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Abstract 

Purpose: This study aims to assess the key variables that significantly impact students’ loyalty to intangible cultural heritage art 

courses at three secondary schools in Chengdu, China. Key variables are trust, commitment, service innovation, service quality, 

value, satisfaction, and loyalty. Research design, data, and methodology: The researcher used a quantitative technique to 

investigate 500 students in the three target middle schools with a questionnaire. The sampling methods are judgmental, quota and 

convenience sampling. The index of item-objective congruence (IOC) and pilot test (n=50) were conducted before the data 

collection. Confirmatory factor analysis (CFA) and structural equation modeling (SEM) was used to determine the relationships 

between the research variables. Results: The results confirm that trust, commitment, service innovation and value significantly 

impact satisfaction. Furthermore, satisfaction has a significant impact on loyalty. Nevertheless, service quality has no significant 

impact on satisfaction. Conclusions: Middle school administrators and teaching staff should pay sufficient attention to the factors 

that have significantly influenced students’ loyalty to acknowledge and recognize the effectiveness of the “Intangible Cultural 

Heritage” in the fine arts curriculum. They should also consider the correlated teaching adjustments or reform in the future 

according to the findings of this research. 
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1. Introduction12 
 

The spirit of the country’s culture may be found in its 

intangible cultural legacy, which captures the essence of 

China’s superb traditional culture. It reflects the light of the 

national spirit and China’s five thousand years of history, 

civilization, and deep cultural accumulation. However, many 

intangible cultural heritages are in danger of extinction due 

to the effects of economic globalization and diversity. Young 
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people are the inheritors of national culture but also the 

creators of future culture, so the protection and inheritance 

of intangible cultural heritage need to start with children 

(Yan, 2016); into the intangible cultural heritage in the 

middle school fine arts education of knowledge, is sowing 

the seeds of national love art in teenagers, flipping the folk-

art aesthetic temperament and interest, will be conducive to 

China’s great traditional culture inheritance and carry 

forward, at the same time is beneficial to the development of 
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the national youth spirit and the improvement of artistic 

quality (Wang, 2013). 

Taking the opportunity of the rise of curriculum resources 

research, the research on “non-material cultural heritage” as 

curriculum resources has gradually become a hot topic. It has 

become a hot topic in various disciplines, including art 

education research. The reason why this paper chooses “non-

material cultural heritage” as a potential art curriculum 

resource and discusses the process of its entry into the art 

curriculum resource system is that the research scope of 

“non-material cultural heritage” not only absorbs the folk art 

to a large extent The content also includes the research scope 

of intangible forms such as traditional crafts, folk literature, 

folk music, and folk dance. More importantly, the core of 

paying attention to “non-material cultural heritage” is the 

cultural connotation and value behind it. The introduction of 

intangible cultural heritage (ICH) as a potential art 

curriculum resource into the art curriculum can not only 

expand the capacity of the art curriculum resource system but 

also for the increasingly open art curriculum, ICH was a 

more vivid, more three-dimensional, richer connotation, the 

more diverse performance of the potential art curriculum 

resources. The higher people’s enthusiasm for ICH, the 

greater the intensity of research, and the more conducive it 

was to provide a steady stream of new materials and new 

understanding for the art curriculum resource system. For the 

art curriculum, introducing ICH into the art curriculum 

resource system is more conducive to restoring and creating 

a complete and three-dimensional cultural situation. Not 

only can the ICH of this potential art curriculum resources 

better serve the art curriculum, but also, through the art 

curriculum, make the endangered culture a higher quality of 

inheritance, continuation, and development. (Li, 2020). 

Based on a previous investigation, this research explores 

mainly to explain the reasons and consequences of non-

material cultural heritage entering the curriculum resources 

and student loyalty system of the fine arts curriculum, 

including trust, commitment, service innovation, quality of 

service, value, and satisfaction, to explain the different 

results that individual differences can perform. 
 

 

2. Literature Review 
 

2.1 Trust 
 

Trust is the conviction that the trustee would perform as 

intended if given a chance, according to Deutcsh (1975). 

