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Abstract 
This article adopts empirical research methods to measure the content of Chinese film attractive-
ness. Exploratory and confirmatory factor analysis is used to extract and verify 5 dimensions: 
moral education, plot, satisfaction of curiosity, entertainment and reputation. Then it analyzes the 
effect of the perception of film attractiveness on the audience satisfaction, intention, investment 
and the mediating effect of satisfaction. The findings demonstrate that: 1) satisfaction mediates 
film attractiveness and intention, and it also mediates film attractiveness and investment; 2) the 
path of film attractiveness affects audience is: perception of film attractiveness  satisfaction  
intention  investment; and 3) mind purification, logic and inspiration are main factors to im-
prove satisfaction. Overall, this research provides insightful theoretical and practical implications 
to the product strategy of the film industry in China. 
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1. Introduction 
As one kind of product, films face specific audience in the end, but their investors, directors, producers and oth-
er participants of the production chain, seemingly concern more about the market. Hence, the movie box office 
research has been the research hotspot. Barry Litman concluded that box office (or rent) returns could be calcu-
lated in this equation: Y = −28.482 × 106 + 7.232 × 106 Top Directors + 14.846 × 106 Stars + 11.818 × 106 
Sci-Fi + 13.858 × 106 Sequels + 24.932 × 106 Oscar Nominations −4.966 × 106 Plots + 6.972 × 106 Reviews + 
3.814 × 106 Major Distribution Companies [1]. In the subsequent researches with Economic Methodology, other 
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independent variables have been taken into consideration, i.e. Release Period, Scheduling, Market Concentration 
Rate [2], Grading [3] and Reputation [4] [5]. Over concerns and projections about the film’s box office are like-
ly to neglect the film attractiveness itself and the intrinsic motivation of the audience. For instance, some films 
are expected to have high box office revenues considering variables such as the stars, directors, scheduling, pub-
licity, release and investment, while the reality is just the opposite. That means box office must be determined 
by some more front and secluded factors. By comparison, study with Communication Research Method focused 
more on the audience itself, e.g. investigations into individual’s viewing habits and decision-making process, 
with which revealed some valuable factors. Learning and information, escapism, entertainment and relaxing, and 
friend-making are regarded as the main motivations [6] [7]. Moreover, research on the satisfaction of experience 
consumption provides insightful understand for the audience’s cognitive [8], emotional [9] and other inner 
needs. 

Though the study with Communication Research Method pays more attention on the audience than that with 
Economic Research Method does, it still fails to deeply understand the needs of the audience’s mind and soul. 
Given the satisfaction researches have explored the inner need of the audience, there are many gaps in the study. 
As such, this paper attempts to establish an analytical framework for more insightful findings by adopting “film 
attractiveness”, a concept that blurs the borderline between Economics, Communication and Management. Lite-
ratures on this concept come from Tom Gunning and Gao Xueyi. But the former’s “film attractiveness” is more 
about the type or expressing techniques of films [10], while the latter is not an empirical investigation based on 
the audience [11]. In this study, we defined film attractiveness as the capacity and possibility for films to attract 
viewers and satisfy their expectations. The viewers’ reaction to a film is actually a comprehensive reflection of 
their feed forward, synchronic and feedback feelings, which is closely linked to their feelings. 

According to the foregoing, the following research questions arise: What are the elements of the film attrac-
tiveness? Does the perception of film attractiveness affect the audience’s outcome variable? How? 

2. Structure of the Film Attractiveness 
Given the limited space, we did not present the empirical process, but only main results. After item collection, 
pre-trial investigation and questionnaire revision, we formed a formal questionnaire with 55 questions. We 
asked respondents to evaluate the extent to which they agree or disagree with the statements on a six-point Li-
kert-type scale ranging from (1) strongly disagree to (6) extremely agree to prevent response bias because Chi-
nese people tend to choose the mid-point of the scale regardless of their true feelings or attitudes [12]. 1000 
questionnaires were sent out and 733 valid ones were retrieved, yielding a response rate of 73.3%. The intervie-
wees: 1) Gender: males accounted for 47.3% and females 52.7%; 2) Age: 13.4% were under the age of 20, 23.7% 
were between 21 to 30, 18.9% were at the age of 31 to 40, 35.7% were between 41 to 50 and 8.3% were above 
51; 3) Educational Background: 15.4% were high school graduates, 27.0% were college students, 41.6% were 
undergraduates and 13.3% were postgraduates. 

