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Abstract 
With the rise of China-Chic culture, cultural confidence has become a key driver of consumer purchase intentions 

toward the cultural connotation of Guochao brands.  While existing studies focus on phenomenological analyses, the 

underlying mechanisms, particularly the factors shaping consumers’  cultural interest, remain underexplored.  This study, 

grounded in the Stimulus-Organism-Response (S-O-R) model, introduces perceived cultural value as a mediating variable 

and cultural confidence as a moderating variable within a conceptual framework . Empirical analysis validates preliminary 

conclusions, while critical reflections highlight study limitations and unresolved issues . The findings offer new theoretical 

insights into consumer behavior and provide a strategic foundation for the development of Guochao brands . 

 
Keywords: Cultural Confidence, Cultural Connotation of Guochao Brands, Cultural Value Perception,  

Purchase Intention 

 

 

1. Introduction 

In the context of global cultural diversity, the rise of domestic trend culture has gradually gained 

momentum, making domestic trend brands the new favorites in the consumer market . Consumers’ purchase 

intentions towards domestic trend brands are significantly influenced by cultural confidence. Consequently, 

the cultural connotations of domestic trend brands have become a focal point for consumers during the 

purchasing process. However, existing research predominantly focuses on phenomenological analysis, 

lacking in-depth exploration of the underlying mechanisms. Relevant studies indicate that consumers consider 

the cultural connotations behind domestic trend brands during the purchasing process, but only from the 

perspective of cultural identity. Therefore, it becomes a pertinent question to explore how consumers develop 

an interest in the cultural connotations of domestic trend brands and whether there are other influencing 

factors in this process. 
This paper systematically analyzes the current research status both domestically and internationally. 

From the perspective of cultural confidence, it constructs the basic model of this study based on the “S-O-R” 
theoretical framework, incorporating newly identified mediating and moderating variables to explore their 

impact on consumers’ purchase intentions toward domestic trend brands . Statistical analysis software was 

employed to analyze the survey data. Based on the results, discussions and analyses were conducted, leading 

to the following conclusions: the cultural connotations of domestic trend brands significantly and positively 

influence consumers’ purchase intentions, with perceived cultural value playing a partial mediating role . 
Cultural confidence positively moderates the relationship between the cultural connotations of domestic trend 

brands and perceived cultural value. This research theoretically advances the consumption value framework 

by empirically validating cultural confidence as a critical moderator that governs how cultural semiotics 

translate into consumption behaviors through value appraisal pathways . 
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The ethnic cultural connotation of GUOCHAO brands refers to the underlying national cultural 

symbols, concepts, ethos, values, and other distinctive elements of Chinese culture that are carried and 

expressed by domestic trendy brands and their products . 
Regarding domestic trend brands and their cultural connotations, Wang (2020) posits that domestic 

trend brands are a contemporary means of inheriting traditional Chinese aesthetics, leveraging cultural and  

creative product development to penetrate the mass consumer market . Chen (2023) describes domestic trend 

brands as “China’s trendy brands,” which are fashionable products infused with Chinese elements . By 

integrating traditional cultural elements with modern design concepts, domestic trend brands have captured 

the attention and affection of a large number of young consumers .  
Purchase intention, a central concept in consumer behavior research, refers to the psychological state 

in which consumers develop a propensity or decision to purchase a specific product or service under certain 

conditions. Fishbein and Ajzen (1975) define purchase intention as the likelihood of a consumer engaging in 

a purchasing behavior for a particular product or service in a specific context. Additionally, this study employs 

perceived cultural value as a mediating variable, which denotes the cultural elements, symbolic meanings, 

and the resulting emotional resonance embedded in products or services . Yu (2018) argues that perceived 

cultural value is the process through which subjects decode cultural meanings via symbolic systems . Cultural 

confidence is the full affirmation of a nation or country’s cultural value and the firm belief in the vitality and 

future prospects of its culture. Fei Xiaotong proposed that cultural confidence is the full affirmation of one ’s 

own cultural value and the steadfast belief in the vitality of one’s culture. 
 

