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Abstract: Intangible cultural heritage can provide cultural value content for product development
and marketing of tourism destinations, enabling these areas to obtain economic benefits. This study
selects cultural identity as an antecedent variable, and applies the theory of planned behavior
to construct the influence mechanism of cultural identity on tourists’ consumption intention in
heritage tourism. In tourism development, visitors and local residents have reached a common
cognitive basis for Kunqu Opera through cultural identity, thereby guiding consumer behavior and
promoting the continuous development of Kunqu Opera tourism. This study takes Suzhou Kunqu
Opera as a research object, designs a questionnaire for local residents and tourists, establishes a
structural equation model, and explores the relationship between various impact factors. The results
of the study show that cultural identity has a positive effect on consumption intentions in heritage
tourism activities, confirming that cultural identity is an effective driving force to promote tourists’
consumption intention. Behavioral attitudes, subjective norms, and perceived behavioral control
have a positive effect on consumption intentions. This study supplements the existing knowledge on
tourists’ consumption intention in intangible cultural heritage destinations. The study also provides
new insights to enhance the consumption intention and achieve long-term sustainable development
of the destination.
Keywords: intangible cultural heritage tourism; cultural identity; consumption intention; theory of
planned behavior; sustainable development

1. Introduction
Intangible cultural heritage refers to oral traditions and forms of expression, performing arts,
social practices, rituals and festivals, knowledge and practice concerning nature and the universe,
and traditional handicraft [1]. It embodies historical and cultural values and aesthetic habits of
tourist destinations, and is naturally compatible with tourism development. In recent years, travelers
have sought to experience a variety of performing arts, handicrafts, food, and traditional rituals,
and intangible cultural heritage has become one of the main driving forces of tourism. The tourism
industry can obtain large economic benefits from local intangible cultural heritage [2]. Its unique
cultural value can help tourist destinations gain irreplaceable market positioning and provide
valuable content for product development and marketing. Intangible cultural heritage can provide a
cultural travel experience to attract tourists, create economic value for the destination, and achieve
sustainable development.
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Transforming intangible cultural heritage into tourism products remains a challenge. Establishing
intangible cultural heritage museums, theme parks, and live performances is considered an effective
way to develop intangible cultural heritage [3]. Product development depends not only on its own
characteristics but also on paying attention to the needs of tourists. If the intangible cultural heritage
products are not developed properly, then attracting tourists is difficult, thereby resulting in a waste of
resources. How to continuously attract tourists and prolong the life of tourist destinations is an issue
that has to be considered in developing intangible cultural heritage tourism products. Destinations
need to conduct research on the tourist market to determine the most stimulating potential demand [4].
Studies on the relationship between tourists and intangible cultural heritage are lacking [5]. At the
same time, promoting the sustainable development of intangible cultural heritage is an issue that needs
urgent attention and research. Therefore, how the intangible cultural heritage of tourist destinations
can induce tourists’ interest and generate consumption intention deserves further study in theory
and practice.
Cultural identity is often regarded as one of the key factors that influence intangible cultural
heritage tourism [6]. According to some studies, travel experience to a certain extent depends on the
individual’s self-perceived identity-related needs and perception of the destination and experience
that can meet these needs [7]. In the context of globalization, intangible cultural heritage tourism
provides tourists with various identity sources for the destination, and identity plays an important role
in it. Intangible cultural heritage is the symbol and source of tourism destination identity because
the cultural identity of intangible cultural heritage attracts the interest of tourists, thereby motivating
travel experience. Positive cultural attitude and cognitive attitude will affect tourists’ satisfaction with
the destination, and affect the follow-up behavior [8]. Tourists’ cognition is for tourists to deal with the
relevant information of the destination according to the on-the-spot tourism experience on the basis
of perceived impressions, and form their own beliefs and judgments [9]. Through cultural identity,
tourists have reached a common cognitive basis for intangible cultural heritage to effectively guide
consumer behavior and promote the sustainable development of tourism activities [10]. At present,
few studies on intangible cultural heritage tourism and identity are available [5]. Research on intangible
cultural heritage tourism has not clarified whether cultural identity will affect tourists’ consumption
intention. This study takes Suzhou Kunqu Opera as a research object, and applies the theory of planned
behavior (TPB) to consumer behavior to explore the impact of tourists’ cultural identity on intangible
cultural heritage consumption intentions in developing intangible cultural heritage tourism. Results of
this study provide information on the management and marketing of intangible cultural heritage in
destination environments.
2. Literature Review
2.1. Relevance of Cultural Identity and Intangible Cultural Heritage Tourism
2.1.1. Cultural Identity and Intangible Cultural Heritage Development
Identity describes the relationship between the subject and the object. The subject of identity
can be either an individual or a group. When the object of identity is a cultural element, such as
cultural concepts, symbols, and customs, a so-called cultural identity is formed [11]. The fundamental
component of cultural identity is the individual’s sense of belonging and psychological commitment
to a particular culture and cultural group. Cultural identity is also a psychosocial process of acquiring,
maintaining, and innovating cultural attributes [12–14].
Cultural identity is an important perspective in exploring the development mechanism of
intangible cultural heritage [6]. From the perspective of intrinsic attributes, intangible cultural heritage
is a combination of special social memory and the value identification systems of a country or region.
Moreover, intangible cultural heritage is an important carrier of people’s collective cultural identity and
cohesion. Intangible cultural heritage can be used as an explicit basis for identification, representing
the unique value that the group distinguishes from others [15]. Therefore, the development mechanism
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of intangible cultural heritage is not only simple protection and inheritance. Such a development also
involves reproducing socially collective value identification, of which the essence is cultural identity.
The cultural identity of intangible cultural heritage is defined as “the identification of the cultural
value and identity based on intangible cultural heritage” [6]. In the development of intangible cultural
heritage tourism, the identity of tourism products from the point of view of tourists with different
