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[Abstract]

With the development of cultural and creative industries, museum-art collaboration products have become an important form of
cultural consumption integrating cultural heritage, artistic value, and commercial design. This study constructed a “product
characteristics-perceived value-purchase intention” model and analyzed the effects of museum-art collaboration product
characteristics on the perceived value and purchase intentions of Chinese consumers aged 19-39. Based on case studies and survey
data, empirical analyses were conducted using SmartPLS 4.0. The results revealed that some product characteristics significantly
affected the emotional, social, and economic-value metrics. The economic and emotional values positively affected the purchase
intention, whereas the social value had no significant effect. This study clarifies the value-formation process of museum-art

collaboration products and provides useful implications for future product design, cultural branding, and marketing strategies.
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Table 1. Characteristics of art collaboration products
Characteristic Core Meaning Researcher

Distinctive and differentiated attributes that distinguish a product from existing products and conventional design (8]
approaches.

Originalit Novelty derived from individual creative ideas and distinctive design, which creates new value through innovative [9]

9 ¥ design, strengthens product differentiation, attracts consumers’ attention, and promotes purchasing behavior.

The degree to which a unique design idea or direction is formed through an artist’s creative interpretation and [10]
experimental combination of formal elements.
Aesthetic characteristics reflected in a product’s design form and visual expression. (8]
Intrinsic and symbolic beauty embodied through visual form and artistic expression in relation to brand image and [9]

Aesthetic consumers’ artistic preferences.
Visual aesthetic qualities formed through color, design, and appearance, contributing to visual experience and [10]
the enhancement of product image.
Scarce characteristics formed by limited product quantity or restricted acquisition opportunities. (8]

Scarcity Attributes of a product or artwork that make it difficult to obtain widely due to limited resources. [9]

A product’s rarity resulting from limited quantity or difficulty of acquisition, often expressed through [10]
limited—edition releases or distinctive design.
Image or conceptual alignment between a brand and an artist, contributing to positive perceptions of both brand [11]

Congruity | @nd artist images.
Similarity or consistency perceived by consumers among the subjects involved in art collaboration. [9]
Cultural meaning and symbolic value conveyed through a product’s design elements, brand image, or artistic [8]

. expression.

Symbolism — - - — -
The ability of a product to express consumers’ personal image, values, or social identity through embedded [10]
cultural and artistic elements.
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Table 2. Characteristics of museum art collaboration products

Characteristic Core Meaning

Novelty and differentiation reflected in the design
concept and expressive approach of museum art
collaboration products.

Originality

Consumers’ subjective evaluation of the overall
visual expression and artistic aesthetics embodied
in museum art collaboration products.

Aesthetic

Scarce attributes formed through limited—edition
releases or time—based constraints in museum art
collaboration products.

Scarcity

Alignment between museum cultural IP and
collaborating brands in terms of image, concept,
and style.

Congruity

Cultural meaning, identity, and symbolic value

Symbolism embedded in museum art collaboration products.
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Table 3. Perceived value and purchase intention

Element Core Meaning

The degree of pleasure, emotional
impression, and affective satisfaction that
consumers experience when encountering or
using museum art collaboration products.

Emotional Value

The degree to which consumers perceive that
using museum art collaboration products
enhances social recognition, symbolic
identity expression, and positive evaluations
from others.

Social Value

Consumers’ subjective evaluation of the price
Economic Value | appropriateness and cost—effectiveness of
museum art collaboration products.

Consumers’ subjective behavioral intention to
Purchase Intention | purchase museum art collaboration products
in the future.
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Table 4. the Palace MuseumxLi-Ning

the Palace Museum X Li—Ning Art

Image

Characteristic Core Meaning

Integrating the Palace Museum'’s court patterns
and color system into modern sportswear design,
this characteristic reinterprets traditional royal
cultural elements in a contemporary manner and
forms a visual style differentiated from general
sports brands.

Originality

Visual aesthetic elements that simultaneously

embody cultural refinement and contemporary
sensibility through the integration of traditional
Chinese aesthetics and modern sports design.

