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Abstract: This study examines how the design of museum archaeological boxes and the overall museum image
affect behavioral intention. This research used partial least squares-structural equation modeling, indicating a
relationship between aesthetics, symbolism, affective museum image, perceived value, and behavioral
intention. This study found that symbolism predicted behavioral intention. Moreover, aesthetics, symbolism,
and affective museum image affected perceived value, in turn triggering behavioral intention. This indicates
theoretical and practical implications for museum products.

Keywords: aesthetics; symbolism; affective museum image; perceived value; behavioral intention

1. Introduction

Museum stores offer an avenue for discerning and delineating a marketing strategy exclusively
linked to the fiscal objectives of the museum [1]. In China, the total income of museum stores
exceeded $106 million in 2019, which accounted for a 33% increase compared with the previous year
[2]. Many Chinese museums operate online stores in the domestic market and include some other
overseas museums like the British Museum. This presents a growing trend in the development of
museum stores. Nevertheless, numerous museums continue to grapple with the daunting challenge
of sustaining themselves due to the escalation of fixed expenses, such as rent, and intense competition
from other museums and tourist destinations [3]. Meanwhile, the revenue from museum gift shops
represents only about 2% of the museum's total income in mainland Chinese [2]. Therefore, the
museum stores still have substantial potential for further growth and expansion. The Sanxingdui
Museum in China released a collection of model toys known as the archaeological box, meticulously
designed to incorporate elements from its bronze relics. In particular, these toys are intentionally
coated with mud, providing customers with an immersive "archaeological experience" that simulates
the discovery of cultural relics buried within the mud (see Appendix A). Moreover, customers do not
know what the toy is inside the box until they remove the mud. This toy format has garnered
significant market attention, prompting other museums to subsequently introduce similar products
[4].

Currently, customers' decision-making criteria not only focus on product pricing but also on
product design [5]. Designing products with a unique value for customers and users sets successful
new products apart from those that fail [6]. On the other hand, such museums that launched the
archaeological box are famous and popular in China. Brand image is crucial for market success since
it significantly affects customer loyalty [7-9]. Moreover, scholars have also paid attention to the
museum stores, specifically emphasizing the important role of the perceived value of the museum
products [10]. However, there are still some gaps in the literature. Specifically, in the context of the
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museum archaeological box, first, no studies have measured the multi-dimensions of product design
(aesthetics and symbolism) and affective museum image in influencing behavioral intention. Second,
none of the research has linked museum toy design with perceived value and consequently elicited
behavioral intention, although the perceived value has been broadly investigated in predicting
customers’ behavioral outcomes [11-13]. Third, Li, Shu, Shao, Booth and Morrison [10] have
emphasized the importance of perceived value in museum products. However, no research examined
if affective museum image triggers the perceived value of its product, and subsequently affects
behavioral intention.

Attempting to fill these gaps, this study constructs an integrated model and aims to (1) account
for the influence of multi-dimensions (aesthetics and symbolism) of museum archaeological box
design on behavioral intention, (2) explore the role of affective museum image as a determinant of
behavioral intention, (3) examine the effect of perceived value on behavioral intention, (4) identify
the effect of the two design features on behavioral intention through perceived value, and (5) test the
mediated role of perceived value in impacting the relationship between affective museum image and
behavioral intention.

2. Literature review

2.1. Components of product design

Homburg, et al. [14] found that product design comprises three crucial components: aesthetics,
symbolism, and functionality. In this study, aesthetics pertains to the assessments and notions that
arise when individuals appreciate an attractive and visually appealing object [15,16]. Allen [17]
defined symbolism as encompassing intangible concepts, associations tied to the product, and
perceptions concerning the categories of individuals (e.g., interests) who engage with the product.
As mentioned earlier, customers do not know what toy is inside the museum archaeological box
when they purchase it. Hence, once customers gain a special toy, it may represent their achievement.
Accordingly, it has symbolic features. Researchers have long recognized these three features in
various research settings. For instance, enhancing the aesthetic appeal of a facility can assist an
upscale restaurant in achieving effective competitiveness in the marketplace [18]. In a study of
beverage packaging, Machiels, et al. [19] found that the symbolic elements of packaging contribute
to improving consumers' perceptions of the product, achieving effective competitiveness in the
marketplace. Morris [20] proposed that strong product abilities enable the product to set itself apart
from rivals. From a theoretical perspective, there is no doubt that product design significantly
influences market behavior. However, considering the archaeological box without the functional
property, the current study excludes functionality and hence adopts other two dimensions, aesthetics
and symbolism, to examine the toy.