According to Zand (1972), trust is the capacity to expose one 

another's illogical side. According to Dwyer et al. (1987), 

trust is the belief that the other party will go in the direction 

that the individual expects, as well as the belief that the other 

party will keep their word and make an effort to improve the 

relationship. A person’s conviction in the other party's 

planned course, that they will keep their word, and that they 

will contribute to the relationship are the three characteristics 

that researchers used to define trust. Another definition of 

trust is believing that the other part’'s actions will satisfy all 

of one's future requirements (Anderson & Weitz, 1989). 

Social networks that can improve social connections shared 

ideals, and cultural ethics have led to this. 

There have been several studies on trust that have been 

extensively studied in a variety of fields, including sociology 

(Conviser, 1973; Deutsch, 1958; Lewis & Weigert, 1985; 

Seligman, 1998; Strub & Priest, 1976), social psychology 

(Deutsch, 1960; Lewis & Weigert, 1985; McAllister et al., 

2006), economics (Anderson & Weitz, 1989; Anheier & 

Kendall, 2000; Dasgupta, 1988; Dwyer et al., 1987; Tonkiss 

& Passey, 1999). The connection in the supply chain depends 

on trust, and reliance will be more pronounced there. The 

relationship in the supply chain requires a high level of 

confidence, and reliance will grow. in 2014 (Talib et al., 

2014). Hence, the first hypothesis is set: 

H1: Trust has a significant impact on satisfaction. 

 

2.2 Commitment 
 

Another factor that mediates the link between 

technological pressures and creators and their outcomes is 

commitment. (Rapp et al., 2012). Job dedication is another 

characteristic that mediates the relationship between 

technology forces and producers and their effects. Blau 

(1985). Conceptually, an occupational commitment is a 

motivation to work in a chosen occupation. In the relevant 

marketing literature, many researchers often regard 

commitment as one of the main factors of investigation. 

Occupational commitment is, conceptually, the motivation to 

work in a given occupation. In the related marketing 

literature, commitment is frequently cited as one of the most 

investigated factors (Hsieh & Li, 2008). Customer 

commitment is a form of psychological attachment. This 

psychological attachment exists in customers and businesses. 

Customer commitment was illustrated by the degree of 

emotional identification and correlation of customers to the 

business. Customer commitment is a psychological 

connection that exists in both customers and businesses. 

Customer commitment is exemplified by the degree of 

emotional identification and linkage between customers and 

the firm (Chiu et al., 2015). Commitment at the highest levels 

of management was one of the key determinants of the 

successful implementation of the determining factors for the 

effective implementation of TQM was top-level 

management’s dedication (Ebrahimpour, 1985).  

An important aspect of organizational systemic factors is 

work commitment from an organizational perspective, and 

lack of commitment to work undermines organizational 
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functions and should be mitigated. An important aspect of 

the systemic factor of the organization is work dedication. 

From an organizational perspective, a lack of dedication to 

work affects organizational functions and should be 

minimized. Professional commitment is a person’s emotional 

attachment to their job and a strong desire to keep 

participating in activities linked to their current line of work 

(Colatella & Bishop, 1990). Career commitment, in essence, 

was a person’s emotional attachment to their job and 

unwavering resolve to keep partaking in a series of activities 

pertinent to their current line of work. Therefore, a 

hypothesis is set: 

H2: Commitment has a significant impact on satisfaction. 

 

2.3 Service Innovation 
 

The process of transforming ideas into products that 

customers want to buy is service innovation, which can 

improve the financial performance of enterprises (Naveed et 

al., 2012). To put it another way, service innovation must 

satisfy consumer demands (Nemati et al., 2010). Customers’ 

happiness will increase if businesses continuously innovate 

to satisfy their evolving wants in 2010 (Nemati et al., 2010). 

Financial institutions have a competitive edge in service 

innovation that is efficient and effective since it increases 

client satisfaction (Boxer & Rekettye, 2011). Similarly, a 

company with greater innovation potential can get better 

consumers’ love (Verma & Mercado, 2013). 

Additionally, Owano et al. (2014) highlighted that 

innovative start-up businesses might increase consumer 

satisfaction and profits. Similar to this, other research reveals 

a strong positive relationship between service innovation and 

client pleasure (Diaw & Asare, 2018; Kanwal & Yousaf, 

2019; Weng et al., 2012). Based on a survey of the literature, 

the following assumptions are made. The most important 

leadership quality cited by academics was service innovation, 

demonstrating that leaders were thinking forwards, 

optimistic, and actively pursuing improvement. Scholars 

ranked service innovation as an essential leadership quality, 

demonstrating that leaders are forward-thinking, hopeful, 

and continually seeking improvement. (Asaari, 2012).  