Aesthetic

Attributes that enhance product rarity and
collectible value through limited—edition
collaboration series, restricted quantities, and
controlled release timing.

Scarcity

Based on the integration of the Palace Museum’s
historical and cultural authority with Li-Ning’s
“Guochao” brand identity, this reflects the
consistency and harmony of the collaboration
theme.

Congruity

Symbolic value that embodies the meaning of
traditional Chinese culture and the rise of national
brands, while enabling consumers’ cultural
identification and identity expression.

Symbolism
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Table 5. Dunhuang academyxCHAGEE

Dunhuang academyXCHAGEE

Image

Characteristic Core Meaning

By incorporating the Feitian imagery and
decorative patterns of Dunhuang murals into
beverage package design, traditional cultural
elements are creatively transformed within the
context of contemporary consumer products.

Originality

The distinctive color system and artistic style of
Dunhuang murals are applied to the product’s
visual design, thereby highlighting the
characteristics of Eastern artistic aesthetics.

Aesthetic

The collaboration products were launched through
phased events and limited—time releases, thereby
demonstrating a certain degree of scarcity in
terms of release timing and market supply.

Scarcity

Eastern aesthetic philosophy embedded in
Dunhuang culture aligns closely with the Eastern
tea culture emphasized by the CHAGEE brand.

Congruity

As a representative form of Chinese cultural
heritage, Dunhuang culture carries significant
cultural meaning; therefore, the product not only
fulfills a consumer function but also embodies
cultural symbolism.

Symbolism

“The Chinese text shown in the images is part of the original
product packaging and promotional design.
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Table 6. Sanxingdui MuseumxHonor of Kings

Sanxingdui Museum X Honor of Kings

Image

Characteristic Core Meaning

Drawing inspiration from excavated artifacts of
Sanxingdui, this approach reconstructs cultural
symbols such as bronze masks and sacred trees,
transforming traditional archaeological cultural
elements into the design language of game
characters and demonstrating cultural originality.

Originality

Combining the mysterious aesthetic qualities of
Sanxingdui artifacts with the game’s digital
painting style, the design achieves a visual
expression that conveys both primordial power
and contemporary artistic expressiveness.

Aesthetic

Released as a limited—edition collaboration skin, it
strengthens the product’s scarcity and collectible
value through time constraints and restricted
acquisition conditions.

Scarcity

Mythological narratives and mysterious imagery
embedded in Sanxingdui culture show a high
degree of congruity with the hero character
settings in the game, allowing traditional cultural
elements to be naturally integrated into the
game’s worldview.

Congruity

By reflecting the cultural connotations of the
ancient Shu civilization embodied in Sanxingdui
artifacts, this collaboration product functions as a
medium symbolizing the modern dissemination of
traditional culture.

Symbolism
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Table 7. Operational definitions of variables
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Collaboration Products
|
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Fig. 2. Research model

Emoticnal Value

A
S

Purchase
Itention

Variable Operational definition Measurement items Source
Inlnc.Jvatvlveness avnd The design of museum art collaboration products is creative.
T originality of design . MR ) )
Originality Museum art collaboration products demonstrate originality in design expression.
concepts and forms of . o ) ; )
) Museum art collaboration products show distinctiveness in their design elements.
expression
, Visual design and aesthetic The design of museum art coIIaboratlon. products |$ visually attractive. [8].19].[10]
Aesthetic Museum art collaboration products provide aesthetic pleasure.
beauty of the product ) X
Museum art collaboration products have a beautiful appearance.
. ) The quantity of museum art collaboration products is limited.
) Limited quantity or supply . A -
Scarcity Museum art collaboration products are released in limited quantities.
method of the product ) e )
Museum art collaboration products are difficult to obtain.
Consistency between The collaboration between the museum and the brand is well matched.
Congruity cultural elements and the | There is relevance between the museum and the brand. [9],[11]
brand There is consistency between the museum and the brand.
) Museum art collaboration products convey cultural meaning.
) Cultural meaning and ) s .
Symbolism : ) Museum art collaboration products allow me to express my individuality. [81,[10]
self-expression function ) )
Museum art collaboration products help others judge me.
) . . Using museum art collaboration products gives me pleasure.
Emotional Emotional experience .
. Museum art collaboration products make me feel good.
Value during product use . ) . : . )
Museum art collaboration products provide me with emotional satisfaction.
, . Using museum art collaboration products attracts others’ attention.
) Others’ perceptions and . . . i
Social Value ! : Museum art collaboration products give a good impression to others. [8],[14]
social evaluation ) } : )
Museum art collaboration products help form social relationships.
) ) - The price of museum art collaboration products is reasonable.
Economic Perceived utility and value . )
) ) Museum art collaboration products offer high value for money.
Value relative to price ) .
Museum art collaboration products are economical.
| intend to purchase museum art collaboration products in the future.
Purchase ) . . . ; ) [81,[9],
) Future purchase intention || will purchase museum art collaboration products if | have the opportunity.
Intention . ' [10],[11]
| will recommend museum art collaboration products to others.

