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Abstract

With the rise of cultural confidence and the advancement of policies aimed at revitalizing intangible
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cultural heritage, brand collaborations with intangible cultural heritage have emerged as a new
trend in the marketing field. Based on brand value chain theory and the S-O-R model, this study
constructs a model of the impact effects of ritual sense in consumption, perceived value, and brand
loyalty in the context of intangible cultural heritage collaborations. A total of 315 valid samples
were collected through questionnaire surveys, and structural equation modeling and the Bootstrap
method were used to test the hypotheses. The results indicate that ritual sense in consumption sig-
nificantly enhances brand loyalty by elevating perceived value, with perceived value playing a com-
pletely mediating role between commitment, ceremoniality, and brand loyalty. The commitment
and ceremoniality dimensions have broad positive effects on various dimensions of perceived value,
while the uniqueness dimension only significantly affects symbolic value.
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Figure 1. Research model
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Table 1. Measurement items and sources
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Table 2. Descriptive statistics of samples

= 2. ARSI

IiH Z NHL ok
H 119 37.78%
14 5]
5’8 196 62.22%
0~20 % 18 5.71%
21~30 % 162 51.43%
g 31~40 % 102 32.38%
41~50 % 19 6.03%
51~60 % 14 4.44%
YIrp 2 0.63%
e B BRI 3 0.95%
N EH 16 5.08%
2
AF 238 75.56%
it 49 15.56%
-+ 7 2.22%

5.2. EHERR

ARFFIEE AMOS26.0 AT ERERL, FRNE 3. AR EFEIRR LTS (CMIN/DF =
1.339, RMSEA = 0.033, GFI = 0.938), iR MFr#EE e 0.6 i LU E, HEFE(CRIIKR
T 0.7, % Fornell & Larcker (198 1) ML i [ 18], BAMILERE AVE EHIKMKT 0.5, (HH T CR{EZE ST
0.6 ARG BRIy, ERUEA RIGIISRE . XX 280 TR, SRWE 4R, $E5%
P37 ZE SR BUE T O AR AR T H 5 FAh i AR B 2 R AR OC R, B IINERE AR S R ¥ S
AVE ViR, EIEHEREENT 0.8, MBI X 0 RE 852 . AT R B4 5
N R UFAE BRI R

Table 3. Convergent validity
3. W E

BEAR R =R WAL (1) HAEEBE(CR) I 2R ALE (AVE)
DTI 0.676
MR DT2 0.714 0.762 0.518
DT3 0.764
FCI 0.725
A5F H /& FC2 0.662 0.748 0.497
FC3 0.724

DOI: 10.12677/mm.2026.164089 165 PACE


https://doi.org/10.12677/mm.2026.164089

i,

LYl 0.770

AL LY2 0.718 0.780 0.542
LY3 0.719
XZ1 0.747

RAEMH XZ2 0.711 0.730 0.477
XZ3 0.597
GN1 0.745

e E GN2 0.671 0.717 0.460
GN3 0.611
TY1 0.761

AN A 0.735 0.580
TY2 0.760
TDI1 0.741
TD2 0.705

st RS 0.835 0.559
XW1 0.777
XW2 0.761

Table 4. Discrimination validity and correlation coefficients

T4 XOWERBERERER

LA MRFE A5 H & AL FAEME heEM RISANME st HEL RO
IR 0.720
AF H 2% 0.600 0.705
AL 0.640 0.522 0.736
RAEMH 0.661 0.640 0.666 0.691
ThaREMH 0.560 0.616 0.632 0.589 0.678
AL H 0.512 0.750 0.478 0.666 0.526 0.762
i R G 0.684 0.689 0.721 0.748 0.745 0.737 0.748

E: XML EBAI AN AVE H, HAe NP B R

5.3. RIFELE

AR AMOS26.0 A, SR TI AL . K36 4s R s, B A% CMIN/DF =1.396
<3. RMR=0.037<0.05. GFI=0.934. CFI=0.973. RMSEA =0.036 <0.050 7 & A\ GeithrdE, £
T 50 & e FE AT, AT R R Bk A2 R AU 36 S B A dr .

SER T AR R BR AR A AT A R 5 PR, Y SR A R AR = 2 PR S R 0 % o P RELUBK PR e 2 B
ZE A BRARASAE . A B ERFI N 5 4 0 B3 IE MR, R RIS E M E B R (B =
0.666): ALAXME F ZiEd s e 5 RAEMME KAEVE R s SRR PR AN AE S T+ RAE B 7 T B A 2 5
Wi o JBRENA/ L 110 45 4 P ) ol R R U i R U 1) 2, LA D REANEL I E FH A 2R H (B = 0.400)

DOI: 10.12677/mm.2026.164089 166 PACE


https://doi.org/10.12677/mm.2026.164089

i,

Table 5. Structural equation model path testing results
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Table 6. Mediating effect test result
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