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[Abstract]

The purpose of this research is to explore what factors affect consumers' purchasing decisions when
purchasing artificial intelligence artworks. The research pointed out that in the real shopping model,
customer perceived value includes three dimensions: product perceived value, service perceived value
and social perceived value. On this basis, an artificial intelligence work purchase decision-making
influence model was constructed, and an online survey was attempted to collect data. Through analysis
of the reliability, effectiveness and structural equations of SPSS24.0 and AMOS24.0, and scientific
verification and analysis, we found that product cognitive value and service cognitive value have a
positive impact on consumers’ purchase intentions, but social cognition Value has no positive effect on

consumers' purchasing intentions.
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I. Introduction

With the development of artificial intelligence
technology, artificial intelligence art has also
become a way of consumption in the art field, but
the factors affecting the purchase decision of
artificial intelligence creations have become a hot
issue in consumer behavior research. These
factors will directly affect the customer's shopping
experience. Creating perceived value for
customers has become a source for art companies
to attract consumers and gain competitive
advantages. As for the connotation of customer
perceived value, existing researches can be
roughly divided into gains and losses view,
cognitive view and element view. In the view of
gains and losses, we believe that customer
perceived value is the overall evaluation of
product utility based on gains and losses[1].
"Perceived gains" include the physical attributes,
service attributes, and quality levels of products
or services: "perceived gains' include monetary
payments and non-monetary payments such as
the time and energy spent to obtain products. In
the cognitive view, we believe that perceived value
is the customer’'s perceived preference and
evaluation of product attributes and achieving
product use goals[2]. In the element view, it is
pointed out that the perceived value of customers
cannot only be regarded as a trade-off between
quality and price. The value provided by any
product or service includes functional value,
social value, emotional value, cognitive value and
context Value[3]. Some scholars divide customer
perceived value into three dimensions: the first is
functional value, the second is emotional value,
and the third is social value. Although the
measurement dimensions of customer perceived
value are different, the existing studies generally
believe that customer perceived value will affect
the choice of online services, and different
dimensions of customer perceived value interact

with each other and have different effects on

consumers' online shopping decisions. Consumer
purchase is a response to a problem. The
decision-making steps can be described as
problem identification, information  search,
alternative evaluation and product selection. In a
specific shopping environment, consumers will
weigh different value dimensions[4]. The analysis
of customer perceived value will help businesses
understand the consumer decision-making
process and implement effective decision-making
on the basis of mastering the market situation.
Based on the measurement dimensions and
mechanism of customer perceived value, this
article points out that in the art shopping model,
value includes three

customer  perceived

dimensions: product perceived value, service
perceived value and social perceived value. Taking
whether the consumer buys as the dependent
variable, this paper selects offline shopping and
online Taobao and Jingdong artificial intelligence
art shopping as examples, conducts a
questionnaire survey on customers who have
artificial intelligence art purchasing experience,
aggregates them according to category, age,
gender, credit rating, etc., and obtains 400
analysis samples to investigate the impact of
customer perceived value on consumers' purchase
The mechanism of buying decision. This study
also proposes the measurement dimension of
customer perceived value in online shopping
environment, and analyzes the mechanism of
customer perceived value on online shopping
decision-making, which will further enrich the
customer perceived value. The
helpful  to

decision-making level of consumers, and to

theory of
conclusion is improve  the

understand the transformation process of

consumers' decision-making.
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II. Theoretical framework

2.1 Customer perceived value and purchase
decision

Perceived value is composed of quality factor,
price factor, social value and emotional value.
Customers' perception of value will directly affect
their purchase intention[5]. Because only value
can ultimately drive customer loyalty, positive
purchase behavior means the improvement of
customer loyalty. Customer perceived value is the
direct antecedent of consumer behavior tendency,
and customer satisfaction will affect customer's
perception of value, thus indirectly influencing
behavior tendency through customer perceived
Sheth's

perceived value, the five dimensions (social value,

value[6]. According to analysis  of
emotional value, functional value, situational value

