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Abstract 
"Chinese fad" is a kind of marketing term, which is more accurately described as 
"Chinese elements" in academic circles. At present, there are more and more phenomena 
of combining products with Chinese elements in the market, and more industries begin 
to pay attention to how to use Chinese elements to improve the sales of products. Taking 
generation Z consumers with high consumption enthusiasm as the research object and 
the rapidly developing cosmetics industry as the main research industry, this study 
proposed and verified the model framework and research hypothesis of the interaction 
mechanism among the cultural identity of Chinese elements, groundedness and 
purchase intention of Generation Z consumers. It is found that the cultural identity of 
generation Z consumers to Chinese elements in cosmetics has a positive influence on 
purchase intention, and the groundedness of consumers can enhance the effect of this 
process through the mediation effect. The research findings are helpful to understand 
the interaction mechanism among Chinese elements' cultural identity, groundedness 
and purchase intention of generation Z consumers, and provide necessary decision-
making basis for the application of Chinese elements in cosmetic brands. 
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1. Introduction 

With the steady increase of the disposable income of the Chinese residents, the residents not 
only pay attention to the improvement of the quality of life, but also have more pursuit on the 
improvement of the external image, so the demand for cosmetics also increases. According to 
the data from the National Bureau of Statistics, from 2015 to 2019, the total retail sales of 
cosmetics in China increased from 204.9 billion yuan to 299.2 billion yuan, with an annual 
compound growth rate of 10%. China has become the second largest cosmetics consumer 
market after the United States. At the same time, more and more cosmetics brands have entered 
the market. Among them, there are also some brands using Chinese elements. For example, 
Florasis' "Miao Nationality" series, birds paying tribute to the phoenix eye shadow, West Lake 
imprinted gift box and CHANDO's "Dream of red Mansions" engraved lipstick, etc. In addition 
to domestic beauty brands, many foreign brands have also begun to use Chinese elements to 
launch limited beauty makeup, such as Estee Lauder rolling out limited packaging lipstick in 
combination with the Chinese zodiac every year. 
There is no doubt that "Chinese fad" is an economic and cultural phenomenon with the brand 
as the carrier and Chinese elements as the language. Generation Z are the main consumers who 
are enthusiastic about buying "Chinese fad" products with Chinese elements. According to the 
"2020 Little Red Book Year Beauty Cosmetics Insight Report", 52% of users who consume 
beauty cosmetics content are under 22 years old. According to the "2021 China Brand 
Development Report" by Alibaba Research Institute, the per capita consumption of domestic 
products of the post-90s generation has exceeded 6,000 yuan, and the consumption growth rate 
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of the post-00s generation is more than 50%. The empirical research of Wang Xiaochuan and 
Luo Luping (2021) shows that generation Z consumers dare to try new things and pursue 
individuality more, and the products of "Chinese fad" category should be closely designed and 
marketed around this generation of consumers [1]. 
At present, most studies on the cultural identity of Chinese elements - consumers' purchase 
intention are mediating variables in this process, and there is no research on the influence of 
the factor of "groundedness" on this process. At the same time, at present in the field of makeup 
industry, cosmetic products, most of domestic and foreign research on consumers' purchase 
intention in the perspective of perceived value, brand image, marketing means and platform 
etc, few scholars from the perspective of consumer cultural identity of makeup products to 
explore. Based on the above considerations, this paper focuses on Z generation consumer 
groups, through the analysis of generation Z's cultural identity of Chinese elements and 
groundedness, as well as the purchasing intention of Z generation consumers, an empirical 
model is established to collect relevant data and analyze the mechanism effect, so as to provide 
theoretical basis and practical inspiration for the application of Chinese elements in current 
cosmetic brand marketing. 