http://dx.doi.org/10.9728/dcs.2026.27.9.2425 2432
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o, 30-34A4 79%(22.8%), 19244 698(19.9%), 35~
3941 6578(18.8%) =o& yERst] 8H tistal £t
7} 19078(54.9%) 2.2 71 =& v&S AA819laL, H P2
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10,00091¢F -7ko] 1207(34.7%) 2% 714 =4 LrebdT),
T Bl9=e] A¢ 1-23]7) 17698(50.9%) 0.2 7 Bekoe
w, 3-53] 8178(23.4%), 6-103] 43%(12.4%), 71¢] T3}
A S 279(7.8%), 103] o4 199(5.5%) =& LEbE
th FEHos B A RS F2 20-30u9] vluF =

9. AET ¥ AE EEM A

=)ol 3T o =2z EB3)Lo. . L .
Sttt & 7el o =4 =78 v Table 9. Analysis of reliability and convergent validity
Xﬂ/\]?‘)‘]—‘}j\gﬂi E—’E— :[LA37H1?§'8‘ 5@ B]ﬂ—]::_— Z}E(l:)ﬂﬁq % Variabl Quter AVE CR Cronbach’s
oJalA] 5, 5=nll$- BIHE AHEEte] Zaant, aneve loadings i
ORI 0.900
E 8. EEo| ol E4K £A O”(%g?)“ty OR2 | 0.845 | 0.767 | 0.908 | 0.849
Table 8. Demographic characteristics of the sample ORI3 0.883
. Frequency | Percentage . AEST 0.866
variable ceiEeTy (N) (%) A?f\tgg'o AES2 | 0894 |0.769 | 0.909 | 0.850
5 Male 162 46.8 AES3 | 0.871
ender
Female 184 53.2 . SCAT1 0.883
19-04 69 19.9 S(Csac“gy sca2| 0898 | 0780 | 0.914 | 0859
5 25-29 133 38.4 SCA3 | 0.869
Age Group CON1| 0.883
30-34 79 22.8 Congruity
CON2 | 0.886 0.766 | 0.908 0.848
35-39 65 18.8 (CON)
CON3| 0.857
Graduate 48 13.9 SYM 0871
Undergraduate 190 54.9 Symbolism
Education (SYM) SYM2 | 0.888 0.756 | 0.903 0.838
Junior college 71 20.5 SYM3 0.848
High school or below 37 10.7 Emoti EV1 0.879
motional
10,000 yuan or above 87 25.1 Value EV2 0.895 0.790 | 0.918 0.867
5001-10,000 yuan 120 347 (EV) EV3 | 0892
Income level | 3,001-5,000 yuan 66 19.1 Social Val SV1 0.851
ocClal vValue
3,000 yuan or below 59 171 (V) Sv2 0.841 0.724 | 0.887 0.809
No fixed income 14 4.0 Svs 0.860
1-2 times 176 50.9 Economic [ ECV1| 0.881
: Value ECV2 | 0.878 0.762 | 0.906 0.844
3-5 times 81 23.4 (ECV) ECV3 0860
Purchase ) .
frequency | 219 fimes 43 12.4 burchase | P | 0886
10 times or more 19 5.5 Intention PI2 0.860 | 0.752 | 0.901 0.836
Rarely purchased 27 7.8 (P PI3 0.856

http://www.dcs.or.kr
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Table 10. Analysis of Discriminant Validity