By conducting exploratory factor analysis, confirmatory factor analysis, test of reliability and validity, we ex-
tracted 5 factors (dimensions) of the film attractiveness, each one with 3 questions as shown in Table 1. Results 
showed five distinct factors, accounting for 61.54% of the total variance with no single factor accounting for a 
majority of the variance. The 5 factors were named as Moral education, Plot, Satisfaction of curiosity, Enter-
tainment and Reputation respectively as per questions included. 

3. The Effect of the Perception of Film Attractiveness on the Outcome Variables 
As seen in Table 1, the result manifests that film attractiveness is a comprehensive index based on multi factor, 
the utility of each factor has the mutual substitution or complementary effect. For different audience and even  
 
Table 1. Question content and factor load (N = 302). 

F1 Moral education F2 Plot F3 Satisfaction of curiosity F4 Entertainment F5 Reputation 

Mind purification 0.864 Unexpectedness 0.773 Sensitive topics 0.809 Emotional appeal 0.719 Friends’ praise 0.719 

Mental harvest 0.822 Fascination 0.754 Truth revelation 0.689 Relaxation 0.709 Social debate 0.683 

Inspiration 0.791 Logic 0.725 Information acquisition 0.668 Spiritual enjoyment 0.667 Representative 0.680 
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for the different life situations of the same audience, the utility value of each factor is relative and dynamic. In-
deed, the film attractiveness is more reflected in a subjective feeling or evaluation. Thus we defined the subjec-
tive feelings and evaluation as the perception of film attractiveness. 

We measured the perception of film attractiveness by asking respondents to evaluate the extent to which they 
agree or disagree with the15 statements (as shown at Table 1) on a six-point Likert-type scale. Given not mature 
scale of the audience satisfaction, intention and investment for reference, we developed these scales. 280 ques-
tionnaires were distributed, 237 copies were recovered with 196 valid copies. The interviewees: 1) Gender: 41.4% 
are male and 58.6% are female; 2) Age: 18.1% are under the age of 20, 53.4% are between 21 to 30, 20.5% are 
between 31 to 40, 5.4% are around 41 to 50 and another 2.6% are above 51; 3) Educational Background: 3.2% 
are high school graduates, 14.9% are college students, 48.5% are undergraduates and 33.1% are postgraduates. 

As shown in Table 2, the values of Cronbach’s α for all constructs were in excess of 0.70, and the first prin-
cipal components variance contribution rate near or above 60%, indicating a high degree of reliability. 

Satisfaction questionnaires: 1) I am very satisfied with the performance of most Chinese movies in two years. 
2) Most Chinese movies meet my expectations, I feel very satisfied with this. 3) Compared with foreign movies, 
I am very satisfied with most of the Chinese movies I have seen. 4) Most of the Chinese film from the theme, 
the plot to the quality of production makes me satisfied. 5) As far as I know, my friends are very satisfied with 
most of the Chinese movies. 

Intention questionnaires: 1) I would like to spend money, time and energy to watch Chinese movies. 2) Com-
pared with foreign movies, I prefer to watch Chinese movies. 3) Most of the Chinese film from the theme, the 
story to the effect of audio and videos are all I like to enjoy. 

Investment questionnaires: 1) The film I’ve seen in the past two years, Chinese films account for more than 
half. 2) I spend more money, time and energy on Chinese movies than foreign movies. 3) Watching most Chi-
nese movies, I’m always immersed in the plot, the feelings of the movie plot and the changes and changes. 