2.2. Impact of product design on behavioral intention

Prior research has identified the relationship between aesthetics and behavioral intention. By
analyzing data collected from 223 customers, Xue [21] found that purchase intention is an outcome
of aesthetics. In a study of beauty category products, Sundar, et al. [22] proposed that aesthetic
packaging elicits customers’ purchase intention. Wang and Hsu [23] hypothesized that interface
aesthetics is an antecedent of purchase intention in a study context of smartwatches.

Scholars also found evidence of the effect of symbolism on behavioral intention. In an
investigation of life fashion retailing, Chi and Chen [24] demonstrated that if the products can
provide social value, in other words, make the clients a good impression on other people, the clients
will have a higher possibility to repurchase the products. Tsuchiya, et al. [25] found that products
with higher symbolic value will increase customers’ intention to shop. Self-expression can be
described as the act of outwardly conveying or displaying one's self-identity [26]. Aljukhadar, et al.
[27] mentioned that self-expression is a determinant of customer loyalty. Given the literature review,
this study posits that:

H1a: Aesthetics positively impacts behavioral intention.


https://doi.org/10.20944/preprints202309.1109.v1

Preprints (www.preprints.org) | NOT PEER-REVIEWED | Posted: 19 September 2023 doi:10.20944/preprints202309.1109.v1

H1b: Symbolism positively impacts behavioral intention.

2.3. Impact of affective museum image on behavioral intention

In this study, affective museum image referred to feelings about a destination [9]. Previous
studies have researched the linkage between brand image and behavioral intention. Liang and Lai
[8] examined data gathered from 311 tourists, and they found that destination image predicts visit
intention. In online shopping, store image is related to customers’ likelihood to purchase the products
[28]. Similarly, Febriyantoro [29] stated that brand image directly influences purchase intention in an
investigation of website marketing. Based on the findings, we hypothesize the following:

H2: Affective museum image positively impacts behavioral intention.

2.4. Impact of product design on perceived value

In this study, "perceived value" is defined as consumers' comprehensive evaluation of the
product's inherent worth, derived from their assessment of the benefits offered by the item compared
to the cost incurred by the consumers when using it [30,31]. Researchers have identified the
relationship between product design and perceived value. For instance, in a study on mobile banking,
Chaouali, et al. [32] suggested that aesthetic design serves as a predictor for epistemic value. Mumcu
and Kimzan [33] noted that visual aesthetics have the potential to create value for a product and set
it apart in the market. Packaging characteristics (e.g., packaging color) can evoke a sense of perceived
value [34].

Past research has highlighted the impact of symbolic characteristics on perceived value. For
instance, the image of a restaurant encompasses symbolic elements that have a positive impact on
customers' perceived value [7]. Packaging designs for products can convey symbolic advantages
[34,35], and Crilly, et al. [36] argued that the symbolism associated with products allows individuals
to express distinct facets of their personalities, including their values. Product characteristics
involving self-expression and uniqueness have a positive effect on the perceived economic value [37].
Given these, this study proposes the additional two hypotheses:

H3a: Aesthetics positively impacts perceived value.

H3b: Symbolism positively impacts perceived value.

2.5. Impact of affective museum image on perceived value

A limited number of previous studies found a connection between brand image and perceived
value. In a study context of retail stores, Graciola, et al. [38] noted that store image is a determinant
of perceived value by analyzing data gathered from 298 retail consumers. A study of the bank sector
by Zameer, et al. [39] suggested that corporate image can predict customers’ perceived value.
Similarly, another research in the service industry also identified that perceived value is an outcome
of the restaurant image [7]. The following hypothesis that therefore posited:

H4: Affective museum image positively impacts perceived value.

