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Influence of Audience Experience of ''Internet +'' Hanfu Cultural Promotion
on Buying Intention of Hanfu
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Abstract: To study the influence of "Internet +" Hanfu Cultural Promotion and Marketing on consumers” purchase inten-
tion of Hanfu, and analyze the heterogeneity of different audiences” purchase intention of Hanfu, this paper surveys the
cognitive experience, emotional experience, interactive experience and action experience brought by " Internet + " Hanfu
cultural promotion and marketing to the audience, through the method of questionnaire survey and analysis. Then an
empirical analysis of the questionnaire results is formed. The results showed that: the cognitive experience, emotional expe-
rience, interactive experience and action experience brought by " Internet + Hanfu cultural promotion and marketing" to
the audience had a significant positive impact on the purchase intention of Hanfu. According to demographic characteris-
tics, different audiences had significant differences in the above four-dimension experience and the purchase intention of
"Internet +" Hanfu culture promotion and marketing. The study can provide theoretical basis for enterprises to promote
Hanfu culture and to implement the improvement measures, while can promote them to better integrate the characteristics of
the "Internet +" to formulate accurate business strategies.
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Fig.1 Influence model of the experience of 'Internet +”
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Tab.1 Statistics of basic information of respondents
T H % AR/
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by 183 54.
<18 95 28.
18 ~25 107 31.
26 ~30 57 17.
31 ~40 52 15.
40 DAk 25 7.
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3501 ~5 000 103 30.
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Tab.4 Multiple regression analysis testing
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Tab. 5  Gender difference in audience experience and
consumption intention of Hanfu in Internet
Hanfu cultural promotion

Gy P (N=153) % (N=183) FAg

NHARR:  10.14 £3.127 6.81£3.314  15.744™
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Tab.6 Age difference of audience experience and consumption intention of Hanfu in Internet Hanfu cultural promotion

G s Fig
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Tab.7 Differences of audience experience and consumption intention of Hanfu in Internet Hanfu cultural promotion of

income level

<2 000

2 000 ~3 500

3 501 ~5 000

5 001 ~8 000

>8 000
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