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Research on the Relationship between the Characteristics of Cultural and Creative
Products,Emotional Value and Consumer Purchase Intention under the Background of Cultural
and Tourism Integration
Kai Xiong Ying Liu Xuan Tian Hui Ding Zhiyu Chen Le Li
School of Business, Jianghan University
[Abstract] Driven by the dual forces of the cultural power strategy and consumption upgrading, China's cultural
tourism industry is undergoing a pivotal transition from factor—driven to innovation—driven development. This
study constructs a SOR model to systematically examine the relationships among cultural and creative product
characteristics, emotional value, and purchase intention. The findings demonstrate that cultural, artistic, regional,
and practical attributes of cultural and creative products generate positive emotional value for consumers, which
is positively correlated with purchase intention. These results not only validate the theoretical framework for
studying the relationship between product characteristics and consumer purchase intention but also provide

valuable insights for future research.
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