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Abstract

Intangible cultural heritage products (ICHPs) function as an important medium through
which regional cultural values are communicated within tourism consumption, thereby
supporting the sustainability of cultural heritage practices. However, existing research
provides limited insight into the psychological mechanisms underlying region-specific
purchase intentions. To address this gap, this study extends the Theory of Planned Behav-
ior (TPB) by incorporating cultural identity and consumer knowledge as antecedent vari-
ables and product scarcity as a moderating factor, with the aim of explaining tourists’
purchase intention toward Bashu ICHPs in China. Data were collected from 429 tourists
and analyzed using structural equation modeling and hierarchical regression techniques.
The results indicate that cultural identity and consumer knowledge indirectly influence
purchase intention through attitudes and subjective norms, whereas perceived behavioral
control emerges as the strongest direct predictor of purchase intention. In addition, prod-
uct scarcity significantly strengthens several relationships between the antecedent varia-
bles and the core TPB components, thereby amplifying culturally and cognitively driven
decision-making processes. Overall, this study deepens theoretical understanding of con-
sumer behavior within regional cultural heritage systems and provides practical insights
for the sustainable development and marketing of Bashu ICHPs.

Keywords: Bashu; intangible cultural heritage products; theory of planned behavior;
cultural identity; consumer knowledge; product scarcity; purchase intention;
cultural sustainability

1. Introduction

Intangible cultural heritage (ICH) is widely recognized as a vital driver of sustainable
development, particularly in relation to cultural sustainability and regional development.
Transmitted across generations, ICH embodies the accumulated civilization, wisdom, and
historical continuity of human society. Beyond its cultural significance, ICH also pos-
sesses artistic, scientific, and economic value and reflects distinctive regional characteris-

Sustainability 2026, 18, 1593

https://doi.org/10.3390/su18031593



Sustainability 2026, 18, 1593

2 of 22

tics [1]. In 2021, China issued Several Measures on Further Promoting the Development of Cul-
tural and Creative Products in Cultural Heritage Units, which explicitly encourage the devel-
opment of artistic and practical cultural creative products that align with modern lifestyles
and market-oriented consumption demands [2]. As public attention to ICH continues to
grow [3], the revitalization of traditional culture has become increasingly intertwined with
shifts in contemporary consumption patterns. This process not only facilitates the dissem-
ination of cultural symbols but also reflects the combined influence of market demand,
consumer psychology, and the broader social environment, giving rise to an emerging
cultural consumption system that links heritage preservation with modern economic ac-
tivities [4].

Within this context, ICHPs have emerged as an important material carrier of intangi-
ble culture and a key component of the heritage tourism economy [5]. ICHPs often inte-
grate traditional crafts, performing arts, and folk practices, enabling consumers to engage
more deeply with local cultural values and experiential environments. The Bashu re-
gion—encompassing Sichuan Province and Chongqing Municipality in southwestern
China—is historically known as the “Land of the Heavenly Capital” and has nurtured a
rich array of ICHs with profound historical significance. Its cultural characteristics are
shaped by relative historical isolation, ethnic diversity, and distinctive craftsmanship tra-
ditions [6]. In contrast to regions where ICH is dominated by imperial or court art, Bashu
ICH places greater emphasis on folk crafts, local esthetics, and practical functionality
rooted in everyday life [7,8]. Numerous traditional handicrafts from this region have been
inscribed on China’s National ICH List, including Shu brocade weaving techniques, silver
jewelry-making techniques, Chengdu lacquerware, and traditional fan-making tech-
niques [9]. These products function not only as tourism commodities but also as integral
nodes within a regional cultural system that supports cultural transmission, creative in-
dustries, and sustainable tourism development [10].

Most existing studies on consumer behavior related to ICHPs focus either on macro-
level consumption patterns or on specific product categories. Representative research has
examined the effects of cultural identity, consumer perception, and manufacturing type
on purchase intention toward ICHPs [11], the influence of media exposure on purchase
intention [12], and the determinants of online purchase intention based on ABC attitude
theory [13]. As a region with deep cultural roots, Sichuan’s ICH handicrafts have attracted
increasing scholarly attention; however, research has largely concentrated on develop-
ment strategies, design practices, and cultural protection. For example, prior studies have
explored the application of NFT technology for the digital preservation and dissemination
of Shu brocade patterns [14] and employed modal theory combined with AIGC technol-
ogy to guide color design in Shu brocade cultural creative products [15]. While these stud-
ies contribute to technological and design innovation within the ICH system, they offer
limited insight into the consumer-side behavioral mechanisms that underpin long-term
sustainability.

At present, the core consumer market and sustainable development practices of
Bashu ICHPs remain largely concentrated within the domestic market [16]. Understand-
ing the psychological mechanisms of local consumers therefore represents a critical first
step toward achieving effective cultural transmission and market innovation [17]. Never-
theless, relatively few studies have examined consumer behavior toward ICHPs from a
regional perspective. Although research in hospitality and tourism management has in-
vestigated factors influencing consumer behavioral intentions in service environments
[18], and thus provides a useful foundation for extending behavioral models such as the
Theory of Planned Behavior to cultural consumption contexts, regional variations in cul-
tural background and economic development suggest that the determinants of purchase
intention are unlikely to be uniform. Consequently, findings derived from macro-level
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analyses of ICHPs may not be directly applicable to localized or region-specific consump-
tion contexts, where consumer behavior emerges from the interaction of cultural, social,
and market subsystems.

Previous research has shown that the widespread dissemination of traditional crafts
contributes significantly to the preservation of cultural values across many countries and
regions [19]. At the same time, rapid technological innovation has transformed production
methods [20], while mechanized manufacturing has gradually eroded the popularity of
traditional handcrafted products [21-23]. Against this backdrop, there is a growing need
to understand how consumers perceive and respond to ICHPs in contemporary markets
characterized by the dual pressures of cultural value preservation and efficiency-oriented
production systems. Accordingly, this study seeks to identify the key factors influencing
consumers’ purchase intention toward Bashu ICHPs from a consumer behavior perspec-
tive. The central research questions guiding this study are as follows:

(1) What factors influence consumers’ intention to purchase Bashu ICHPs?
(2) How do these factors affect purchase intention through attitudes, subjective norms,
and perceived behavioral control?