2. Literature and Theoretical Framework 

2.1. The Influence of Generation Z's Cultural Identity of Chinese Elements on 
Purchase Intention 

The concept of "Chinese elements" was put forward by Gao Jun, a professor of advertising. 
However, there is still no unified definition of "Chinese elements" in various disciplines, which 
are understood from their own perspectives. From the perspective of communication and 
semitics, Pan Jie (2015) pointed out that Chinese characters are the core of Chinese elements 
[2]. Li Fengxia (2016) believes that Chinese elements are derived from Chinese culture, 
identified with the nation, and used as a carrier of single symbol or symbol system to express 
cultural characteristics and Chinese spirit through symbolic elements different from other 
countries [3]. From the perspective of design, Cheng Yang (2012) divided the spiritual 
connotation of Chinese elements into: "the expression and thinking of Chinese characters; 
Chinese annual totem, family ethics system; the religious world of Confucianism, Buddhism and 
Taoism, and the special world concept of Chinese people" [4]. Ding Runze (2021) believes that 
Chinese elements are recognized by most Chinese people and have Chinese characteristics, and 
can reflect the prominent colors, spirits, symbols or customs of a certain era [5]. From the 
perspective of advertising, Xu Xie (2011) divided Chinese elements into three levels: symbols, 
concepts and culture by summarizing existing relevant literature [6]. Guerraoui and TroadeC 
(2000) divided the concept of identity into three different types: personal identity (personal 
awareness / personal performance), social identity (gender, occupation, etc.), and cultural 
identity, which are not clear boundaries [7]. Fu Yajun (2021) pointed out that cultural identity 
is a process in which individuals integrate into the group, and in this process, individuals will 
have recognition and psychological belonging to the material and spiritual culture in the 
community [8]. According to the definition of Jensen (2003) on the influence of globalization 
on the formation of adolescent cultural identity, cultural identity reflects the acceptance of a 
series of spirits and behaviors shared by individual members in their community [9].  
At present, there are few empirical studies on cultural identity as an antecedent variable at 
home and abroad. Some scholars have proved through empirical research that in international 
marketing, consumers' identification with the cultural form and connotation of goods will affect 
consumers' identification with the culture of goods, and cultural identification will directly 
affect consumers' final purchase intention [10]. When consumers are exposed to products 
containing cultural information, they will establish their attitude towards products and their 
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interest in product culture through cultural identity. When consumers are interested, they will 
further understand the product and deepen their cultural identity, ultimately affecting 
purchase decisions. Therefore, based on the cognition of the influence of Chinese elements and 
the division of definitions, the hypothesis is as follows: 
H1: The cultural identity of generation Z consumers to Chinese elements in cosmetics has a 
positive impact on consumers' purchase intention. 

2.2. Cultural Identity and Groundedness 
The definition of groundedness is more inclined to a feeling of individuals and groups. From a 
philosophical point of view, Fromm (1976) pointed out that people need to "groundedness" to 
feel "at home" in the world. From the perspective of psychology, psychologist Ndi (2014) 
defined groundedness as a sense of togetherness born through the combination of different 
elements of individual or group identity, past and present, and people and place [11, 12]. From 
a marketing perspective, Isabel (2021) defines groundedness as an emotional feeling. At the 
same time, the groundedness arises from the individual being "embedded" in his physical, 
social and historical environment, like the roots of a tree and the foundations of a house. 
Groundedness can provide a solid foundation for their strength, security, stability and 
confidence in adversity [13].  
IsaBel conducted multiple control variables and empirical studies to conclude that product 
marketing, product information (place of origin, design, etc.), and consumer characteristics 
(location, social ties, etc.) influence consumers' relationships with its location, surrounding 
people and the past. This association can affect consumers' perception of groundedness, 
showing in one of his studies that groundedness depends not only on product attributes but 
also on consumers' own circumstances, such as their location. He notes that groundedness is 
stronger when the product has a strong connection to the location of the consumer, the people 
around them or the past [13]. In this study, as the research objects are all Chinese Generation 
Z, the cultural identity of the tested population to cosmetics containing Chinese elements not 
only includes consumers' own conditions, but also includes product attributes. In addition, the 
cultural identity of local consumers to local elements can be regarded as a kind of association 
between consumers and their place, past and people around them. Thus, the hypothesis is 
drawn:  
H2: The cultural identity of generation Z consumers to Chinese elements in cosmetics has a 
positive impact on groundedness. 