2.6. Impact of perceived value on behavioral intention.

Scholars have broadly researched the effect of perceived value on behavioral intention in diverse
fields. Empirical findings within the restaurant industry have shown that perceived value precedes behavioral
intention [31]. Chen and Chen [40] proposed that perceived value can enhance customers’ behavioral
intentions. Perceived value, for instance, whether customers consider prices reasonable at a water
park, positively affects behavioral intention (e.g., word-of-mouth intention) [41]. In accordance with
the existing literature, this study anticipates that participants who view Starbucks portable cups as
offering a good value will exhibit a heightened level of behavioral intention. Therefore, the present
study posits the following hypothesis:

H5: Perceived value positively impacts behavioral intention.

2.7. Mediating impact of perceived value
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Marketing researchers have confirmed the important role of perceived value in consumer
decision-making. For instance, in a study of mobile banking, Chaouali, Lunardo, Ben Yahia, Cyr and
Triki [32] suggested that the relationship between aesthetic design and intention to adopt can be
mediated by perceived value. The perceived value of limited-edition shoes can increase customers’
likelihood of purchasing [37]. Besides, these scholars also established that perceived value mediates
the effect of uniqueness and self-expression on purchase intention. Moreover, perceived value plays
a mediating role in the link between restaurant image and customers’ behavioral intention [7].
Accordingly, this study proposed the following:

Héa: Perceived value mediates the effect of aesthetics and behavioral intention.

He6b: Perceived value mediates the effect of symbolism and behavioral intention.

Héc: Perceived value mediates the effect of affective museum image and behavioral intention.

Based on the literature review and proposed relationships, the current study introduces a
conceptual model, as illustrated in Figure 1.

Product design

Behavioral
intention

Perceived value

Affective
museum image

Figure 1. Conceptual model.
3. Methodology

3.1. Data collection and participants

According to the National Bureau of Statistics (2019), revenue generated by museum stores in
the Chinese mainland has exhibited an upward trend. This study's intended participants are
individuals who have acquired a museum archaeological box from museum stores. The survey data
were collected across mainland China's five most popular digital platforms, including one second-
hand shopping application, one short-form video platform, and three online social communities. One
of the authors, a native Chinese speaker, translated the measurement items into Chinese. Both an
English language lecturer who teaches College English courses at Shantou University in China and a
Chinese language lecturer who specializes in Chinese literature reviewed and proofread the
translation. Afterward, another bilingual scholar translated the measurement items back into English
to ensure translation accuracy. Then the authors began inquiring about individuals' willingness to
participate in the questionnaire through personal messages and comments on the five social media
platforms in late May 2022. From early July to the end of July 2022, a total of 633 web-based
questionnaires were distributed to individuals willing to respond to the survey.
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Consequently, 375 completed questionnaires were received, resulting in a response rate of
59.24%. However, 59 questionnaires were excluded including questionnaires submitted with missing
data and those completed at an implausibly fast pace, resulting in 316 valid questionnaires remaining.
As shown in Table 1, among the respondents, 239 are female (75.6%), and 77 are male, making up
24.4% of the sample. There are 163 repeat purchasers, accounting for 51.6% of the sample. The
majority of participants (65.8%) are aged between 20 and 29 years old (n = 208). Furthermore, a
significant portion of the participants (69.9%) hold a bachelor's degree.

Table 1. Characteristics of participants (n = 316).

Demographic Frequency Percentages %
Gender
Male 77 24.4
Female 239 75.6
Age
Under 20 28 8.9
20 to 29 207 65.5
30 to 39 68 21.5
40 to 49 10 3.2
Above 50 3 0.9
Education level
Less than bachelor’s degree 46 14.6
Bachelor’s degree 220 69.6
Master’s degree and higher 50 15.8
First-time or repeat buyer
First-time buyer 153 48.4
Repeat buyer 163 51.6

3.2. Measurement development

The current study encompassed a total of 5 latent variables: (a) aesthetics, (b) symbolism, (c)
affective museum image, (d) perceived value, and (e) behavioral intention. All 15 measurement items
were taken from existing literature related to product design (aesthetics and symbolism) [15],
affective image [16], perceived value [7], and behavioral intention [7,17]. These items were adapted
to match the context of the museum archaeological box. Multi-items and a 7-point agree-disagree
Likert scale from “Entirely disagree” (1) to “Entirely agree” (7) were used to measure all study
constructs. A full list of all the items for each construct is provided in Table 2.