To address these questions, this study adopts the TPB, which posits that behavioral
intention is jointly determined by three core components: attitudes toward the behavior,
subjective norms, and perceived behavioral control [24-26]. Cultural identity, deeply
rooted in the historical experience of collectivist societies, shapes individuals’ sense of
cultural belonging and exerts a substantial influence on identity-based consumption be-
havior. As carriers of cultural value, ICHPs embody personal, cultural, and social mean-
ings that jointly shape consumers’ purchase intentions. In addition, consumer knowledge
and product scarcity represent important contextual factors embedded within the cultural
consumption system, as they influence consumers’ cognitive evaluations of products and
their perceived feasibility of purchase.

Building on the TPB framework, this study develops a theoretical model to examine
the determinants of purchase intention toward ICHPs in the Bashu region. Specifically, it
investigates how cultural identity, consumer knowledge, and product scarcity influence
purchase intention through the mediating mechanisms of attitudes, subjective norms, and
perceived behavioral control. From a systems perspective, the consumption of Bashu
ICHPs is not an isolated individual act but rather part of a broader regional cultural con-
sumption system. This system integrates cultural value transmission, consumer cognition,
social influence, market constraints, and tourism service environments. Consumers’ pur-
chase intentions thus emerge from interactions among multiple subsystems rather than
from a single psychological factor. In this way, the present study provides both a theoret-
ical foundation and practical guidance for the marketing, promotion, and sustainable
preservation of Bashu ICHPs.

The remainder of this paper is organized as follows. Section 2 reviews the relevant
literature and develops the research hypotheses based on the Theory of Planned Behavior,
cultural identity, consumer knowledge, and product scarcity. Section 3 describes the re-
search design, including questionnaire development, measurement items, data collection
procedures, and sample characteristics. Section 4 presents the data analysis and empirical
results, including reliability and validity assessments, model fit evaluation, moderating
effect analysis, and hypothesis testing. Section 5 discusses the main findings by integrat-
ing the empirical results with existing theories and highlights their theoretical implica-
tions. Finally, Section 6 concludes the study by summarizing the key findings, outlining
the theoretical and practical implications, and suggesting directions for future research.
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2. Literature Review and Hypothesis Development
2.1. Theories of Planned Behavior

The TPB was developed as an extension of the Theory of Reasoned Action (TRA)
[24,27]. It provides a systematic framework for explaining and predicting individual be-
havior by identifying behavioral intention as the most immediate determinant of actual
behavior. Within the TPB framework, behavioral intention is jointly shaped by attitudes
toward the behavior, subjective norms, and perceived behavioral control. Scoping reviews
of TPB applications indicate that extending the original model by incorporating additional
predictors can substantially enhance its explanatory power and address limitations in ex-
plained variance [28]. Owing to its strong predictive validity and adaptability across di-
verse consumption contexts, TPB has been widely applied in consumer behavior research,
particularly in studies of sustainable and value-driven consumption.

Within TPB, attitudes refer to an individual’s overall positive or negative evaluation
of performing a specific behavior. Subjective norms capture perceived social pressure
from important referent groups—such as family members, friends, or significant others—
regarding whether a given behavior should be performed. Perceived behavioral control
reflects an individual’s perception of the ease or difficulty of performing the behavior and
is influenced by the availability of resources, opportunities, and perceived self-efficacy.
Collectively, these three components account for both internal psychological evaluations
and external social and situational constraints, forming a comprehensive decision-making
mechanism that reflects the interaction between individual cognition and the broader con-
sumption system.

Research in tourism and related consumption contexts suggests that behavioral in-
tention is shaped not only by internal beliefs but also by external contextual factors, in-
cluding service system characteristics, institutional environments, and experiential stim-
uli. This perspective aligns with extended TPB frameworks that integrate psychological
determinants with system-level variables [29]. For instance, prior research applying TPB
to organic product consumption found that limited consumer awareness constrained ac-
tual purchasing behavior, highlighting the role of informational systems in shaping sus-
tainable consumption [30]. Similarly, studies on green consumption report that young
consumers’ purchase intentions can be effectively predicted by attitudes, subjective
norms, and perceived behavioral control, alongside environmental concern and environ-
mental knowledge [31]. Moreover, empirical evidence from healthy food consumption
indicates that perceived behavioral control often emerges as the strongest predictor of be-
havioral intention, underscoring the importance of perceived access and feasibility within
consumption systems [32].

In the context of cultural and heritage-related consumption, TPB has increasingly
been employed to explain consumer decision-making processes involving symbolic and
value-laden products. For example, previous research incorporated cultural identity as an
antecedent variable within the TPB framework and demonstrated its indirect effect on
purchase intention through attitudes and subjective norms, using Suzhou Kunqu as a case
study [33]. Likewise, extended TPB models have shown that traditional cultural symbols
significantly influence consumers’ purchase intentions through emotional value and cul-
tural identity, both directly and indirectly [34]. These findings suggest that TPB is partic-
ularly well suited for analyzing consumption behavior embedded in cultural systems,
where social recognition, identity construction, and value transmission play critical roles.

ICHPs are characterized by strong cultural symbolism, emotional meaning, and so-
cial recognition, making them highly compatible with the TPB framework. Consumers’
intentions to purchase ICHPs are not driven solely by functional utility but are also
shaped by social approval, cultural belonging, and perceived feasibility of acquisition
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within specific market and tourism systems. When consumers perceive positive social en-
dorsement, hold favorable consumption attitudes, and believe that they possess sufficient
resources and opportunities, their intention to purchase ICHPs is correspondingly
strengthened, thereby supporting the sustainable circulation of ICH through market-
based mechanisms.

Based on the theoretical logic of TPB and prior empirical evidence, this study pro-
poses that attitudes, subjective norms, and perceived behavioral control play decisive
roles in shaping consumers’ purchase intention toward Bashu ICHPs. Accordingly, the
following hypotheses are proposed:

H1. Consumers’ subjective norms positively influence their purchase intention toward Bashu
ICHPs.

H2. Consumers’ attitudes toward Bashu ICHPs positively influence their purchase intention.

H3. Consumers’ perceived behavioral control positively influences their purchase intention toward
Bashu ICHPs.