2.3. Groundedness and Purchase Intention 
Purchase intention is also known as consumption intention. AjZen (1991) believes that 
consumption intention is a necessary step for consumers before purchasing behavior, and also 
an indicator to predict purchasing behavior [14]. According to Feng Jianying's (2006) review of 
the research on consumers' purchase intention, there are four different theories based on 
consumer attitude, perceived value, perceived risk and planned behavior theory. Research on 
the influencing factors of purchase intention has always been a hot topic at home and abroad, 
such as consumer personality characteristics, product use value, product external information, 
consumption situation, social and economic factors, etc [15].  
As for the research on products containing Chinese elements and consumers' purchase 
intention, except the above mentioned cultural confidence and cultural identity can have a 
direct impact on consumers' purchase intention [16, 17]. Huang Wei (2019) also studied and 
analyzed through questionnaire survey that cultural identity can influence consumers' final 
purchase intention by influencing their perception of difference (individuals tend to 
consumption of goods and his cultural identity consistent) and identical (individuals tend to 
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consume its collective identity culture consistent goods) value of products containing Chinese 
elements [18].  
In IsaBel's research, groundedness of consumers can ultimately affect product attractiveness, 
which includes the purchase intention. He pointed out that consumers' demand for 
groundedness can significantly adjust their purchase preference. When buyers have a higher 
groundedness for a product, they are more inclined to buy the product. When the marketing 
elements (product design, etc.) are more traditional, the market can affect the final consumers' 
purchase intention by affecting the consumers' groundedness. He also pointed out that when 
consumers are in a major changing environment (such as COVID-19), consumers need the 
groundedness more [13]. Thus, the hypothesis is obtained: 
H3: The groundedness has a positive impact on the purchase intention of generation Z 
consumers. 

2.4. The Intermediary Role of the Groundedness 
According to mentioned above, consumers first produce relevance to the product's surrounding 
environment, and then influence the purchase intention through groundedness. At the same 
time, combined with SOR theory, there are many complex factors in the process from 
consumers receiving external stimuli to their response, so this study proposes the hypothesis: 
H4: The groundedness produces an intermediary effect in the process of cultural identity-
purchase intention. 
The main purpose of this study is to explore whether groundedness affects the process of 
consumers' cultural identification with Chinese elements -- purchase intention. Therefore, 
according to the hypothesis proposed above, the main variables of this study are cultural 
identity of Chinese elements, groundedness and purchase intention of generation Z consumers. 
The research model is shown in Figure 1: 
 

 
Figure 1. Research model 

3. Research Design and Data Analysis 

3.1. Research Subjects 
The research object of this study is cosmetics containing Chinese elements. In the questionnaire, 
some representative pictures of cosmetic products containing Chinese elements are displayed 
to reflect this. As mentioned above, generation Z consumers are more enthusiastic about 
products containing Chinese elements and are willing to try new [1]. Therefore, the main target 
of the questionnaire issued in this study is generation Z consumers. Among them, the 
generation Z population uses the new generation classification criteria, namely the young 
people born between 1995 and 2009, who are also known as the "Internet era" [19].  
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3.2. Design of the Scale and the Questionnaire 
Based on the model established above and the reference of relevant scales developed at home 
and abroad, this study designed scales for each variable in the model and compiled 
questionnaires.  
Among them, the scale of cultural identity of Chinese elements first refers to the scale 
construction of cultural identity of Chinese traditional clothing by Wang Yu (2014)[20]. As 
mentioned in the above hypothesis, the "cultural identity of Chinese elements" in this study is 
designed from two dimensions: external tangible symbols and internal cultural spirit of Chinese 
elements. Therefore, the questionnaire also draws on Huang Yifei (2018) 's conversion of Wang 
Yu’s scale to write a total of six description forms from the external expression forms and inner 
cultural spirit feelings to measure [21]. The scale of groundedness refers to the scale 
construction of consumers' groundedness by IsaBel (2021), and six descriptions are designed 
[13]. For the measurement of consumers' purchasing intention, the questionnaire referred to 
four descriptions of consumers' performance prepared by Park & Kim (2003) [22].  
The scale preparation and reference basis are shown in Table 1: 
 

Table 1. Scale and Reference basis 
Construct  Item Reference 

Cultural identity of 
Chinese elements 

I can accept the Chinese elements expression of this 
commodity. 

Wang Yu (2014) [20] & Huang 
Yifei (2018) [21] 

I think the Chinese elements expression form of this 
commodity is very attractive. 
I love the Chinese elements expression form of this 
product. 
I can accept the cultural connotation of Chinese elements 
of this product. 
I think the cultural connotation of Chinese elements in this 
product is very attractive. 
I love the cultural connotation of Chinese elements in this 
product. 