2. Objectives of Study 

1) To examine the influence of domestic trend brand’s cultural connotations on consumer purchase 

intentions 

2) To analyze the mediating role of perceived cultural value in the relationship between domestic trend 

brand’s cultural connotations and consumer purchase intentions 

3) To explore the moderating role of cultural confidence 

 

Figure 1 Theoretical Framework 

 

3. Research Hypothesis and Methods 

3.1 Research Hypothesis 

The following hypotheses are proposed to explore the relationships among domestic trend brand ’s 

cultural connotations, perceived cultural value, cultural confidence, and consumer purchase intentions : 
H1: There is a positive correlation between domestic trend brand’s cultural connotations and 

purchase intentions. 
H2: There is a positive correlation between domestic trend brand’s cultural connotations and 

perceived cultural value. 

Cultural 

Confidence 

Cultural Connotation of 

Guochao Brands 

Cultural value perception 

Purchase intention 
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H3: There is a positive correlation between perceived cultural value and consumers’ purchase 

intentions toward domestic trend brands . 
H4: Perceived cultural value mediates the relationship between domestic trend brand ’s cultural 

connotations and purchase intentions . 
H5: Cultural confidence positively moderates the effect of domestic trend brand ’s cultural 

connotations on perceived cultural value. 
 

H6: Cultural confidence positively moderates the effect of perceived cultural value on purchase 

intentions. 
 

3.2 Research Methods 

With a conceptual foundation established for factors such as cultural identity and other influencing 

elements, the questionnaire was designed based on existing scales to ensure it encompassed the factors related 

to the proposed hypotheses . The questionnaire was distributed through online platforms, enabling the 

collection of a wide range of consumer samples to ensure broad representation . A total of 453 questionnaires 

were distributed. After excluding samples with missing, incomplete, or incorrect responses, 443 valid samples 

were retained, resulting in an effective response rate of 97 .8%. The study employed a questionnaire focusing 

on five key research dimensions: (1) demographic variables, (2) cultural connotations of GUOCHAO brands, 

(3) purchase intention, (4) perceived cultural value, and (5) cultural confidence, with their operational 

definitions presented in the following table: 
 

Table 1 Definitions of research constructs 

Variable Definition 

Demographic variables Includes respondents’ gender, age, education level, and monthly income . 

Cultural connotation of GUOCHAO 
brands 

The extent to which consumers perceive the cultural meaning embedded 

in certain domestic trendy brands. 

Purchase intention Consumers’ willingness to purchase domestic trendy brands . 

Cultural value perception The degree to which consumers recognize and appreciate the cultural 

value of domestic trendy trends. 

Cultural confidence The level of consumers’ self-perceived cultural confidence. 

 

The study will utilize statistical analysis software (e.g., SPSS) to process and analyze the collected 

questionnaire data. Descriptive statistics will be employed to understand the distribution of various factors 

within the sample. Factor analysis and analysis of variance will be used to explore the specific pathways and 

the extent of influence that different factors have on consumers’ purchase intentions. Regression analysis will 

be applied to construct a predictive model of the factors influencing consumers’ purchase intentions and 

behaviors, thereby validating the rationality of the proposed hypotheses . 
 

4. Results and Discussion 

4.1 Descriptive statistical analysis 

As can be seen from Table 2, in terms of gender, male respondents accounted for 46 .73%, and female 

respondents accounted for 53.27%. Female respondents were slightly more than male ones, but the proportions 

of the two were relatively balanced, with no obvious gender bias . Looking at the age distribution, the 

respondents were primarily concentrated in the age range of 18-30, accounting for as high as 71.11% (among 

which those aged 18-24 accounted for 40.63%, and those aged 25 - 30 accounted for 30.25%). This indicates 
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that our group of respondents was mainly composed of young people, especially students and early-career 

professionals. In contrast, the proportions of respondents under 18 and over 31 were relatively small, at 9 .71% 
and 19.41%, respectively.  