2.2. Cultural Identity

Cultural identity refers to the shared beliefs, values, norms, and behavioral patterns
that individuals develop as members of a social group [35]. It reflects collectively con-
structed meanings that are transmitted across generations and serve as a foundation for
social cohesion, cultural reproduction, and long-term cultural continuity [36]. As a core
component of both national and regional identity, cultural identity shapes how individu-
als perceive themselves in relation to a broader cultural community and influences value-
based judgments, preferences, and behavioral tendencies [37].

Research on sustainable production and consumption emphasizes the importance of
incorporating broader contextual and systemic influences into traditional behavioral
models. Unlike classic TPB applications that focus primarily on individual-level cognitive
predictors, sustainability-oriented research argues that culturally embedded values and
production—consumption systems play a critical role in shaping intention formation and
behavior maintenance [38]. This perspective provides a strong theoretical justification for
extending the TPB framework in the present study by incorporating cultural identity as a
culturally grounded and system-level antecedent. In collectivist societies, cultural identity
assumes particular significance in guiding individual behavior, as personal decision-mak-
ing is closely intertwined with social relationships, shared norms, and collective expecta-
tions. Accordingly, individuals’ cultural identity is highly sensitive to influences from
close social networks and the surrounding sociocultural environment [39]. When consum-
ers strongly identify with a specific cultural context, they are more likely to internalize
culturally prescribed norms and values, which in turn systematically shapes their con-
sumption-related evaluations and intentions.

From a consumer behavior perspective, cultural identity functions as an important
psychological driver of product-related attitudes. Consumers’ evaluations of products are
not based solely on functional attributes but are deeply rooted in cultural background,
symbolic meanings, and socially constructed interpretations [40]. Products that embody
culturally significant symbols, narratives, and craftsmanship are more likely to evoke
emotional resonance, foster a sense of belonging, and generate favorable attitudinal re-
sponses. In the context of ICHPs, cultural identity enables consumers to perceive such
products as extensions of their cultural self, thereby strengthening positive attitudes to-
ward their acquisition and use and supporting the sustainable transmission of cultural
values through consumption practices.
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Moreover, strong cultural identification may enhance individuals’ perceived behav-
ioral control. By internalizing cultural norms and values, consumers may experience
greater social support, normative legitimacy, and reduced psychological uncertainty
when engaging in culturally aligned consumption behaviors [41]. This perceived cultural
legitimacy and collective endorsement can increase consumers’ confidence in their ability
to access, purchase, and utilize culturally symbolic products within existing market and
tourism systems. As a result, cultural identity is expected to influence not only consumers’
attitudes and subjective norms but also their perceived behavioral control within the TPB
framework, reflecting the systemic facilitation of culturally sustainable consumption.

Based on the above theoretical reasoning, this study posits that cultural identity pos-
itively affects all three core components of the Theory of Planned Behavior—subjective
norms, attitudes, and perceived behavioral control—in the context of Bashu ICHPs. Ac-
cordingly, the following hypotheses are proposed:

H4a. Cultural identity positively influences consumers’ subjective norms toward Bashu ICHPs.
H4b. Cultural identity positively influences consumers’ attitudes toward Bashu ICHPs.

H4c. Cultural identity positively influences consumers’ perceived behavioral control toward pur-
chasing Bashu ICHPs.

2.3. Consumer Knowledge

Consumer knowledge refers to the information and understanding that consumers
possess about a product, which enhance their ability to evaluate its attributes and per-
ceived value. It is commonly conceptualized as comprising two dimensions: familiarity,
which reflects accumulated experience and recognition, and expertise, which denotes a
deeper understanding of product-related information, cultural meaning, and usage [42].
Through repeated exposure, learning, and interaction, consumers gradually develop sta-
ble cognitive structures that guide product perception, evaluation, and decision-making
processes.

Consumers typically assess products based on knowledge stored in memory, which
shapes familiarity, emotional attachment, and perceived relevance. This effect is particu-
larly pronounced for products closely associated with specific places or cultural contexts,
as consumers’ experiential knowledge of a destination can strengthen both cognitive and
affective connections to local products [43]. In the context of ICHPs, consumer knowledge
related to historical origins, craftsmanship techniques, and symbolic meanings facilitates
more informed, meaningful, and culturally grounded evaluations of product value. Such
knowledge not only enhances individual appreciation but also supports the sustainable
transmission of ICH through informed consumption.

A growing body of empirical research has demonstrated the positive role of con-
sumer knowledge in shaping consumption behavior across diverse domains. Prior studies
indicate that consumer knowledge significantly influences purchasing decisions in food
consumption [44], apparel consumption [45], health-related behaviors [46], and industrial
product adoption [47]. Collectively, these findings suggest that consumer knowledge en-
hances evaluative competence, reduces perceived uncertainty, and improves decision
quality, particularly in contexts characterized by information asymmetry or symbolic
complexity.

Within the framework of the Theory of Planned Behavior, consumer knowledge is
expected to influence behavioral intention indirectly by shaping attitudes, subjective
norms, and perceived behavioral control. Knowledgeable consumers are more likely to
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develop favorable attitudes toward culturally meaningful products because they are bet-
ter equipped to recognize both functional attributes and embedded cultural value. In ad-
dition, consumer knowledge may heighten sensitivity to social expectations by increasing
awareness of culturally endorsed consumption norms, thereby strengthening the influ-
ence of subjective norms. Furthermore, by reducing information asymmetry and cognitive
ambiguity, consumer knowledge can enhance perceived behavioral control, as consumers
feel more confident in their ability to access, evaluate, and purchase culturally symbolic
products within existing market and tourism systems.

Based on the above reasoning, this study proposes that consumer knowledge posi-
tively influences the three core components of planned behavior in the context of Bashu
ICHPs. Accordingly, the following hypotheses are formulated:

H5a. Consumer knowledge positively influences consumers’ subjective norms toward Bashu
ICHPs.

H5b. Consumer knowledge positively influences consumers’ attitudes toward Bashu ICHPs.

H5c. Consumer knowledge positively influences consumers’ perceived behavioral control toward
purchasing Bashu ICHPs.

2.4. Product Scarcity

Product scarcity is a defining characteristic of many ICHPs, arising from their unique
production processes, the limited number of skilled artisans, and their irreplaceable cul-
tural meanings. Unlike mass-produced goods, ICHPs are typically handcrafted, time-in-
tensive, and deeply embedded in cultural traditions, which inherently constrains supply
and prevents it from fully adjusting to fluctuations in market demand. From both classical
and contemporary marketing perspectives, scarcity enhances perceived value and desir-
ability, thereby increasing consumers’ motivation to acquire scarce products [48]. In the
context of cultural heritage, scarcity also reflects the finite nature of cultural skills and
traditions, highlighting the inherent tension between market expansion and sustainable
cultural preservation.

