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Abstract. As an emerging cultural phenomenon, literary IP adaptation has 

gradually become a significant trend in the recent market. Research on this topic 

has been increasing in recent years; however, there remains insufficient explo-

ration into the mechanism of "how literary IP adaptations influence consumer 

purchasing behavior." Addressing this gap, this paper examines how literary IP 

adaptations affect consumer perception and, consequently, consumer purchasing 

behavior. The study fills the existing research gap and provides practical guid-

ance for enterprises in their operations. In conclusion, this research holds both 

important theoretical and practical significance. 
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1 Introduction 

The adaptation of literary IPs (Intellectual Properties) has recently become a significant 

trend in the market. Consequently, research centered on this theme has proliferated, 

such as Educated Youth Imagery: A Study on the Adaptation of Novels to Film and 

Television and "Literary Adaptation" in the Cultural Industry of the New Media Era. 

However, there remains a research gap regarding the mechanism through which literary 

IP adaptations influence consumer purchasing behavior. This paper addresses this gap 

by investigating how literary IP adaptations shape consumer perceptions and thereby 

affect purchasing behavior, bridging the shortcomings of existing studies and offering 

actionable insights to guide corporate practices. Therefore, this study was conducted to 

address this critical research void. 

1.1 Research Review 

1.1.1 Adaptation of Literary IP 

The definition and interpretation of the term "IP" differ significantly between do-

mestic and international contexts. In foreign studies, "IP" primarily stands for "Internet 

Protocol" or "Intellectual Property" as English abbreviations. Notably, the concept of  
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"IP" in the cultural and entertainment industry does not exist in international academic 
discourse, and thus there is no related research. Although the IP concept associated 
with intellectual property carriers in cultural and entertainment content industries was 
proposed and studied by domestic scholars, IP development and operational models 
have long existed worldwide, having been applied in countries such as Europe, the 
United States, and Japan [1]. 

However, online IP-based TV dramas are an emerging phenomenon in China, rep-
resenting a unique cultural industry with a distinct industrial model that differs from 
traditional drama production. Domestic IP development primarily focuses on the film 
and television industry, with online IP dramas constituting a critical component of IP 
adaptations. As a nascent field, relevant literature remains scarce. Among the limited 
available studies, most approach the subject from macro or micro perspectives in 
communication studies or literary analysis, while comprehensive overviews of online 
IP dramas from the perspective of cultural industry development are notably lacking 
[2]. For instance, there is insufficient exploration of mediating mechanisms in con-
sumer behavior. 

1.1.2 Consumer Perception 
As a crucial psychological variable in consumer behavior research, the concept of 

perceived risk was first introduced by foreign scholar Bauer through interdisciplinary 
insights from psychological studies [3]. Later, this concept was extended by scholars 
into the field of consumer behavior. Initial research by Harvard University scholars 
focused on two aspects: the negative impacts and uncertainties of risk perception. They 
defined perceived risk as consumers' subjective feelings about potential objective risks, 
encompassing two dimensions of uncertainty: consumers' doubt about the outcomes of 
purchasing decisions and their uncertainty regarding post-purchase satisfaction 
[4].Bauer defined perceived risk as consumers' sense of uncertainty during product or 
service purchases, arising from their inability to predetermine product/service quality 
[5]. Cox further conceptualized perceived risk from a subjective perspective, arguing 
that market diversity and product differentiation create psychological risks for con-
sumers who struggle to ensure their choices will meet needs, potentially leading to 
perceived losses from unfavorable purchase outcomes [6].Cunningham proposed a 
dual-factor model of perceived risk, suggesting it can be measured through consumers' 
uncertainty about purchase outcomes and potential negative consequences [7]. Peter 
and Ryan mathematically conceptualized perceived risk as the product of the proba-
bility and severity of adverse outcomes, noting that information asymmetry amplifies 
risk perception [8]. Mitchell characterized perceived risk as consumers' subjective 
anticipation of potential losses from purchasing behavior [9]. Laforet defined it as 
consumers' anxiety about potential negative impacts of purchasing decisions [10]. 