In terms of educational attainment, respondents with a bachelor’s degree had the highest proportion, 

reaching 41.8%. This was followed by those with a junior college degree and those with a graduate degree or 

above, accounting for 32.48% and 11.58%, respectively. Respondents with a high school degree or below had 

the smallest proportion, at 12.54%. This shows that our group of respondents had a relatively high overall level 

of education, mainly consisting of those with a bachelor ’s and junior college degree.  
Regarding monthly income, the respondents’ monthly income was mainly concentrated in the range 

of 3001-5000 yuan, accounting for as high as 63.2% (among which those with a monthly income of 3,001-
4,000 yuan accounted for 25.73%, and those with a monthly income of 4,001-5,000 yuan accounted for 37.47%). 
The proportions of respondents with a monthly income of less than 1,000 yuan and between 1,001–2,000 yuan 

were relatively small, at 10.61% and 1.58%, respectively. The proportion of respondents with a monthly income 

of over 5,001 yuan was 22.12%, which indicates that some of the respondents had a relatively good economic 

situation. 
 

Table 2 Descriptive statistics 

Descriptive statistical analysis 

Item Options Frequency  Percent (%)  

Gender 
Male 207 46.73 

Female 236 53.27 

Age 

Below 18 43 9.71 

18-24 180 40.63 

25-30 134 30.25 

Over 40 86 19.41 

 

Level of education 

 

High school and below 

 

39 

 

12.54 

Junior college education 101 32.48 

Under graduate course 130 41.8 

Graduate and above 36 11.58 

Monthly income 

Below ¥1000 47 10.61 

¥1001~¥2000 7 1.58 

¥2001~¥3000 11 2.48 

¥3001~¥4000 114 25.73 

¥4001~¥5000 166 37.47 

Over 5001¥ 98 22.12 

Total 443 100 

 

4.2 Reliability test 

Cronbach’s alpha is an indicator for testing the reliability of questionnaires and is widely used in the 

analysis of empirical data. Generally, when the Cronbach’s alpha value of the scale designed in the 

questionnaire is below 0.7, it implies that the internal consistency of the variables in the scale is poor and that 

the scale needs to be revised. When the Cronbach’s alpha value of the scale is higher than 0 .7, it implies that 

the internal consistency among the variables constructed in the scale is good. If the Cronbach’s alpha value of 

the scale is higher than 0.9, it means that the internal consistency of the variables designed in the scale is 

excellent. 
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In order to facilitate the drawing of tables, this study abbreviated the variables and represented them 

with the following symbols: 
CCGB = Cultural Connotation of Guochao Brands, CC = Cultural Confidence, CVP = Cultural Value 

Perception, PI = Purchase Intention 

 

Table 3 Reliability test  

Variable Cronbach’s alpha Number of items 

Cultural Connotation of Guochao Brands 
0.921 10 

Purchase intention 
0.878 7 

Cultural Confidence 
0.903 7 

Cultural value perception 
0.864 4 

Total 0.931 29 

 

4.3 Validity test 

As shown in Table 4, the KMO value is 0.947, which is greater than 0.6, thus meeting the prerequisite 

requirements for factor analysis. The data also passed the Bartlett’s Test of Sphericity (p<0.05), indicating that 

the research data are suitable for factor analysis. 
 

Table 4 Validity test 

KMO   0.947 

Bartlett’s Test of 

Sphericity 

Approximate Chi-square 7034.988 

df 378 

P 0 

 

4.4 Correlation analysis 

As can be seen from Table 5, correlation analysis was used to investigate the correlation between 

the cultural connotation of national trend brands and three items : purchase intention, cultural confidence, and 

cultural value perception, with Pearson correlation coefficients being used to indicate the strength of the 

correlation. The analysis shows that the cultural connotation of national trend brands is significantly correlated 

with purchase intention, cultural confidence, and cultural value, with the correlation coefficients of 0.342, 

0.302, and 0.385, respectively. All coefficients are greater than 0, indicating a positive correlation between the 

cultural connotation of national trend brands and the three variables of purchase intention, cultural confidence, 

and cultural value. 
 

