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Abstract: Kung fu films stand out among many types of films and are sought after by a large number of loyal 
audiences. In order to explore the mystery, we use the theory of uses and gratifications theory to study kung 
fu films in order to explore the audience's viewing needs of kung fu films In the existing research, most scholars 
adopt qualitative research and Chinese culture contained in kung fu movies. Few people use quantitative 
research, and this area of research is almost blank. Therefore, we conducted a quantitative research on kung 
fu films based on the methodology of uses and gratifications. The questions revolve around: Can kung fu 
movies meet audiences' needs? What is the purpose of watching a kung fu movie? After analysis with SPSS, 
interesting results emerged. In the regression analysis, we found that the psychological need for compensation 
has a positive impact on Viewing satisfaction, while the social need has a significant negative impact on 
viewing intention. At the end of the article, we also put forward my own solutions. We also hope to provide 
better suggestions for the development of Chinese kung fu films through my research, so as to make kung fu 
films more perfect. 

Keywords: Chinese Kung Fu Films; Uses and Gratifications Theory; SPSS Viewing satisfaction; Viewing 
intentions 

1. Introduction 

In many movie types in China, there is a film genre with China film was born with long, this film type 
class contains rich Chinese traditional culture essence, and martial arts, ethics, religion, philosophy, etc have 
deep inside in contact, is that we know a cultural paradigm of Chinese history and society, its culture 
significance far more than other Chinese film type. The genre spread to Hollywood in the 1970s,It is warmly 
pursued by western filmmakers and has now become the object of study and imitation of similar theme films in 
the West. Rooted in the soil of Traditional Chinese culture, and accepted by both eastern and western societies, 
the film genre is Chinese Kung Fu film. 

The honor and commercial value achieved by kung Fu films are difficult to be achieved by other types of 
Films in China. In terms of honors, crouching Tiger, Hidden Dragon won four oscars including the Best Foreign 
Language Film at the 73rd Academy Awards and the Best Foreign Language Film and Best Director at the 58th 
Golden Globe Awards in 2001. In 2003, Hero was nominated for the Best Foreign Language Film award at the 
75th Academy Awards and the Best Foreign Language Film Award at the 60th Golden Globe Awards. In 2014, 
the Grandmaster was nominated for best Cinematography and Best Costume Design in two technical categories 
at the 86th Academy Awards and won an unprecedented 12 awards at the 33rd Hong Kong Film Awards. Hou 
hsiao-hsien won the Best Director award at the 68th Cannes International Film Festival in May 2015 for his 
directorial debut of the period martial arts film “The Assassin.” 

In commercial terms, Crouching Tiger, Hidden Dragon grossed $128 million in North America and $213 
million worldwide. Hero grossed 53.71 million US dollars in North America and 177 million US dollars 
worldwide. The mainland box office took 250 million RMB, accounting for 83% of the global total. Hero not 
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only opened a new era of commercial blockbusters in China and played an important role in promoting the 
development of The Chinese film industry, but also truly introduced Domestic films to the world. 

Kung fu films have a strong international influence. Just take the North American market as an example. 
Among the top 10 foreign language films in North America, four Chinese films on the list are kung fu films, as 
shown in Table 1. 

Table 1. Top 10 grossing North American foreign language films of all time. 

Ranking Movie Nation Director Total box office (US $) 

1 Crouching Tiger, Hidden Dragon China Ang lee 128078872 

2 La Vita è bella Italy Roberto 

Benigni 

57563264 

3 Hero China Zhang Yimou 53710019 

4 No se Aceptan Devoluciones Mexico Eugenio 

Derbez 

44467206 

5 Pans Labyrinth Mexico Guillermo del 

Toro 

37634615 

6 Amelie France Jean-Pierre 

Genet 

33225499 

7 Rumble in the Bronx China Stanley Tong 32392047 

8 Fearless-Huo Yuan Jia China Ronny Yu 24633730 

9 Il Postino Italy Michael 

Radford 

21848932 

10 Like Water For Chocolate Mexico Alfonso Arau 21665468 
Table content comes from: Film Comment.2019 

The 2013 research project of “Research on the International Communication of Chinese Film Culture” 
hosted by the Institute of International Communication of Chinese Culture of Beijing Normal University 
collected 1,436 valid questionnaires from foreign audiences in 99 countries and regions and nearly 40 languages 
worldwide. Worldwide, the results show that the most famous Chinese actor followed by Bruce lee, Jackie 
Chan, jet li, referring to the Chinese film when overseas audience with first think of the Chinese kung fu, one 
of the most recognized by overseas audiences 10 Chinese films in which 7 is a kung fu movie, the most 
recognized by the world Chinese film type is Kung Fu, The most attractive element of Chinese films is the 
ability to make violent kung fu scenes beautiful and entertaining. “After watching Chinese films, foreign 
audiences have the impression that Chinese people are aggressive and chivalrous [1].” It can be concluded from 
the questionnaire that the most popular type of Chinese film for foreign audiences is kung fu film, and kung fu 
film is an important way for foreign audiences to know Chinese film and China. 