backgrounds is important in the process of tourism experience and consumption. The identity includes
external forms such as the cultural identity of the intangible cultural heritage. From the perspective
of cultural identity, many scholars have explored the correlation between cultural identity and the
sustainable development of intangible cultural heritage. Ma [16] believes that protecting intangible
cultural heritage is an important means of promoting cultural identity. Cultural protection is conducive
to strengthening a person’s sense of belonging to a culture, enhancing cultural cohesion. However,
most residents in intangible cultural heritage protected areas lack cultural identity with a sense of
history and mission [17]. Hafstein [18] believes that the current task is to spread the knowledge of
folklore and ethnology to the masses by taking cultural conventions as an example, thereby changing
people’s perceptions, definitions, and practices of their own cultures. In addition, establishing a true
cultural identity is possible with specific interpersonal communication and emotional affinity [19].
2.1.2. Cultural Identity and Sustainability of Intangible Cultural Heritage Tourism
In sustainable tourism research, cultural identity has also been examined by scholars. Unique
cultural heritage resources are the identity that distinguishes a destination from other places, and is
also the basis for attracting tourists [20]. The protection of cultural heritage, the maintenance of
traditional values and the provision of real experience for tourists are considered as important elements
of sustainable tourism [21]. Travel experience can refer to a tourist’s need for self-awareness and
the perception of the destination and experience that meets these needs [7]. In other words, tourist
recognition affects travel experience. Cultural identity is an advanced level of tourism experience
recognition [22]. Cultural identity includes not only the affirmative value judgment of consumers
on the product expression and cultural connotation of tourism experience, but also their positive
attitude towards the cultural value of tourism products [23]. Wang and Hu [24] proposed that cultural
identity contains two levels of content, namely, the individual’s recognition of the external material
symbols of the culture and the acceptance of the social norms and cultural values of groups; the latter
is the core of cultural identity. The link between protecting cultural heritage and providing the best
products is challenging for decision-makers. Understanding the degree of cultural identity of tourists
to cultural heritage plays a guiding role in product development and marketing, which can protect
cultural heritage and promote the development of tourism, and ultimately bring sustainable tourism
to the region [21].
2.2. Research on Consumption of Intangible Cultural Heritage
Intangible cultural heritage has obvious symbolic features and is essentially a cultural product.
Therefore, appreciating intangible cultural heritage is a type of cultural consumption [25]. Consumer
purchases of intangible cultural heritage products are a confirmation of cultural symbols and
identification of the added cultural value of these products. In addition, consumers express their
cultural identity through purchasing behavior. Intangible cultural heritage can greatly enrich the
content and form of local tourism products as a unique cultural product. Distinctive ethnic regional
characteristics can also represent local cultural values [26]. Intangible cultural heritage can also promote
cultural value dissemination and the image of tourism destinations through material products while
promoting the further development of the tourism market. Esfehani and Albrecht [27] conducted a
6-month qualitative ethnography of Qeshm Geopark in southern Iran and found that intangible cultural
heritage can serve as a rich source of local tourism products. The transformation of cultural capital is
the key to realizing the value of intangible cultural heritage capital and building a benign production
and consumption system. This transformation process is divided into three stages, namely, integrating
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cultural resources, combing out the iconic cultural connotations and symbols, and market-oriented
selective development. Combining this process with the cultural and creative industries is an important
way to transform intangible cultural heritage capital [28]. The content, forms, and channels of intangible
cultural heritage products are enriched by creative design, new technologies, and new media in the
consumer market. This condition can create new businesses and promote the transformation and
development of consumption. The standpoint of research includes qualitative methods, such as
field investigation and interviews, and quantitative methods, such as multiple linear and structural
equation models. The development trend of research shifts from tangible heritage to intangible
cultural heritage, and additional attention is paid to the combination of science and technology and
the audience expansion.
2.3. Theory of Planned Behavior
Proposed by Ajzen [29], TPB is an idea that is inherited from the theory of reasoned action (TRA).
Ajzen found that human behavior is not 100% voluntary but limited by behavior control. Therefore,
he expanded TRA to expand the concept of self-perceived behavior control and form the TPB, which can
be used not only to explain and predict human behavior but also to intervene in it. TPB can help
understand how people change their behavioral patterns and believe that behavior is the result of a
well-thought-out plan. In TPB, behavior attitude refers to the degree of a person’s evaluation of the
behavior. Subjective norm refers to the perception of social pressure of execution or non-execution.
Perceptual behavior control refers to perceived behavior that is easy or difficult to perform [29].
The intention of tourists’ consumption behavior is regarded as an important research topic in
tourism [30]. Scholars introduce the theory of planned behavior to tourism to explore the behavioral
intention of tourists. TPB can help destination managers and marketers to analyze the potential
behavior of tourists, provide a basis for the formulation of management and marketing strategies,
and promote the sustainable development of tourism [31]. At present, TPB has been used in low-carbon
tourism behavior, rural tourism behavior, eco-tourism behavior and civilized tourism behavior,
and other fields [32]. Hu et al. analyzes the influencing factors of tourists’ intention of environmental
responsibility behavior in tourism destinations, and provides suggestions for mountainous tourism
areas to achieve sustainable development [33]. Ashraf et al. explored the visit intention of tourists
to environmentally friendly tourism destinations, and confirmed that attitude, subjective norms,
and perceived behavior control all have a positive impact on tourists’ behavioral intention [34].
The study suggests that destination management should design marketing strategies based on the
needs of tourists to provide an unforgettable experience in line with their values.
It is important to apply the theory of planned behavior to the study of sustainable development
of cultural heritage tourism destinations. Zhang et al. uses the TPB model to analyze the behavior
intention of residents seeking to resolve the conflict. Taking Chengdu, China as an example, this paper
seeks a universal conflict resolution model for cultural heritage tourism destinations to promote the
long-term development of the destination [35]. From the perspective of multi-agent cooperation,
Xia et al. use the extended TPB model to analyze the cooperative intention of public participation in
intangible cultural heritage inheritance in minority areas in Qinghai Province, China, and believe that
