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Influence of intangible cultural heritage Baijiu short video on consumers' purchase intention
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Abstract: In the digital age, short video marketing has become an important tool for brand promotion. The short video of intangible cultural heritage
Baijiu integrates Baijiu culture and intangible cultural heritage elements, providing a new path for brand differentiation competition. Based on Stimulus-
Organism-Response (SOR) theory, a total of 389 valid questionnaires were collected, and a structural equation model was established to explore the
influence mechanism of intangible cultural heritage Baijiu short video on consumers' purchase intention, analyze the influences of the functionality,
interactivity and hedonic characteristics of short video on purchase intention, and introduces emotional resonance as an intermediary variable and cul-
tural identity as a moderating variable. Studies showed that the functionality, interactivity and hedonic characteristics of short videos of intangible cul-
tural heritage Baijiu had a significant positive impact on purchase intention, emotional resonance played a mediating role in it, and cultural identity
strengthened the promotion effect of emotional resonance on purchase intention. It is suggested that Baijiu enterprises should enhance content func-
tionality, enhance interactivity, pay attention to hedonic characteristics, and accurately locate target consumer groups to optimize short video market-
ing strategies. The aims of this paper were to reveal the marketing effect and its functional mechanism of short videos on intangible cultural heritage
Baijiu, and at the same time provide scientific basis and practical guidance for Baijiu enterprises to formulate effective marketing strategies.
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Fig. 1 Theoretical model of the influence of cultural identity on the
purchase intention of Baijiu
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Table 2 Test results of reliability and aggregate validity of variables
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Fig. 2 Influence effect of cultural identity on Baijiu purchase intention
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