Prior research has demonstrated that product scarcity significantly influences con-
sumers’ perceptions, evaluations, and decision-making processes [49]. Scarcity cues often
signal exclusivity, authenticity, and cultural legitimacy, prompting consumers to assign
higher symbolic, emotional, and social value to products. For ICHPs, scarcity is not merely
a market-driven phenomenon but a culturally embedded attribute that embodies crafts-
manship, historical continuity, and non-replicability. As such, scarcity functions simulta-
neously as an economic signal and a cultural indicator, shaping how consumers interpret
the meaning and value of heritage products.

From a consumer psychology perspective, cultural identity and consumer
knowledge primarily operate as internal factors formed through self-concept, cognitive
evaluation, and accumulated experience. Product scarcity, by contrast, functions as an ex-
ternal situational cue that can amplify or constrain the influence of these internal drivers
on consumption-related judgments [50]. When ICHPs are perceived as scarce, consumers
with strong cultural identification or higher levels of knowledge are more likely to expe-
rience heightened emotional attachment, stronger social recognition, and increased per-
ceived value. Under such conditions, scarcity intensifies the alighment between personal
values and consumption behavior. Conversely, when scarcity is weak or absent, the mo-
tivating effects of cultural identity and consumer knowledge may be attenuated, as prod-
ucts are perceived as less distinctive or culturally significant.
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Cultural Identity

Consumer
Knowledge

Product scarcity is inherently context-dependent, emerging within specific products,
locations, and temporal conditions [51]. This situational and conditional nature renders
scarcity particularly suitable as a moderating variable rather than a direct predictor of
behavioral intention. Within the Theory of Planned Behavior framework, scarcity does
not independently generate purchase intention; instead, it shapes the strength and direc-
tion through which cultural identity and consumer knowledge are translated into atti-
tudes, subjective norms, and perceived behavioral control. From a systems perspective,
scarcity represents a market- and culture-based constraint that regulates consumption in-
tensity and supports the sustainable circulation of ICH by preventing excessive commod-
ification.

Based on the foregoing theoretical arguments, this study posits that product scarcity
moderates the positive relationships between cultural identity, consumer knowledge, and
the three core components of planned behavior. Accordingly, the following hypotheses
are proposed:

Héa. Product scarcity positively moderates the relationship between cultural identity and subjec-
tive norms toward Bashu ICHPs.

He6b. Product scarcity positively moderates the relationship between cultural identity and attitudes
toward Bashu ICHPs.

Heéc. Product scarcity positively moderates the relationship between cultural identity and per-
ceived behavioral control toward Bashu ICHPs.

H7a. Product scarcity positively moderates the relationship between consumer knowledge and sub-
jective norms toward Bashu ICHPs.

H7b. Product scarcity positively moderates the relationship between consumer knowledge and at-
titudes toward Bashu ICHPs.

H7c. Product scarcity positively moderates the relationship between consumer knowledge and per-
ceived behavioral control toward Bashu ICHPs.

The overall research framework is presented in Figure 1.

Subjective Norms

Purchase
Intention

Attitude

Perceived
Bchavioral
Control

Theory of Planned Behavior

Product Scarcity

Figure 1. Impact factor hypothesis model.
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3. Research Design
3.1. Questionnaire Design

The questionnaire was developed primarily on the basis of established measurement
scales from prior studies to ensure content validity and measurement reliability. All meas-
urement items were appropriately adapted to the context of Bashu ICHPs while maintain-
ing consistency with their original conceptual definitions. The detailed measurement
items and corresponding sources are presented in Table 1.

The measurement of cultural identity was adapted from previous studies [34,52,53],
with modifications designed to capture consumers’ emotional resonance, sense of cultural
belonging, and perceived cultural meaning associated with Bashu ICHPs. Consumer
knowledge was measured using three items derived from [54,55], which assess consum-
ers’ understanding of the historical background, craftsmanship, and cultural significance
of ICHPs. Product scarcity was measured using items adapted from [56,57], focusing on
consumers’ perceptions of limited availability, exclusivity, and temporal or spatial con-
straints associated with Bashu ICHPs.

Subjective norms were measured using three items adapted from [5,25,58], capturing
perceived social pressure and normative influence from important referent groups. Con-
sumption attitudes toward Bashu ICHPs were assessed using four items adapted from
[25,34,58], reflecting consumers’ interest, emotional responses, and perceived meaning-
fulness of purchasing or using Bashu ICHPs. Perceived behavioral control was measured
using items adapted from [59], which evaluate consumers’ perceptions of financial re-
sources, time availability, and ease of access to Bashu ICHPs. Finally, purchase intention
was measured using four items adapted from [60,61], reflecting consumers’ willingness
to purchase, recommend, and express positive evaluations of Bashu ICHPs in the future.

All measurement items were assessed using a seven-point Likert scale, ranging from
1 (“strongly disagree”) to 7 (“strongly agree”).

Table 1. Influence factor measurement items.

Measuring Factor

Measurement Items Source

CI1: I believe that Bashu ICHPs embody unique cultural connotations.
CI2: I can perceive the distinctive humanistic charm of Bashu ICHPs.
CI3: Using Bashu ICHPs evokes emotional resonance within me.

Cultural Identity (CI 34,52,53
ultural Identity (CD ClI4: Using Bashu ICHPs makes me feel a sense of belonging to the lo- [ ]
cal community.
CI5: Bashu ICHPs help deepen my understanding of local culture.
CK1: I am familiar with the history and characteristics of Bashu ICHPs.
K2: T have knowledge of th ft hip involved in Bashu ICHPs.
Consumer Knowledge (CK) C ave knowledge of the craftsmanship involved in Bashu ICHPs [54,55]

CK3: I understand the distinctive cultural meanings embedded in
Bashu ICHPs.

Product Scarcity (PS)

PS1: Bashu ICHPs are rare.
PS2: Bashu ICHPs are available only at specific times or in specific lo-
cations. [56,57]
PS3: Bashu ICHPs are produced or available in limited quantities for a
certain period.