Service innovation requires new knowledge in the pure 

service industry, which is not easy, the adoption of ATMs in 

the banking sector is one such. In a pure service economy, 

innovation requires new information, which is complex. The 

advent of ATMs in the banking industry is one such (Berry 

et al., 2006). The ability of customers to innovate comes 

from their ability to think and seek solutions to problems in 

service innovation (Payne et al., 2008). Thus, a proposed 

hypothesis is indicated: 

H3: Service innovation has a significant impact on 

satisfaction. 

   

2.4 Service quality 
 

In Grönroos and Ojasalo (2004) model, service quality 

determines consumer satisfaction, as in most service studies. 

In most service studies, consumer happiness depends on the 

quality of service. (Taylor & Baker, 1994). Quality of service 

is integral to developing and sustaining connections with 

clients and is defined as the perception of the customer 

experience, including empathy, for all services the group 

offers. The importance of excellent service is discussed in 

establishing and maintaining client connections (Park et al., 

2006). service quality is the key cause and driver of 

organizational success. Service quality is the driving force 

behind the organizational success (Frost & Kumar, 2001).  

The educational sector also advantages from the good 

consequences of service quality on performance evaluation. 

The employees define the end degree of service quality, and 

the more invested they are in delivering high-quality service, 

the more satisfied they are with their jobs. These steps raise 

the possibility of a favorable response from clients. (Yee et 

al., 2008). The testing of the education sector is improved by 

service quality. The personnel establish the greatest level of 

service, and the happier they are at work, the more actively 

they participate in achieving great service. These actions 

increased the possibility of getting a positive reaction from 

the consumer. The organization was believed to be the 

primary factor in determining a group's success or failure in 

a competitive setting since service quality was vital to 

customer satisfaction (Lin et al., 2009). Subsequently, a 

hypothesis is proposed: 

H4: Service quality has a significant impact on satisfaction. 

 

2.5 Value 
 

Value is defined as a person's judgment of the mismatch 

between a situation's advantages and disadvantages (Kim & 

Park., 2013; Lee & Back, 2008; Yang et al., 2011). The 

client's evaluation of the value and utility received is what 

“value” means (Zeithamal, 1988). Value was profit as a 

person's interpretation of the distinction between benefit and 

sacrifice. Based on a person's perception of the line between 

sacrifice and gain, profit was seen to be valued (Zeithamal, 

1988). Understanding client consumption and consumption 

behavior were based on value (Bishop, 1984). 

The value that the client believes the cost he or she spent 

and the outcomes were worth. The consumer’s assessment of 

the cost and the usefulness of what they receive is known as 

perceived value (Akhoondnejad, 2016). When a purchase is 

made for less money, value is created economy. However, 

from the perspective of quality, the value was the disparity 

between the price paid and the quality of a good. (Bishop, 

1984). From an economic viewpoint, value is produced when 

purchasing behavior costs less. However, from a quality 



Weixi Ji / AU-GSB e-Journal Vol 16 No 2 (2023) 28-38 31 

standpoint, the value was the difference between the price 

paid for a good and its quality. Researchers argue that 

cognitive value is a more complex structure than just a trade-

off between validity and value (Sweeney & Soutar, 2001). 

Therefore, this study develops a hypothesis: 

H5: Value has a significant impact on satisfaction. 

    

2.6 Satisfaction 
   

According to researchers, customer contentment is the 

key factor in determining your loyalty. (Alves & Raposo, 

2010). According to experts, client loyalty is mostly linked 

to customer happiness. An essential outcome of marketing 

efforts is satisfaction, which helps to connect the process that 

eventually results in consumption and purchase with post-

purchase events (such as attitude change, repeat purchase, 

and brand loyalty) (Churchill & Surprenant, 1982). It ties 

post-purchase phenomena, such as attitude shift, recurrent 

purchases, and brand loyalty, to the procedure resulting in 

consumption and purchase. According to Kao et al. (2008), 

experience satisfaction is an extension of service satisfaction 

and an overall evaluation of consumer experience after 

consumption. Experiential satisfaction is an extension of 

service satisfaction and a comprehensive evaluation of 

consumer experience after consumption. (Parasuraman et al., 

1991).  

