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Analysis of the Influencing Factors on Overseas Acceptance of
Chinese Traditional Clothing
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Abstract ; In order to improve the recognition, acceptance and dissemination of Chinese traditional clothing in overseas, and
promote the overseas communication, innovation and development of clothing cultural heritage,a questionnaire survey was
conducted among 145 local exhibitors based on the " American tour of Chinese traditional clothing cultural innovation design
works" at North Carolina State University Station. Based on the visitors” cognition of multi culture and the feedback of this
tour, in this study the overseas acceptance of Chinese traditional clothing was conducted through questionnaire data
analysis. The conclusion shows that the basic recognition of culture, the identity of traditional skills and the innovation of
traditional elements can affect the overseas acceptance of Chinese traditional clothing.

Key words : traditional costume ,innovative design,Chinese traditional culture,overseas communication , questionnaire survey

o4 5 R 2 R 6 6 S P R AL RSO L SR RSO AL RS 0  SE
T ARSI SNSRI AR S I 2o o — b A o 5 5 R 27 5 60 154
W4 M b A R R SL A R A e T AT T 39152 Ao [ 5 0 5
ISR F T 0 T 2BRALI Y AR RV AR R

Yrfm HE:2019 -09 -09; f&1T HHF:2020 -02 - 22,

E&WH : FEKZAREETH (10020120170915538410) ; VLI5 i B PT 2241 2Bl 22 05T 5 KW H (2019SJZDA021 )
EFEA W JH(1996—) , Lo, Wi-F5iA:

* BEEE  PEM(1967—) Lo, 882, ARSI, 2R o IR SO 5 e T e 55

Email ; lianghe@ jiangnan. edu. c¢n



%34

W R, P BARGRIRAG SRR e B E S AT - 271 -

SCHRE T e S G IR SO AR BRI A i 3R
[ b R % 3 44 7. K %% (North Carolina State
University ) 3 (1% [7] 4 8 A, B 406 20 11 45 S R IF 40 ¢
30T, TR 205 R 22 0 SRR b S ¢
T LA L LA AR 58 70 2% R I i 1) 25 2
I3 JUA PR 2200k v A% G IR Wi 4 98 S 4 52 5 2
T HEAFE W o 30 0 A% g R i A A2 B Y
PAWE o0 BT, LU R 18 58 SCAR T A e 55 06 5 A5 5¢
IR iR R 5 T B v A% G i v AR T T 3R
2%,

1 HARAFTSRHKR

1.1 #HRAF

“ b EME G i SR AR BT AR b 38 K e
B PR g s 5 AR AT B R, ) 36 ] e I
Az R 2 J R R s v A% G iR i 2 5%, DA P A B
RS RRE T 200 EERIR NS, 45 A 1L M X A%
GRS HIVER 2 B XA S L a5
I AT AR O . itk SCh ey R
FELGE IR e LAV e i DX A% Gt €8k 3 10 IR M S
SEE T 2 T b X A G AR i

R AT v [ A 9 R s S Ak B 1 A ot 9 K
&7 B IR N AE , 45 G R DG 2E AR U8R S AR 553 5, F
5% T A 8 MR M v S0 2 52 B )5 ) PR 2R
1.2 #HREE

ST EERT ™ S sE A S TR I, &
R N AR5 5 35 HE A R G548 J5 7 A 40 ey LT
W B R Y S I 2 A N R
e, 045 2 15 3 e b B R A5 5t & 2R E
G A A R T 1 )
WIBFSE IR 22 , 0, BERRY L L 255 38 i IR 45 i &
TEAEBEDE T 28 2 X7 i 9 132 18 5 SEN S 2550 1]
KBS N SUERY, 7= S 98532 5 34T
R Z A AE I, B4 32 47 S J2 mT D g T30 1
BRpTIRAE SR I e 2 I S B E % A
By R 2 5 HL B b R 358 DR 2 B S s e I i
TR R S A R IEA KR,
FH AT DL, 2738 %o v [ 4% e AR i i 4 52 B 5 L0
B ZH KT AN BT EARERAE LA K Ak
BOR AT SR R R BV C, W LL v,
P A B