Chinese kung Fu films are the only mature genre films in China. The study of kung fu films can find out 
the development of this type of films, so as to provide a certain reference for the development of other types of 
films. The success of kung fu films in the development of genre is closely related to the active movie-watching 
behavior of the audience. 

The audience's movie-watching behavior is the guarantee of film box office, provides a steady flow of 
operating funds for the development of kung fu films, and promotes the benign development of this type of 
films. Studying the audience of kung fu films is one of the important ways to explore the development of 
Chinese kung fu films, and the uses and gratifications theory in communication studies provides a scientific 
method of audience research. 

Chinese kung fu films have attracted numerous fans both at home and abroad, and are highly appraised by 
people. Facing the current situation that people are so fond of Kung fu films, it is necessary to analyze the 
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behavior and psychology of the audience, and understand the needs and behaviors of the audience through the 
uses and gratifications theory. 

By comparing with previous studies, I found that most researches on Kung fu films in China adopt 
qualitative research. Most researchers analyze the evolution of Chinese kung fu films from the history of 
Chinese kung fu films, or Chinese Kung fu films and national spirit.Such as: “When seeing the chivalrous 
scenes of punishing evil and promoting good deeds in Chinese kung Fu Films, The scene in which the invaders 
and the enemies of the nation were beaten to the ground in order to preserve the dignity of the nation and the 
nation[2].”There will always be cheers and applause in the cinema. “It can be seen that in the inner world, 
people still have a strong identification with the national spirit [3]. This thesis chooses the kung fu films created 
by Bruce Lee as the research object, and tries to analyze the Chinese philosophical thoughts and national 
imagination conveyed in them from the perspective of semiotics. 

At the same time, I also found that scholars' quantitative research on kung fu movies mainly focused on 
audience's preference and satisfaction with the content of kung fu movies, but rarely involves the relationship 
between audience's demand and satisfaction with kung fu films.Such as:“Hong Kong kung fu films have 
become the main form of introducing Chinese films and some quintessence of Chinese culture to the world[4].” 
kung fu films in the personage inside course of study, with the help of the show is no longer a simple fighting 
or violent scenes, nor to the loyal, righteousness, spiderman, etc on the plot performance orientation, is actually 
in the pursuit of pure beauty, namely, movement, strength and masculinity, with the power of the movement 
presented out rhythms and unique charm, give a person with strong visual impact. Due to the variety of Chinese 
martial arts, its form on the screen is much richer and more interesting than boxing or western action films. And 
this is also an element of the audience's early favorite kung fu films. 

Therefore, I hope to make up for the shortcomings of previous studies by classifying the audience's demand 
for watching kung fu films. I will take Kung fu films as an example and Chinese audiences as the research 
object. Through questionnaire survey and analysis results of SPSS software, and I explores the classification of 
audience's demands for kung fu films and the relationship between demands and satisfaction. Therefore, an 
objective analysis is made from the perspective of the audience and kung fu films. I hope this study will 
contribute to the improvement of kung fu film presentation. 

2. Theoretical background and literature review 

2.1 Uses and Gratifications Theory 

The establishment of the uses and gratifications research school aims to explore the reasons and purposes 
of audience's use of media. As early as the 1940s, there was a study on the audience's listening to radio plays in 
the United States. The study found that listening to radio plays provided an opportunity for the audience, mainly 
housewives, to vent their emotions. 

  In the 1970s, uses and gratifications research entered a new stage of development. American scholars 
Katz, Grevitch and Bramler found that the audience's use of media originates from the social and psychological 
needs of the audience, and the expectations of mass media or other sources lead to different modes of media 
contact. This leads to the satisfaction of needs, while other outcomes are mostly unintentional.“The audience 
has self-awareness, and each person has different degrees of self-awareness[5].” The higher the degree of self-
awareness, the better the understanding of their own needs, and the more likely they are to use the media. To 
put it simply, different audiences use media for different reasons, and audiences are dominant in the use of 
media. Katz et al pointed out that“the theory of uses and gratifications regards the audience as a group with 
specific ‘needs’ and believes that they ‘use’ the media based on the motivation of specific needs, so that these 
needs can be ‘met’[6].” 