Table 2. Customers’ perceptions toward their last purchase of museum archaeological box.

Scale items
Aesthetics (AES)

AES1 The museum archaeological box (overall design) was visually striking.
AES2 The museum archaeological box (overall design) was good-looking.
AES3 The museum archaeological box (overall design) looked appealing.

Symbolism (SYM)
The museum archaeological box will help me establish a distinctive image on social

SYM1 .
media.
SYM?2 The museum archaeological box will be helpful to distinguish me from the mass on
social media.
SYM3 The museum archaeological box will accurately symbolize my achievements.

Affective museum image (AMI)
AMI1 The museum to which the museum archaeological box belongs is impressive.

doi:10.20944/preprints202309.1109.v1
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The museum, to which the museum archaeological box belongs, possesses a distinctive

AMI2 . .
character that sets it apart from competitors.
AMI3 It is the museum to which the museum archaeological box belongs that never
disappoints its customers.
Perceived value (PV)
PL1 The museum archaeological box offers good value for the price.
PL2 The overall value of the museum archaeological box is high.
PL3 [14]The museum archaeological box was worth the money.
Behavioral intention (BI)
BI1 I may repurchase the museum archaeological box in the future.
BI2 I would recommend the museum archaeological box to my friends or others.
BI3 I intend to repurchase the museum archaeological box.

3.3. Experiment procedure

Customers purchased the archaeological box from the museum stores but did not open it at once
due to the “archaeological experience” mentioned previously. Therefore, the authors were not
available to collect the questionnaires immediately after the museum archaeological box purchase
behavior occurred, a series of toy photos are presented in the questionnaire. Typically, individuals
can directly and immediately assess the aesthetic attributes of a product by examining its photograph.
Additionally, Baek and Ok [18] suggested that individuals can recognize the symbolic features of an
object on a webpage. Accordingly, the authors selected six photos of museum archaeological toys
from social media, which were asked for the agreements to use from the people who posted them on
social media (see Appendix). Participants were required to view these photos before answering the
questionnaires.

3.4. Data analysis

PLS-SEM is a well-established approach used to evaluate intricate cause-and-effect relationship
models within the field of management studies [19,20]. Furthermore, research studies have confirmed
the effectiveness of PLS-SEM in conducting research across various contexts within the hospitality
and tourism industry field [21-23]. In an effort to assess scale accuracy and the structural model, this
study utilizes the partial least squares structural equation modeling (PLS-SEM) technique, employing
Smart-PLS software version 4. PLS is particularly appropriate within the context of variance-based
structural equation modeling (SEM) [19,24,25].

4. Results

4.1. Reliability and validity

Statistical reliability of the measurements is assessed through Cronbach's alpha and composite
reliability. Sarstedt, et al. [26] suggested that to establish indicator reliability, factor loadings should
exceed the threshold of 0.7. As shown in Table 3, with factor loadings ranging from 0.838 to 0.945, the
model's indicator reliability is thereby validated. Scholars proposed that internal consistency is
considered evident when all Cronbach's alpha values and composite reliability scores exceed the
recommended benchmark of 0.7 [21]. As presented in Table 3, all Cronbach's alpha values fell within
the range of 0.822 to 0.909, and composite reliability ranged from 0.893 to 0.904, indicating strong
evidence of internal consistency. Given these, internal consistency is established. Moreover, To
confirm convergent validity, the average variance extracted (AVE) of the latent variables should
surpass 0.5 as a criterion [27]. All the AVE in this study ranged from 0.738 to 0.837. Accordingly, the
convergent validity in this study is also established.

Table 3. Cronbach’s Alpha, factor loading, CR, convergent validity, mean, and SD.