SN1: People whose opinions I value recommend that I use or purchase

Bashu ICHPs.
Subjective Norms (SN) SN2: People important to me support my use or purchase of Bashu [5,25,58]
ICHPs.
SN3: People whose opinions I value encourage me to use or purchase
Bashu ICHPs.
Consumption Attitude towards Ba-Shu CAl: I am very interested in Bashu ICHPs.
CA2: Using or purchasing Bashu ICHPs makes me feel proud. [25,34,58]

ICHP (CA)

CA3: Using or purchasing Bashu ICHPs is meaningful to me.
https://doi.org/10.3390/su18031593
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CA4: Owning Bashu ICHPs would make me feel pleasant.

Perceived Behavioral Control (PBC)

PBCI1: I have sufficient financial resources to purchase or experience
Bashu ICHPs.
PBC2: If I want to, I can easily obtain Bashu ICHPs.
PBC3: I have sufficient time to purchase Bashu ICHPs.

[59]

Purchase Intention (PI)

PI1: I would recommend Bashu ICHPs to people around me.
PI2: I am interested in purchasing Bashu ICHPs.
PI3: I am willing to purchase Bashu ICHPs in the future.
PI4: T would speak positively about Bashu ICHPs to others.

[60,61]

3.2. Research Participants

Given the strong dependence of the core variable cultural identity on cultural back-
ground [62], this study selected Chinese nationals as research participants using a strati-
fied sampling approach [63]. As the most direct experiencers and potential inheritors of
Bashu cultural heritage, Chinese tourists’ perceptions and attitudes are particularly criti-
cal for understanding consumption dynamics within the regional cultural system. To en-
sure demographic balance, the sample was designed to include approximately equal pro-
portions of male and female respondents. Only participants aged 18 years or older were
included, in accordance with legal and ethical research requirements [64].

Data were collected using a structured questionnaire administered via the Question-
naire Star online survey platform. The questionnaire employed a seven-point Likert scale
and targeted tourists who had previously traveled to and experienced the Bashu region.
To enhance sample diversity and methodological rigor, a mixed-mode data collection
strategy was adopted, combining online and on-site surveys. Online participants were
recruited through targeted channels such as regional tourism forums and social media
groups. Concurrently, on-site data collection was conducted at major cultural heritage
sites, museums, and tourism exhibitions within the Bashu region, where visitors were in-
vited to participate by scanning a QR code to access the survey. To encourage participa-
tion and acknowledge respondents’ time, a modest monetary incentive was offered upon
completion of the questionnaire. Data collection was carried out over a four-month period
from May to August 2025. Prior to participation, all respondents were informed of the
study’s purpose, and anonymity and voluntary participation were assured.

A total of 450 questionnaires were collected, of which 429 valid responses were re-
tained after excluding incomplete or invalid responses. The final sample size meets estab-
lished methodological requirements for SEM, as recommended in previous studies [65—
68]. The demographic characteristics of the respondents are presented in Table 2.

Table 2. Demographic Characteristics.

. Detailed Classifi- . Detailed Classifica-
Categories . Quorum Percentage Categories . Quorum Percentage
cation tion
Genders Male 205 47.49 Students 38 8.86
Female 224 52.21 Public Officials 86 20.05
18-25 51 11.89 Freelance 60 13.99
Self-employed Busi-
26-30 102 23.78 Careers 70 16.32
nessmen
Age 3140 101 23.54 Production, Transport 73 17.02
41-50 91 21.21 Services 75 17.48
51-60 55 12.82 Others 27 6.29
60 years or over 29 6.76 Below $410.10 125 29.14
High school - hly Sal-
Educational 180 schoolorbe- 1305 MonthlySal- o164 g683.50 77 17.95
Level low ay
Associate Degree 115 26.81 683.64-$1093.60 81 18.88

https://doi.org/10.3390/su18031593
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Bachelor’s Degree 166 38.69 1093.74-$1367.00 81 18.88
Master’s Degree 64 14.92 1367.14-$2050.50 33 7.69
Doctoral Degree 28 6.53 2050.50 and above 32 7.46

4. Analysis

4.1. Data Analysis Procedure

Data analysis was conducted using IBM SPSS Statistics 25 (SPSS 25) and AMOS 24.0.
SPSS was used to perform descriptive statistical analyses and preliminary assessments of
the psychometric properties of the measurement scales, including reliability and validity.
Confirmatory factor analysis was then conducted to evaluate the measurement model.
Finally, SEM was employed to examine the relationships among the hypothesized varia-
bles and to test the proposed hypotheses.

4.2. Reliability and Validity Analyses

To evaluate the quality of the measurement model, this study examined factor load-
ings, Cronbach’s alpha coefficients, composite reliability (CR), and average variance ex-
tracted (AVE), along with overall model fit indices [69,70]. These indicators are widely
used to assess internal consistency, convergent validity, and construct reliability in struc-
tural equation modeling. The results of the reliability and validity analyses are presented
in Table 3.

Table 3. Reliability and validity of measurement results.

Variant Measurement Items Factor Loading a CR AVE
cn 0.702
CI2 0.777
Cultural Identity (CI) CI2 0.793 0.836 0.837 0.507
Cl4 0.760
CI5 0.774
CK1 0.792
Consumer Knowledge (CK) CK2 0.822 0.817 0.819 0.602
CK3 0.836
PS1 0.753
Product Scarcity (PS) PS2 0.819 0.804 0.805 0.580
PS3 0.738
SN1 0.772
Subjective Norms (SN) SN2 0.815 0.787 0.788 0.554
SN3 0.820
SA1 0.780
. . SA2 0.793
Consumption Attitude towards Ba-Shu ICHP (CA) SA3 0.800 0.854 0.854 0.594
SA4 0.800
PBC1 0.808
Perceived Behavioral Control (PBC) PBC2 0.831 0.780 0.780 0.542
PBC3 0.810
PI1 0.810
. P12 0.771
Purchase Intention (PI) PI3 0.766 0.847 0.847 0.581
PI4 0.776
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Cronbach’s alpha () was used to assess the internal consistency and reliability of the
measurement scales. Values of Cronbach’s alpha range from 0 to 1, with values exceeding
0.70 generally considered acceptable for research purposes [69]. CR, which takes into ac-
count standardized factor loadings and error variances, provides a more accurate estimate
of internal consistency in structural equation modeling contexts [70]. In addition, AVE
was used to assess convergent validity, with AVE values of 0.50 or higher indicating ade-
quate convergent validity [71].