Table 5 Correlation analysis 

 Mean Value Standard Deviation CCGB PI CC CVP 

CCGB 3.955 0.839 1    

PI 3.772 0.909 0.342** 1   

CC 3.819 0.941 0.302** 0.585** 1  

CVP 3.635 1.068 0.385** 0.557** 0.522** 1 

 

4.5 Regression Analysis 
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(1) The regression coefficient of the cultural connotation of national trend brands is 0 .370 (t=7.637, 

p=0.000<0.01), which means that the cultural connotation of national trend brands has a significant positive 

impact on purchase intention. In summary, the cultural connotation of national trend brands significantly and 

positively impacts purchase intention. Therefore, H1 is supported. 
 

Table 6 Linear regression analysis results of the relationship between the cultural connotation of national trend brands 

and purchase intention (n=443) 

 

Unstandardized 

Coefficient 

Standardized 

Coefficient t  p  
Collinearity Diagnosis 

B  Standard Error  Beta  VIF  Tolerance  

Constant 
2.308 0.196 

- 

 
11.779 0.000** - - 

CCGB 0.370 0.048 0.342 7.637 0.000** 1.000 1.000 

R2  0.117 

R2´  0.115 

F  F (1,441) =58.316, p=0.000 

D-W 1.987 

 

(2) The regression coefficient of the cultural connotation of national trend brands is 0 .489 (t=8.748, 

p=0.000<0.01), which means that the cultural connotation of national trend brands has a significant positive 

impact on cultural value. In summary, the cultural connotation of national trend brands significantly and 

positively impacts cultural value. Therefore, H2 is established. 
 

Table 7 Regression analysis results of the relationship between the cultural connotation of national trend brands and 

perceived cultural value (n=443) 

 

Unstandardized 

Coefficient 

Standardized 

Coefficient t  p  
Collinearity Diagnosis 

B  Standard Error  Beta  VIF  Tolerance  

Constant 
1.700 0.226 - 7.516 0.000** - - 

CCGB 0.489 0.056 0.385 8.748 0.000** 1.000 1.000 

R2  0.148 

R2´  0.146 

F  F (1,441) =76.532, p=0.000 

D-W 1.973 

 

(3) The regression coefficient of perceived cultural value is 0 .474 (t=14.066, p=0.000<0.01), which 

means that perceived cultural value has a significant positive impact on purchase intention . In summary, 

perceived cultural value significantly and positively impacts purchase intention. That is, H3 is established. 
 

Table 8 Regression analysis results of the relationship between perceived cultural value and purchase intention (n=443) 

 
Unstandardized Coefficient 

Standardized 

Coefficient t  p  
Collinearity Diagnosis 

B  Standard Error  Beta  VIF  Tolerance  

Constant 
2.050 0.128 - 16.072 0.000** - - 
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Unstandardized Coefficient 

Standardized 

Coefficient t  p  
Collinearity Diagnosis 

B  Standard Error  Beta  VIF  Tolerance  

CVP 0.474 0.034 0.557 14.066 0.000** 1.000 1.000 

R2  0.310 

R2´  0.308 

F  F (1,441) =197.859, p=0.000 

D-W 2.002 

 

4.6 Mediation effect analysis 

The purpose of this study is to explore the impact path of the “cultural connotation of national trend 

brands” (X) on “purchase intention” (Y), and to test the mediating role of “perceived cultural value” (M). The 

Bootstrap method is used to verify the mediating effect of perceived cultural value, that is, to test Hypothesis 

H4. The significance of the mediating effect is tested using the Bootstrap method . According to the following 

table, the analysis process includes three regression models as follows : Purchase intention = 2.292 + 0.370 * 
Cultural connotation of national trend brands; Perceived cultural value = 1.854 + 0.460 * Cultural connotation 

of national trend brands; Purchase intention = 1.356 + 0.138 * Cultural connotation of national trend brands + 
0.505 * Perceived cultural value. 
 