Groundedness 

It makes me feel deeply rooted. 

IsaBel(2021)[13] 

I feel the product is relevant to my environment. 

These products make me feel firmly down to earth. 

I feel that the product is very close to the nature, people 
and things around me. 
These products give me a sense of belonging. 

In a metaphorical sense: Which of the two products is more 

likely to make you feel like this?  
(1-5 The progressive degree of products that never contain 
Chinese elements-products containing Chinese elements) 

Purchase intention 

I would consider buying products that contain "Chinese 
elements". 

Park & Kim(2003)[22] 

I would strongly want to buy products that contain 
"Chinese elements". 
I will consider recommending products with "Chinese 
elements" to my friends. 
The chances that I buy products with "Chinese elements" 
are high. 
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In order to achieve more objective and true measurement, most questions were measured in 
the form of 5-point Likert scale (1= strongly disagree, 5= strongly agree) after the above scales 
were sorted out. In addition to the above scale title, it also includes the design of basic personal 
information content. Questions about gender, monthly income level and whether they belong 
to Generation Z were included to filter the final questionnaire results. At the same time, in order 
to avoid the subjects randomly filling in the questionnaire, this study also added test questions 
between scales to avoid random selection and non-human answers.  

4. Results Analysis 

A total of 177 questionnaires were received, among which 9 were filled in by non-generation Z, 
and 2 were wrongly selected for the test. After removing these 11 questionnaires, a total of 166 
were valid. Based on the data of 166 questionnaires, SPSS26.0 statistical software was used for 
testing and analysis.  

4.1. Descriptive Statistical Analysis 
4.1.1. Demographic Characteristics of the Sample 

Table 2. Description of demographic characteristics 
Characteristic variable type sample number percentage 

Gender 
female 140 84.3 
male 26 15.7 

Monthly income level 

at 2000 and below 58 34.9 

2000-5000 66 39.8 
5001-8000 24 14.5 

8001-12000 10 6.0 
12001-20000 2 1.2 
above 20001 8 3.6 

 
The questionnaire of this study is mainly distributed to the respondents through multiple 
network platforms. Based on the fact that the respondents are all generation Z, the gender and 
income level of the respondents are investigated. In terms of gender ratio, 84.3% of the 166 
questionnaires are female and 15.7% are male. Since the survey is about the purchase intention 
of cosmetic products, and the main customer base of cosmetics is women, the proportion of 
women in this survey is higher than that of men, and the difference in sample sex ratio is a 
reasonable phenomenon. 
Since generation Z is born between 1995 and 2009, most of them are students, and a small 
number are employees. In terms of monthly income level, 2000-5000 yuan accounted for the 
largest proportion, reaching 39.8%. It is followed by 2,000 yuan and below, reaching 34.9%. So 
this data primarily tests the level of purchasing power of the group.  
4.1.2. Description and Statistics of Each Variable 
There are 16 items in the formal questionnaire. From the mean results, the average values of 
all the test items are between 3.2 and 3.98, indicating that the respondents basically show a 
positive attitude and tendency to answer the questions. From the perspective of standard 
deviation, the standard deviation of each item is between 0.874 and 1.146, which shows that 
the fluctuation between the respondents is not large, and the data distribution is reasonable. 
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Table 3. Variables description 

Variable Measure the 
item code 

Item 
mean 

Item standard 
deviation 

Variable 
mean 

Variable standard 
deviation 

Cultural perception of 
Chinese elements 

C2 3.89 0.975 

3.79 0.76 

C3 3.52 1.019 
C4 3.43 1.023 
C6 3.98 0.874 
C7 3.64 1.028 
C8 3.57 1.07 

Groundedness 

G1 3.49 1.000 

3.49 0.86 

G2 3.68 0.966 
G3 3.20 1.097 
G4 3.30 1.108 
G5 3.38 1.126 
G6 3.92 1.146 

Purchase intention 

B1 3.77 0.953 

3.49 0.96 
B2 3.24 1.091 
B3 3.46 1.082 
B4 3.49 1.066 

4.2. Credit and Validity Test 
4.2.1. Confidence Analysis 
Reliability analysis is a method to measure the consistency and stability of relevant variables in 
the scale. As some items in the scale of this study are adapted based on the scale of previous 
scholars according to the situation of this study, reliability analysis is very necessary. In this 
study, the internal consistency coefficient (Cronbach's α) was used to test the reliability of 
various variables in the questionnaire. According to the value of α, the reliability is low when 
the value is less than 0.35, good when the value is between 0.35-0.7, and high when the value 
is greater than 0.7. The following data were obtained after analysis according to SPSS26.0: 
 