As shown in Table 3, Cronbach’s alpha and composite reliability values for all con-
structs ranged from 0.780 to 0.854, exceeding the recommended thresholds and indicating
satisfactory internal consistency and reliability. The AVE values ranged from 0.507 to
0.602, demonstrating adequate convergent validity across all constructs.

Discriminant validity was assessed using the Fornell-Larcker criterion. As reported
in Table 4, the square root of the AVE for each construct (diagonal elements) exceeded the
corresponding inter-construct correlation coefficients, indicating adequate discriminant
validity among the constructs [72].

Table 4. The discriminant validity of the research model.

Construct CI CK PS SN CA PBC PI
CI 0.712
CK 0.027 0.776
PS 0.139 0.326 0.762
SN 0.269 0.283 0.255 0.744
CA 0.334 0.318 0.35 0.306 0.771
PBC 0.17 0.065 0.267 0.031 0.096 0.736
PI 0.129 0.339 0.546 0.279 0.297 0.278 0.763
4.3. Model Fit Evaluation
After establishing the reliability and validity of the measurement model, the overall
fit of the structural model was evaluated using multiple goodness-of-fit indices, including
the chi-square to degrees of freedom ratio (CMIN/df), goodness-of-fit index (GFI), ad-
justed goodness-of-fit index (AGFI), root mean square error of approximation (RMSEA),
incremental fit index (IFI), Tucker-Lewis index (TLI), comparative fit index (CFI), parsi-
monious normed fit index (PNFI), and parsimonious comparative fit index (PCFI) [73].
As shown in Table 5, all model fit indices met or exceeded commonly recommended
threshold values, indicating an acceptable overall fit between the proposed model and the
observed data. These results suggest that the structural model adequately represents the
underlying relationships among the constructs.
Table 5. Model Fit Indices of SEM.
CMIN/DF  GFI AGFI RMSEA IFI TLI CFI PNFI PCFI
Adaptation <3 5080  >0.80 <008  >080  >0.80  >0.80 >0.5 >0.5
Standards
Actual values 1.421 0.939 0.922 0.031 0.975 0.971 0.975 0.780 0.826
Findings Desirable Desirable Desirable Desirable Desirable Desirable Desirable Desirable Desirable

4.4. Results of Moderating Effects

To examine the moderating effects proposed in this study, hierarchical regression
analysis was employed to test the interaction effects among the independent variables, the
moderating variable, and the dependent variables [74]. This approach enables an assess-
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ment of whether product scarcity alters the strength or direction of the relationships be-
tween cultural identity, consumer knowledge, and the core components of the Theory of
Planned Behavior.

The results of the moderating effect analyses are presented in Table 6, which reports
the interaction effects involving product scarcity.

Table 6. Analysis of moderating effects.

Pathway B SE t B LLCI ULCI p Result
Hé6a: CI->SN 0.067 0.026 2.582 0.117 0.016 0.119 * Support
Héb: CI-CA 0.070 0.027 2.576 0.111 0.016 0.124 * Support
Héc: CI-PBC -0.018 0.025 -0.700 -0.032 -0.067 0.032 0.485 Reject
H7a: CK—SN 0.073 0.028 2.616 0.122 0.016 0.119 * Support

H7b: CK—CA 0.063 0.030 2.118 0.096 0.005 0.121 * Support
H7c: CK-PBC 0.108 0.027 4.051 0.191 0.055 0.160 ** Support

* indicates the level of significance, * p < 0.05, ** p < 0.01; LLCI = Lower Level Confidence Interval,
ULCI = Upper Level Confidence Interval.

“B,” “SE,” “t” “B,” and “p” represent the unstandardized regression coefficients,
standard errors, t-values, standardized coefficients, and significance levels for each inter-
action path, respectively. Statistical significance was determined based on 95% confidence
intervals (LLCI and ULCI), with effects considered significant when the interval did not
include zero.

As shown in Table 6, product scarcity exhibited significant moderating effects on the
relationships between cultural identity and subjective norms (H6a), cultural identity and
attitudes (H6b), consumer knowledge and subjective norms (H7a), consumer knowledge
and attitudes (H7b), and consumer knowledge and perceived behavioral control (H7c).
Among these interaction paths, H6a, H6b, H7a, and H7b were significant at the 0.05 level,
whereas H7c reached significance at the 0.01 level. In contrast, the moderating effect of
product scarcity on the relationship between cultural identity and perceived behavioral
control (H6c) was not statistically significant, as its confidence interval included zero.

Overall, these results indicate that product scarcity plays a positive moderating role
in most of the proposed relationships, strengthening the effects of cultural identity and
consumer knowledge on key components of the Theory of Planned Behavior.

4.5. Hypothesis Testing

The results of the structural model and hypothesis testing are presented in Table 7.
Consistent with the Theory of Planned Behavior, subjective norms (3 = 0.246, p < 0.001),
attitudes toward Bashu ICHPs (3 = 0.240, p <0.001), and perceived behavioral control (3 =
0.304, p < 0.001) exert significant and positive effects on consumers’ purchase intention.
These findings support hypotheses H1, H2, and H3, confirming that the three core com-
ponents of TPB play a critical role in shaping purchase intention toward Bashu ICHPs.

With respect to the antecedent variables, cultural identity exhibits significant positive
effects on subjective norms (3 = 0.328, p < 0.001), consumer attitudes (3 = 0.388, p < 0.001),
and perceived behavioral control (3 =0.193, p <0.001). Accordingly, hypotheses H4a, H4b,
and H4c are supported, indicating that stronger cultural identification enhances norma-
tive influence, favorable attitudes, and perceived behavioral control in the context of
Bashu ICHPs.

Consumer knowledge also shows significant positive effects on subjective norms (3
= 0.357, p < 0.001) and consumer attitudes toward Bashu ICHPs (8 = 0.390, p < 0.001),
providing support for Hypotheses H5a and H5b. However, the effect of consumer
knowledge on perceived behavioral control is not statistically significant (3 = 0.078, p >
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0.05), leading to the rejection of Hypothesis H5c. This result indicates that although con-
sumer knowledge enhances social and attitudinal evaluations, it does not necessarily
translate into stronger perceptions of behavioral feasibility.