Building on these foundations, scholars further expanded risk perception definitions. 
Some categorized perceived risk into five dimensions: functional, psychological, 
physical, financial, and social [4]. Others extended this framework to six dimensions by 
incorporating temporal risk [11]. 
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1.1.3 Consumer Purchasing Behavior 
The study of consumer purchasing behavior characteristics can be traced back to 

18th-century England. At that time, a large influx of rural farmers into cities led to new 
urban residents' belief in and attitudes toward products that symbolized social status, 
sparking attention towards consumer behavior. Western research on consumer behav-
ior originated from an article titled "Consumer Analysis" published in the Annual 
Review of Psychology [12]. Since then, numerous renowned scholars have actively 
explored the characteristics of consumer purchasing behavior, though most of these 
behavioral models were based on experience-driven or theory-driven frameworks [13]. 

1.2 Research Hypothesis 

Centered on the goal of "clarifying consumer purchasing behavior," this study inves-
tigates the current state and specific content of literary IP adaptations, analyzing how 
they influence consumer psychology and perception, thereby elucidating their impact 
on consumer purchasing behavior. 

1.3 Research Objectives 

This study introduces innovation in its research approach, such as analyzing consumer 
impact from the perspective of literary IP adaptations. It also innovates in research 
methodology by exploring the application of perceived risk theory to the "mechanism 
of how literary IP adaptations affect consumer purchasing behavior." The aim is to 
clarify the pathways through which literary IP adaptations influence consumer pur-
chasing decisions. 

2 Research Methodology 

2.1 Research Theory 

Using the perceived risk theory, this study explores the direct effects of literary IP 
adaptations on consumers’ purchasing behavior and investigates the mediating role of 
consumer perception between literary IP adaptations and purchasing behavior. 

2.2 Experimental Resign (Methodological Improvements) 

The study first poses the core research question of how literary IP adaptations affect 
consumers' purchasing behavior. It then applies the perceived risk theory to analyze 
this issue, followed by proposing research hypotheses to establish a conceptual model. 
Finally, the questionnaire and measurement scale are designed. The survey consists of 
two parts: the first section investigates demographic characteristics of the sample 
population, including gender and age; the second section employs a 5-point Likert scale 
where "1" indicates "Strongly Agree," "2" "Agree," "3" "Neutral," "4" "Disagree," and 
"5" "Strongly Disagree." 
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The research examines three dimensions: 1) Independent variables (literary IP ad-
aptations) are analyzed through original work quality, celebrity effect, and market 
competition; 2) Mediating variables (consumer perception) are explored through sub-
jective norms, perceived payment rationality, and thematic content; 3) Dependent 
variables (purchasing behavior) are investigated via copyright awareness, screening 
frequency, holidays, and marketing strategies. Based on existing academic research, 
the measurement scales and question formulations were appropriately adjusted, ulti-
mately developing a 14-item measurement scale. The study concludes with corre-
sponding research findings. 

3 Research Results 

3.1 Research Model 

 
Literary IP adaptation 

Consumer perception 

Consumer purchase behavior 

Fig. 1. Research Model 

3.2 Data Source 

This questionnaire survey employed random sampling of individuals across different 
ages and genders, with the primary target groups being post-80s, post-90s, and post-00s 
generations. The questionnaires were distributed via online electronic documents to 
examine the relationships among the three theoretical variables in the research model 
(Fig. 1). Prior to the formal investigation, 104 online questionnaires were collected. 
After quality checks and elimination of invalid responses, 100 valid questionnaires 
were retained, yielding an effective response rate of 96.2%. 

3.3 Reliability and Validity Analysis 

This study utilized SPSS 27.0 to examine the reliability among questionnaire items. 
The scale reliability was analyzed using Cronbach's alpha coefficient, as shown in 
Table 1. The data in Table 1 indicate that all reliability coefficients for the variables in 
this research questionnaire exceeded 0.7, demonstrating high consistency and credi-
bility among the items, with each question being appropriately designed. The overall 
Cronbach's alpha coefficient for the total scale was calculated as 0.921, confirming the 
validity of this scale for data collection and its high reliability. 