Table 4. The reliability analysis of the questionnaire variables 
Variable Item number Cronbach’s α 

Cultural identity of Chinese elements 6 0.938 

Groundedness 6 0.888 

Purchase Intention 4 0.938 

 
According to Table 4, the internal consistency coefficient (Cronbach's) of the three variables of 
cultural identity of Chinese elements, groundedness and purchase intention are greater than 
0.7, indicating that the items of these variables are well designed and have good reliability.  
4.2.2. Validity Analysis 
Validity, also known as accuracy, is divided into content validity and structure validity. Since 
the scale in this study was adapted on the basis of previous scales after literature screening and 
summary, and some unreasonable items were deleted after the questionnaire was distributed 
in a small range, the sorted formal questionnaire had relatively good content validity. Based on 
the above reliability test of scale items in the formal questionnaire, this study first used 
SPSS26.0 software to conduct KMO and Bartlett tests on scale questions, and then conducted 
exploratory factor analysis on scale items to test the structural validity of the scale. 
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The first was the KMO and Bartlett test results for each variable: 
 

Table 5. KMO and Bartlett values of cultural identity of Chinese elements 
Variable KMO sample measure Bartlett spherical test 

Cultural identity of Chinese elements 0.865 

approximate chi square 916.994 

degree of freedom 15 

significance  .000 

Groundedness 0.879 
approximate chi square 612.829 

degree of freedom 15 
significance  .000 

Purchase intention 0.853 

approximate chi square 598.145 
degree of freedom 6 

significance  .000 

 
The KMO value is used to confirm whether each variable is suitable for factor analysis. The KMO 
value is between 0 and 1, and the closer the value is to 1, the more suitable the variable is for 
factor analysis. On the contrary, if the KMO value is too small, factor analysis is meaningless. As 
shown in Table 5, the KMO value of each variable is greater than 0.8, and the significance of 
Bartlett test is less than 0.01, which meets the research requirements and is suitable for factor 
analysis.  
Secondly, factor analysis was carried out on the scale items, common factor variance was 
extracted through principal component analysis, and component matrix was obtained:  
 

Table 6. Component matrix of cultural identity factor analysis of Chinese elements 
Item code Component 1 

C4 0.913 
C7 0.908 
C8 0.904 
C3 0.887 
C6 0.815 

C2 0.808 

Explanatory variance percentage(%) 76.30 
Cumulative explanatory variance percentage(%) 76.30 

G1 0.557 
G2 0.637 
G3 0.799 
G4 0.792 
G5 0.809 
G6 0.334 

Explanatory variance percentage(%) 65.46 
Cumulative explanatory variance percentage(%) 65.46 

B1 0.948 
B2 0.926 
B3 0.917 
B4 0.885 

Explanatory variance percentage(%) 84.49 
Cumulative explanatory variance percentage(%) 84.49 
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As shown in Table 6, only one component is extracted from the factor analysis of cultural 
identity of Chinese elements, groundedness and purchase intention, and the load value of all 
items except G6 in the scale is greater than 0.5. The reason may be that the question-answering 
method of G6 is different from other items, but the explanation variance of the three variables 
is above 65%. On the whole, it shows that the variance of variables has a strong explanatory 
ability and the item has a good explanatory ability. 