However, there are still different views in the academic circle, which holds that the audience does not 
always use the media with a clear purpose and has certain randomness. In about a TV In the survey of the 
audience, there are two different tendencies. One of them is in line with the uses and gratifications theory, while 
the other holds that audiences decide to use film media before choosing program content according to their own 
needs. The survey results show that 91% of the cases are in line with the uses and gratifications theory, which 
also fully demonstrates that the uses and gratifications theory for audience analysis has a high degree of 
rationality. Similarly, this survey also shows that when audiences use media, they are not all rational and active 
choices, and may be caused by some habits. In this case, they use media to relieve pressure and escape from 
reality.The theory of uses and gratifications is undoubtedly of great significance. The research focus of 
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communication studies is how the information sent by the communicator acts on audience to audience use of 
the message sent by the communicator. 

Dutch scholar McGuire once said: “The motivation expressed by the audience to choose the media content 
and the way they explain and evaluate the media content all indicate that there is a fairly stable and consistent 
structure of audience needs [7].”In the study of the theory of uses and gratifications, we must pay full attention 
to the deep reasons for the audience to choose to use media, such as the influence of historical culture, values, 
social environment and other factors on the audience. Literature and art provide a world in which people need 
to compensate for what they lack in real life on a spiritual level. Chinese audiences have strong interest in kung 
fu films. In the final analysis, it is a reflection of the historical culture, values, social environment and other 
factors that urge audiences to use the media. uses and gratifications studies demonstrate that the audience is 
proactive and will use the media according to their own needs. This research method is particularly important 
for the development of kungfu films and the genre development of Chinese films. Only by meeting the needs 
of audiences and producing films desired by audiences can continuous funds be provided, so as to promote the 
industrialization and genre development of Chinese films. 

2.2 literature review 

The theory of uses and gratifications has become an important method to study media phenomena since it 
was put forward. “Many researchers have applied this theory to mass media, video, film, Internet and other 
media [8].” 

Table 2. Use and satisfy theoretical literature previous research  

Previous Research Contents Reference 
After the epidemic, the influencing factors of audiences' movie-watching behavior have 
changed greatly: before the epidemic, audiences' individual needs for leisure and relaxation 
were mainly met, while in the epidemic period, cinema movie-watching needs from social 
dimensions were highlighted. After the “loss”, the social value of cinema watching and the 
significance of the vane in the network social society can be developed. 

SunJiangHua 

(2020)[9] 

Among the explosive growth of short videos, "rustic" short videos are widely disputed.  Haoruqian 

(2020)[10] 

The influence of programming characteristics of audience lateness on viewing intention of 
comprehensive channel TV variety shows. 

LiGuihuan 

(2017)[11] 

In the previous research of the first paper:Based on the theoretical framework of uses and gratifications, 
this paper designed and verified the dimensions of cinema viewing to satisfy audience needs, and screened out 
the key influencing factors of audience behavior and intention through correlation and regression analysis.  

In the second part of the previous research:Theoretical framework based on the uses and gratifications, 
through the form of questionnaire to understand the use of “earthy” short video audience behavior and meet the 
situation, analysis the advantages and disadvantages of this kind of media communication, and combining with 
the existing problems of forming "earthy" short video composite guide pointed out the ascension path, in order 
to achieve the goal of purification from media network environment. 

In the previous research of the third paper:In order to analysis, personal characteristics, control variables, 
and then into the characteristics, as the independent variable, the municipal government intention as the 
dependent variable Spring Festival to implement multiple analysis results, a regression model in the existing 
channel, TV variety shows, users may be late establishment characteristic factors, the more positive, pay 
attention to watch the intentions can be seen as improving. 

From previous studies, we can see that the uses and gratifications theory is an important method to study 
media phenomena. Therefore, the topic of this study requires the use and gratitude theory. Based on previous 
studies and combined with the research direction of this paper, the focus of this study is on the audience's 
demand and satisfaction for kung fu films. Therefore, the research contents of this study are as follows: 
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Research question:  
RQ1: What are the use of motivation to watch kung fu films. 
 
Assumptions: 
H1: Assume that use of motivation has a positive impact on viewing satisfaction. 
H2: Assume that use of motivation has a positive impact on viewing intention. 
 

3. Materials and Methods  

3.1 Research design  

In order to achieve the research purpose, this study will adopt the research method of combining literature 
research and empirical research. Firstly, the concept of uses and gratifications theory is explained in detail 
through literature research. Secondly, the empirical study will develop questionnaires on the basis of literature 
research, and then use the Internet questionnaire surveyWen Juan Xing" special platform to send questionnaires 
to the domestic audience. Finally, SPSS will be used for empirical analysis. 

3.2 Selection of variances 

3.2.1 Survey Objects and Material Collection 

Table 3. previous research of the measurement project 

Previous Research Contents Reference 
The survey finally obtained 450 valid questionnaires, covering almost all provincial 
administrative regions in China. Among them, 127 were male (28.4%) and 322 were 
female (71.6%). Topics include age, sex, education, occupation, monthly income. 