Table 9 Mediating effect model test - Simplified format 

 PI CVP PI 

Constant 
2.292** 
(11.019) 

1.854** 
(9.113) 

1.356** 
(6.869) 

CCGB 
0.370** 
(7.194) 

0.460** 
(9.142) 

0.138** 
(2.821) 

CVP   
0.505** 
(11.914) 

N 443 443 443 

R2 0.105 0.159 0.323 

R2´ 0.103 0.157 0.320 

F F (1,441) =51.753, p=0.000 F (1,441) =83.579, p=0.000 F (2,440) =105.123, p=0.000 

* p<0.05 ** p<0.01, The values in parentheses are t - values. 

 

Through the analysis, we can draw the following conclusions : the cultural connotation of national 

trend brands has a significant positive impact on purchase intention (t=7.194, p<0.001); the cultural 

connotation of national trend brands has a significant positive impact on perceived cultural value (t=9.142, 

p<0.001); and perceived cultural value has a significant positive impact on purchase intention (t=11.914, 

p<0.001). After the inclusion of the mediating variable, the direct effect of the cultural connotation of national 

trend brands on purchase intention remains significant. This indicates that the cultural connotation of national 

trend brands not only directly affects purchase intention (the direct effect is significant), but also indirectly 

affects purchase intention through perceived cultural value (the mediating effect is significant). Both the direct 
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effect (0.138) and the mediating effect (0.232) are significant and in the same direction, which meets the 

conditions for partial mediation. 
The Bootstrap method was used for testing, and the following table summarizes the mediating effect 

sizes, with the effect proportion being 62.76%. The conclusion is that it is a partial mediation. Hypothesis H4 

is supported. 
 

Table 10 Summary of mediating effect sizes 

Items c a b 
a*b 

 

a*b 

(Boot SE) 
a*b 

 

a*b 

 

a*b 

(95% BootCI) 
c’ Conclusion of the Test 

CCGB=>CVP=>PI 0.370** 0.460** 0.505** 0.232 0.030 7.729 0.000 0.152 ~ 0.272 0.138** Partial Mediation 

 

4.7 Moderation effect analysis 

Another research focus of this paper is the moderating effect of cultural confidence . Through the 

structural equation model, three models are summarized and analyzed, and the simple slope analysis is used 

to examine the impact of the cultural connotation of national trend brands on perceived cultural value at 

different levels of cultural confidence. As shown in the following table: 
 
Table 11 Results of the moderating effect test * p < 0.05 ** p < 0.01 

 

Model1 Model2 Model3 

B  
Standard 

Error 
t p β  B  

Standar

d Error 
t p β  B  

Standar

d Error 
t p β  

Constan

t 

3.67

3 
0.042 

87.05

7 

0.000

** 
- 

3.67

3 
0.033 110.709 

0.000

** 
- 

3.64

4 
0.035 104.809 

0.000

** 
- 

CCGB 
0.46

0 
0.050 9.142 

0.000

** 
0.399 

0.25

0 
0.042 6.011 

0.000

** 
0.217 

0.25

0 
0.041 6.045 

0.000

** 
0.216 

CC      
0.61

4 
0.037 16.528 

0.000

** 
0.596 

0.62

4 
0.037 16.833 

0.000

** 
0.606 

CCGB*

CC 
          

0.12

3 
0.046 2.677 

0.008

** 
0.092 

R 2 0.159 0.481 0.490 

R 2 0.157 0.479 0.486 

F  F (1,441) = 83.579, p = 0.000 F (2,440) = 204.170, p=0.000 F (3,439) =140.409, p=0.000 

△R 2 0.159 0.322 0.008 

△F  F (1,441) =83.579, p=0.000 F (1,440) =273.178, p=0.000 F (1,439) =7.165, p=0.008 

Note: Dependent variable =CVP 

 