4.3. Difference Test 
After performing the reliability validity test, this study compared differences according to 
demographic variables, aiming to test whether demographic variables would affect other 
variables in this study. For gender variables, levine variance isotropy test and independent T 
test were performed on the sample data using SPSS26.0 software. While the income levels were 
divided into five segments, a one-way ANOVA was used.  
Results of independent sample test based on gender variables: 
 

Table 7. Gender difference test 

Variable 

Levine variance isotropy 
test 

Mean isotropy  T test 

F 
Significanc

e 
T 

Sig(two-
tailed) 

Mean 
difference 

Standard error 
difference 

Groundedness 
0.084 0.773 1.741 0.084 0.3185 0.18294 

  1.761 0.087 0.3185 0.18083 

Purchase intention 
0.808 0.37 0.224 0.823 0.04629 0.20648 

  0.247 0.806 0.04629 0.18714 

Culture identity of 
Chinese elements 

0.651 0.421 0.344 0.732 0.0557 0.16214 
  0.373 0.711 0.0557 0.1492 

 
According to Table 7, the significance of all three factors in Levin's variance isotropy test is 
greater than 0.05, indicating that the variance is isotropy, and the Sig value in T test is greater 
than 0.05, indicating that there is no significant difference between genders in the investigation 
of the three factors.  
Results of difference test based on income level variables: 
 

Table 8. Test of income difference 
ANOVA 

Variable Sum of 
squares 

Degrees of 
freedom 

Mean 
square 

significanc
e 

Culture identity of Chinese 
elements 

3.64 5 0.728 0.275 
90.971 160 0.569  
94.611 165   

Groundedness 
3.854 5 0.771 0.397 

118.722 160 0.742  
122.575 165   

Purchase intention 
5.47 5 1.094 0.32 

147.891 160 0.924  
153.361 165   
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As shown in Table 8, the significance of the three factors in the one-way ANOVA is greater than 
0.05, indicating that there is no significant difference in income difference in the analysis of the 
three factors. 
In conclusion, the differences in gender and income level do not affect the various variables, 
and the data can be analyzed as a whole. 

4.4. Correlation Analysis 
The purpose of correlation analysis is to analyze the relationship between each variable. In this 
study, Pearson (Pearson) bivariate correlation was used for test and analysis. The analysis 
results are as follows: 
 

Table 9. Correlation test 

Correlation 

Variable  Cultural identity of Chinese 
elements 

Grounded
ness 

Purchase 
intention 

Cultural identity of Chinese 
elements 

Pearson 
correlation 1 .734** .703** 

Sig.(two-
tailed)  .000 .000 

Groundedness 

Pearson 
correlation .734** 1 .748** 

Sig.(two-
tailed) .000  .000 

Purchase intention 

Pearson 
correlation .703** .748** 1 

Sig.(two-
tailed) .000 .000  

 
According to Table 9, the Pearson coefficient is greater than 0.7, and the significance is less than 
0.01, indicating that the cultural identity of Chinese elements, groundedness and purchase 
intention are all related. It also shows that the hypothesis H1 and H2 are preliminarily verified, 
which can further judge the difference in influence size through the regression analysis, as well 
as analyze the mediation effect of groundedness. 

4.5. Regression Analysis 
4.5.1. Relationship between Cultural Identity of Chinese Elements and Purchase 

Intention 
Table 10. Regression analysis of cultural identity of Chinese elements-purchase intention 

  R² The adjusted R² B T F sig 

Constant 
0.524 0.521 

0.557 2.482 
180.696 

0.014 

Cultural cognition of Chinese elements 0.800 13.442 .000 

 
Regression analysis was performed with the cultural cognition of Chinese elements as the 
independent variable and the final purchase intention as the dependent variable, and the 
results are shown in Table 10. The adjusted R² is 0.521, that is, consumers' cultural cognition 
of Chinese elements can explain 52.1% of the variable purchase intention, which is a good fit. 
Sig value is less than 0.001, indicating that the regression effect is significant, and the regression 
coefficient is positive. Therefore, H1 is supported.  
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4.5.2. The Relationship between the Cultural Identity of Chinese Elements and the 
Groundedness  

Table 11. Regression analysis of cultural identity of Chinese elements-groundedness 
 R² The adjusted R² B T F sig 

Constant 
0.542 0.539 

0.825 4.194 
194.254 

.000 

Cultural cognition of Chinese elements 0.727 13.938 .000 

 
Regression analysis took the cultural cognition of Chinese elements as the independent variable 
and the groundedness as the dependent variable, and the results are shown in Table 11. The 
adjusted R² is 0.539, that is, consumers' cultural cognition of Chinese elements can explain 53.9% 
of the variable groundedness, which is a good fit. Sig value is less than 0.001, indicating that the 
regression effect is significant, and the regression coefficient is positive. Therefore, H2 is 
supported. 
4.5.3. Relationship between Groundedness and Purchase Intention 