A literature study also found a strong link between 

loyalty and consumer satisfaction. Additionally, a study of 

the pertinent literature revealed a strong positive relationship 

between customer satisfaction and loyalty. However, 

achieving customer satisfaction alone is enough to generate 

this profitability. So, the company is committed to being 

loyal to its customers, what is the result of satisfaction is 

another step to achieving this goal. Customer satisfaction 

with mobile services is necessary for retaining customers and 

their participation in information exchange. However, 

consumer contentment is not a sufficient marketing objective 

to generate this profitability. Hence the corporation is 

dedicated to client loyalty. What satisfies is another step 

towards achieving this objective. Mobile service satisfaction 

is a prerequisite for customer retention—customers and their 

information exchange participation (Jahan et al., 2019). 

Accordingly, a below hypothesis is stated: 

H6: Satisfaction has a significant impact on loyalty. 

   

2.7 Loyalty 
 

The framework for defining “client loyalty” in the 

literature relates to items like exhibitors, businesses, 

products, brands, and organizations. (Day, 1984; Helgesen & 

Nesset, 2011). For example, Oliver (1997) defined loyalty as 

a concrete commitment to keep using it or purchasing well-

liked goods or services in the future, even when marketing 

strategies and environmental impacts may spark conversion 

behavior. Customer loyalty is described as “a consumer’s 

commitment to continue doing business with a firm for a 

lengthy period” by Lovelock and Wirtz (2007). Student 

commitment to a company’s goods or services is a 

straightforward definition of customer loyalty. Purchase 

intent, support for purchase intent, and customer satisfaction 

(Kang & Hustvedt, 2013).  

In order to provide diverse definitions of consumer 

loyalty, the term loyalty is related to a variety of entities in 

the literature, including suppliers, shops, goods, brands, and 

organizations (Day, 1984; Helgesen & Nesset, 2011). For 

example, Oliver (1997) believes loyalty is a firm 

commitment. Despite potential environmental factors and 

marketing efforts to lure consumers into changing their 

buying direction, consumers will continue to buy or reuse 

popular products or services. Lovelock and Wirtz (2007) 

describe loyalty as a customer’s commitment to frequent a 

firm long term.   

 

 

3. Research Methods and Materials 
 

3.1 Research Framework 
 

The theoretical model was developed after a review of 

current scientific research methods—additionally, the TAM 

and UTAUT from six theoretical frameworks served as its 

foundation, which are Chen (2017), Dehghan et al. (2014), 

Easa and Bazzi (2020), Sembiring (2013), Murphy (2018), 

and Ali et al. (2016). The conceptual framework was created 

based on these structures, as seen in Figure 1. 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: Conceptual Framework 

 

H1: Trust has a significant impact on satisfaction. 

H2: Commitment has a significant impact on satisfaction. 

H3: Service innovation has a significant impact on 

satisfaction. 

H4: Service quality has a significant impact on satisfaction. 
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H5: Value has a significant impact on satisfaction. 

H6: Satisfaction has a significant impact on loyalty. 

 

3.2 Research Methodology 

 

This research determines to investigate the loyalty of 

middle school students in three schools; Chengdu Tianfu No. 

7 High School, Huayang High School, and Yongxing High 

School, who participate the intangible cultural heritage art 

courses. A quantitative survey method is adopted in this study, 

which is the most effective research method to collect 

students’ attitude data and determine their psychological 

responses. Observational data were combined and polled to 

evaluate the key aspects that significantly influenced 

participants’ satisfaction with online education. Three 

components make up the questionnaire. First, people with 

particular traits were classified and surveyed using validated 

screening items (Alessandro et al., 1988). Demographic 

questions were then utilized to gather fundamental data about 

the respondents (Ndetei et al., 2022). Last but not least, 

measuring items were scored on a five-point Likert scale, 

with five denoting major agreement for affirmative items and 

one denoting severe disagreement for negative ones (Salkind, 

2017).  

