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Abstract

In the face of the violent impact of the epidemic, how to improve the “hematopoietic function” has
become an urgent problem to be solved by considerable amount of cultural museums. Although
the museum has attracted a lot of attention through online activities, the revenue effect behind it
and its mechanism of action are unknown. In order to solve this problem, this paper takes SOR
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(stimuli-organism-response) theory as the research framework to construct a structural equation
model including museum online activity attributes, consumer emotions and cognition, compensa-
tory consumption psychology and purchase intention. By analyzing 401 questionnaires through
AMOS 26.0, the results show that the attributes of museum online activities (interactivity, intelli-
gence, diversity and interest, and contextual compliance) positively affect the purchase intention
of activity participants, and participants’ cognition and emotions play a mediating role in it. Com-
pensatory consumer psychology does not have a significant moderating effect. The research con-
clusion will provide a theoretical reference for the development of online activities of museums
and the improvement of participants’ purchase intentions.
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Figure 1. A research model about museum online activity properties and purchase intention
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Figure 2. The moderating effect of compensatory consumer psychology
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Table 1. Basic information about the respondents
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Table 2. Questionnaire items and sources
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Table 3. Exploratory factor analysis results
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R4 0.714
Z1 0.869
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Table 4. Model fit metrics
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Figure 3. Diagram of the structural equation model
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Table 6. Mediation effect test
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MR E N o 0.043 0.135 oA
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