and cognitive value) have an impact on
customers' choice behavior at the levels of
purchase, product and brand . Zeithaml proved
from the perspective of consumer psychology that
the higher the consumer's perceived benefit of a
product or service, the higher the perception of
value, and the increased perceived value will
increase consumers' willingness to purchase

products[7].  Although there are different
interpretations of the specific connotations of
customer perceived value, consumers judgments
on product quality and performance, convenience
and pleasure of the shopping process, and the
realization of consumption goals will form the
customer’s shopping and consumption experience,
and produce Customer perceived value.
Consumers pay more attention to the consumption
experience of other consumers when purchasing
experience products, and pay more attention to
the objective information provided by websites
when purchasing search products. Objective
reviews have a significant impact on the purchase
of search products, while subjective reviews have
a significant

impact on the purchase of

experiential products .

2.2 Product Perceived Value and Purchase
Decision

According to the Delivered Value Theory, when
customers purchase goods, they will first consider
which enterprise can provide them with higher
perceived value. They should consider customer
perceived value from the perspective of customer
satisfaction and delivered value. Delivered Value is
the difference between total customer value and
total customer cost. Value perception represents a
trade-off between consumers' perceived benefits
in a product or service and their perceived effort
by paying prices[8]. Customer perceived value is
the market perceived quality relative to product
price adjustment . Price is the most important
factor influencing purchase intention. Generally,
consumers will prefer products with lower prices,
but when the price of a product is too low, it will
increase consumers' purchase risk and increase
consumers' uncertainty about the quality of the
product. In the dynamic price mechanism,
consumers prefer price discounts rather than
bonus gifts, and new customers are more sensitive
to prices than regular customers. According to
Chevalier's analysis of book sales data on
Amazon.com, when prices increase, book sales will
decrease. Forman et al. used Amazon's online
reviews, prices and other data, and found that
online retail prices will affect sales rankings.
When shopping online, consumers' judgment on
price is an important source of product perceived
value. The quality and performance of search
products are relatively objective, and the
performance of products of the same type has
little difference, and there is little room for price
differentiation[9]. If the price is on the low side, it
will cause consumers to question the quality of
their products. Experiential products are more
personalized, consumers' expected prices and the
resulting perceived value of products will be quite
different, and the price mechanism will be more
effective. Compared with search products, in
experiential products, price has a more obvious
effect on consumers' purchasing decisions.
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2.3 Service perceived value and purchase
decision

Customer perceived value can be regarded as the
emotional bond between the customer and the
manufacturer when the customer uses the product
or service. This emotional bond comes more from
the service level and credibility of the business.
Consumers’ familiarity and trust with merchants
positively affect their purchase intentions. Trust is
a component of consumer beliefs[10]. The more
consumers trust the merchant, the more they can
promote purchase. In order to avoid risks, many
consumers choose sellers with high reputation. In
Ebay's auction mechanism, the more good credit
records a merchant has, the more consumers will
think that the merchant is more credible, and the
higher the price will be. However, it is not that the
higher the credit rating, the better the purchase. Ye
et al. found that the credit rating promotes
purchases with nonlinear characteristics. In a
certain range, the credit rating promotes purchases
more significantly. When the credit rating is at a very
higher level or a very lower level, it cannot
effectively promote purchases. Susan and David also
found this feature similar to the inverted "U" curve
in the analysis of online reviews. When the depth of
online reviews, that is, the star rating of reviews,
increases to a certain extent, the usefulness of

reviews does not improve significantly.

2.4 Social Perceived Value and Purchase
Decision

Kantamneni and Coulson believe that customer
perceived value includes social value, experience
value, functional value, and market value. Social
value is defined as the meaning or value of a product
to society, which has a certain degree of
subjectivity[11]. The reason is that customer
perceived value is the customer's perception of
product value through subjective thinking. It is not
a value inherent in the product or service itself, but
a subjective judgment of whether the value of the
product or the function of the service is reasonable.