For validity and reliability test, the index of item-objective 

congruence (IOC) and pilot test were conducted before the 

data collection. The index of item-objective congruence (IOC) 

showed all scale items passed at a score rating from three 

experts equal to or above 0.6. The examination of a pilot test 

(n=50) by the Cronbach alpha coefficient reliability test 

showed that all items have strong internal consistency equal 

to or above 0.7 (Sarmento & Costa, 2016). After the data 

collection, Confirmatory factor analysis (CFA) and structural 

equation modeling (SEM) was used to determine the 

relationships between the research variables. 

   

3.3 Population and Sample Size 

 

The target population is middle school students in 

Chengdu, China, who have experience in intangible cultural 

heritage art courses. Three selected schools are Chengdu 

Tianfu No 7 Middle School, Huayang Middle School, and 

Yongxing Middle School. Israel (1992) suggests that 200-

500 respondents are the minimum sample size for 

challenging methodological approaches in structural 

equation models. Therefore, after screening and quota 

selection, 500 participants were chosen from a total of 4047 

persons as the final sample size. 

 

3.4 Sampling Technique 

 

The sampling methods are judgmental, quota and 

convenience sampling. The judgmental sampling was to 

select middle school students in Chengdu, China, who took a 

two-month course on intangible cultural heritage art. For 

quota sampling, 500 respondents were selected, as shown in 

Table 1. Convenience sampling was to distribute 

questionnaire to the target participants via school managers. 

 
Table 1: Sample Units and Sample Size 

Target middle school 
Grade Total 

Number of 

Students 

Sample 

Size 

Chengdu Tianfu No. 7 junior 

middle school 

First year 

students 
459 57 

Second year 

student 
447 53 

Third year 

students 
450 53 

 

Huayang junior middle school 

First year 

students 
519 64 

Second year 

student 
531 66 

Third year 

students 
488 60 

Yongxing junior middle school 

First year 

students 
389 48 

Second year 

student 
375 46 

Third year 

students 
389 53 

Total  4047 500 

Source: Constructed by author 

 

 

4. Results and Discussion 

 

4.1 Demographic Information 
 

Three middle schools in Chengdu provided 500 

questionnaires, and the 500 valid data are shown in Table 2. 

64.6% of the 500 respondents from secondary schools were 

female, and 35.4% were male. According to demographic 

information, these comprised 30% from Yongxing Middle 

School, 38% from Huayang Middle School, and 32% from 

Chengdu Tianfu Seventh Middle School. Regarding to the 

year of study, 33.8% of respondents were in their first year, 

33% were in their second year, and 33.2% were in their third 

year. Furthermore, 71.2% of students lived in urban homes, 

whereas 28.8% of pupils lived in rural ones. 

 
Table 2: Demographic Profile 

Demographic and General Data 

(N=500) 
 

Frequency Percentage 

School 

Chengdu Tianfu No. 7 junior 

middle school 
163 32 

Huayang junior middle 

school 
190 38 

Yongxing junior middle 

school 
147 30 

Gender 
Male 177 35.4 

Female 323 64.6 
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Demographic and General Data 

(N=500) 
 

Frequency Percentage 

Year of 

Study 

First year students 169 33.8 

Second year student 165 33 

Third year students 166 33.2 

Census 

register 

types 

Permanent urban residence 

certificate 
356 71.2 

Rural registered permanent 

residence 
144 28.8 

 

4.2 Confirmatory Factor Analysis (CFA) 
 

The component and loading counts of the scale items were 

compared against predictions based on theories or hypotheses 

using confirmatory factor analysis (CFA). The factor loading 

results and appropriate values for each observed variable 

demonstrated the research matrix's goodness of fit. (Hair et 

al., 2010). The researchers used confirmatory factors analysis 

(CFA) to assess the discriminant validity, average variance 

extracted (AVE), composite reliability (CR), factor loading, 

and t-value. The results of the hypothesis and the direct, 

indirect, and overall implications of the correlations between 

the latent variables were then examined using the structural 

equation model (SEM). Table 3 shows that Cronbach’s Alpha 

values were above 0.7, the composite reliability (CR) was 

higher than 0.70, and the average extracted variance (AVE) 

values were greater than 0.50. Moreover, the factor loading 

values were over 0.50 (Sarmento & Costa, 2016).

