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Abstract

In the consumer domain, the concept of “ritual sense” surrounding quality of life has gained particular
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prominence. However, research on the application of rituals in consumer-brand interactions has not
received sufficient attention. This study incorporates the sense of consumption ritual into an ana-
lytical framework to explore its impact on brand experience under the moderating role of product
involvement. Two experiments were conducted to examine the role of consumption ritual in brand
experience. The experiments confirm that consumption ritual influences brand experience. Com-
pared with low consumption ritual, high consumption ritual more effectively stimulates consumers’
brand experience. Additionally, the study verifies the moderating role of product involvement in the
impact of consumption ritual on brand experience. Specifically, for low-involvement products, there
is no significant difference in the effect of high versus low consumption ritual on consumers’ brand
experience.
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Figure 1. Experimental research model
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Table 1. Descriptive statistics of demographic variables for Example 1
= 1. LW AOFTEMASEIT

Al 4y (%)
5 77 38.3
g ikl
& 124 61.7
18~25 % 61 30.3
26~30 % 70 34.8
palinaaics
31~40 % 61 30.3
41~50 % 9 4.5
i 26 12.9
. ‘ N 57 28.4
S Bt 2 (BL TR R
AR 101 50.2
A A K DA 17 8.5

M ERATH, BHEH 77N, HAAK38.3%, ik 124 N, Sk 61.7%; 18 £F|25 % 61 N, Hi
1£30.3%, 26 % F]30 % 70 N, [k 34.8%, 31 £F]40 5 61 N, HE4K303%, 41 % F]50 % 9 A,
HER 4.5%; =26 N, HEAR 12.9%, KE 27 N, Sk 28.4%, AR 101 N, ARk 50.2%, fil
TR UL 17 N, A 8.5%.
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Table 2. Comparison of facial cream consumption ritual scores by ritual scenario group

2. BRAENAREPEFREENARBER A LNERKE

7 T AU S FEIAE Pt (w22 t
[N G 201 42326 0.41194
W AT 5 45.192**
A B 201 2.3308 0.43156

FE: "p<0.05, “p<0.01, **p<0.001.

M 3 AEL, CEE SRR ¢ SR LU AR S AR IS A EE A EE SR OGUR LI E R, SRR
A6 E A P A R AR AE B3 22 5 (t = —55.198, p < 0.001), FHARACUR IR E ARG ) B
s BRGS0 22 (1= —49.589, p < 0.001), FRI AR UL AR5
B BE TS AT R E SR S GUR A BB I R (t=—-51.352,p<0.001), RIAEACEI
AT RIS oy 2 s SR R IGTE I VH e AU EAETE 3 0 2 R (t=—52.112,p < 0.001), RILHE
PR BRI R E T, TR KRR ARG BRFE T AT, PR e 3 U A Sk B K
FEFE Y 62 AR s . B 4 T AR — .
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Table 3. Differences in dimensions of facial cream brand experience across levels of consumption ritual

F 3. HREMEFEREEENEHENARLENER

THIFE f AR 36 T AU ES FHIAE Pt (w22 t

UK 201 1.39 0.607

BE KR X ~55.198™"
A U 201 4.50 0.521
R UK 201 1.38 0.698

TR . ~49.589""
A R 201 4.47 0.539

L AR 201 1.40 0.665

TR X ~51.352
A R 201 4.46 0.519
UK 201 1.42 0.659

BB IR X —52.112""
A B 201 4.46 0.499

FE: "p<0.05, “p<0.01, **p<0.001.
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Table 4. Descriptive statistics of demographic variables for Example 2

4. IR "WAOFTERARSIT

P A4 L (%)

5 101 44.15

SR
& 129 55.8
18~25 % 101 43.7
26~30 % 90 38.9

Jainatice
31~40 % 24 10.8
41~50 % 15 6.4
WIFR &L 29 12.9
R 24 10.4
IS E (A TEE) K& 29 12.9
AFt 122 52.8
A 50 A K UL 1 26 11.2
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A TR il R AR P AR I SR AR [A] . i AW5E, TEAMERI RS
Wi, RO PG RR AR, XA R AN E 7 R BEAT 70T e v 2 A R 1 IR R Bl
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T RS RO TR, W SRS A R S RS T B R AR, FSRIEEER. ST RIS
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SeaG B RE RN AR T AR, TR N A T ) BB SR e e s, R
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Table 5. Comparison of lemon tea consumption ritual scores by ritual scenario group

5. IPRRHENA RSO ETNFHEN A RBER A LNERKE

17 T A 2k = A P v i 22 t
. A R 230 4.4415 0.28614
T A URAT 4 81.014**
A B 230 1.5808 0.41078

FE: "p<0.05, “p<0.01, **p<0.001.

