currency catalyze each other, realize the functional value of "new cultural and creative product" un-

der the empowerment of technology and create a museum cultural and creative product hierarchy that satisfies price ex-

pectations and psychological accounts, which will have a significant influence on the willingness to increase consumption

of museum cultural and creative products.

KEY WORDS: value perception; museum cultural and creative products; cultural consumption; consumer demand; in-

fluencing factor
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Fig.1 Analysis of policies related to the commercialization of museums
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Fig.7 Five-dimensional value perception radar map and perception model
x4 AEFERBEXCEXREBRMNERDFR
Tab.4 Emotional value of different age groupsto museum cultural and creative products
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Fig.8 Cultural and creative products of Suzhou Museum
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Tab.5 Cultural value perception of different age groupsto museum cultural and creative products

AR
A BERE ELA B 70 ) b 3k EATALLY/LVSI7E 3 B AL VAN R it P
SCALFRE % B ST 5 % AR Yo P35 AR %

15~17 s 313 0.000""
| ie

18224 T 31.82 34.09 41.67 0.000™
e EE 39.39 28.03 32.58 26.52

5535 Y 34.23 32.89 38.93 36.24 0.000™
| ie 38.93 38.26 39.60
e 43.04 4430 -

733 e EE 39.24 26.58 36.71 32.91 0.000

T P<0.05; ** P<0.01,
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Tab.6 Social value perception of different age groupsto museum cultural and creative products
H Lo
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. P<0.05; ** P<0.01,
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Tab.7 Functional value perception of different age groupsto museum cultural and creative products

i TR HHRERRA
’ - BT /% EUbE SR % He S FH /% 5 - FARAE %
3.13 3.13 e
15~17 ﬁ% 0.000
E|
24.31 35.38 35.61 32.36 .
18~24 E% 0.000
EHEE 32.58
30.27 31.62 36.24 43.29 -
25~35 E% 0.000
e EE 32.89 22.41 32.21
34.18 36.35 35.44 e
>35 E% 0.000
FEEEE 38.69

F: P<0.05; ** P<0.01,
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Tab.8 Price perception of different age groups to museum cultural and creative products
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Fig.9 Structural equation model
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