This judgment will cause a certain social impact. In
the online shopping mode, online reviews reflect
customers' subjective judgments on product value
and become an important source of information for
consumers to understand product quality and
services[12]. The greater the number of online
reviews means the higher the degree of attention to
the product. Based on avoiding risk and reducing
uncertainty, consumers'  purchase intention
increases with the increase of reviews. Duan et al.
found that the content of online movie reviews
makes no great difference to movie box office
revenue, but the number of online movie reviews has
a significant impact on movie box office revenue.
The number of online reviews has a stronger effect
on consumers with low levels of involvement,
because such consumers will not invest much effort

in analyzing online review content.

III. Establishment of model and
proposal of hypothesis

3.1 Model introduction

Based on the above theoretical research
foundation, we propose the following models and
assumptions  for artificial intelligence art
consumers. The research model is shown in
Figure 1. The dependent variable is purchase
intention, and the independent variable consists of
three parts: product perceived value (price,
quality, performance), service perceived value
(price, quality, convenience, pleasure) and social

perceived value (quality , Image, pleasure).

Perceived value

Product perceived value

4>{ Purchase Intention

Service perceived value

Social perception value

Fig. 1. Author’s Collation Model
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3.2 Formulation of assumptions

According to the research model, we can put
forward the following research hypotheses:

HI1: The product value of artificial intelligence
artworks has a beneficial effect on consumers'
purchasing intentions.

H2: The service value of artificial intelligence
artworks has a beneficial effect on consumers'
purchasing intentions.

H3: The social value of artificial intelligence
artworks has a beneficial effect on consumers'

purchasing intentions.

IV. Empirical analysis

4.1 Selection of samples

This research uses the recent online and offline
consumer groups of artworks (art works, design
works, etc.) based on artificial intelligence
technology that have appeared online and offline
as the research object. It will start from April 1,
2020 to May 1, 2020. Through the research 500
questionnaires were distributed in the same way,
and 495 were recovered. Aside from invalid
questionnaires, 472 valid questionnaires were
finally used for data collation and analysis.
SPSS24.0 and AMOS24.0 were used to analyze the
data. Descriptive statistical analysis of the data,
reliability analysis of the data through reliability
analysis, validity analysis of research variables

through validity analysis.

4.2 data analysis

AMOS24.0 software was used to evaluate the
model and verify the hypothesis, and then the
hypothesis test was carried out, and the

conclusion was obtained.

4.2.1 Reliability Analysis

The role of reliability analysis is to test the
consistency of each question in the questionnaire,
or to measure the stability of each indicator. When

the stability between the scales is higher, or the
consistency is higher, the reliability of the
questionnaire will become better, so that the validity
of the questionnaire content can be tested. The
usual reliability test will use Cronbacha's Alpha
value. According to experience, the interval of
Cronbach's alpha coefficient is 0 to 1. The closer
the Cronbach a coefficient is to 1, the higher the
reliability; the opposite is the lower the reliability.
When the Alpha value of Cronbacha is less than 0.5,
we believe that the reliability of the questionnaire
survey data is poor. In this case, the corresponding
statistical analysis cannot be performed. To judge
whether the reliability level of the questionnaire
data is acceptable, we use Cronbach's alpha
coefficient to judge. When the value is greater than
0.5 and less than 0.7, the questionnaire data can be
judged to be acceptable; when the Cronbach's alpha
value is greater than 0.7, then the questionnaire
data High level of reliability. It can be seen from
Table 2 that the reliability of the first four variables
of the questionnaire is greater than 0.8, and the
alpha value of the last variable Cronbach is between
0.5 and 0.7. This value is acceptable, indicating the
overall reliability of the data in this questionnaire.
Degree is higher.

Table 1. Reliability analysis

Cronbach’s a items
Product Perceived Value 0969 3
Service perceived value 0.955 4
Social 0.965 3
Perceived Value
Purchase Decision 0.934 3

According to the reliability analysis conducted
by SPSS, it can be seen from the table (Table 1:
reliability analysis ) that the Cronbach o values of
all factors are above 0.9. According to general
experience, we can judge that the reliability is
good and can be used.
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4.2.2 Validity analysis

Validity analysis is mainly to study the validity
of wvariables, specifically, to test whether the
questions set by the questionnaire can cover the
variables to be analyzed.