SunJiangHu

a. (2020)[9] 
A total of 382 valid questionnaires were collected, including 102 people under 20 
(26.7%), 225 people between 20 and 30 (58.9%), 22 people between 30 and 40 (5.7%), 
and 33 people over 40 (8.6%). 

XuYiJia 
(2021)[13] 

A total of 360 questionnaires were sent out in this survey, and 350 valid questionnaires 
were collected, including 109 males and 241 females. Males and females between 20 
and 30 years old accounted for 79.4%. 

HaoRuQian 

(2020) [10] 

What is your gender? What's your age? What is your educational background? What 
is your occupation? 

WangLuxi 

(2021) [12] 

In previous studies, participants in the questionnaire were mainly in their 20s and 30s. Therefore, it can be 
seen from the above situation that the number of valid questionnaires collected after the release of the 
questionnaire is 200-300, and the age group participating in the sample survey is basically 20-30 years old. 
Therefore, this study plans to conduct an online questionnaire survey using the Questionnaire platform Of China 
“Wen Juanxing” Professional, and distribute 420 questionnaires. The target population of the selected sample 
is 15-40 years old movie-goers. The study asked: What is your gender? How old are you? What is your 
educational background? What's your occupation? How much do you earn each month? How many kung fu 
films have you seen? 

These basic questions have been studied in advance, so they can become the questions in my questionnaire 
and have authenticity and reliability. 

3.2.2 Motivation of Movie audience 
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The so-called "use motivation" generally refers to the user in order to meet their own expectations and 
needs. It can be defined as what to use for purposes, as well as the psychological needs and social needs of users 
to use media. 

In this study, the motivation of the audience can be defined as: the purpose of the audience to watch kung 
fu films, namely to meet the diversified needs of the audience. On the basis of previous research results, this 
study summarizes the audience's motivation for watching kung fu films, which can be roughly divided into 
emotional needs, cognitive needs, social needs, aesthetic needs, moral and ethical needs and psychological 
needs for compensation. 

Table 4. previous research of the motivation to watch kung fu films 

Use of 

motivation 

Measuring scale Reference 

Emotional needs:  

1.Rest and relax 
2.Relieve pressure and boredom 
3.Alleviate pressure, relieve the depressed mood 
4.Temporarily escape from people or difficulties in life 

JinWenyan 

(2021)[18] 

Cognitive needs:  

1.Learn about the life style of a martial artist 
2.In order to acquire knowledge (including history and culture, social 
system, clothing and makeup design, etc.) 
3.Out of curiosity to the content, hope to watch the plot, access to the story 
4.Get the information of hot topics, network new words and hot words 
5.Find solutions to the problems you encounter in real life 
6.To meet the audience's cognition of Chinese traditional culture, Chinese 
history, Chinese martial arts, martial arts schools, weapons and so on 
7.By referring to the views and actions of the characters in the movie, I can 
reflect on the views and actions of myself and others that are similar to them 

NingDandan 

(2008)[15] 

Social needs:  

1.Find common topics to talk about with friends over lunch and dinner 
2.Post barrage or comment and interact with netizens 
3.Friends around to see, to see their own 
4.My friend recommended it to me 
5.Avoid the loneliness of being alone 
6.Get a voice when your friends talk about the topic 
7.Follow hot topics and gain social recognition 

LiXingHeng 

(2016)[16] 

Moral and ethical 
needs  

1.To deepen the worship of Traditional Chinese culture and martial morality 
2.Satisfy my admiration for the national spirit 
3.Strengthen national confidence and pride 

HeJiang 

(2016)[17] 

Compensate 
for 

psychological 
needs 

1.Through the martial arts world, to achieve self-comfort 
2.Temporarily escape from people or difficulties in life 
3.The "ready to help others for a just cause" and "chivalrous spirit", which 
cannot be achieved in reality, can be realized in films 

NingDandan 

(2008)[15] 

Aesthetic needs 

1.I like the pictures and special effects of kung Fu films 
2.Like martial character dress up 
3.Like to listen to the background music of kung fu films 
4.I like good-looking actors 
5.Like the director's style 
6.Kung Fu films have a comedic style 

YuanYe 

(2020)[18] 

In order to highlight the novelty of the article, I found two variables that are very suitable for the study of 
kung fu movies, and also very consistent with the Chinese people and the spirit of Traditional Chinese martial 
arts, that is, moral and ethical needs and psychological compensation needs. The moral and ethical demands are 
also very consistent with the national spirit of Chinese people. Many people believe that after watching Bruce 
Lee's movies, they are deeply moved by his national spirit and can enhance their national self-confidence and 
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national pride after watching the movie. The same is true for psychological compensation. In real life, people 
can't defeat bad guys with kung fu like the strong ones in kung fu movies, so they make psychological 
compensation by watching kung fu movies. When watching movies, they imagine that they are the strong ones, 
defeat the bad guys and promote justice. These two variables are very consistent with my research and very 
special, not as common as other variables, so I think the research is novel. 