Table 7. Results of hypothesis testing.

Pathway B SE p Result
H1: SN—PI 0.246 0.064 ad Support
H2: CA—PI 0.240 0.054 ot Support
H3: PBC—PI 0.304 0.066 ot Support
H4a: CI-SN 0.328 0.055 ot Support
H4 H4b: CI-CA 0.388 0.059 ok Support
H4c: CI-PBC 0.193 0.054 ok Support
Hba: CK—5N 0.357 0.052 e Support
H5 H5b: CK—CA 0.390 0.055 o Support
H5c¢: CK—PBC 0.078 0.049 0.185 Reject

Note: *** p <0.001.

5. Discussion

This study investigates the key drivers of consumers’ purchase intention toward
Bashu ICHPs by extending the Theory of Planned Behavior. Based on 429 valid question-
naires collected from Chinese consumers aged 18 years and above, the empirical findings
reveal the primary psychological pathways underlying the consumption of Bashu ICHPs
within a shared cultural context. Overall, the results indicate that the Bashu ICHP con-
sumption system operates through the coordinated interaction of cultural, cognitive, so-
cial, and market-related subsystems.

Within this system, perceived behavioral control functions as a critical bottleneck that
determines whether cultural appreciation and symbolic recognition can be effectively
translated into actual purchase intention. When system-level support—such as product
accessibility, affordability, or service convenience—is insufficient, even strong cultural
identity and high levels of consumer knowledge may fail to generate purchasing behav-
ior. This mechanism highlights the pivotal role of perceived feasibility in culturally em-
bedded consumption and is illustrated in Figure 2.

Subjective Norms

0.328%= 1

'

Cultural Identity !
hat

0.246*

Purchase Intention
Consumer
Knowledge

0.304***

Figure 2. Path Analysis Results of Influencing Factors. * p < 0.05, ** p < 0.01, *** p <0.001.

https://doi.org/10.3390/su18031593



Sustainability 2026, 18, 1593

15 of 22

5.1. The Role of TPB in Explaining ICHP Purchase Intention

The findings confirm that attitudes, subjective norms, and perceived behavioral con-
trol exert significant and positive effects on purchase intention toward Bashu ICHPs. This
result supports the applicability of the Theory of Planned Behavior in the context of cul-
tural and heritage-related consumption and is consistent with prior studies that empha-
size the central role of these three psychological components in shaping behavioral inten-
tion [5,33]. When consumers hold favorable attitudes toward ICHPs, perceive social ap-
proval from important reference groups, and believe that they possess sufficient resources
and opportunities, their willingness to purchase Bashu ICHPs is substantially enhanced.

Notably, perceived behavioral control emerges as the strongest predictor of purchase
intention, highlighting the decisive role of practical considerations such as accessibility,
time availability, financial affordability, and purchasing convenience. This finding rein-
forces existing conceptualizations of perceived behavioral control as a reflection of sys-
tem-level feasibility rather than merely individual self-confidence [5,33,75,76]. From a sys-
tems perspective, perceived behavioral control represents the point at which cultural
value transmission intersects with market and service conditions. When this intersection
is weak, the cultural and emotional motivations embedded in ICHPs cannot be effectively
converted into sustainable consumption behavior.

5.2. Cultural Identity as a Core Psychological Driver

Consistent with theoretical expectations, cultural identity is found to exert significant
positive effects on subjective norms, attitudes, and perceived behavioral control. This find-
ing corroborates prior research identifying cultural identity as a fundamental driver of
culturally embedded consumption behavior [33]. When consumers emotionally resonate
with Bashu culture and perceive a strong sense of regional belonging, they are more likely
to internalize socially endorsed norms, develop favorable consumption attitudes, and feel
psychologically empowered to engage in culturally aligned purchasing behavior.

These findings underscore the role of cultural identity in strengthening social cohe-
sion and legitimizing consumption choices associated with ICH. In the Bashu context, cul-
tural identity functions not only as a symbolic or emotional driver but also as a stabilizing
force within the cultural consumption system. By reinforcing collective recognition and
cultural legitimacy, cultural identity facilitates the sustainable circulation of ICHPs and
contributes to the long-term preservation of regional cultural values through market-
based participation.

5.3. The Dual Role of Consumer Knowledge

The results indicate that consumer knowledge significantly influences subjective
norms and consumption attitudes but does not exert a significant effect on perceived be-
havioral control. This pattern suggests that knowledge related to the history, craftsman-
ship, and cultural significance of ICHPs primarily operates through cognitive and affec-
tive pathways. Knowledgeable consumers are better equipped to recognize the cultural
value of ICHPs and to interpret socially endorsed meanings, thereby strengthening nor-
mative pressure and fostering favorable attitudinal evaluations.

However, the absence of a significant relationship between consumer knowledge and
perceived behavioral control indicates that cultural and informational awareness alone
may be insufficient to overcome objective constraints. In other words, knowledge itself is
not a sufficient condition for action formation, as consumers’ perceptions of prices, avail-
able resources, and time costs may continue to constrain their behavior. Even consumers
who possess extensive knowledge of ICHPs may remain hesitant to purchase due to per-
ceived economic or situational barriers. This finding contrasts with some prior studies that
report a direct association between knowledge and perceived behavioral control [74,77-
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80], highlighting the context-specific nature of heritage-related consumption. In ICHP
contexts, symbolic appreciation and cognitive understanding do not automatically trans-
late into perceptions of purchasing feasibility.

From a practical perspective, these findings suggest that marketers cannot rely solely
on education or informational guidance to stimulate purchasing behavior [81]. The key to
converting culturally interested consumers into actual buyers lies in reducing practical
barriers that affect purchasing decisions by enhancing product accessibility and optimiz-
ing pricing strategies [82]. Such efforts may include developing tiered product portfolios
that range from high-end handcrafted items to more affordable derivative products, ex-
panding multi-channel distribution through online platforms, cultural tourism venues,
and retail partnerships, and simplifying the purchasing process to reduce perceived effort
and cost. By actively strengthening perceived behavioral control, practitioners can bridge
the gap between cultural appreciation and feasible consumption behavior.