Table 2. Validity analysis

them is very high. When the P value is less than
0.01, the table shows that the significance between
them is high. When the P value is less than 0.05,
it indicates that there is significance between
them, but not very high. When the P value is less
than 0.10, it indicates that the significance
between them is not high. When the P value is

The results in Table 2 are obtained by factor
analysis, principal component extraction and
varimax method. We can see that the composition
of each factor is good, and the kmo value is 0.89,
indicating that the wvalidity of the constituent
factor is good.

4.2.3 Structural Equation Model Test

In this study, SPSS software was used for
reliability and validity analysis. We can see that
the research model in this article has high
reliability and validity. Next, this research uses
AMOS 24.0 to verify the structural equation of the
theoretical model in this paper. This article uses
structural equation modeling to verify whether the
statistical data collected through the survey can
meet the hypothesis.

In this study, the hypothesis was verified by
AMOS 24.0. Hypothesis testing usually discusses
the P value of the test result. P value mainly
detects whether there is a significant influence
between variables. When the P value is less than
0.001, it indicates that the significance between

factor greater than 0.10, it indicates that there is no
1 2 3 4 . g
oS 0,909 0127 0200 0186 significance between them.
Qs 0.894 0.081 0.200 0.231
PS 0.887 0.126 0.226 0.194 Table 3. path test results
SP 0.843 -0.099 0.210 0.339
PTP 0.057 0.929 0.206 0.211 Estimate SE. CR. P
QP 0.068 0.916 0.221 0.242
PP 0.063 0.899 | 0198 | 0.260 PL | <—— | PV | 0281 | 0041 | 6926 | x=x
PI2 0.247 0.185 0.871 0.240 Pl | <——- | SV | 0324 | 0042 | 7.742 | x=x
P11 0.214 0.221 0.868 0.197 PI <--- | SOV 0.098 0.054 | 1.817 | 0.069
PI3 0.267 0.244 0.855 0.082
SI 0.310 0.313 0.197 0.846
SQ 0.307 0.293 0.185 0.845
SLP 0.325 0.288 0.197 0.834
Cronbach a 0.969 0.955 0.965 0.934
KMO 0.890

Fig. 2. Construction equation structure model

4.3 Research results and discussion

As shown in Figure 2, in the model test results,
we got the relevant indicators of the verification
model  P(0.000), CMIN/DF(4.794),  GFI1(0.916),
AGFI(0.87)RMSEA(0.049) all conform to the
structural equation model Inspection standards. By
constructing the result table of the equation model
(Table 3: Path result table), we can see that the
product value of art based on artificial intelligence
has a beneficial effect on consumers purchase
intentions, and the service value of art based on
artificial intelligence is also It has a beneficial
effect on consumers purchasing intentions, but
the social value of art based on artificial
intelligence has not had a beneficial effect on

consumers purchasing intentions.



A Study on the Impact of Perceived Value of Art Based on Artificial Intelligence on Consumers' Purchase Intention 281

V. Conclusions and Enlightenment

This research takes the artificial intelligence
artwork that has emerged in recent years as the
research object, and takes the product value,
service value and social value of artificial
intelligence artwork as variables to study the
impact of these three independent variables on the
dependent variable. Through scientific analysis
methods, we can see that the quality of artificial
intelligence artwork has a beneficial effect on
consumers' purchase intention, and the service
quality of artificial intelligence artwork has a
beneficial effect on consumers' purchase intention.
[t shows that after so many years of artificial
intelligence development, a large part of
sophisticated artificial intelligence has reached the
ability to produce high-end artworks, and these
artworks have also been recognized by consumers.
But the social value of artworks has not yet
reached the expected results. It shows that in the
field of artificial intelligence art, the recognition of
the whole society, the recognition of artists, art
connoisseurs and consumers will take some time.
In the future, this research can also be conducted
in a more detailed manner. After subdividing the
artwork from the specific perspective of
calligraphy, calligraphy or design, it should also
obtain better effects and more meaningful
meaning. The data collection of this study should
be more widely collected samples from all over the
world should have a better verification effect. In
addition, scientific analysis methods can be carried
out from the perspective of big data, and more

meaningful conclusions should be drawn.
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