Alpha A CR AVE Mean SD
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AES (0.822) 0.893 0.737
AES 1 0.838 5.070 1.251
AES?2 0.888 5.323 1.176
AES 3 0.848 5.475 1.266

SYM (0.850) 0.909 0.770
SYM 1 0.881 4.687 1.514
SYM 2 0.894 4278 1.695
SYM 3 0.857 3.842 1.693

AMI (0.909) 0.943 0.847
AMI 1 0.879 6.076 1.117
AMI 2 0.945 6.060 1.116
AMI 3 0.935 6.041 1.097

PV (0.876) 0.923 0.801
PV 1 0.916 5.652 1.314
PV 2 0.861 5.380 1.499
PV 3 0.906 5.674 1.245
BI (0.841) 0.904 0.758
BI1 0.872 5.570 1182
BI2 0.895 5.614 1.140
BI3 0.845 5.399 1.188

Note: AVE = Average variance extracted.

4.2. Discriminant validity

Voorhees, et al. [28] recommended the Heterotrait-Monotrait ratio (HTMT) should be less than
0.85 to assess discriminant validity. As displayed in Table 4, all HTMT values being lower than 0.85
indicate that discriminant validity has been confirmed for the variables in the study. Further,
researchers proposed that a Fornell & Larcker test should also be conducted because the HTMT
approach may not identify a lack of discriminant validity in diverse research situations [29]. Table 5
displays the outcomes of the Fornell & Larcker test, indicating that all correlations between the
constructs are lower than the square roots of their respective average variance extracted (AVE)
values, which confirms the discriminant validity [27] (see Table 5). Hence, all variables in the model
are distinct from each other, confirming their uniqueness.

Table 4. Results of the HTMT.

Construct 1 2 3 4 5
AES
BI 0.418
AMI 0.423 0.499
PV 0.475 0.671 0.582
SYM 0.408 0.500 0.338 0.376

Table 5. Discriminant validity using the criterion by Fornell & Larcker.

AES BI AMI PV SYM
AES 0.858
BI 0.355 0.871
AMI 0.366 0.440 0.920
14 0.407 0.583 0.523 0.895
SYM 0.346 0.426 0.300 0.325 0.877

Note: ?Jtalicized and bold elements are the square roots of the AVE (average variance extracted). "Below the
Italicized elements are the correlations between the constructs.
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4.3. Common method bias

Kock, et al. [30] indicated that when variables, both independent and dependent, are measured
within a single questionnaire utilizing the same response method, there is a potential risk for common
method bias. The variance inflation factor (VIF) was employed to assess multicollinearity and
investigate whether there was any influence from common method bias. According to Kock and Lynn
[31], the inner VIFs should not exceed the threshold of 3.3. The findings indicate that all VIFs in the
inner model fell within the range of 1.183 to 1.519, which is below the threshold, suggesting no
significant issues with multi-collinearity.

4.4. Direct effect in the structural model

PLS-SEM was employed to assess the hypothesized direct relationships among the constructs.
Through SmartPLS4, the analysis involved employing the bootstrapping technique with 5,000
subsamples and a path weighting scheme to test the hypotheses at a significant level of 0.05 [32]. As
shown in Table 6, the results revealed that Hypothesis 1b, which proposed the positive effect of
symbolism on behavioral intention (3 =0.058, p <0.001), was significant. Hypothesis 3a, which posited
positive relationships between aesthetics and perceived value ( = 0.214, p < 0.01) was significant.
H3b, which hypothesized symbolism positively affects perceived value ( = 0.129, p < 0.05), was
confirmed. Hypothesis 4 was statically established ($ = 0.406, p < 0.001), indicating that affective
museum image positively influences behavioral intention. Hypothesis 5 was supported (Hba: § =
0.416, p < 0.001), indicating that perceived value has significantly positive effects on behavioral
intention. Nevertheless, Hla and H3, which propositioned the effects of aesthetics (t=1.093, p=0.275)
and affective museum image (t = 1.938, p = 0.053) on behavioral intention, were rejected.

Table 6. Direct relationship.

Hypothesis B t-value p Result
Hla: AES — BI 0.058 1.093 0.275 Not supported
Hi1b: SYM — BI 0.231 4.632 0.000*** Supported
H2: AMI — BI 0.132 1.938 0.053 Not supported
H3a: AES — PV 0.214 3.382 0.001** Supported
H3b: SYM — PV 0.129 2.273 0.023* Supported
H4: AMI — PV 0.406 7.216 0.000*** Supported

H5: PV — BI 0.416 7.119 0.000*** Supported

Note: ***p < 0.001, **p <0.01, and *p < 0.05.

