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Impact of Perceived Value of Chinese Baijiu Culture on Customer Purchase Decisions

LI Mingyu®, BAI Tingting
(School of Economics & Management, Liaoning University of Technology, Jinzhou 121001, China)

Abstract: To explore the influence mechanism of the perceived value of Chinese Baijiu culture on customers’ purchasing
decisions, this paper adopts the stimulus-organism-response (SOR) theory as the analytical framework, constructs a theoretical
model with brand identification as the mediating variable, systematically explains its mechanism of action, and then conducts
empirical verification through hierarchical regression analysis and mediation effect testing. The results indicate that the
perceived value of Chinese Baijiu culture (including six dimensions: communicative needs, psychology of reputation, historical
accumulation, culture of poetry and Baijiu, regional customs and national customs) has a significant positive effect on purchase
decisions; brand identification has a significant positive impact on purchase decisions and plays a partial mediating role between
cultural perceived value and purchase decisions. Therefore, it is suggested that marketing strategies should be formulated
from three aspects: systematic dissemination of cultural perceived value, strategic reinforcement of brand identification, and
focused breakthroughs in high-impact dimensions, in order to facilitate the purchase decision. The findings provide a theoretical
foundation for translating Chinese Baijiu cultural value and offer strategic insights for cultural marketing in the Baijiu industry.
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Fig. 1  Theoretical model of Chinese Baijiu cultural perceived value
influencing customer purchase decision
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Table 2 Demographic characteristics of the sample
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Table 3 Results of confirmatory factor analysis model fit test

B e df  Z4df NFI  GFI NNFI CFI RMSEA
VR THR 559751 377 1485 0956 0924 0983 0985  0.033
LR 573501 384 1494 0955 0922 0982 0.984  0.033

AHFER 577462 390 1481 0954 0922 0983 0985 0.033
TLEFRR 581257 395 1472 0954 0921 0983 0985  0.032
JUIRFHRER 581.885 399 1458 0954 0921 0984 0985  0.032
ST 627789 402 1562 0950 0914 0980 0981  0.035
TIRFHR 628016 404 1.554 0950 0914 0980 0982  0.035
FRFRR 764930 405 1.889 0939  0.889  0.968 0970  0.044

W AKCBRT R, B.RZOHE, CUiEFE, DRIk, B
1%, FRBENE, G.MAAR, HIELRE, \FHTHM YA, B.
C. D\ E. F. G. H, ERTHEA NA. B. C. D. E. F. G+H, &
AT#ACNA. B. C+D. E4+F. G, H, fLATHER HNA+B. C+
D. E+F. G. H, WHE A NA+B. C+D. E+F. G+H, =&
FHENA+B+C+D+E+F. G, H, —HTFHANA+B+C+D+
E+F. G+H, #H M NA+B+C+D+E+F+G+H; NFLH
A AR 20 (normed fit index) ; GFLILAGMMEEIEE (goodness-
of-fit index) ; NNFLIEFIJEIM A IEEL (non-normed fit index) ;
CFL LB A48 % (comparative fit index) ; RMSEA. IR 277
i (root mean square error of approximation) .

HE3FH, H5HAWTASE SRR, A
B H R E IR, & D& 48 803518 2 PE Al Ar v
(¥*=559.751. RMSEA=0.033. CFI=0.985) . iX#* M
I\ TR B A BAR I 25 M R, RS 78 70 I B % AR
Z IR IR MR R
43 FHRMES T

AW FL R FH Pearson ] ¢ R B0 #4748 5 E 47 A0 S 14 43
B, SR W34,

4 FNBRTESL ] K PearsonHIE R

Table 4 Descriptive statistics and Pearson correlation coefficient
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