 

Table 3: Confirmatory Factor Analysis Result, Composite Reliability (CR) and Average Variance Extracted (AVE) 

 

Additionally, as presented in Table 4, all of the acceptable 

thresholds for the absolute fit indicators, such as CMIN/DF, 

GFI, AGFI, and RMSEA, as well as the incremental fit 

measurements as CFI, NFI, and TLI, match the requirements. 

Consequently, all of these measurements for the goodness of 

fits employed in the CFA examination were acceptable.  
 

Table 4: Goodness of Fit for Measurement Model 
Fit Index Acceptable Criteria Statistical Values  

CMIN/DF <5.00 (Hair et al., 2010) 2.911 

GFI  ≥0.85 (Bagozzi & Yi, 1988) 0.877 

AGFI  >0.80 (Sica & Ghisi, 2007) 0.852 

RMSEA <0.08 (Grönroos et al., 2016) 0.062 

CFI >0.80 (Bentler, 1990) 0.951 

NFI >0.80 (Bentler & Bonett, 1980) 0.927 

TLI >0.80 (Bentler & Bonett, 1980) 0.944 

Model 

Summary 
 

In harmony with 

empirical data 

Remark: CMIN/DF = The ratio of the chi-square value to degree of 

freedom, GFI = Goodness-of-fit index, AGFI = Adjusted goodness-of-fit 

index, RMSEA = Root mean square error of approximation, CFI = 

Comparative fit index, NFI = Normed fit index, and TLI = Tucker–Lewis 

index 

 

Table 5 illustrates the results of the discriminant validity. 

None of the correlations crossing any two latent variables 

were more than 0.80, and the diagonally defined quantity is 

the AVE square root of the AVE. (Liu et al., 2020; Schmitt 

& Stults, 1986). Therefore, by employing these quantitative 

measurements, the validity of the discriminant was 

confirmed. 

 

 

Table 5: Discriminant Validity 
 T C SI SQ V S  L 

T 0.862       

C 0.035 0.877      

SI 0.014 0.348 0.885     

SQ 0.040 0.249 0.709 0.918    

V 0.026 0.278 0.410 0.302 0.904   

S 0.163 0.286 0.494 0.335 0.341 0.849  

L 0.211 0.072 0.105 0.114 0.111 0.191  0.881 

Note: The diagonally listed value is the AVE square roots of the variables 

Source: Created by the author. 

 

4.3 Structural Equation Model (SEM)   
 

This research followed the CFA evaluation by the 

structural equation model (SEM) verification. To determine 

if the proposed causation explanation fits, a particular 

combination of linear coefficients is evaluated using the 

SEM methodology. Moreover, SEM analyzes the causative 

association between variables in the specific matrix and 

includes evaluation inaccuracy or unfaithfulness in the 

coefficient (Jaruwanakul, 2021). The individual values for 

CMIN/DF, GFI, AGFI, CFI, NFI, TLI, and RMSEA 

exceeded permissible limits. The SEM’s goodness of fit was 

established as a result in Table 6. 

 
Table 6: Goodness of Fit for Structural Model 

Index Acceptable 
Statistical 

Values  

CMIN/DF <5.00 (Hair et al., 2010) 2.930 

GFI  ≥0.85 (Bagozzi & Yi, 1988) 0.875 

AGFI  >0.80 (Sica & Ghisi, 2007) 0.852 

Variables Source of Questionnaire (Measurement 

Indicator) 

No. of 

Item 

Cronbach's 

Alpha 

Factors 

Loading 

CR AVE 

Trust (T) Shahin Sharifi and Rahim Esfidani (2014) 3 0.913 0.797 -0.895 0.897 0.743 

Commitment (C) Dehghan et al. (2014) 4 0.883 0.741-0.928 0.930 0.770 

Service innovation (SI) Easa and Bazzi (2020) 8 0.977 0.774-0.938 0.966 0.783 

Service quality (SQ) Sembiring (2013) 5 0.961 0.890-0.958 0.964 0.842 

Value (V) Aşan et al. (2020) 3 0.972 0.876-0.944 0.931 0.817 

Satisfaction (S) Ali et al. (2016) 5 0.980 0.833 -0.862 0.928 0.721 

Loyalty (L) Sembiring and Rahayu (2019) 3 0.990 0.850-0.925 0.912 0.776 
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Index Acceptable 
Statistical 