3.2.2. BESHAER

MR 6 A, B FATFEA ¢ /50 LB A NEAF e R I E R, SR RAEAN
FEAS 5 72 W 2R AP BB B 25 5 (t=—64.670,p<0.001), RIS MENE R EFK, K
AT A IS SR BN EH, ARG E NN,

Table 6. Test of differences in product involvement scores by product type groups

6. FRENESSTRERSE LNEREE

it EZ 10 THMH v i 22 t
N PR 1.5945 230 0.49094
PN E —-64.670
THi 7 4.4751 230 0.28940

VE: *p<0.05, **p<0.01, ***p<0.001.

MR 7 AR SERSIREAS ¢ KR BT R AR IR A 0 AR A R B DGR B ZE S, A
SR R AE (I P A AU AN AR B3 I 22 (6 = 0.090, p > 0.05);  TH B A0 7E & Ik 2R AU B AN
FE R 225 (t=1.535, p > 0.05); AT AMRIGAE i I H 2 AU ANEAE B35 1O 22 57 (t = —1.034, p > 0.05);
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Table 7. Differences in dimensions of lemon tea brand experience across levels of consumption ritual sense.

R ATBRERREEEEEENRIHEMGIR ENESR

Fra 5% i R AR 06 W A 2k E=Z A v i 22 t

UK 230 4.46 0.583

EE ARG 0.090
AR 230 4.46 0.519
! s sk 230 4.50 0.601

5 BRI 1.535
AU 230 4.41 0.568
B s Uk 230 4.46 0.632

1T RS i -1.034
(R & W 230 4.52 0.520
R UK 230 4.49 0.617

BRI 0.175
A R 230 4.48 0.521

VE: *p<0.05, **p<0.01, ***p<0.001.

TEHAR IR B 2 )5, BTl AR S RT3 2808 3w SCh “17 G SO
“27 XN i R FERE AT 2 R S e B N R SO 17, T BN
FERR I E SO “27 .

M 8 AT, DURE RIS A RAR E, W R OGUEBCON AR, A NN AR AT PR T A
WM, ettt SRA R R RN 28 (F = 1555.717, p < 0.001), 7™ s N JE 20000 3 (F = 1477.084, p <
0.001), JHZRAGRE x F= i N RS BN 2 2 (F = 1565.690, p < 0.001).

Table 8. Tests of effect of sensory experience scores on the relationship between consumption rituals and product involvement

* 8. REARBIEHBMNKRE=RENE T FENHNEE

b I 25175 HhE o7 F BEN
B IERERY 1436.113¢ 3 478.704 1532.830 0.000
B 11023.046 1 11023.046 35296.224 0.000
W A Uk 485.852 1 485.852 1555.717 0.000
e YN 461.295 1 461.295 1477.084 0.000
HRARUE < P REBNE 488.966 1 488.966 1565.690 0.000
W 249.841 800 0.312
Bt 12709.000 804
BIEfE St 1685.954 803

AR BEAK. R =0852 (HE R T =0.851).

M 9 WAL, DB AR &, W RAGURO N AR, i N AR S AT R R
RLoMAT, ki P A R 3 RN R 35 (F = 1233.506, p < 0.001), 7= it A FE RS2 2% (F = 1283.172, p <
0.001), JHZRAGRBE x F= i N\ RS L ALR 2 3 (F = 1385.446, p < 0.001).

M 10 FIEL, DT ARES A 7 wR A &, TR AGUB AR R, 7= i NI A AT 1 2L
REAYHT, R I AN TR AR B35 (F = 1410.895, p < 0.001), F=ibds N 1308 B #(F = 1419.924, p <
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0.001), JHZRARER x F= i N FEAS HALM 22 (F = 1304.785, p < 0.001).

Table 9. Tests of effect of emotional experience scores on the relationship between consumption rituals and product involvement

9. BRARFHAHBMNARS ~RENETFENHNEE

I 11 25~ 15 H %77 F BE M
BIERR 1425.9252 3 475.308 1300.708 0.000
i 10941.736 1 10941.736 29942.668 0.000
T A AU 450.751 1 450.751 1233.506 0.000
REE N 468.900 1 468.900 1283.172 0.000
AR < P2 N 506.274 1 506.274 1385.446 0.000
R 292.338 800 0.365
Bt 12660.000 804
BIEJE &t 1718.264 803

AR AR, RJ7 =0.852 (%5 R 7 =0.829).

