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Influence of Cultural Identity on the Perception of
Authenticity of Song Brocade Products

LI Chunxiao, WANG Yanzhen®, QU Hongjian
(School of Textiles and Fashion,Shanghai University of Engineering Science , Shanghai 201620, China)

Abstract ; Cultural identity plays an important role in non-genetic inheritance and protection. In the context of intangible
cultural heritage marketization, authenticity has become the core content of non-genetic inheritance consumption. The
research on the relationship between them enriches relevant theories and helps intangible cultural heritage enterprises to
formulate product marketing strategies, which has certain theoretical and practical significance. By combing cultural
identity authenticity related literature, we put forward the corresponding research hypothesis and build a theoretical model,
select the Song brocade as object of measurement, combining with the characteristics of Song brocade to determine the
appropriate measurement. Then use the methods of structural equation model test based on the questionnaire survey data, to
perform the empirical analysis on the cultural identity of each dimension of intangible product specific impact of the authen-
ticity of all dimensions. The results show that the belonging identity and self-esteem identity have a positive significant
influence on intangible product authenticity, emotional identity has no obvious effect on objective authenticity and construc-
tion of authenticity, but has a negative significant influence on existing authenticity. Therefore, countermeasures and
suggestions are put forward from the perspective of cultural identityto improve consumers” perception of the authenticity of
intangible cultural heritage products.
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Fig. 1  Influence model of cultural identity on the

authenticity of Song brocade products
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