According to the provided analysis results of the moderating effect, we can analyze the impact of 

the cultural connotation of national trend brands, cultural confidence, and their interaction on the perception 

of cultural value as follows: 
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Model 1: It only includes the constant term and the cultural connotation of national trend brands as 

independent variables, and is used to assess the basic impact of the cultural connotation of national trend 

brands on the perception of cultural value. 
Model 2: On the basis of Model 1, cultural confidence is added as an independent variable to assess 

the direct impact of cultural confidence on the perception of cultural value . 
Model 3: On the basis of Model 2, the interaction term between the cultural connotation of national 

trend brands and cultural confidence is further added to test whether cultural confidence has a moderating 

effect on the relationship between the cultural connotation of national trend brands and the perception of 

cultural value. 
In summary, both the cultural connotation of national trend brands and cultural confidence have a 

significant positive impact on consumers’ perception of cultural value, and cultural confidence has a positive 

moderating effect on the relationship between the cultural connotation of national trend brands and the 

perception of cultural value. This means that when enhancing the cultural value perception of national trend 

brands, in addition to focusing on the construction of brand cultural connotation, we should also consider 

enhancing consumers’ cultural confidence to achieve better market results . That is, Hypothesis H5 is 

established. 
Simple slope analysis is usually used to explore how the impact of the independent variable on the 

dependent variable changes at different levels of the moderating variable . In the provided data, we focus on 

the impact of the cultural connotation of national trend brands (independent variable) on the perception of 

cultural value (dependent variable) at different levels of cultural confidence (moderating variable). The analysis 

results are shown in the following table: 
 

Table 12 Results of simple slope analysis 

Level of the Moderator Variable 
Regression 

Coefficient 

Standard 

Error 
t p 95% CI 

Mean 
0.250 0.041 6.045 0.000 0.169 0.330 

High Level(+1SD) 0.365 0.060 6.119 0.000 0.248 0.482 

Low Level(-1SD) 0.134 0.060 2.233 0.026 0.016 0.251 

 

When cultural confidence is at the mean level, the regression coefficient of the cultural connotation 

of national trend brands for perceived cultural value is 0.250, with a t-value of 6.045 and a p-value less than 

0.001, indicating statistical significance. The 95% confidence interval is from 0.169 to 0.330, further 

confirming the robustness of this positive relationship . 
When cultural confidence is at a high level (i.e., the mean plus one standard deviation), the regression 

coefficient of the cultural connotation of national trend brands for perceived cultural value is 0 .365, with a t-
value of 6.119 and a p-value less than 0.001, also indicating statistical significance. The 95% confidence 

interval is from 0.248 to 0.482, showing a stronger positive impact of the cultural connotation of national 

trend brands on perceived cultural value at a high level of cultural confidence . 
When cultural confidence is at a low level (i.e., the mean minus one standard deviation), the 

regression coefficient of the cultural connotation of national trend brands for perceived cultural value is 0 .134, 

with a t-value of 2.233 and a p-value of 0.026, indicating statistical significance but a weaker effect . The 95% 
confidence interval is from 0.016 to 0.251. Although it is also a positive impact, compared with the average 

and high levels, its degree of influence is significantly smaller . 
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Table 13 Results of the moderating effect test * p < 0.05 ** p < 0.01 

 

Model1 Model2 Model3 

B  
Standar

d Error 
t p β  B  

Standar

d Error 
t p β  B  

Standar

d Error 
t p β  

Constant 
3.75

6 
0.038 

99.22

7 

0.000*
* 

- 
3.75

6 
0.037 

101.40

3 

0.000*
* 

- 
3.66

9 
0.046 

80.43

2 

0.000*
* 

- 

CVP 
0.55

3 
0.039 

14.11

2 

0.000*
* 

0.55

8 

0.39

9 
0.051 7.801 

0.000*
* 

0.40

3 

0.39

1 
0.051 7.712 

0.000*
* 

0.39

5 

CC      
0.23

9 
0.053 4.533 

0.000*
* 

0.23

4 

0.31

7 
0.058 5.502 

0.000*
* 

0.31

1 

CVP*C

C 
          

0.14

4 
0.045 3.183 

0.002*
* 

0.14

2 

R 2 0.311 0.342 0.357 

R 2 0.310 0.339 0.352 

F  F (1,441)=199.142,p=0.000 F (2,440)=114.260,p=0.000 F (3,439)=81.131,p=0.000 

△R 2 0.311 0.031 0.015 

△F  F (1,441)=199.142,p=0.000 F (1,440)=20.550,p=0.000 F (1,439)=10.131,p=0.002 

 