Table 10. Tests of effect of behavioral experience scores on the relationship between consumption rituals and product involvement

= 10. ITARRBOERENKRS ~RENE T HE RN

I I 25~ 75 F H B1J5 F BE M
BIERR 1428.687° 3 476.229 1378.535 0.000
AR 11074.945 1 11074.945 32058.527 0.000
A A =k 487.408 1 487.408 1410.895 0.000
RECE AN 490.527 1 490.527 1419.924 0.000
WRAGUE < PN 450.751 1 450.751 1304.785 0.000
W 276.368 800 345
i58a 12780.000 804
1BIE 5 St 1705.055 803

AR TR . RJT =0.852 (%5 R 7 =0.837).

Table 11. Tests of effect of reflective experience scores on the relationship between consumption rituals and product involvement

=11 BEFRBSIEEBRNKRS ~RENE BN R

I 11 28~ 5 F H ¥175 F BE M
B IERERY 1411.417 3 470.472 1408.526 0.000
AR 11082.369 1 11082.369 33179.017 0.000
T AR 461.295 1 461.295 1381.050 0.000
REE N 482.748 1 482.748 1445276 0.000
MK = PR RENE 467.374 1 467.374 1399.252 0.000
W 267.214 800 0.334
Bt 12761.000 804
BIEJE St 1678.631 803

AR BEAK. RJ7 =0.840 (%5 R 7 =0.837).
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REE AT, GG BT B A B L AN 3 35 (F = 1381.050, p < 0.001), 72 fh38 A JE 2008 3 3 (F = 1445.276,
p <0.001), JHZFROGUBE x 7= 5B NS B AN R 3 (F = 1399.252, p < 0.001). 55K, Hlss Rpag
HIP) R EMENT 0.05, BEUHZEE FAALERE TN, 1RO CLE = B N (8 vs AKX i
ARG B A AR

e, MF 1285, EIRVUANEEDUYE KT 3 /& THEE, FbEskF— 2% 2 H. Hib
FTHERR TG R DA B S S s

Table 12. Descriptive statistics
= 12. kgt

N ®AME BRI BE PRt 22

W AW EE RN R EES 2 230 2 5 3.97 0.435
AT A — RN R MO fEE? - 230 3 5 3.91 0.716
A A 230 1 5 3.96 0.966

AW B MR ? 230 1 5 3.40 1.453

FERT LR BT M )5, BB BT 1845, W& 13 P

Table 13. Tests of results
F13. £EREW

5854 L S

H1: T AR X SRR Ao, 8 AU DB, BT it R A 6 R i JEAL
Hla: eiH 2 A UK AR 92 AR RE L2 BB 15 2R 5 JA

Hib: {8 F AU FARTH 2 A U o e Lkt 2 1 /A 2 Ak s JA

Hic: i P AR LA S A UREE R LE 2 15 20 B 5 1 56 JAT

H1d: =i S AR LR 2 U RE LIV 75 24T 3 i 4 JA

H2: 7 i N T2 0V 2 ACUBRONT it Ro A 96 1) 2 1 7= 2 30 1 £ JEAL

H2a: X F G AN T S AR B 21 (R R 9 i 21 1) i A 36 JAL.
H2b: X FARENE dh, i AU S MR 2 A U E T 24 11 i o A6 e B S AR JAL

4. 5B
4.1. ARG

RN 58 i 5 B AN AN ) B 3 HE R I6 RIGUE AR 15 o 5206 — 38 i 2 1 V8 A U S R EAT T S AR 56
Frl . I R AT, SRR —IRIE TR 1. 19458 JH AR SN AR IS = A 2, 3F BLH
A SURFE P vy, 025 o R 06 SRR i

SIZE6 N I R N R AR SN S SR GRS R SR (BN 2 x 2 SEREG 2, BEAT T R I )
B, W E R R AAERSHT, S26 IGE TR 2. BHEEW: P2 N 25T A B i R A
IR P A AT E R, ST e NEREN, B 3 A R LU AR T PR3 BT RE I oy 2 & 1 R
K FARENEF= N, B 5 A B SR 2 OB T 2% 3 s Bk 06 B S e B AR .
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AW FE 5 AE D9 v [ el B A 5 A 55 BRI U, — T, 51 Sk A AR ) A BE R
B AL R PR A s b B N BGRAR I A H A, DR R o REURIS S A, R R s s
JRTT R SR, RBIE IR B . B IR 5 2, Al BN IR AN ER AR 97 IR, T
A SRR S| RS Dy SR R e 53— T, BRATT SR AL S O T SR S R, R R
BOHE PG ERD R O SRR 2 HEW S AR R (AT, Al GE 4% 0 2 R T 9035 (1t R AR s, ik
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