meeting the interests of stakeholders will help enhance the intention of cooperation and promote the
sustainability of intangible cultural heritage [36]. Combing the existing research results, we can find
that attitude, subjective norm, and perceptual behavior control of the three antecedents of TPB theory
have a better degree of explanation for behavior intention [37,38]. Scholars continue to conduct new
explorations into demographic characteristics, motivation, and cultural factors [39]. The influence of
culture on consumption is undeniable, but its specific concept and path of influence are not determined.
Choi and Geistfeld believe that the application of TPB in cross-cultural studies should increase cultural
value variables [40]. Therefore, the present study introduces the cultural identity of intangible cultural
heritage and adopts the most classic TPB model. The present study aims to explore the impact of
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perceived behavioral control, behavioral attitudes, and subjective norms on the consumption intentions
toward intangible cultural heritage.
3. Research Hypothesis
Cultural value is the power to shape attitudes and influence people to accept or reject certain
products or services [41]. Cultural identity determines the extent to which people are integrated into
social groups [42]. Cultural characteristics can have an impact on people’s behavior, and many Asian
countries, such as China, Japan, and South Korea, belong to a collectivist culture [43]. People in a
collective culture are willing to share scarce resources with others in the same society and form a
positive attitude toward behaviors that help society prosper [44]. Consumer attitudes are influenced
by individual collectivism, long-term positioning, and degree of political participation [45]. Nguyen,
Lobo, and Greenland [46] found that cultural identity and attitude are positively correlated. When a
product contains national cultural symbols, consumers have a positive purchasing tendency. At the
same time, the perceived spiritual symbol of the product is combined with self-identity recognition to
further obtain emotional value [47]. Therefore, the present study formulates the following hypothesis:
Hypothesis 1 (H1). Consumers’ cultural identity significantly and positively affects attitude toward behavior.
Recycling is important for consumers who value group norms [48]. Ahn et al. [49] believe that
social norms and coherence are critical to environmentally friendly buying behavior in collectivist
societies. Some studies suggest that when individuals build themselves in an interdependent way,
they are more likely to follow the goal of social norms [50]. Triandis [51] found that the collectivist
society has a strong connection with subjective norms. Long-term-oriented people tend to seek the
opinions of others if they are uncertain about future interests before making any purchase decision [52].
Social coherence provides confidence and motivates individuals to think that the entire society supports
their decisions such that they make socially beneficial decisions. When people identify with national
culture, they tend to think and act according to group norms and values [53]. Therefore, the present
study proposes the following hypothesis:
Hypothesis 2 (H2). Consumers’ cultural identity significantly and positively affects subjective norms.
When individuals can manipulate their behavioral outcomes positively, they represent an easy or
difficult view of behavior. Moon et al. [54] found that consumers in collectivist societies are willing to
pay extra fees to obtain products that are considered socially beneficial. Individuals in the collective
society have higher perceptual behavior control when deciding the products that are beneficial to the
society. When individuals have a sense of identity and belonging to the cultural symbols and national
characteristics in the intangible cultural heritage, they will have the objective conditions to understand
the intangible cultural heritage. People with high cultural identity have lower perception of the
behavioral difficulties of understanding cultural heritage, but have the perception of, among others,
convenience and economy. Therefore, this study proposes the following hypothesis:
Hypothesis 3 (H3). Consumers’ cultural identity significantly and positively affects perceived behavioral control.
Howard and Sheth [55] suggested that relevant groups, social classes, cultures, and subcultures
influence the purchasing decision process. Cultural values are a powerful force to form a person’s
attitude and behavior [56]. Culture influences consumption, but theoretical and empirical analysis
of this proposition is extremely limited [57]. Cultural identity is not only the essential attribute
of intangible cultural heritage products but also an important predictor of research on consumer
behavior [52]. Zhang [58] constructed an analytical model of consumer purchasing behavior based on
the motivation of Confucian cultural values and empirically analyzed symbolic buying behavior [59].
Based on these findings, the present study suggests the following hypothesis:
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Hypothesis 4 (H4). Cultural identity significantly and positively affects consumer behavior intention.
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4. Empirical Analysis
4. Empirical Analysis
4.1. Case Survey
4.1. Case Survey
The research object, Kunqu Opera, originated in the Kunshan area of Suzhou in the late Yuan
The research object, Kunqu Opera, originated in the Kunshan area of Suzhou in the late Yuan
Dynasty, and has a 600-year history. This form of performance art is known as the “mother of all operas”
Dynasty, and has a 600-year history. This form of performance art is known as the “mother of all
in China and a legacy “living treasure” of traditional Chinese opera by virtue of advanced performance
operas” in China and a legacy “living treasure” of traditional Chinese opera by virtue of advanced
performance skills and rich aesthetic implications involved. It is on top of the list of China’s
“Masterpieces of the Oral and Intangible Heritage of Humanity” selected by UNESCO (Paris, France)
in 2001. As a world-class intangible cultural heritage tourism resource, Kunqu Opera has important
research value regardless of its own resource attraction or the role of destination tourism product
development and marketing.
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skills and rich aesthetic implications involved. It is on top of the list of China’s “Masterpieces of the Oral
and Intangible Heritage of Humanity” selected by UNESCO (Paris, France) in 2001. As a world-class
intangible cultural heritage tourism resource, Kunqu Opera has important research value regardless of
its own resource attraction or the role of destination tourism product development and marketing.
4.2. Research Design
The problem of this study is the impact of cultural identity of intangible cultural heritage on
consumer behavior intention, which mainly involves the measurement of five concepts: Cultural
identity, attitude, subjective norms, perceived behavioral control, and consumer behavior intention.
Among them, the cultural identity scale, based on the previous literature review, was combined with
the study on the characteristics of Suzhou Kunqu Opera and the questionnaire survey of Kunqu Opera
perception. The main part of the questionnaire consisted of 12 items: CI1–CI4 is the cultural identity of
Kunqu Opera (M1), CI5-CI8 is the value identity of Kunqu Opera (M2), and CI9-CI12 is the identity of
Kunqu Opera (M3). A 7-point Likert scale was used, with 1–7 indicating strongly disagree, disagree,
relatively disagree, general, relatively agree, agree, and strongly agree. Table 1 shows the scale of
this study.
Table 1. Measurement Index of Consumer Behavior Intention.
Latent Variable