3.2.3 Viewing satisfaction 

Satisfaction is a psychological state that refers to a person's subjective evaluation of the quality of a 
relationship. It is the pleasure after the customer's needs are met, and the relative relationship between the 
customer's expectation of the product or service in advance and the actual feeling after the actual use of the 
product or service. If this psychological state is measured by a number, the number is called satisfaction, 
customer satisfaction is the basic condition of customer loyalty. 

Table 5. previous research of the Viewing satisfaction 

 

Viewing 

satisfaction 

Measuring project Reference 

1. Hope to see more South Korea films  

CuiBeiSheng 
(2013)[20] 

2. I'm very satisfied with the content of South Korea films. 

3. Enjoy viewing 

4. Can satisfy my viewing desire 

In terms of measuring the independent variable of ratings satisfaction, based on previous studies, this study 
changed the measurement item "Korean films" into "Kung Fu films" and applied it to the questionnaire survey 
of this paper. 

3.2.4 previous research of the Viewing intention 

The use of social media in TV viewing can ultimately influence audiences' decisions about whether or not 
to watch relevant programs, or whether to continue to watch the programs they are watching. To gauge this 
intent, I would continue to watch what I've been watching so far. “I'm willing to keep watching what I've been 
watching.” “I might keep watching what I've been watching [21]”. As can be seen from this pilot study, viewing 
intention is of great importance to media. Therefore, in this study also uses the variable of viewing intention to 
measure. 

Table 6. previous research of the Viewing intention 

 

Viewing 
intention 

Measuring project Reference 

1.I'm interested in watching the Reply 1988 I've already seen Lu SiQi. 
(2019)[22] 

2.I will continue to watch Reply 1988 soaps in the future 

3.I will invite my friends to watch Reply 1988 

Based on this, we modify the evaluation question of concern intention and set it as:  
1. I'm interested in watching the kung fu films I've already seen. 
2. I will continue to watch kung fu films in the future. 
3. I will continue to watch kung fu films in the future. 
 

4.Results 

4.1 Characteristics of specimens 
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The questionnaire will be published from June 7, 2021 to June 17, 2021. A total of 420 questionnaires 
were obtained after 10 days. Delete untrusted data within 60 seconds of answering the questionnaire, and finally 
get 300 data. (n=300) 
 

Table 7. Characteristics of specimens 

Personal circumstances options Quantity The percentage（%） 

Gender 
Male 122 40.7 

Female 178 59.3 

Age 

At the age of 16 to 21 136 45.03 

21to 30 59 19.7 

31to 40 41 13.7 

41to 50 64 21.3 

Education background 

Junior high school 1 0.32 

High school 119 38.02 

College 173 55.27 

A master's degree 12 3.83 

PhD candidate 4 1.28 

Other 4 1.28 

Profession 

Students 161 51.44 

Civil servants 20 6.39 

Enterprise staff 50 15.97 

Individual businesses 25 7.99 

Unemployed 13 1.98 

Other 44 14.06 

Income 

Less than 2000 129 41.21 

200-4500 66 21.09 

4500-6000 44 14.06 

More than 6000 74 23.64 

Interactive 

Bullets are fired during 

a movie[occasionally]
159 50.8 

Bullets are fired during 

a movie[often] 
37 11.82 

Bullets are fired during 

a movie[never ] 
117 37.38 

Amount of reading 

More than 50 films 44 14.06 

40-50 films 19 6.07 

30-40films 27 8.63 

30-20films 49 15.65 

20-10films 95 30.35 

Less than 10 films 79 25.24 

Total 300 100 
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4.2 Answer the research questions through factor analysis 

Research Question：What are the use of motivation to watch kung fu films. 
 
Table 8. motivation to watch kung fu films 

Factors Questionnaire  
Factor 

loading

Commu

nality 

Eigenva

lue 

Croba

ch’s 

alpha 

KMO

Cognitive 

needs 

(1) In order to acquire knowledge 

(including history and culture, social 

system, clothing and makeup design, 

etc.) 