4.5. Indirect effect in the structural model

This paper also examined the mediated effect of perceived value in the relationship between
design attributes (aesthetics and symbolism), affective museum image, and behavioral intention.
Again, the bootstrapping technique with 95% confidence intervals, using 5,000 subsamples and a
path weighting scheme, was employed to investigate the mediated effects within the model. As Table
7 reveals, perceived value significantly mediated the linkage between aesthetics and behavioral
intention (f = 0.089, p < 0.01). Accordingly, H6a was supported. H6b posited the mediating effect of
perceived value in the path from symbolism and behavioral intention was significant (3 = 0.053, p <
0.05). Given the finding, H6b was statically supported. Héc also established (3 = 0.169, p < 0.001),
indicating that perceived value was a mediator in the effect of affective museum image on behavioral
intention.

Table 7. Results of mediation analysis.

Hypothesis B t-value p CI25% CI97.5% Result
Hé6a: AES — PV — RI 0.089 2877 0.004** 0.035 0.158 Supported
Héb: SYM — PV — eWOM  0.053 2216 0.027* 0.010 0.106 Supported

doi:10.20944/preprints202309.1109.v1
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Hé6c: AMI —~ PV — MVI 0.169  5.140 0.000*** 0.112 0.243 Supported
Note: ***p < 0.001, **p <0.01, and *p < 0.05.

5. Discussions and implications

This study incorporates two dimensions of product design (namely aesthetics and symbolism)
as defined by Homburg et al. (2015). The consistent increase in attention to these two features of
product design has resulted in marketing researchers’ investigations [33-35]. Moreover, brand image
is vital for market success as it profoundly influences customer loyalty [7,8]. However, these two
attributes, along with brand image have not yet been extensively explored in tourism marketing
research. This study addressed gaps in previous tourism marketing literature by developing a causal
model and further gathering and analyzing data from consumers who had purchased archaeological
museum boxes in the last three months. More specifically, first, this study empirically accounts for
whether the design of museum archaeological boxes (encompassing aesthetics and symbolism)
predicts customers’ behavioral intention. Second, this research seeks to determine how the affective
museum image impacts behavioral intention. Third, this study analyzes how perceived value
influences behavioral intention. Fourth, this paper examines the influence of the two design
components on behavioral intention mediated by perceived value. Finally, this investigation tries to
explain the mediating role of perceived value in affecting the path from affective museum image and
behavioral intention.

5.1. Theoretical implications

This study makes a valuable contribution by uncovering associations that have not been
previously investigated within the context of museum archaeological boxes. First, this study confirms
that symbolism is a predictor of behavioral intention, consistent with prior research findings [36-38].
Second, the result of this study shows that aesthetics is a determinant of perceived value, which
corroborates the findings of other scholars in other contexts, such as a study of mobile banking by
Chaouali, et al. [39] and a research setting of product packaging by Wang and Yu [40]. Third, this
study tested and confirmed the association between symbolism and perceived value, in accordance
with previous research [7,41]. Fifth, the findings of this study also found a significant effect of
affective museum image on perceived value, consistent with the literature in diverse contexts, for
instance, Graciola, et al. [42] and Zameer, et al. [43]. Sixth, this paper investigated the impact of
perceived value on behavioral intention. Consequently, the present study analyzed and found
evidence of perceived value as a mediator influence in the effect of aesthetics, symbolism, and
affective museum image on behavioral outcomes. These findings are in line with prior investigations’
statements (see Chaouali, Lunardo, Ben Yahia, Cyr and Triki [39], Chae, Kim, Lee and Park [41], and
Ryu et al., 2012).

Studies have focused on museum product consumption [10,44,45], but none of them researched
the study context of museum archaeological boxes, which became popular shortly after their release.
Therefore, by analyzing the relationships between aesthetics, symbolism, affective museum image,
perceived value, and behavioral intention in the current study setting, this study has filled the gap
and made a contribution to the literature on tourism marketing. Furthermore, studies have long and
widely emphasized the importance of the mediating effect of perceived value in various fields [39,41].
However, no studies considered aesthetics, symbolism, and affective museum image as antecedents
of behavioral intention, particularly mediated by perceived value. Given these, this study has
extended the literature by providing new evidence.