Cultural Identity (CI)

Attitude toward the
behavior (BA)

Subjective norm (SN)

Perceived behavioral
control (PBC)

Consumer behavior
intention (BI)

Measurement Index
CI1 Kunqu Opera is a comprehensive art that integrates literature, music, dance,
and drama.
CI2 Kunqu Opera is an elegant performing art.
CI3 Kunqu Opera represents rich traditional culture.
CI4 I have a good impression of Kunqu Opera.
CI5 Watching or experiencing Kunqu Opera can enhance one’s understanding of Kunqu
Opera culture.
CI6 Watching or experiencing Kunqu Opera can improve the aesthetic appreciation of
an individual.
CI7 I can feel the natural and humanistic charm of Suzhou from Kunqu Opera.
CI8 The inheritance and protection of intangible culture can be beneficial from the
development of Kunqu Opera
CI9 Watching or experiencing Kunqu Opera fits my personal identity.
CI10 Watching or experiencing Kunqu Opera helps me express my identity.
CI11 Watching or experiencing Kunqu Opera can improve my status.
CI12 My contact with Kunqu Opera has made me a member of a like-minded community.
BA1 The process of watching and experiencing Kunqu Opera is pleasant.
BA2 The process of watching and experiencing Kunqu Opera is satisfactory.
BA3 The process of watching and experiencing Kunqu Opera is proud.
BA4 The process of watching and experiencing Kunqu Opera is meaningful.
SN1 The mass media can prompt me to encounter relevant information about
Kunqu Opera.
SN2 Sharing on social platforms can prompt me to pay attention to activities related to
Kunqu Opera.
SN3 Public cultural activities to benefit the people in the form of concessionary tickets or
free tickets can prompt me to watch Kunqu Opera.
SN4 My relatives and friends think that participating in activities related to Kunqu Opera
is necessary.
SN5 When my family needs my support, I think that participating in activities related to
Kunqu Opera is necessary.
PBC1 I have enough resources to understand and appreciate Kunqu Opera.
PBC2 I have a certain cultural knowledge to appreciate Kunqu Opera.
PBC3 I can easily obtain information on Kunqu Opera’s performance and
promotion activities.
PBC4 I can easily and quickly reach the place where Kunqu Opera-related activities
are held.
BI1 I prefer to learn and watch online.
BI2 I prefer to go to the theatre, scenic spots, and other places to enjoy and watch.
BI3 I prefer to go to Suzhou to experience Kunqu Opera.
BI4 I am willing to pay a high price for Kunqu Opera and its related products.
BI5 I would like to recommend Kunqu Opera and its related products to others.