.255 .691 

2.911 .830 

.919 

(2) Curious about swordsman films, 

hoping to watch wonderful plots and 

get plots 

.152 .532 

(4) To seek solutions for problems 

encountered in real life 
.341 .747 

(5)To meet the audience's 

understanding of Chinese traditional 

culture, Chinese history, Chinese 

martial arts, martial arts school, 

weapons and so on 

.031 .669 

(6)By referring to the views and 

behaviors of the characters in the 

movie, you can reflect on the views 

and behaviors of others similar to them

.179 .662 

Social 

needs 

(1) To find common topics to talk 

about with friends 
.680 .686 

4.677 .909 

(2)You can post topics on Weibo , 

wechat  and Zhihu Apps to trigger 

social discussion 

.753 .709 

(3) I only watch it because my friends 

around me watch it 
.814 .743 

(4) Because my friend recommended it .756 .648 

(5) To avoid loneliness when alone .663 .677 

(6) Focus on hot topics and gain social 

recognition 
.781 .721 

(7) Get a say when your friends talk 

about kung Fu films 
.620 .693 
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Aesthetic 

needs 

(1) I like the pictures and special 

effects of kung Fu films 
.038 .685 

3.053 .819 

(2) Like martial character dress up .040 .707 

(3) Like to listen to the background 

music of kung fu films 
.179 .681 

(5) Like the director's style .149 .586 

(6)Kung Fu films have a comedic style .303 .478 

Moral and 

ethical needs 

(1) To deepen the worship of 

Traditional Chinese culture and martial 

morality 

.213 .860 

2.951 .947 (2) Satisfy my admiration for the 

national spirit 
.231 .894 

(3) Strengthen national confidence and 

pride 
.221 .893 

Compensate 

for 

psychological 

needs 

(1) Through the martial arts world, to 

achieve self-comfort 
.431 .754 

2.751 .854 

(2) To satisfy my fantasy about the 

identity of the characters in the film 

and imagine myself as a martial arts 

master 

.253 .771 

(3) The "ready to help others for a just 

cause" and "chivalrous spirit", which 

cannot be achieved in reality, can be 

realized in films 

.146 .726 

Emotional 

needs 

(2) Relieve pressure and boredom .236 .704 

2.056 .705 
(4) Temporarily escape from people or 

difficulties in life 
.325 .631 

(6)Watching kung Fu films can release 

the pressure in my mind 
.117 .688 

Therefore, through factor analysis, the audience's demand for kung fu films can be divided into six 
categories. According to their characteristics, they can be divided into cognitive needs, social needs, aesthetic 
needs, moral and ethical needs, compensation psychological needs and emotional needs. 

Table 9. viewing satisfaction and viewing intention 

Factors Questionnaire  
Factor 

loading

Commu

nality 

Eigenva

lue 

Crobac

h’s 

alpha 

KMO

Viewing 

satisfaction 

2.I'm very satisfied with the content of 

kung fu films 
.760 .723 2.344 .874 .866 
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3.Enjoy viewing .874 .841 

4.Can satisfy my viewing desire .859 .836 

Viewing 

intention 

1.I'm interested in watching the kung 

fu films I've already seen 
.238 .794 

2.438 .865 
2.I will continue to watch kung fu 

films in the future 
.340 .764 

3.I will invite my friends to watch 

kung fu films 
.432 .825 

Therefore, through factor analysis, audience motivation can be divided into two categories. According 
to their characteristics, they are called viewing intention, viewing satisfaction. 

4.3 Correlation analysis 

In order to study the hypothesis proposed in this study, we conducted a correlation analysis of people's 
various demands, ratings satisfaction and ratings intention for watching kung fu films. The test results are as 
follows: 

Table 10. correlation analysis 

Variation  
information 

1 2 3 4 5 6 7 8 

Emotional needs 1        

Aesthetic needs .417** 1       

Cognitive needs .367** .604** 1      

Social needs .525** .454** .570** 1     

Moral and ethical 
needs 

.390** .606** .614** .513** 1    

Compensate for 
psychological 

needs 
.433** .484** .563** .610** .540** 1   

Viewing 
satisfaction 

.370** .599** .486** .429** .560** .507** 1  

Viewing intentions .376** .592** .605** .409** .652** .531** .683** 1 

When Pearson correlation coefficient is between 0.2-0.4, there is a low correlation. There is a relatively 
high correlation between 0.4-0.7, a high correlation between 0.7-0.9, and an ultra-high correlation between 0.9 
and 0.9.  

As can be seen from the above table, correlation analysis was used to study the correlation between 
emotional needs, aesthetic needs, cognitive needs, social needs, moral and ethical needs, Compensate for 
psychological needs, viewing intention and viewing satisfaction, and Pearson correlation coefficient was used 
to show the strength of the correlation. 

Specific analysis shows that: All the 8 items of emotional needs, aesthetic needs, cognitive needs, social 
needs, moral and ethical needs, psychological needs of compensation, viewing intention and viewing 
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satisfaction showed significant correlation values of 0.417, 0.367, 0.525, 0.390, 0.433, 0.370, 0.376, 
respectively. And the correlation values are all greater than 0, which means that there is a positive correlation 
between emotional needs, aesthetic needs, cognitive needs, social needs, moral and ethical needs, psychological 
needs of compensation, viewing intention and viewing satisfaction. 