Values  

RMSEA <0.08 (Grönroos et al., 2016) 0.062 

CFI >0.80 (Bentler, 1990) 0.950 

NFI >0.80 (Bentler & Bonett, 1980) 0.926 

TLI >0.80 (Bentler & Bonett, 1980) 0.944 

Model 

Summary 
 

In harmony 

with empirical 

data 

Remark: CMIN/DF = The ratio of the chi-square value to degree of 

freedom, GFI = Goodness-of-fit index, AGFI = Adjusted goodness-of-fit 

index, RMSEA = Root mean square error of approximation, CFI = 

Comparative fit index, NFI = Normed fit index, and TLI = Tucker–Lewis 

index 

 

4.4 Research Hypothesis Testing Result 
 

The results were derived from the analysis of 

standardized coefficient value and t-value per demonstrated 

in Table 7. Subsequently, all hypotheses were supported, 

except H4.  
 

Table 7: Hypothesis Results of the Structural Equation Modeling 

Hypothesis (β) t-value Result 

H1: T → S 0.175 4.221*** Supported 

H2: C → S 0.126 2.867** Supported 

H3: SI → S 0.437 6.690*** Supported 

H4: SQ → S 0.057 0.965 Not Supported 

H5: V → S 0.165 3.591*** Supported 

H6: S → L 0.218 4.558*** Supported 

Note: *** p<0.001, ** p<0.01, * p<0.05 

Source: Created by the author 

 

The following extensions are viable in the light of the 

data in Table 7:  

The results of H1 supports the hypothesis of a significant 

impact of trust on satisfaction with a standardized 

coefficient value of 0.175. According to Chen (2017). trust 

is one of the key factors in contentment. Therefore, H1 was 

supported. 

According to the standardized path coefficient value is 

0.126, H2 has been validated the relationship between 

commitment and satisfaction. Dehghan et al. (2014) is 

confident that commitment can lead to students’ positive 

evaluations of the target learning system’s satisfaction. 

Consequently, H2 was supported. 

For H3, service innovation has a significant impact on 

satisfaction with a standard path coefficient of 0.437. 

According to Easa and Bazzi (2020), service innovation 

directly impacts consumer loyalty. H3 was therefore 

supported.  

With the standardized path coefficient value of 0.057, 

H4 has not demonstrated that service quality substantially 

impacts satisfaction. Therefore, support for H4 was not 

supported. 

The standardized path coefficient value for H5 is 0.165, 

which supports the premise that value has a substantial 

effect on satisfaction. According to Murphy (2018), the 

significant impact of value is on satisfaction, Consequently, 

H5 was supported. 

H6 concluded that satisfaction significantly influences 

loyalty with a standard path coefficient of 0.218. Ali et al. 

(2016) found that students who were more satisfied with a 

non-material cultural heritage arts practice course were 

more loyal to the application because it suited their learning 

goals. Consequently, H6 was supported. 

 

 

5. Conclusion and Recommendation 
 

5.1 Conclusion and Discussion 

 
This study’s objective is to define the factors that 

majorly impact middle students in Chengdu, China, 

following the intangible heritage art curriculum. The 

conceptual framework offers six hypotheses to investigate 

the connections between loyalty, commitment, value, 

satisfaction, and trust. Five hundred secondary school 

students who have taken courses on intangible cultural 

heritage art responded to a questionnaire survey to 

determine how these variables related. Confirmatory factor 

analysis (CFA) determines whether the findings are 

consistent with a certain theoretically created measurement 

model. Similar to this, structural equation models (SEM) are 

employed in hypothesis testing to investigate the 

relationship between the variables that affect loyalty that is 

seen and hypothesized.  

Statistical results supported five of the six hypotheses 

submitted. The most significant relationship exists between 

service innovation and pleasure. Loyalty is most strongly 

influenced by satisfaction. In addition, trust, commitment, 

and value significantly impact satisfaction. Students’ trusts 

can lead to their satisfaction on the learning course (Chen, 

2017). Commitment as students’ psychological attachment 

is investigated to drive satisfaction (Hsieh & Li, 2008). 