Source

[62,63]

[64]

[65]

[66]
[64]
[66]
[67–69]

[70]

Self-design

[71]

[67,68]

[66]

Note: All the items compiled by the authors of the present study are obtained from the collection and analysis of
previous data.
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4.3. Data Collection and Descriptive Statistics
In this study, nonprobability convenience sampling was used. The survey was conducted in
December 2018 and February 2019. Formal and supplementary surveys were conducted in Suzhou
for Chinese tourists and local people, respectively. The site survey was completed mainly at Suzhou
Kunqu Opera Theatre, China Kunqu Opera Museum, Kunqu Opera Institute, Suzhou Intangible
Cultural Heritage Museum (Suzhou, China), and the urban area. At the same time, the questionnaire
was distributed through the Internet and spread to various communities through social media. A total
of 400 questionnaires were collected, excluding those that took less than 2 min to fill in, and those that
were incomplete. A total of 304 questionnaires were valid, with an effective rate of 76%.
The survey results showed that the male-to-female ratio was close to 1:1, and the gender structure
was reasonable. All age groups were covered, and the 20–29 age group accounted for 41.1%. In terms of
educational background, college students/undergraduates accounted for 64.1% of the total. Most of the
respondents were students and company employees. In terms of monthly income, due to the presence
of students, 27.6% of people earned less than CNY 3000, followed by those who earned CNY 5001–8000.
Table 2 shows that the overall distribution of respondents’ gender, age, occupation, and average
monthly income is relatively balanced, indicating that the sample is suitable for further analysis.
Table 2. Basic situation of sample demographics.
Basic
Characteristics
Gender

Age

Education
Permanent
residence

Sample Grouping

Frequency

Frequency
(%)

Male
Female
Below 20 years old
20–29 years old
30–39 years old
40–49 years old
50–59 years old
60 years old and above
High school and below
College/undergraduate
Master’s degree and above
Suzhou local
Other cities in Jiangsu Province
Outside Jiangsu Province

145
159
40
125
53
39
22
25
59
195
50
105
48
151

47.7
52.3
13.2
41.1
17.4
12.8
7.2
8.2
19.4
64.1
16.4
34.5
15.8
49.7

Basic
Characteristics

Occupation

Monthly
income

Sample Grouping

Frequency

Frequency
(%)

Government/institutions
Business managers
Company employees
Private owners
Retirees
Freelancers
Students
Other
Below 3000 yuan
3001–5000 yuan
5001–8000 yuan
8001–10000 yuan
10001–15000 yuan
15,000 yuan and above

28
30
79
15
29
20
78
25
84
58
78
34
24
26

9.2
9.9
26
4.9
9.5
6.6
25.7
8.2
27.6
19.1
25.7
11.2
7.9
8.6

5. Analysis and Discussion
5.1. Reliability and Validity Test
First, the present study used Cronbach’s alpha (α) method to analyze the reliability of the sample
data. Generally, when the Cronbach’s α coefficient is greater than 0.7, the internal consistency effect is
good and the reliability is high. Table 2 shows that Cronbach’s α coefficient for each latent variable is
significantly larger than 0.7. In addition, the overall reliability of the questionnaire is 0.930, indicating
that the scale passes the reliability test. The questionnaire has good internal consistency. Second,
the KMO test method was used to analyze the structural validity of the scale. Results showed that the
KMO value of each potential variable was greater than the minimum standard value of 0.5 (Table 3).
The overall KMO value of the scale was 0.922, indicating that the data of the present study are suitable
for factor analysis. Consequently, the cumulative interpretation variation of the common factors
extracted was 71.559%, which is more than 50%. Thus, the structural validity of the sample data
is good.
The validity of the questionnaire was also tested in this study. Content validity was mainly based
on previous theoretical research and a large number of preliminary studies. At the same time, experts
were invited to evaluate the questionnaire, which was revised based on their opinions and the final
scale was formed. Therefore, we can ensure that this study has good content validity. The construct
validity was mainly realized by exploratory factor analysis. Finally, 29 measurement items of the scale
were tested for reliability, and the corrected item-total correlation for each item was greater than 0.4,
indicating a strong correlation between the index and total scale of measurement as well as good
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reliability; the factor loadings after rotation were all greater than 0.4, all passed the t-test, and were
significant at p < 0.01 level. The validity of the scale was guaranteed.
Table 3. Descriptive statistics and reliability and validity test of scale.
Latent
Variable

Measurement
Index

Mean
(Std. Deviation)

Factor
Loading

Cronbach’s α

CR

AVE

Cultural
identity

M1
M2
M3

5.614 (1.304)
5.452 (1.491)
5.339 (1.520)

0.731
0.750
0.782

0.757

0.799

0.570

Kunqu
Opera
culture

CI1
CI2
CI3
CI4

5.395 (1.613)
5.767 (1.460)
5.697 (1.381)
5.605 (1.538)

0.803
0.885
0.786
0.824

0.892

0.895

0.681

Value
identity

CI5
CI6
CI7
CI8

5.247 (1.733)
5.628 (1.764)
5.438 (1.553)
5.497 (1.756)