4.4 Hypothesis Verification 

Regression analysis was used to conduct hypothesis testing, and the results were as follows.Hypothesis 
1:It is assumed that audience demand has a positive impact on audience satisfaction. 

Table 11. regression analysis 

Viewing satisfaction 

Factors 

Unstandardized 
Coefficients 

Standa
rdized 
Coeffi
cients 

 
t 
 

 
p 
 

Collinear 
statistics 

B 
standard 

error 
Beta   

tolera
nce 

VIF 

（constant） .806 .201  4.008 .000   

Emotional needs .045 .047 .050 .954 .341 .674 1.484 

Aesthetic needs .386 .068 .340 5.681 .000 .521 1.918 

Cognitive needs .017 .063 .017 .267 .790 .464 2.156 

Social needs .012 .054 .014 .227 .820 .486 2.058 

Moral and ethical 

needs 
.190 .054 .216 3.518 .001 .496 2.015 

Compensate for 

psychological 

needs 

.151 .049 .186 3.100 .002 .522 1.917 

a Dependent variable: Viewing satisfaction 

D -W 1.936 

R .672a 

R2 .452 

R squared after 

adjustment 
.441 

F 40.237 
*P＜.05.** P＜.01. ***P＜.001 

As can be seen from the above table, 6 demands are taken as independent variables, while viewing 
satisfaction is taken as dependent variable for linear regression analysis. As can be seen from the above table, 
the model formula is: Viewing satisfaction =0.806 + 0.045 emotional needs. Aesthetic needs +0.386. Cognitive 
needs +0.017. Social needs +0.012. Moral requirements +0.190. Compensation for psychological needs +0.151. 
The r-square value of the model is 0.452, which means that emotional needs, aesthetic needs, cognitive needs, 
social needs, moral and ethical needs, and compensation psychological needs are 45.2% of the reasons for the 
changes in audience satisfaction. 
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When conducting the F-test on the model, it was found that the model passed the F-test (F=40.237, P 
=0.000<0.05), which indicated that at least one of the emotional needs, aesthetic needs, cognitive needs, social 
needs, moral and ethical needs and compensation psychological needs would have an impact on the satisfaction 
of viewing. In addition, the multi-collinearity test of the model found that, All VIF values in the model are less 
than 5, which means there is no collinearity problem. In addition, durbin-Watson value is near the number 2, 
which indicates that the model does not have autocorrelation and there is no correlation between sample data. 
Therefore, the model is good. 

Hypothesis 2:It is assumed that the audience's demand has a positive effect on the audience's viewing 
intention. 

Table 12. regression analysis 

 viewing intention 

Factors 

Unstandardized 

Coefficients 

Standa

rdized 

Coeffici

ents 

 

 

t 

 

 

p 
Collinear statistics

B 
standard 

error 
Beta   

toleran

ce 
VIF 

（constant） .621 .186  3.333 0..001   

Emotional needs .065 .044 .072 1.490 .137 .674 1.484 

Aesthetic needs .220 .063 .192 3.501 .001 .521 1.918 

Cognitive needs .232 .059 .230 3.957 .000 .464 2.156 

Social needs -.110 .050 -.125 -2.198 .029 .486 2.058 

Moral and ethical 

needs 
.301 .050 .338 6.012 .000 .496 2.015 

Compensate for 

psychological needs 
.140 .045 .170 3.105 .002 .522 1.917 

a Dependent variable: viewing intention 

D -W 2.110 

R .735a 

R2 .540 

R squared after 

adjustment 
.531 

F 57.311 

*P＜.05.** P＜.01. ***P＜.001 

As can be seen from the above table, 6 demands are taken as independent variables and viewing intention 

as dependent variable for linear regression analysis. As can be seen from the above table, the model formula is: 

Viewing intention =0.621+ 0.065 emotional needs. Aesthetic needs +0.220. Cognitive needs +0.232. Social 

needs -0.110. Ethical requirements +0.301. Compensation for psychological needs +0.140. The r-square value 

of the model is 0.540, which means that emotional needs, aesthetic needs, cognitive needs, social needs, moral 

and ethical needs, and compensation psychological needs are 54.0% of the reasons for the changes in audience 

satisfaction. 
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When conducting the F-test on the model, it was found that the model passed the F-test (F=57.311, P 

=0.001<0.05), and at least one of the emotional needs, aesthetic needs, cognitive needs, social needs, moral and 

ethical needs and compensation psychological needs would have an impact on the viewing intention. In addition, 

the test of the model's multicollinearity shows that all VIF values in the model are less than 5, which means 

there is no collinearity problem. In addition, durbin-Watson value is near the number 2, which indicates that the 

model does not have autocorrelation and there is no correlation between sample data. Therefore, the model is 

good. 