5.4. The Moderating Role of Product Scarcity

The results further demonstrate that product scarcity positively moderates the rela-
tionships between cultural identity and subjective norms, cultural identity and attitudes,
consumer knowledge and subjective norms, and consumer knowledge and attitudes.
These findings suggest that scarcity amplifies the social visibility, symbolic meaning, and
emotional salience of ICHPs. When products are perceived as scarce, consumers with
strong cultural identity or higher levels of knowledge are more likely to experience inten-
sified social recognition and cultural value affirmation, thereby strengthening normative
influence and favorable attitudinal responses.

However, product scarcity does not significantly moderate the relationship between
cultural identity and perceived behavioral control. This result indicates that although scar-
city enhances symbolic and emotional appeal, it does not necessarily alleviate practical
constraints related to accessibility, time availability, or financial affordability. In other
words, scarcity primarily activates cultural and social cues rather than directly reducing
objective barriers to consumption.

By contrast, although consumer knowledge alone does not significantly influence
perceived behavioral control, product scarcity positively moderates the relationship be-
tween consumer knowledge and perceived behavioral control. This finding suggests that
scarcity can partially compensate for the limitations of knowledge by increasing perceived
value and urgency. The handcrafted and customized nature of ICHPs makes scarcity an
inherent attribute, which, in line with classical economic theory, enhances perceived value
[83]. From a practical standpoint, this effect can be further amplified through strategic
digital media applications, such as live streaming and augmented or virtual reality
(AR/VR), which make scarcity and craftsmanship authenticity more tangible to consum-
ers [84,85]. For example, live broadcasts of the real-time production process by ICH inher-
itors allow viewers to directly observe the time-intensive, unique, and non-replicable na-
ture of handcrafted production, thereby reinforcing perceptions of scarcity. Similarly, AR
technologies enable consumers to visualize layers of craftsmanship by interacting with
products via smartphones, while VR can create immersive handmade production scenar-
ios that transform abstract notions of “handmade value” into vivid experiential percep-
tions.

Under conditions of scarcity [86-88], knowledgeable consumers may be more willing
to justify higher costs or greater purchasing effort, thereby strengthening their perceived
ability to complete the purchase. In this sense, product scarcity functions as a bridging
mechanism that links cultural cognition with perceived purchasing feasibility, contrib-
uting to a more sustainable balance between cultural preservation and market participa-
tion.
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6. Conclusions
6.1. Theoretical Implications

Consistent with prior research on environmental and sustainable behavior [89], this
study extends the Theory of Planned Behavior by emphasizing the role of system-level
and contextual factors in shaping behavioral intentions. Unlike most existing studies that
focus primarily on ecological or environmental consumption contexts, this research ap-
plies a systems perspective to the domain of ICH product consumption. By introducing
cultural identity and consumer knowledge as key antecedent variables, the proposed
framework moves beyond the traditional TPB structure and highlights the culturally em-
bedded and cognitively mediated foundations of consumer decision-making.

The findings demonstrate that cultural identity and consumer knowledge jointly in-
fluence purchase intention through the three core components of the Theory of Planned
Behavior —subjective norms, attitudes, and perceived behavioral control —thereby clari-
fying the psychological pathways through which cultural meaning, social recognition,
and cognitive understanding are translated into consumption intention. Moreover, by ex-
plicitly incorporating product scarcity as a contextual moderating variable, this study fur-
ther refines the TPB framework and illustrates how market-related constraints and sym-
bolic value interact with internal psychological drivers.

From a systems perspective, the extended TPB model conceptualizes ICHP consump-
tion as the outcome of interactions among cultural value transmission, consumer cogni-
tion, social influence, and market conditions. This integrative approach offers a more com-
prehensive and context-sensitive explanation of consumer behavior in cultural and crea-
tive industries and provides a novel theoretical paradigm for future research on ICH con-
sumption and sustainable cultural development.

6.2. Practical Relevance

From a practical perspective, this study offers valuable insights into the design, de-
velopment, and promotion of Bashu ICHPs. Consumers’ perceptions of cultural signifi-
cance play a critical role in stimulating purchase intention toward cultural products [90].
As contemporary ICHP development increasingly integrates tourism experiences, co-
branding strategies, and immersive consumption scenarios, a deeper understanding of
the psychological mechanisms underlying purchase intention becomes essential for en-
hancing visitor experiences and improving market effectiveness.

The findings suggest that ICHP-related services can be strategically designed to
strengthen consumers’ cultural identity and consumer knowledge through immersive
cultural experiences, such as heritage workshops, on-site craft demonstrations, visits to
ancient towns, and culturally themed accommodations. These integrated tourism service
chains can deepen tourists” engagement with local culture and foster favorable consump-
tion perceptions, thereby supporting the sustainable circulation of cultural value [91]. In
addition, social media plays a pivotal role in shaping tourists’ decision-making processes
and influencing the consumer journey [92]. Effectively leveraging digital platforms to
communicate cultural narratives, craftsmanship stories, and scarcity cues can further en-
hance consumers’ attitudinal and normative responses.

Moreover, customized and limited-edition ICHP offerings that emphasize time- and
quantity-based scarcity can create a sense of urgency while reinforcing perceived cultural
authenticity and symbolic value. By aligning product design, marketing strategies, and
service innovation with consumers’ underlying psychological motivations, manufactur-
ing enterprises and cultural institutions can more effectively promote market vitality
while ensuring the sustainable development and long-term preservation of Bashu ICHPs.
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6.3. Limitations and Future Research

Despite its contributions, this study has several limitations that point to promising
directions for future research. First, tourists with different cultural backgrounds may ex-
hibit systematic differences in the dimensions, intensity, and expressions of cultural iden-
tity. Future studies could incorporate consumer samples from diverse cultural contexts
and employ multi-group analysis to compare variations in the strength and manifestation
of cultural identity across groups, thereby testing the cross-cultural generalizability of the
proposed theoretical framework. Second, future research may incorporate additional con-
trol variables, such as product type, to better isolate their potential effects on consumers’
perceptions and evaluations of ICHPs. Accounting for such factors would allow for a
more precise examination of the underlying relationships among the core constructs in
the model. Third, longitudinal research designs or mixed-method approaches could be
adopted to capture dynamic changes in consumer cognition and behavioral mechanisms
over time. Such approaches would contribute to the development of a more comprehen-
sive and generalizable model of sustainable consumption for ICHPs.
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