0.838
0.853
0.824
0.809

0.898

0.899

0.691

Identity

CI9
CI10
CI11

5.368 (1.805)
5.237 (1.610)
5.411 (1.748)

0.848
0.848
0.765

0.858

0.861

0.674

Attitude
toward
behavior

BA1
BA2
BA3
BA4

5.016 (1.585)
4.993 (1.531)
4.566 (1.601)
5.414 (1.467)

0.704
0.763
0.708
0.770

0.824

0.826

0.543

Subjective
norm

SN1
SN2
SN3
SN4
SN5

5.095 (1.576)
4.839 (1.642)
5.257 (1.617)
4.530 (1.498)
5.204 (1.545)

0.711
0.773
0.786
0.725
0.711

0.859

0.859

0.551

Perceived
behavioral
control

PBC1
PBC2
PBC3
PBC4

4.313 (1.570)
4.549 (1.450)
3.898 (1.584)
4.056 (1.677)

0.707
0.734
0.787
0.752

0.833

0.833

0.556

Consumer
behavior
intention

BI1
BI2
BI3
BI4
BI5

4.549 (1.528)
5.211 (1.505)
5.237 (1.532)
4.151 (1.508)
5.191 (1.497)

0.717
0.878
0.868
0.690
0.801

0.893

0.894

0.631

Overall reliability and validity
Bartlett’s test of sphericity

Cronbach’ s α value = 0.930, KMO value = 0.922

Approximate chi square = 5214.230

df = 406

Sig. = 0.000

5.2. Confirmatory Factor Analysis (CFA)
CFA aims to test whether the relationship between a factor and the corresponding measure item
conforms to the theoretical relationship designed by the researcher. Among the relevant indicators,
CR is the combination reliability, 0.7 is the acceptable threshold, and AVE is the average variance
extracted value, which is recommended to be greater than 0.4 to test the internal consistency. In this
study, CFA was conducted on five measurement dimensions: cultural identity, behavioral attitude,
subjective norms, perceived behavioral control, and consumption intention. Table 3 shows that CR of
each dimension is greater than 0.7, AVE is greater than 0.4, and the standardized factor loading of all
measurement indexes on their respective latent variables ranged from 0.690 to 0.885, which is greater
than 0.5 and less than 0.9, indicating that the basic fitness of the model is good. The larger the factor
loading value, the greater the variation that the index variable can be explained by the structure; thus,
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the index variable can effectively reflect the structural characteristics to be measured [72]. Through the
CFA of each dimension, the model built in this study is of good quality, and the index can effectively
reflect the structural characteristics to be measured.
5.3. Model Fitting Effect
After reliability and validity were guaranteed, the present study selected the absolute fitness index
χ2/df, RMSEA, GFI, AGFI, value-added fitness index NFI, CFI, IFI, and other indicators to determine
the model fit. Results showed that the χ2/df statistic was 1.461 (match standard <3). Moreover,
the RMSEA value was 0.039 (match standard <0.08), and the other indexes (GFI = 0.923, AGFI = 0.903,
NFI = 0.920, CFI = 0.973, and IFI = 0.973) were all more than 0.900. The results showed that the overall
fitting result of the sample was good and reached the corresponding matching standard (Table 4).
Table 4. Goodness-of-Fit for SEM.

Ideal value
Construction model
Adaptation judgment

χ2 /df

RMSEA

GFI

AGFI

NFI

CFI

IFI

<3
1.461
Good

<0.08
0.039
Good

>0.9
0.923
Good

>0.9
0.903
Good

>0.9
0.920
Good

>0.9
0.973
Good

>0.9
0.973
Good

5.4. Hypothesis Verification Results
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Tableχ5. Results
of hypothesis
test. AGFI
GFI
/ df RMSEA
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Ideal value
Construction model
H1 cultural identity→attitude
toward
behavior
Adaptation
judgment
Hypothesis Path

<3
<0.08Standardized
>0.9
Standardized
Estimate β0.039
Error
1.461
0.923
Good0.691 Good 0.105
Good

NFI

CFI

IFI

>0.9
>0.9 Hypothesis
>0.9
Critical >0.9
p-Value
Ratio 0.920
0.903
0.973 Results
0.973
6.573 Good*** Good Support
Good
Good

H2 cultural identity→subjective norm
0.543
0.097
5.579
***
Support
H3 cultural identity→perceived behavioral control
0.596
0.100
5.956
***
Support
H4 cultural
identity→consumer
behavior intention
0.415
0.090
4.638
***
Support
5.4. Hypothesis
Verification
Results
H5 attitude toward behavior→consumer
0.329
0.055
6.006
***
Support
behavior intention
AMOS
22.0 was used to verify the
proposed hypothesis,
and then the
structural
model path
H6 subjective norm→consumer behavior intention
0.279
0.049
5.738
***
Support
table control→consumer
(Table 5) and structural
equation
model
path
diagram
(Figure
2)
were
obtained.
H7inspection
perceived behavioral
0.313
0.052
5.988
***
Support
behavior intention

Figure 2. Result of influence path analysis.

Figure 2. Result of influence path analysis.