We then employed a confirmatory factor analysis (CFA) by AMOS7.0 to explore the affect of the perception 
of film attractiveness on the outcome variables, as shown by Figure 1. According to the model’s correction in-
dex, bidirectional covariance relationship is established between the 8 residuals of the hypothesis model. The 
bidirectional covariance relationship has the reality basis, which indicates the correlation between the two items 
of the measurement content. The main fit index of the modified model is shown in Table 3. 

In Figure 1, the standardized path coefficient of attractiveness perception F6  satisfaction F7, attractiveness  
 

Table 2. Reliability and validity of outcome variable scales (N = 196). 

Scale Satisfaction Intention Investment 

Cronbach coefficient 0.819 0.761 0.773 

First principal components variance contribution rate % 64.25 58.47 69.50 
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Figure 1. Model of relationship between attractiveness perception and its outcome variables. 
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perception F6  investment F8, attractiveness perception F6  intention F9 were 0.85, 0.83 and 0.95, all were 
significant. The results show the positive correlation relationship between the attractiveness perception and the 
satisfaction, intention, investment, respectively. 

4. Mediating Effect of Satisfaction 
4.1. The Mediating Effect of Satisfaction between Attractiveness Perception and Intention 
According to the theory of consumer behavior, the mediating effect of consumer satisfaction in the commodity 
value perception and consumption intention is ubiquitous [13]. Film as one kind of special commodity, does au-
dience satisfaction also play a mediating role between the attractiveness perception of the audience and the in-
tention of viewing? We adopted the structural equation modelling (SEM) approach suggested by MacKinnon et 
al. [14] to build a mediation model, given that SEM helps to control for measurement errors and provides clearer 
and more comprehensive information on the degree of fit of the proposed models. Procedures and data are 
shown in Table 4. The results show that the audience satisfaction plays a fully mediating effect between the at-
tractiveness perception and the intention of viewing. 

4.2. The Mediating Effect of Satisfaction between Attractiveness Perception and 
Investment 

Results in Table 5 show that the audience satisfaction plays a fully mediating effect between the attractiveness 
perception and the investment of viewing. 

5. Analysis on the Path of Film Attractiveness Effects on the Audience 
For further research the effect relationship among of the attractiveness perception, audience’s satisfaction, inten-
tion and investment, we constructed the model F in Table 6. Our reasoning is, the attractiveness perception has  
 
Table 3. Fit index of the modified model (N = 196). 

Fit index 
Absolute fit index Relative fit index Alternative index 

CMIN DF CMIN/DF NFI PNFI NCP RMSEA CFI 

 474.840 312 1.522 0.771 0.686 162.840 0.060 0.906 

Optimal value Minimum — <2 >0.9 >0.5 Minimum <0.1 >0.9 

 
Table 4. Mediating effect of satisfaction between attractiveness perception and intention (N = 196). 

Model Path Standardized 
path coefficient 

Significance 
probability Major fit index 

 F7 F6    
F6  F7 0.735 *** CMIN = 236.909; CMIN/DF = 1.462; NFI = 0.861; PNFI = 0.734; 

NCP = 74.909; RMSEA = 0.049; CFI = 0.951 

 
F8 F6    

F6  F8 0.742 *** CMIN = 189.389; CMIN/DF = 1.306; NFI = 0.863; PNFI = 0.732; 
NCP = 44.389; RMSEA = 0.040; CFI = 0.963 

 
F8 F7    

F7  F8 0.878 *** CMIN = 28.538; CMIN/DF = 1.142; NFI = 0.964; PNFI = 0.669; 
NCP = 3.538; RMSEA = 0.027; CFI = 0.995 

 

F8 F6   

F7   

F6  F8 0.224 0.056 
CMIN = 336.806; CMIN/DF = 1.392; NFI = 0.842; PNFI = 0.738; 
NCP = 94.806; RMSEA = 0.045; CFI = 0.949 F6  F7 0.731 *** 

F7  F8 0.716 *** 

 

F8 F6   

F7   

F6  F7 0.759 *** 
CMIN = 340.410; CMIN/DF = 1.401; NFI = 0.840; PNFI = 0.740; 
NCP = 97.410; RMSEA = 0.045; CFI = 0.947 F7  F8 0.898 *** 

Note: *p < 0.05; ***p < 0.001, similar hereinafter. 
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Table 5. Mediating effect of satisfaction between attractiveness perception and investment (N = 196). 