Service innovation in this study is viewed as how a school 

design intangible cultural heritage art education can greatly 

impact students’ satisfaction (Berry et al., 2006). For service 

quality, the results implied that the intangible cultural 

heritage can be a learning advantages which is possible to 

gain a favorable response from students (Yee et al., 2008). 

However, this study found insignificant that needs to further 

explore in the future research. Value is determined to be a 

students’ judgment on advantages and disadvantages of the 

learning course, which predict satisfaction (Kim & Park., 

2013). In addition, many studies confirmed that satisfaction 

significantly impacts loyalty (Ali et al., 2016; Alves & 

Raposo, 2010; Churchill & Surprenant, 1982; Kao et al., 

2008). 
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5.2 Recommendation 
 

Trust, commitment, service innovation, service quality, 

and value were the key factors influencing student 

satisfaction and loyalty in the ICH arts practice workshop 

courses at three high schools in Chengdu, Sichuan. In order 

to attain more desirable student happiness and loyalty, it is 

advised that these characteristics be considered in advance 

when developing and reforming future ICH art practice 

workshop courses. 

First, based on the results of hypotheses 1 and 2, 

administrators and instructors of the affected schools must 

stress dependability and dedication, especially trust, in the 

ICH arts practice workshop curriculum. Teaching units and 

teachers should increase the trustworthiness of the ICH arts 

practice workshop curriculum so that students trust the 

curriculum and the school so that secondary school students 

can easily operate the practical aspects of the ICH arts 

practice workshop curriculum, which they think is better for 

students and more successful. Additionally, student 

engagement is essential to success in order to raise 

knowledge of the benefits of the ICH art practice workshop 

course.  

Furthermore, the associated professors should deliver 

online lessons following the special needs of the art courses. 

Currently, China emphasizes non-material cultural heritage 

curricula, especially local culture’s non-material cultural 

heritage courses. In this manner, secondary school students’ 

happiness and loyalty are psychologically affected by their 

confidence and commitment to the tangible cultural heritage 

art practice workshop curriculum. 

In addition, based on the findings of Hypothesis 3 and 

Hypotheses 5 and 6, in future ICH art practice workshop 

course curriculum design, corresponding teachers should 

carefully consider the effective combination of subject 

characteristics and experiential aspects in ICH art practice 

workshop courses, match the corresponding students’ 

experiences, requirements and interests within a reasonable 

range, and strive to make Learning in ICH art practice 

workshop courses Learning is more conducive to the 

completion of tasks or courses by learners. If they feel that 

the ICH hands-on workshop program fits their principles, 

needs, and lifestyles, they will develop a higher level of 

satisfaction. 

 Innovative curriculum design is more likely to increase 

student satisfaction and bring new and innovative ideas to 

secondary school students through the ICH arts practice 

curriculum. Students recognize the value of the curriculum 

and focus on the value of the curriculum when designing it. 

To increase the satisfaction and loyalty of secondary school 

students in Chengdu, each student’s learning goals, needs, 

and learning styles should be considered while designing 

instruction, according to school officials. Additionally, the 

non-material cultural heritage art practice workshop course 

instruction should conform to the positive education concept, 

with a focus on encouragement and praise, and reinforce 

students’ sense of value through methods such as praising 

secondary school students for their efforts to learn to 

transform external motivation into their motivation to learn 

more deeply. 

Finally, ICH Art Practice Workshop courses that are 

ineffective in the area or at this level are reflected in the 

findings based on hypothesis 4 by a correlation between 

service quality and students’ satisfaction. From this, the need 

in this area has not yet been demonstrated. This is also a 

direction for future research. 

 

5.3 Limitation and Further Study 
 

According to the limitations of this study, the population 

and sample were limited to three secondary schools in 

Chengdu, China, and the conceptual framework included 

only seven potential variables. Therefore, the following 

research should extend the scope to other areas of China. In 

addition, to create conceptual frameworks, it is important to 

investigate different theories on technology adoption, such 

as The Theory of Reasoned Action (TRA), The Theory of 

Planned Behavior (TPB), and Information Systems Success 

Model (ISSM). 
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