(1) Mechanism of cultural identity on consumption intention
Figure 2 and Table 5 show that cultural identity has a significant positive effect on consumer
behavioral attitude, subjective norms, perceived behavioral control, and consumption intentions.
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Mechanism of cultural identity on consumption intention

Figure 2 and Table 5 show that cultural identity has a significant positive effect on consumer
behavioral attitude, subjective norms, perceived behavioral control, and consumption intentions.
Among these factors, cultural identity has a significant positive effect on consumers’ behavioral
attitudes (β = 0.691, p < 0.001); thus, H1 is established. Cultural identity has a significant positive
effect on consumers’ subjective norms (β = 0.543, p < 0.001); thus, H2 is established. Cultural identity
has a significant positive effect on perceived behavioral control (β = 0.596, p < 0.001); thus, H3 is
established. Cultural identity has a significant positive effect on consumption intention (β = 0.415,
p < 0.001); thus, H4 is established.
As an antecedent variable, cultural identity has an important influence on behavioral attitude,
subjective norms, and perceived behavioral control. Cultural identity also has a direct effect on the
consumption intention of intangible cultural heritage. Thus, consumers’ cultural identity of Kunqu
Opera, as an intangible cultural heritage, has a positive effect on individuals’ attitude, subjective norms,
and perceived behavioral control, which ultimately results in a positive willingness to consume Kunqu
Opera. This finding verifies the influence path of cultural identity-consumption intention. In the
measurement process of this study, tourists’ cultural identification with Kunqu Opera includes three
dimensions: Kunqu culture, value, and identity. Therefore, in the development of intangible cultural
heritage tourism, the exploration of the internal culture of intangible cultural heritage should be given
importance to highlight the unique cultural value and cultural identity of intangible cultural heritage.
By enhancing tourists’ cultural identification with intangible cultural heritage, we can continuously
improve their attitude toward intangible cultural heritage and deepen the influence of subjective
norms and perceived behavioral control on tourists, thereby stimulating tourists’ behavioral intention
to travel and consume.
(2)

Influence mechanism of behavioral attitude, subjective norms, and perceived behavioral control
on consumption intentions

Behavioral attitude, subjective norms, and perceived behavioral control all have a significant
impact on consumption intention. Behavioral attitude has a significant positive effect on consumers’
consumption intention of Kunqu Opera (β = 0.329, p < 0.001); thus, H5 is established. This result is
consistent with Ajzen’s main assumptions on TPB [29]. Behavioral attitude is an important influencing
factor of consumer behavior intention. Previous studies have yielded similar results [60,61,73].
When tourists think that the experience of Suzhou Kunqu Opera is pleasant and valuable, they are
more inclined toward consumer behavior. The study also showed that behavioral attitude was the most
influential factor among the three. Subjective norms have a significant positive impact on consumption
intention (β = 0.279, p < 0.001); thus, H6 is established, confirming the TPB hypothesis. Numerous
studies have demonstrated the important role of subjective norms in behavioral intentions [74,75].
Tourists tend to consider other people’s views when making intangible cultural heritage consumption
decisions such as friends, relatives, parents, and travel companions. Higher subjective norms have
a positive effect on tourists’ consumption intentions. Perceived behavioral control has a significant
positive effect on consumption intention (β = 0.313, p < 0.001); thus, H7 is established. This result
confirms the views of Brown et al. [76], and Chen and Tung [77]. When tourists think that they have
enough time, money, and opportunity to easily consume intangible cultural heritage, they carry out this
behavior. This result also enlightens managers in creating various opportunities in tourist destinations
to enable visitors to understand and participate in intangible cultural heritage tourism.
6. Conclusions and Implications
6.1. Conclusions
Taking Suzhou Kunqu Opera as an example, this study selected cultural identity as the antecedent
variable and combined it with the TPB in consumer behavior to explore the impact of cultural identity
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on the tourism consumption intention of intangible cultural heritage. Due to the special cultural
attributes of intangible cultural heritage, tourists can ultimately promote their consumption intention
on the basis of recognizing the value of intangible cultural heritage. Based on the traditional TPB,
this study creatively introduced the variable of cultural identity and conducted empirical research.
The results showed the following: (1) Cultural identity has a direct positive influence on
the consumption intention of intangible cultural heritage. In intangible cultural heritage tourism,
the cultural identity of tourist consumers promotes their consumption intention. (2) A positive
correlation exists between cultural identity and behavioral attitude, subjective norms, and perceived
behavioral control. When the cultural identity is strengthened, the individual’s behavioral attitude is
more positive, the influence of subjective norms is more intense, and the perceived behavioral control
is stronger. (3) Behavioral attitudes, subjective norms, and perceived behavioral control all have a
positive impact on tourists’ consumption intentions. The empirical results support the theoretical
model and hypothesis.
6.2. Managerial Implications
The results of the study provide valuable information that can be used as a reference for the
development of intangible cultural heritage tourist destinations. Tourism organizations in these
destinations should realize that intangible cultural heritage is a unique tourism resource that can
generate economic benefits for tourism development. The sustainable development of tourism
is the focus of public attention. The tourism industry is developed by using cultural resources,
and nonrenewable original ecological cultural resources are the basis and premise of its development
and utilization. In the fierce tourism competition, intangible cultural heritage can be developed and
utilized as a type of tourism product that emphasizes differences and highlights local characteristics [10].
On the one hand, sustainable tourism development can effectively inherit and develop intangible
cultural heritage. Only when the original cultural ecology of the region and the nation is effectively
protected can we discuss the sustainable utilization of its cultural resources, which meets the needs
of the current population while also protecting the needs of future generations; on the other hand,
sustainable tourism development can strengthen the unique cultural image of tourist destinations,
attract visitors, and promote the long-term development of these destinations.
Heritage tourism brings sustainable development opportunities for destinations, especially in the
post-COVID-19 epidemic era. COVID-19 has a long-term negative impact on the tourism industry,
and brings a rethinking of the tourism growth model [78]. Tourism recovery will take a long time,
and stakeholders should actively formulate strategic plans for destination recovery and seize the
crisis into development opportunities [79,80]. This study provides management suggestions for
the sustainable development of heritage tourism destinations from the perspective of stakeholders
(Table 6).
Destination governments and decision makers should intervene appropriately in heritage tourism
and introduce relevant tourism policies to promote its sustainability. In addition, the governments
should increase their support to the tourism industry and enterprises by providing stimulus plans
and interventions, such as tax breaks, subsidies, and deferred repayment [73]. These measures can
improve the viability of tourism companies to some extent.
Tourism enterprises should establish a link between tourists’ cultural identity and consumption
intentions in intangible cultural heritage tourism. The staff can search for tourists’ travel stories from
online travel communities or travel review websites, evaluate the degree of tourists’ recognition of
intangible cultural heritage, and obtain the true evaluation of tourists. Tourists’ pursuit of deep cultural
tourism experience promotes the transformation of the supply side [81]. An in-depth understanding
of tourists’ needs can provide a reference for the development of tourism products, help tourism
providers design travel experiences to meet the needs of tourists [82], and increase tourists’ sense of
participation and identification with intangible cultural heritage. The core product of Suzhou Kunqu
Opera is stage performance, the exposure of which can be increased in collaboration with scenic spots.
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For example, tourism organizations can build theatres with unique architectural styles in scenic spots,
and regularly provide theater performances to show tourists the stage art and charm of Suzhou Kunqu
Opera. Visitors can enhance their value and cultural recognition of this performing art by watching
Suzhou Kunqu Opera performances. The design and development of tourist souvenirs based on stage
art and dress adornment has attracted tourists’ attention. The aforementioned measures can improve
cultural identity and promote tourists’ consumption intention to the greatest extent, so that the goal of
sustainable development of intangible cultural heritage tourism can be achieved.
Table 6. Managerial actions of tourism stakeholders.
Stakeholder