 

5.Discussion and Conclusions 

Firstly, through factor analysis, correlation analysis and regression analysis, the research questions of this 
study are completed. The research divides audiences' different needs for kung fu films into aesthetic needs, 
emotional needs, cognitive needs and social needs, psychological needs for compensation, and moral and ethical 
needs. Audience's motivation can be divided into satisfaction and intention. 

Secondly Two assumptions from the beginning of the article. 1. It is assumed that the audience's various 
demands for kung fu films have a positive impact on audience satisfaction. 2. It is assumed that the various 
demands of the audience for kung fu films have a positive impact on the viewing intention, and the two 
hypotheses are basically consistent. 

Through regression analysis, verification of hypothesis 1, ：the study showed that  Aesthetic needs, Moral 
and ethical needs, Compensate for psychological needs, has a significant positive influence on audience 
satisfaction. Emotional needs, Cognitive needs, Social needs, does not affect the satisfaction of viewing. In my 
submission Kung fu movies can satisfy the audience's compensation psychology. It reflects Chinese people's 
yearning for a fair and harmonious society. Watching kung Fu movies is a kind of spiritual sustenance and self-
comfort for ordinary people. In kung fu movies, swordsmen stand up and destroy evil, just like an ideal society. 
The audience's discontentment in real life can be compensated to a certain extent in Kung fu movies. Therefore, 
In my opinion, when the director creates kung fu movies in the future, the life of the leading role does not need 
to be plain sailing, but can be full of ups and downs and failures, because the success after experiencing failures 
is more in line with the life of the audience, and can also enable them to get more comfort and spiritual support 
when watching kung fu movies. 

Through regression analysis, verification of hypothesis 2, ：the study showed that  Aesthetic needs, 
Cognitive needs, Moral and ethical needs, Compensate for psychological needs has a significant positive 
influence on viewing intention. Emotional needs will not affect the viewing intention. And Social needs have a 
significant negative impact on viewing intention. Watching kung fu movies can meet the audience's moral and 
ethical needs. At the same time, the moral and ethical needs have a positive impact on the audience's intention. 
The image of Kung Fu Master in the film is a way of presenting the moral pursuit in the kung fu film. 95% of 
the respondents have reverence for heroes in kung fu films, and 93% hope that chivalrous characters can also 
exist in real life. The chivalrous images depicted in kung fu films are deeply loved by the audience. The image 
of kung fu masters is equivalent to the "Superman" depicted in Hollywood films. What they have in common 
is that they are heroes of ordinary people, and they can do things that ordinary people can't do. In the history 
and literary works of various countries and nationalities all over the world, it is not difficult to find the depiction 
of the image of "Heroes" beyond ordinary people. Human beings need heroes. In the face of helpless real life 
and difficult life experiences, people have imaginatively designed an image that can "save all people in water 
and fire" in the field of literature and art. China has its own cultural background and historical origins. 
Hollywood heroes cannot arouse the emotional resonance in the heart of the Chinese people. In other words, 
American heroes cannot save the suffering of the Chinese people. The heroes in kung fu movies, who have 
unparalleled martial arts and eliminate violence and settle down, are highly respected, which reflects the heroic 
complex of the Chinese people. 

To sum up, the audience's six demands for Kung Fu films have a positive impact on audience satisfaction 
and audience intention. Therefore, when creating kung Fu films, the creative team can take the needs of the 
audience into consideration, which will achieve twice the result with half the effort. Meanwhile, according to 
the research, the moral need is thorough my admiration for the national spirit, Strengthen national Confidence 
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and pride The “good Samaritanism” and "chivalrous spirit" According to the survey data, the turnout is very 
high, which also shows that audiences have a strong sense of national pride in kung fu and a high recognition 
of national culture. 

However, we also found problems in the research. There was a multiple choice question in the 
questionnaire survey. What shortcomings or problems do you think exist in the content and production of Kung 
fu films? In this choice, it is found that audiences think that the current kung fu films have the following 
shortcomings: 1. The content is so repetitive that many kung Fu films use the same plot. 2. Serious plagiarism 
damages the cultural market.3. Low production cost and simple special effects .4. These issues are also worth 
the creative team's consideration. 

Back in one hundred the Chinese movie history, kung fu films as contains rich Chinese culture, after 
several generations of filmmakers of hard, has become influential in the international film industry types of 
films, because they are classic is the crystallization of the wisdom of the ancients, they not only enrich our field 
of vision and imagination, also shape our aesthetic and value judgment, this is why kung fu a timeless classic. 

We should study the status quo and development of kung fu films with Chinese characteristics, pool 
wisdom, create a new style of kung fu films, tell Chinese stories well, explore overseas markets, let Chinese 
kung fu films revive, lead Chinese films to create brilliant. This is also the reason why the author is eager to 
make a contribution to the development of Chinese kung fu films and chooses the evolution and 
internationalization of Chinese Kung fu films as his research direction. 
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