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Abstract: This study explored the opportunities for domestic brands in the market under the
background of enhanced national pride and cultural confidence, and analyzed young consumers’
interest in national-style jewelry and its impact on their purchase intention. Based on the
theory of planned behavior and the customer perceived value theory, this paper employed
empirical research methods to investigate the main influencing factors of Chinese folk culture
jewelry. Through an online random survey, 379 valid questionnaires were collected, and

data analysis was conducted using SPSS 26. 0 software. The results indicate that consumers’

Wofe H#1:2024-12-19
TEH BN RIPREE (1969 —) Lo Bl HZ , EENFAM SR LR, ORENLTR 5 T W% TAE. E-mail: Liuchl@cug, edu. cn
BRAEE  ZINHE (2001 —) Lo WG AL, BN BR T E A I 55 BB A I AF5E . E-mail : qinwei_xia@163. com



B

66

"M E R 2

2%

£ R E X)) 2025 4

awareness of folk culture and jewelry products positively influences their attitudes, and that

attitudes, subjective norms, perceived behavioral control, and customer perceived value all

have positive effect on purchase intention, with attitudes and subjective norms being particu-

larly significant. Additionally, different consumer groups exhibit differences in the factors

influence their purchase intention. This study, combined with relevant research findings.,

provides strategic suggestions for product innovation for jewelry companies and offers a theo-

retical basis for developing marketing strategies tailored to consumer expectations.

Keywords: Chinese folk culture; purchase intention; customer perceived value; influencing

factors
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Table 2 Regression analysis of factors influencing purchase intention for Chinese folk culture jewelry
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AL —0.278 0. 204 — —1.363 0.174 — —
[ R AR SO R T RS 0.245 0.041 0. 260 5. 984 0.000"" 1.784 0.561
FWHLE 0. 166 0.047 0.123 3.518 0.000"" 1.159 0. 862
TINAT A 45 0.092 0.042 0. 089 2.189 0.029" 1.560 0. 641
A& 4 (8 0.096 0. 040 0. 099 2.434 0.015" 1.575 0.635
BB 0. 100 0.042 0.110 2.416 0.016" 1.947 0.513
e e 0.134 0. 046 0.135 2.918 0.004"" 2.014 0.497
15 %A 1B 0.139 0.046 0.143 2.997 0.003"" 2.151 0. 465
e mE 0.126 0.027 0.179 4,659 0.000"" 1.385 0.722
R* 0.608
P R® 0.599
F F(8,370)=71.636, p= 0.000
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