Model Path Standardized 
path coefficient 

Significance 
probability Major fit index 

 
F7 F6    

F6  F7 0.735 *** CMIN = 236.909; CMIN/DF = 1.462; NFI = 0.861; PNFI = 0.734; 
NCP = 74.909; RMSEA = 0.049; CFI = 0.951;  

 
F9 F6    

F6  F9 0.670 *** CMIN = 214.568; CMIN/DF = 1.676; NFI = 0.846; PNFI = 0.708; 
NCP = 86.568; RMSEA = 0.059; CFI = 0.930;  

 
F9 F7    

F7  F9 0.793 *** CMIN = 31.397; CMIN/DF = 1.962; NFI = 0.960; PNFI = 0.549; 
NCP = 15.397; RMSEA = 0.070; CFI = 0.980;  

 

F9 F6   

F7   

F6  F9 0.199 0.104 
CMIN = 370.18; CMIN/DF = 1.690; NFI = 0.827; PNFI = 0.716; 
NCP = 151.108; RMSEA = 0.059; CFI = 0.920;  F6  F7 0.721 *** 

F7  F9 0.735 *** 

 

F9 F6   

F7   

F6  F7 0.754 *** 
CMIN = 379.484; CMIN/DF = 1.717; NFI = 0.823; PNFI = 0.719; 
NCP = 158.484; RMSEA = 0.061; CFI = 0.916;  F7  F9 0.803 *** 

 
Table 6. The relationship among attractiveness perception and the outcome variables (N = 196). 

Model Path Standardized 
path coefficient 

Significance 
probability Major fit index 

F 

 

F6  F7  

F9  

F8  

 

F6  F7 0.732 *** 

CMIN = 460.451; CMIN/DF = 1.495; NFI = 0.825; 
PNFI = 0.724; NCP = 152.451; RMSEA = 0.050; 
CFI = 0.933;  

F6  F8 0.239 0.039 

F6  F9 0.032 0.793 

F7  F8 0.711 *** 

F7  F9 −0.035 0.876 

F8  F9 0.861 0.002 

G 

 

F6  F7  

F9  

F8  

 

F6  F7 0.732 *** 

CMIN = 460.550; CMIN/DF = 1.486; NFI = 0.825; 
PNFI = 0.728; NCP = 150.550; RMSEA = 0.050; 
CFI = 0.934;  

F6  F8 0.251 0.022 

F7  F8 0.700 *** 

F8  F9 0.854 *** 

 
both direct and indirect effects on intention, and the indirect effect is mediated by the satisfaction. Similarly, the 
attractiveness perception has both direct and indirect effects on investment, and the indirect effect is mediated by 
the satisfaction. Referring to motivation theory [15], the motivation is the premise of the behavior. Specifically, 
intention of viewing is the antecedent condition of investment, namely, intention of viewing has direct impact on 
investment of viewing. 

Running AMOS7.0 on the model F, the results are shown in the Table 6. According to the significant proba-
bility P value, we deleted F6  F9, F7  F9 two paths that their probability P value are not significant at 0.05 
level and thus set up a correction model (model G). Running AMOS7.0 on the model G, fit index shows that the 
final model can be accepted. 