Variable ORI AES SCA CON SYM EV SV ECV Pl

ORI 0.876

AES 0.347 0.877

SCA 0.341 0.263 0.883

CON 0.319 0.335 0.330 0.875

SYM 0.332 0.200 0.241 0.319 0.869

EV 0.421 0.351 0.258 0.364 0.269 0.889

SV 0.220 0.291 0.248 0.310 0.356 0.263 0.851

ECV 0.147 0.169 0.270 0.267 0.318 0.158 0.228 0.873

Pl 0.352 0.324 0.320 0.260 0.238 0.344 0.287 0.367 0.867
1. HHEIEE 25 S 2ISHHTMT 24
Table 11. HTMT for discriminatory analysis

Variable ORI AES SCA CON SYM EV SV ECV PI

ORI

AES 0.402

SCA 0.399 0.307

CON 0.370 0.391 0.390

SYM 0.390 0.234 0.282 0.378

EV 0.482 0.409 0.298 0.422 0.313

SV 0.260 0.347 0.296 0.372 0.433 0.314

ECV 0.176 0.201 0.316 0.314 0.377 0.185 0.277

Pl 0.412 0.373 0.374 0.304 0.288 0.398 0.352 0.435
< W T AT A TS 2 Juow A E o AWg= L GAAG R ol BT} ST S8
Ao, Wzt o}E Fefr o] AlFe] T8 4| 543 shd, SARFES AEE, FHEEE 3 HHudE VEs
Fehehta B 4= Qlu)h 37 82 o] ATEASHY EAS Tl oM, ol F R FAF 7P ATl AR A
A A gt o % skt %Liﬂ’ﬂ‘ﬂ Adk= 3% 103 2

=

A Byo] AFEe} ElEEE A1) fl8te] 2 AT
SmartPLS 4.0& &8sl 9F AAX](Outer Loadings),
Cronbach s a, 521 =(Composite Reliability, CR), 3

ZF%%;f(Average Variance Extracted, AVE)S &4
0}5’1‘:} 201, 134 Aah e 574 359 o AAA]
= 0.8 OVJQE el ek 713l 0.75 5313t =
&k 7} 24 W4=2] Cronbach’s a > 0.809~0.867, CR #k
S 0.887~0.9182 EF 0.7 o]dolem, AVE #he
0.724~0.7902. 0.5 OVCH 7S FESIGT webA &
Aol SA BEL FEe A S} FHEGEE SR A
o2 g, FAAQ] A= 1 99 AABHAT

HHEld == Fornell-Larcker 7158 73.%01—04
QATHZ21]. 3% 100 AAE 7+ FAHe] AVE Al
7 0.876, 41178 0.877, 31473 0.883, A4 0. 87
A 0.869, 7% 7] 0.889, A% 712] 0.851, ]
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Table 12. Multicollinearity analysis

| H|Ate| X|2HEl 7tk et ol o ol O|X| = & &= 2NH|IAE Sz

E14. 2o M 24

Table 14. Model fit assessment of the structural model

Variable EV SV ECV Pl Fit Index Saturated model Estimated model | Criterion
ORI 1.328 1.328 1.328 SRMR 0.051 0.060 <0.080
AES 1.231 1.231 1.231 d_ULS 0.971 1.338 -
SCA 1.228 1.228 1.228 d_G 0.517 0.534 -
CON 1.300 1.300 1.300 Chi-square 1135.143 1151.133 -
SYM 1.203 1.203 1.208 NFI 0.774 0.771 -

EV 1.086 Note: An SRMR value below 0.08 indicates an acceptable model
sv 1117 ft.
ECV 1.167

Note: Inner VIF values below 3.3 indicate that multicollinearity is not

a concern.