In addition, this study did not find the direct effect of aesthetics and affective museum image on
perceived value. This may be due to the photos of the museum toys that the authors selected to
present to the participants, which might not fit the participants' aesthetic preferences.

5.2. Practical implications
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The study's findings offer meaningful implications for museum store management practices. By
analyzing data gathered from individuals who have purchased museum archaeological boxes, this
paper offers a comprehensive understanding of the insights that museum marketers and product
designers should consider during the design process. First, this study affirmed that aesthetics
predicts perceived value and, in turn, triggers behavioral intention. In other words, if customers feel
the museum archaeological box toy is good-looking, they will believe the museum archaeological box
offers good value for the price. Further, customers have a higher likelihood to repurchase the toys
and also recommend the museum toys to their friends or others. As mentioned previously, the toys
inside the archaeological box are the models of the museum’s collections. As the authors observed,
these models totally look the same as the original collections, which are cultural relics with hundreds
or even thousands of years. As scholars found that individuals' aesthetic values can evolve over
time [46], their preferences for aesthetics in artifacts may differ when comparing ancient and
contemporary eras. Given this, designers may consider adding modern features to the toys, such as
designing a model of cultural relics in a cartoon-like form. Moreover, customer input plays a pivotal
role in shaping the product's design, dictating its requisite specifications and requirements [6].
Marketers can systematically analyze comments about museum toys on social media to identify
which toy attributes, such as color and shape, are most appealing to customers.

Second, the findings reveal that symbolism is a determinant of behavioral intention. If a museum
toy enables customers to create a unique image on social media, customers will intend to purchase it
again and suggest others to buy the toys. Moreover, symbolism elicits perceived value and
subsequently impacts behavioral intention. The symbolic aspect of the toy can lead customers to
perceive that the overall value of the museum archaeological box is high. The ensuing consumer
loyalty will also be higher. As customers are unaware of the specific toy enclosed within the
museum archaeological box at the time of purchase, when customers acquire a unique toy from it, it
can symbolize achievement. As such, it possesses symbolic attributes. Given the importance of
symbolism, marketers may consider launching more unique versions of toys, for instance, a series of
limited editions, without disclosing what these special toys are when promoting them to the market.
Chae, Kim, Lee and Park [41] revealed that limited editions of products with uniqueness are
significantly related to customer behavior.

Third, the current study found behavioral intention is a consequence of affective museum image.
An impressive museum experience correlates with a higher probability of customers repurchasing
the museum archaeological box and endorsing it to others. Moreover, affective museum image can
result in perceived value, and in turn, influence behavioral intention. In simpler terms, if customers
perceive the museum as impressive, they will view the museum archaeological box as a worthwhile
expenditure. Subsequently, these customers are more likely to exhibit higher levels of loyalty. Social
media marketing has garnered growing interest among marketers and is considered one of the most
crucial channels for building a brand image [14]. While the primary purpose of the museum store
was initially to offer financial support for the affiliated institution, it now also serves as an educational
or mission-oriented opportunity [1]. For instance, marketers may consider operating social media
accounts on short video platforms, presenting educational videos of the museum’s collections to the
public. This may be an effective way to reinforce the museums’ brand image.

6. Limitations and future research

This study is limited to the tourism industry and specifically in the museum archaeological box
context in China. Jacobsen [47] demonstrated that cultural differences are related to perceptions such
as aesthetic appreciation, and therefore, the result of this study may not be applied to examine
museum products in other countries. Future studies may utilize the conceptual model from this study
to investigate museum products in different countries and ascertain any disparities compared to the
case in the present study. According to the report of National Bureau of Statistics [2], the museum
industry in mainland China has been developing rapidly. However, the revenue from museum stores
currently represents a relatively small proportion of the total museum income. Therefore, there is still
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significant room for further growth. This study serves as a reference point for future research
endeavors in the realm of product design within the heritage tourism marketing domain.
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