Managerial Actions
•

Government and decision-makers

•
•
•
•

Tourism enterprises
•
•
•
Destination marketing organizations
•

intervene in heritage tourism to reshape
sustainable development;
provide incentives and interventions
(e.g., tax breaks, subsidies);
improve tourism infrastructure and services.
understand the potential needs of tourists;
redesign heritage tourism experiences (such as
museums, cultural performances and heritage
experiences, etc.);
develop heritage tourism souvenirs.
consider new marketing contents and forms;
strengthen the relationship between potential
tourists and destinations;
increase promotions and consumer incentives
for tourists, such as price discount strategies, etc.

The marketing and promotion of destination intangible cultural heritage needs to focus on the
role of TPB. The results of this study show that behavioral attitude, subjective norms, and perceived
behavioral control all have a positive effect on tourists’ consumption intentions. Destination marketing
organizations should attach importance to the contents and forms of tourism promotion of intangible
cultural heritage. Social media can influence consumers’ decision-making and purchasing behavior [83].
Mass media should focus on publicizing the characteristics and values of intangible cultural heritage
to attract potential tourist consumers. Tourist destination managers can organize cultural activities
to enhance tourists’ understanding of the intrinsic value of intangible cultural heritage. In addition,
the interaction between tourists and local residents, especially Kunqu Opera enthusiasts, helps tourists
to deeply participate in intangible cultural heritage tourism. Destinations can attract tourists to
participate and produce a more memorable travel experience by increasing the interaction between
tourists, local residents, and staff in public spaces [84], which in turn stimulates potential consumption
intentions. In addition, destination marketing organizations can stimulate consumer demand through
price discount strategies.
6.3. Limitations and Future Research
This study can fill research gaps in intangible cultural heritage tourism and provide suggestions
for the marketing and sustainable development of tourist destinations. However, this study has several
limitations. First, the relatively small sample size may limit the generality of the results. Although the
number of questionnaires has grown 10 times that of the traditional concept of items to calculate the
sample size, future research can still expand the sample size and conduct further investigation under
different circumstances. Second, the cultural identity scale has not been developed, and follow-up
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research can be conducted based on the characteristics of intangible cultural heritage to improve the
research accuracy. Finally, this study’s participants are aimed at Chinese tourists, and does not include
a cross-cultural analysis of tourists to consider differences in the influence of cultural identity on
consumption intentions between local and foreign cultural tourists; that is, to explore whether the
relationship between these constructs will present different results due to tourism market segmentation.
Author Contributions: Conceptualization, M.Z.; funding acquisition, M.Z.; investigation, G.Z. and X.C.;
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