Based on the provided moderation effect analysis results, we can analyze the influence of the cultural 

connotation of domestic trend brands, cultural confidence, and their interaction effects on the perception of 

cultural value as follows: 
From the above, we can observe that the moderation effects are divided into three models, with the 

perception of cultural value included in Model 1 . Model 2 incorporates cultural confidence into Model 1, 

while Model 3 adds the interaction term (the product of the independent variable and the moderating variable) 
to Model 2. 

For Model 1, the objective is to examine the effect of the independent variable, perception of cultural 

value, on purchase intention without considering the interference of cultural confidence . As shown in the table 

above, the perception of cultural value (t = 14.112, p = 0.000 < 0.05) demonstrates statistical significance. This 

indicates that the perception of cultural value has a significant influence on purchase intention . 
The table further reveals that the interaction term between the perception of cultural value and 

cultural confidence (t = 3.183, p = 0.002 < 0.05) exhibits significant characteristics. This implies that when 

examining the impact of cultural value perception on purchase intention, the degree of cultural confidence 

significantly moderates the magnitude of this effect. A detailed interpretation can be derived from the simple 

slope plot provided below. 
In conclusion, both the perception of cultural value and cultural confidence exert a significant 

positive influence on consumers’ purchase intention. Moreover, cultural confidence plays a positive 

moderating role in the relationship between the perception of cultural value and purchase intention . Thus, 

Hypothesis H6 is supported. 
Simple slope analysis is typically employed to examine how the effect of an independent variable 

on a dependent variable varies across different levels of a moderating variable . In the given data, we focus on 

how the influence of perceived cultural values (independent variable) on purchase intention (dependent 

variable) differs at varying levels of cultural confidence (moderating variable). The results of the analysis are 

presented in the following table: 
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Table 14 Results of simple slope analysis 

Level of the Moderator Variable 
Regression 

Coefficient 

Standard 

Error 
t p 95% CI 

Mean 
0.391 0.051 7.712 0.000 0.292 0.490 

High Level(+1SD) 0.526 0.064 8.160 0.000 0.400 0.653 

Low Level(-1SD) 0.256 0.068 3.777 0.000 0.123 0.389 

 

When cultural confidence was at the mean level, the regression coefficient of perceived cultural 

values on purchase intention was 0.391 (t = 7.712, p < 0.001), indicating statistical significance. The 95% 
confidence interval (CI) ranged from 0.292 to 0.490, further confirming the robustness of this positive 

relationship. 
When cultural confidence was at a high level (i.e., mean + 1 standard deviation), the regression 

coefficient of perceived cultural values on purchase intention increased to 0 .526 (t = 8.160, p < 0.001), which 

remained statistically significant. The 95% CI (0.400 to 0.653) demonstrated a stronger positive effect of 

perceived cultural values on purchase intention under high cultural confidence . 
When cultural confidence was at a low level (i.e., mean – 1 standard deviation), the regression 

coefficient was 0.256 (t = 3.777, p < 0.001), still statistically significant. However, the 95% CI (0.123 to 0.389) 
suggested a weaker positive effect compared to the mean and high levels of cultural confidence . 