Figure 2 is an enlarged graph of the model G. By graph, at 0.001 level of significant probability, attractive-
ness perception effects intention via audience’s satisfaction, and intention effects investment. At 0.1 level of 
significant probability, audience satisfaction plays a fully mediating effect between attractiveness perception and 
intention. 
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6. Analysis on the Attraction Factor for Predicting Audience Satisfaction 
In views of the foregoing, audience satisfaction is an important variable, for it not only completely mediate at-
tractiveness perception and investment, but also has a complete mediation effect between attractiveness percep-
tion and intention. Attractiveness perception affects the final behavior of the audience through the path of au-
dience satisfaction  viewing intention  investment (Figure 2). Therefore, it is necessary to analyze among 
the 15 factors in the structure of the film attractiveness, to find out which ones have a predictive power on the 
audience’s satisfaction, so as to guide the film enterprises, producers, directors, etc. to use these factors to im-
prove the audience satisfaction, to attract the audience, to increase the audience’s intention and investment. 

Conducting the stepwise multiple regression analysis, we regressed the 15 attractiveness factors on satisfac-
tion. As shown in Table 7, Friends’ praise, Mind purification, Logic, Inspiration have significant predictive 
power for audience satisfaction. The multivariate correlation coefficient between the 4 predictor variables and 
the audience satisfaction was 0.654, which can explain the variation of audience satisfaction 42.8%; Friends’ 
praise has the most predictive power, it explain the variation of audience satisfaction 25.5%, and then Mind pu-
rification 11.9%, Logic 3.8%, Inspiration 1.6%. Standardized regression equation is: Audience satisfaction = 
0.330 × Friends’ praise + 0.217 × Mind purification + 0.206 × Logic + 0.157 × Inspiration. 

Standardized regression equation shows that, if a film of logical plot can make the audience hear friends’ 
praise before viewing, their mind are purified spirit are stimulated in the process of or after viewing, then it can 
be predicted that the audience will be more satisfied with it. Given the reason of friends’ praise might be the re-
sult of Mind purification, Logic, Inspiration, to rule out circular argument, the safer conclusion is that Mind pu-
rification, Logic and Inspiration are the main factors regarding the audience satisfaction. Mind purification and 
Inspiration come from Moral Education dimension (see Table 1), this shows the audience does not exclude the 
film’s education function, on the contrary, the film that can really purify soul and incentive morale has an im-
portant role in improving the audience satisfaction. This also indicates that whether the audience satisfies with a 
movie, more is determined by the feeling deep inside the heart and soul, the role of external effect is relatively 
limited. Logic comes from Plot dimension, this factor selected by the Stepwise Multiple Regression, shows that 
not only the audience pay attention to the film’s spiritual experience, but also to the science and rationality of 
film’s story. It can be said that the audience see the film with heart and brain, to really improve their satisfaction, 
a film must satisfy them emotionally and also rationally. 

 
 

0.25* 

0.73*** 

0.70*** 

0.85*** Attractiveness perception Satisfaction 

Intention 

Investment 
 

Figure 2. The relationship among attractiveness perception and the outcome variables. 
 
Table 7. Summary of stepwise multiple regression of the 15 attractiveness factors on 
satisfaction (N = 196). 

Model R R2 ΔR2 F ΔF β 

1. Friends’ praise 0.505 0.255 0.255 66.535*** 66.535*** 0.330 

2. Mind purification 0.612 0.374 0.119 57.754*** 36.722*** 0.217 

3. Logic 0.642 0.412 0.038 44.850*** 12.287*** 0.206 

4. Inspiration 0.654 0.428 0.016 35.745*** 5.368* 0.157 
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7. Conclusion and Suggestion 
The Chinese film attractiveness is comprised of five dimensions; according to the priority sequence, they are 
plot, entertainment, moral education, satisfaction of curiosity and reputation. Chinese films can improve their at-
traction through these 5 aspects. Audience satisfaction plays a fully mediating effect between the attractiveness 
perception and the investment of viewing. Audience satisfaction also plays a fully mediating effect between the 
attractiveness perception and the intention of viewing. Film attractiveness affects the final behavior of the au-
dience through this path: perception of film attractiveness  satisfaction  intention  investment. Mind puri-
fication, logic and inspiration are the main factors to improve the audience satisfaction. 
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