Table 12. Regression analysis of cultural identity of Chinese elements-purchase intention 

 R The adjusted R² B T F sig 

Constant 
0.560 0.557 

0.568 2.724 
208.463 

0.007 
Groundedness 0.837 14.4328 .000 

 
Regression analysis was performed with groundedness as independent variable and purchase 
intention as dependent variable, yielding the results shown in Table 12. The adjusted R² is 0.557, 
that is, consumers' cultural cognition of Chinese elements can explain 55.7% of the variable 
purchase intention, which is a good fit. Sig value is less than 0.001, indicating that the regression 
effect is significant, and the regression coefficient is positive. Therefore, H3 is supported. 
4.5.4. Mediating Effect of Groundedness 
In this study, the mediation effect of groundedness was tested by Bootstrap method using 
process plug-in. The corresponding elements of each letter in the table are: X-cultural identity 
of Chinese elements, M-groundedness, and Y-purchase intention.  
 

Table 13. The regression path of cultural identity of Chinese elements and groundedness - 
purchase intention 

 Coeff LLCI ULCI P 

Constant 0.123 -0.292 0.538 0.558 

X 0.418 0.263 0.57 0.000 

M 0.525 0.369 0.682 0.000 

 
The results shown in Table 13 as performed after Bootstrap test, since significant P is less than 
0.01, hence the regression equation Y=0.123+0.418X+0.525M.  
The statistical significance of the equation was then further tested, and the results are shown 
in Table 14: 
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Table 14. The mediating effect of groundedness in the process of cultural identity to Chinese 
elements - purchase intention 

Total effect, X on Y 
Effect se T p LLCI ULCI 

0.7996 0.0595 13.4423 .000 0.6821 0.917 
Direct effect, X on Y 

Effect se T p LLCI ULCI 
0.4177 0.0783 5.3365 .000 0.2631 0.5722 

Indirect effect, of X on Y: 
Effect BootSE BootLLCI BootULCI   

M        0 .3819 0.0633 0.2652 0.5143   

 
As shown in Table 14, p of both the total effect and direct effect are less than 0.01 significant, 
the total effect value is 0.7996, the direct effect value is 0.4177, and the indirect effect value is 
0.3819. The proportion of intermediate effect can be calculated as: indirect effect/total effect 
=0.4776. This indicates that the contribution of intermediate effect to the total effect is about 
47.8%. Meanwhile, according to Bootstrap, the confidence interval is (0.2652,0.5143), 
excluding 0. In conclusion, the mediating effect has statistical significance. Therefore, H4 is 
supported. 

5. Discussion and Suggestions 

Chinese traditional culture involves a lot of elements, and the use of Chinese elements in 
product design is a strategy of "cultural marketing". It is worth studying how to make use of 
China's cultural advantages to arouse the sympathy and recognition of more consumers. The 
research shows that the cultural identity of generation Z consumers to Chinese elements in 
cosmetics has a positive influence on their final purchase intention, and groundedness of 
consumers can enhance the effect of this process through the mediation effect.  
Based on the conclusions, this paper puts forward the following suggestions for the cosmetics 
industry: 
In terms of product design, the research results show that Chinese generation Z consumers are 
not only interested in the external symbols of Chinese elements, but also interested in the 
cultural connotations contained in Chinese elements. Therefore, in the design of combining 
Chinese elements, cosmetics should not only work hard on the outer packaging, but also pay 
attention to the expression of the inner spirit and cultural connotation of the Chinese elements 
used to avoid the use of "following the trend" and aesthetic fatigue.  
In terms of product marketing, businesses should find ways to increase the sense of connection 
with consumers in the use of Chinese elements. Trying to use Chinese elements with high 
popularity and dissemination to arouse the connection between consumers and Chinese 
elements. Especially with the arrival of COVID-19, some consumers have fewer opportunities 
to return to their hometown. Chinese elements can remind consumers of their families, 
homeland and the past, which can enhance consumers' groundedness and thus increase their 
purchase intention.  
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