 

4.8 Hypothesis Testing Summary 

After a series of tests and analyses on the above models and hypotheses using regression analysis 

and the method of structural equation model, the summary of the hypotheses of this paper is shown in Table 

15. 
Table 15 Hypothesis testing summary  

Research Hypothesis Result 

H1: There is a positive correlation between domestic trend brand cultural connotations and purchase 

intentions. 
  established 

H2: There is a positive correlation between domestic trend brand cultural connotations and perceived 

cultural value. 
established 

H3: There is a positive correlation between perceived cultural value and consumers ’ purchase 

intentions toward domestic trend brands. 
established 

H4: Perceived cultural value mediates the relationship between domestic trend brand cultural 

connotations and purchase intentions. 
established 

H5: Cultural confidence positively moderates the effect of domestic trend brand cultural connotations 

on perceived cultural value. 
established 

H6: Cultural confidence positively moderates the effect of perceived cultural value on purchase 

intentions. 
established 

 

5. Conclusion  

The cultural connotation of national trend brands significantly and positively influences consumers’ 
purchase intentions. This indicates that the traditional cultural elements, national spirit, and the spirit of 
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innovation in the era, as contained in national trend brands, can effectively stimulate consumers’ cultural 

identity and emotional resonance, thereby enhancing their purchase intentions. 
Perceived cultural value plays a partial mediating role between the cultural connotation of national 

trend brands and consumers’ purchase intentions. That is, the cultural connotation of national trend brands not 

only directly influences consumers’ purchase intentions but also indirectly affects their purchase decisions by 

enhancing consumers’ perception of the brand’s cultural value. This reminds enterprises that in the marketing 

process of national trend brands, they should focus on the transmission and shaping of cultural value, so that 

consumers can deeply understand the cultural significance carried by the brand . 
Cultural confidence positively moderates the relationship between the cultural connotation of 

national trend brands and consumers’ purchase intentions. For consumers with a high level of cultural 

confidence, the positive impact of the cultural connotation of national trend brands on their purchase 

intentions is more significant. This shows that with the continuous improvement of national cultural 

confidence, national trend brands will usher in a broader development space. 
 

6. Advice 

1) The prevalence of this phenomenon has led to market issues such as plagiarism and substandard 

product quality, which may erode consumer trust in GUOCHAO brands and consequently undermine cultural 

confidence, adversely affecting brand reputation . Therefore, regulatory bodies should enhance quality 

supervision and management, crack down on counterfeit products and intellectual property infringement, 

thereby safeguarding the GUOCHAO market ecosystem and fostering its sustainable prosperity. 
2) Leverage traditional culture as a foundation for developing contemporary GUOCHAO product. 

In recent years, Chinese traditional culture has experienced a renaissance, gaining widespread consumer 

appeal. Modern consumers increasingly value cultural substance, demonstrating growing receptiveness to 

products incorporating traditional cultural elements. This cultural awakening has propelled China-Chic 

merchandise featuring such motifs to remarkable market prominence . Consequently, with the rapid expansion 

of the China-Chic economy and the proliferation of domestic trend brands, enterprises are strategically 

integrating Sinic cultural components into product design and brand narratives to enhance market visibility 

within this cultural paradigm. 
3) In terms of variables, using the single variable of purchase intention as the main reference 

currently lacks comprehensiveness in understanding consumers’ choice intentions. To truly understand the 

market, enterprises need to not only look at consumers ’ purchase intentions but also comprehensively consider 

other factors such as the market environment and sales channels . The scope of independent variables can be 

adjusted in the next phase of research. 
4) This paper focuses on a broad range of national trend brands . National trend brands can be divided 

into different industries, such as clothing (e.g., Li-Ning), cosmetics (e.g., Hua Xizi and Mao Ge Ping), and so 

on. The next phase of the survey can further narrow the focus to a specific industry, and take a particular 

national trend brand series as an example for research and analysis . 
5) The discussion on the avoidance of negative cultural emotions . The research takes cultural 

confidence as a positive variable by default, but in reality, there are polarized phenomena such as “cultural 

arrogance” (e.g., blindly rejecting foreign cultures) and “cultural inferiority” (e.g., over-promoting Western 

brands). In the future, it is necessary to introduce a moderating variable (such as the degree of global contact) 
to build a more comprehensive explanatory model . 
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