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Abstract

Intangible cultural heritage industry is a new industry with creativity as the core, which was born
under the background of economic globalization. It is of great significance to promote the devel-
opment and protection of intangible cultural heritage in this field. According to SOR model frame-
work, four dimensions of cultural perception, product perception, social factors and marketing are
constructed as annual variables, behavioral decision is taken as result variable, and fuzzy set qua-
litative comparative analysis method is used to analyze the path combination of multiple factors
on consumer purchase decision of different consumers. The findings are as follows: 1. None of the
univariate factors alone can be the necessary conditions for non-legacy consumers to make pur-
chasing decisions. 2. There are two influencing factors for people who have purchased non-legacy
products, namely, the society-product driving path and the culture-society-product integration
path. Both are based on social factors and product factors. 3. The influence factors of people who
do not buy can also draw two paths, namely, the market-oriented path enhanced by cultural per-
ception and the market-oriented path emphasized by social factors. The research provides empir-
ical support and a new theoretical perspective for the decision-making of consumers of non-heri-
tage products, and promotes the sustainable inheritance and commercial development of intangi-
ble cultural heritage products.
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Figure 1. Theoretical framework of influencing factors of consumer decision of non-legacy creative products
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Table 2. The main source of measurement indicators
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Table 3. Sample demographic characteristics description statistical table
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Figure 2. Consumer decision combination path of intangible cultural and creative products
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