In the Kaiser-Meyer-Olkin (KMO) test and Bartlett's test of sphericity (Table 2), the 
KMO value for this study was 0.912, with the chi-square test showing a significance 
level of 0.000. These results indicate that the questionnaire structure was 
well-constructed and that strong correlations exist among the measured variables. 
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Table 1. Reliability Statistics 

Cronbach’s Alpha ronbach's Alpha based on standardized items Number of terms 

.921 .919 14 

Table 2. KMO and Bartlett's test 

.912 KMO Measure of Sampling Adequacy 

Bartlett's Test of Sphericity Approximate Chi-square 726.377 

Degrees of Freedom 91 

Significance .000 

3.4 Analysis of Empirical Results 

3.4.1 Descriptive Analysis of Correlations 
Through Spearman's correlation coefficient analysis between variables, it was found 

that the quality of literary source material is significantly positively correlated with star 
appeal, market competition, marketing strategies, thematic content, screening fre-
quency, holidays, and copyright awareness. 

3.4.2 Regression Analysis 
This paper conducts a regression analysis of the relationships between variables. A 

linear regression analysis was performed on the independent variable "Literary IP 
Adaptation" and the dependent variable "Consumer Purchase Behavior," with the 
results presented in Table 3. 

Table 3. Results of Linear Regression Analysis (n=100) 

 

Standardized 

coefficient t p 

 Collinearity Diagnos-

tics 

Unstandardized Coef-

ficients 

B Standard Error Beta VIF Tolerance 
Constant 0.528 0.241  - 2.192 0.031* -  - 

Literary IP Ad-
aptation 

043 0.087 0.698 9.6580.000** 1.000  1.000 

R² 0.488 
Adjust R² 0.482 

F F (1,98)=93.274, p=0.000 
D-W Statistic 2.216 

Note: Dependent Variable = Consumer Purchasing Behavior 
* p<0.05 ** p<0.01 

As shown in Table 3 above, a linear regression analysis was conducted with literary 
IP adaptation as the independent variable and consumer purchasing behavior as the 
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dependent variable. The model formula is: Consumer Purchasing Behavior = 0.528 + 
0.843*Literary IP Adaptation. The model's R-squared value of 0.488 indicates that 
literary IP adaptation explains 48.8% of the variation in consumer purchasing behavior. 
The F-test results (F = 93.274, p = 0.000 < 0.05) confirm that literary IP adaptation 
significantly affects consumer purchasing behavior. 

The adjusted R-squared value of 0.482 demonstrates that literary IP adaptation ac-
counts for 48.2% of the variance in consumer purchasing behavior. The regression 
coefficient for literary IP adaptation is 0.843 (t = 9.658, p = 0.000 < 0.01), indicating a 
statistically significant positive impact on consumer purchasing behavior. These re-
gression analysis results verify all hypotheses proposed in the study. 

4 Research Conclusions and Suggestions 

4.1 Main Conclusions of This Research 

Based on the research model and results analysis, this paper answers the question 
raised at the beginning: How does the adaptation of literary IPs influence consumer 
purchase behavior through affecting consumer perception? The conclusion drawn is 
that it is necessary to focus on improving various dimensions of literary IP adapta-
tions to positively change consumer perception and thereby drive consumer purchase 
behavior. This research conclusion can provide guidance for cultural workers on their 
creative directions, especially for practitioners and investors who mainly create com-
mercial films and TV series, enabling them to understand consumer psychology and 
selectively create new hit movies or TV series based on literary IP adaptations that 
meet market demands and audience tastes. 

4.2 Innovation Points and Highlights of This Research 

From the perspectives of the cultural industry and consumer studies, this paper intro-
duces consumer perception as a mediating variable, not only limited to the perspec-
tives of communication studies and literature. It microscopically analyzes how literary 
IP adaptations, as a new phenomenon, influence consumer purchase behavior from 
the subjective perspective of consumers. This not only fills the theoretical gap but 
also provides practical guidance, thus having both theoretical and practical innovative 
significance. 

4.3 Limitations of This Research 

The items designed for each variable in this paper are still not comprehensive enough. 
Given that literary IP adaptations are a new phenomenon and are still developing, it is 
impossible to fully predict their future market conditions. Therefore, the analysis of 
its influencing factors has certain limitations of the times. In the future, it is still nec-
essary to continuously observe and analyze this independent variable to obtain more 
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relevant factors to promote the development of this phenomenon and the innovation 
of the cultural consumption market. 
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