Am3rs omditt Q% predict Wk 7HAEA

7]

0.192, AF38]# 712 0.129, ZA1%4 7k 0.099, Tof o=
0.1182 W5 0Xt} o} o =7 #gido] SRt 2 gt
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Table 13. Explanatory power of the structural model

2 vz ofE FEpE ol Al 5490] ARElA 7R ¢ v]A|
T G&olAe ArA(E=0.168, p<0.01), A3 (E=0.141,
p<0.01), 42d(B=0.254, p<0.001)°] gt H(+)<] <
& o, 53499 340 frolskAl gkt ool wh
2t H2= FtA o AEEQlt o= ARl 4 717} Aol
SEGo|u ST} Blelel A Ag £814 oju4], A
747 E7, nalse} vlRg 2] A4Ad A4 ols) 84
5 Qe o E=a 2 e A=
0.133, p<0.05), 3]243(B=0.173, p<0.01), 38 4(B=0.241,
p<0.00D)°] Frel3t A(+)e] JFe vHon], 534t 4l
H)e frelalx] ekt olol wle} H3w REA o Ay
Q. ol 2MAT} AAA 74 e v TiRele] B3
ot Aulgnck AFS A, 273 7P, BahH 37
/H 1:11 u]—%%jﬂ], 2= 7]—,] x%-cl—/xé% =
Foz 2 5 gtk vpAeteR A7k A7} o o)
v X)= geks AS3E Ay 744 7EX(3=0.140, p<0.05)
o} BAA 71(3=0.235, p<0.00D)+= Tl 2Jxd Fofh
B(+)9] 43S A H49 H6> A= et vhd ARs] 4
7HE frefabA] edol How= 712bE 81t} ol gl o7}
e} Aot ALE)H ol A HY} Zi]le] A Wk, &
544 49, 7H oinl 7k 2 2 71 1 ofsf of =LA |4
4 AFS BoFErh AR Avks % 169 Atk
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X
=
4,
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B e okE Fekndeld ARS AT Hte
A7gstar, ‘AlE 53 A THAT] o] o] 24 B
el ==

TEsfe] WA 3 WS AFHoR BRI 53]

Variable R? Adj;gted Q? predict r
ORI AES SCA CON SYM EV SV ECV
EV 0.270 0.260 0.192 0.072 0.032 0.002 0.036 0.007
SV 0.207 0.195 0.129 0.000 0.028 0.010 0.020 0.067
ECV 0.161 0.148 0.099 0.002 0.002 0.030 0.016 0.058
PI 0.238 0.232 0.118 0.079 0.028 0.104
2435 http://www.dcs.or.kr



C|X " 2El X &t5[=&X|(J. DCS) Vol. 27, No. 9, pp. 2425-2438, Sep. 2026

E15. A7 HE
Table 15. Hypothesis testing

Hypothesis Path B t Results
Hla ORI — EV 0.262"" 4.570 Supported
H1b AES — EV 0171 2.923 Supported
H1 Hlc SCA — EV 0.044 0.818 Not supported
H1d CON — EV 0.183™" 3.100 Supported
Hle SYM — EV 0.078 1.481 Not supported
H2a ORI — SV -0.000 0.005 Not supported
H2b AES — SV 0.168"" 2.738 Supported
H2 H2c SCA — SV 0.096 1.794 Not supported
H2d CON — 8V 0.141"" 2.668 Supported
H2e SYM — SV 0.254"" 4.216 Supported
H3a ORI — ECV -0.051 0.906 Not supported
H3b AES — ECV 0.049 0.849 Not supported
H3 H3c SCA — ECV 0.173™ 2.916 Supported
H3d CON — ECV 0.133" 2.196 Supported
H3e SYM — ECV 0.241"" 4.099 Supported
H4 H4 EV — Pl 0.140" 2.308 Supported
H5 H5 SV — Pl 0.086 1.414 Not supported
H6 H6 ECV — PI 0.235™"" 4.314 Supported
Note: ""*p<.001, ""p<.01, "p<.05
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