H % v % e A i B S A B4 i BE it 52 g oh
] 2 490 MR A Vg S22 52 32

H, % v [ % e AR i B T D A o 14\ () B2 i)
h EML G IR S MEAZ

H, QTR S 1 52 B 35 g v [ 4% 55 IR
W IME R

2 [mEIAH

2.1 [EEEEIET

SCHVIFGR SR FH ST b Bt AL 2 T3 100 465 R R0 1%
[ A E 225 Ry 4 W5, BRI EN 1 s, Hor,
5952,3 #5rRH Likert 7 g3, FH 1 ~7 FoR A
BUEBARE BN R E P oL — R L R
) = AR A

— [ LV G F AT ]

— NZoeSUb NS S
LI

s{ Wkt AT o U (I 28U Ok
— E AR TR

> FEUR I o

> TR B G B TR

BEUE R
akiLatiuly BN e
> X E B R

ESH U
TR

| X R g S
PEST. Al 217 O i
L [ o T, MR
BLSHIL |

B 1 AZEESER
Fig.1 Framework of questionnaire

2.2 BARHERE

JHBEIS ] 2 2018 4F 10 H g, PR8I x5 iy
ALK B HGIN L K2 Z WL AR, LLAI [ 215
HE, PESVF O IR AR 200 £, H
FRIE IR 150 £y, i 3CIml 4 50 1y, 22k, 5Bk
TeRII A 5 A5 2 127 453 3 SCAH R A&, iR Oy
90% 518 {1y o SCA 2RI A& , IR T 38% o AR
0] F) 145 43 vR & SCA KRN 4 , 1EA T 2058 X v [ 4%
G b SCAL B BT B AR OT ST, i T3S0 A5
H FCRR, SCHR 53] P 3 20 A A& SC ) 6 8 S £ o
Eo R 1NHCREEASEAE LT

HIZ 1l g, ARG S8 LGt e 25 B
AR FE RO (H FE BAE A 18 ~25 4 2 [a); 2
P VITEASARE W 5E A= 3, s vh IR 45 2 D e
W WO ST, 2 e ST AR

3 RIZSHh
LT W46 R 0 O 0 e [T 53 T 4

IR BT GET 3 et s EAT R, O X 1.2 A
BB TR



- 272 - B R

o8 5%

&1 EXEEEFEAELERLIT
Tab.1 Basic information statistics of English question-

naire samples

o H 25 9 AN B A%
L 32 25.20
51
'S 95  74.80
<17 1 0.79
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Tab.2 Analysis of English questionnaire variables

EIN s CITC  Cronbach &¥{(a)  FL CR AVE
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F2 ATl U 2 3R Wk (1 i 2 — 0.593 0.512
SCARTTER B THAE S LA A SR 0.566 0.653
SCATEE AR H AR & B S A 0.648 0.831 0.787 0.755 0.508
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Tab.3 Evaluation of attitudes on multiculturalism by domestic and foreign visitors
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Fig.2 Question of '"which item is Chinese clothing'

“MEREAHERENSARIE HEBRE

Fig.3 Question of '""which are textile patterns with Chinese characteristics"
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Fig.4 Questionnaire result of ' which item is Chinese
clothing"

7% 8%

33%

44%

W GETA W OESB W LG
(@) B3] 4

PEIHD W ZEIFE

14%

42%

44%

W PEIGA W BB W I
(b)H 3R] 45

JPETD W BEIE

2 p Ny
¥ iR #5%
31.59% 17.47% 8.18% 29.74% 8.18% —10.78%
Yo%
53.13% 3.12%— 6.25% 6.25% —12.50% —18.75%
e

mBRGIES m gURShm w SRV = HATEIRE = BUZ IR = R YE R A

E6 MRPRIRRILIEESLL
Fig.6 Popularity proportion of each part in the tour
12%

37%

27%

24%
W R EESRE WG W QT R
(a) 3

Hiese e

13%

38%

27%

m PEEGR . %%Eﬁ’ﬁﬁﬁﬂ'jrzoﬁ DB IR = RAECT
(OESaEEE
E7 ZHEHNKERZGORER

Fig.7 The most impressive exhibits for visitors
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Fig. 5 Questionnaire result of ' which are textile
patterns with Chinese characteristics'
Tab. 4

foreign consumers

Attribute evaluation of design works with creative cultural elements and the difference by domestic and
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SCARTER AT LA B S A R (B 2.06 1.85 0.300 0.284 0.016
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Tab.5 Descriptive analysis of visitors acceptance on traditional Chinese clothing
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Tab.6 Hypothesis testing results
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