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KimHlzs, #—LFERMNE, 255
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LB S (W48 A, — 7T, AT LA M
F B — 2o b 7 A 5 o AR R s R G T R
ik R | AL 5 0 AR 96 1Y #R Ak (Anderson et al.,
2016), WSERFEIE IS HEF M SHEREZH
BTN, BREE SIS M A HE A
R H, R RS BT Rg | RZ R
MEEE, EEFERALTESmMEAE LN
TGN, 5 —TJ5 T, F4kAE s AL
RAT G AR AR R ARG, k£
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Collins (2004)1Y H {5 4E (Interaction Ritual
Chain, IRC)# 4§, (UERIEZMIT SR
RS AAT , R R A e
BRGNS 5%, HX NSRS E
R, A EOCTEAE R RE R A A AL
(FHERE, TH3E, 2016), SULAHXT R, A
BRILE. L. RAFSHEKk, B4, NE
SIS AR, 18 S W IR 5 i i
AT BB i LAY Bl 5 17 U R 1 T 5% 1) 3 B,
BCA AR B B I AT R, SR TS 0 2 5 A AR
HEERSN . BEAh, TR BIIE A B, 1A YRk B S
KB M AEHUE R h R BRI S . &
it EHORE L BRI WER, BE o E
Al 5 FE SR, #ENA BITH BRSO R
S (FRERE, TR, 2015, 2017; BPRESE, TG
W Ay, S, 2018; Wei & Ran, 2017), A4,
TEIAWEIT 248 0B A FREE T, Anfu] B4 hBLAR
HEBY PR 2 Anfef B iHAE 24 0 IR 55 A DAER - i
AL AN [ 2228 (14 JIR 55 502X 2 o] 5 il o R A 2
Xof 336 B ] R0 A9 BF 58 19 R DL 1 T SCiik . BRI, T

U WU http:/news. xinhuanet.com/fortune/2014-03/24/
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B AL AR B 2 R R AR, ST
I RGBT AU AU, SRR AN i UK 55
AR A R 25 (Diener, 1984), DAFEBFSE A [ 2%
LA A3 T AR AL RS, B R T R AR
BRI, BN, —Se 2 F 5 AR AL 1%
il BB AR 15 IR BRI A O R | LIRS (Forgeard,
Jayawickreme, Kern, & Seligman, 2011); 145 24 %
8 11 AR Ak SR — A~ 2 4 B & (Conway, 20125
Huppert & So, 2013), AU &SR PEfRAL, nsE
AR IS R, B O BEAR AL R A S AR AL

A OCARHE Y S BT Y R SR AR 2 A Ak
FCRTRI UG R T 2 AR AL 2 48 T 9% 5 R AR A
WA L dEPORL E R IR 55 el
JE B B9 X A 3 W = ORE 19 T M (Sirgy, Lee, &
Kressmann, 2006). H A, H%%#H &4k w0 H s
TR GEH A A 7 RSO I S R
(Grzeskowiak & Sirgy, 2007; Tang, Guo, & Gopinath,
2016; Sheng, Siguaw, & Simpson, 2016), H FiH %
A ALY JE O 5 32 2 L LS4 4R FH S (Authentic
Happiness Theory) Ay 3 ili, HJ5 SRR &5 A&
MALMAJZ . EMRZ T E, 2B T3R80
AR W AT R ok A 1 e R B (Sirgy, Widgery,
Lee, & Yu, 2010; Devezer, Sprott, Spangenberg, &
Czellar, 2014); fEAJZ T I, BA BT 3 24R
TF 0T 9 AR AL X i R TORI T 37 0 AR Y 5 R
(Fang, Russell, & Singh, 2014),

M T SO 22 53, v P 7 1Y SEAROULA BT AN [+
(PR, FBE, “hREE, 2010). fRFEAMENHEMESE
SCACR STREIR I, X AR SR B I B i SR =
FEHEAT TR, IR T o E R R AR R . fL
FUACEATTLIALLL, AT LHAL R (iR
R EA (CGRE-TF) ), BiER
AHEARRPAF PSR, TR IR
WA MBEZH R, K& o ki

TURR R 3 A ORI R (Gl T R L EE A
) ) AT, R SR AR RS DA A R
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A, AT SR O R R PSS (R 41, R,
2012), B, ATFFRE RS G 5 ARTR AL P,
PN A AR AL (brand well-being) &, I8 Hoik
e E SO 5T AT RRAR AN R, S AR AN
AUAY R 25 SE AR AR B, T B 22 H R B — V)
R S 1 008 R 3R 45 T 9 3 T A o R Y R
TN oA E = TRy I Er
212 mEBLSHMAEXESHEX S

e, AR AL 5 2% AR Ak (consumer
well-being), Wi 25 5 EBARIAE P 1R : — =2
TH P AEAL AT R AL TR SR & X, A
ZWE T AR A EE R, WA AR AR
TEHARMA 5 2 YA, TR AR AL L
TNV B W R 2 R A R, RS R TR
R S5 TH PeAS B A

HR, SAE AL AR (brand experience)o
ol AR 30 2 A T AR DG A R, A ke L Tt
FE4ESF, TR BRI 28 R L AT 2 R
(Brakus, Schmitt, & Zarantonello, 2009). 1] LI F H,
ol WA B8 (R S RN R L T SRR SR AR R, G
TR IS AR —J1 2 B 5 i AR RO B AZ
T ot SR AL 2 2 2 D IR 25 L, IR T A R
IR0 5 T 28 B ARAR R 25 5 BN A 4R

TR, b AR AL A BE (brand attitude)
il RS B SRV 2 3 DA — 8 W AN Wk A oy 2k
ol R A I ST A ) o T S LS B T i
SRS AR AL, B TR S RS R S A ] AR
HER PR

e, S AR AL R B (brand affect). fh
JEAE R RS BRI R S E R SO R
AN 7 A 1 15 % g S R 17 1% 2 7 (Thomson et al.,
2005) . — > i W TE R A H 15 B T T A 0 T 2
Wb, HIHSRFARES L —FIRZIN . FF AR
FEk, B, TETE R . R B E B 1T BE
T 1 TH B 2 RN AR AL, AR Ak 2 R 17 R — o
T R IR
22 BREMR

AR — PR e v FA M MR L, XA
FAZRIA L MR 25035 F)(Collins, 2004), F1E
A48, Siehl, Bowen fil Pearson (1992)4#5 ik
Sl 5L T 9 B R o B A UK
(rites of integration)id 72, A WHE AR B TR

AUl ET . R, R . RS
HESTHAZ RN ST, R
Otnes, IThan 1 Kulkarnim (2012)1F 202 H AR 451X
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Sl RREAR G Z R, RS B ahid R
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AN . BIPARGR @R, BEm AR
T BA B ey T EE RS GEK, e viP
LIRS . BT FEMS 575, A% 5 0E
MR& P BRERIA, B BRI
Al AL AAT g LR IR 55 R 0 . DABHE A 2,
25 1 IR 55 A8 A B T A () 5 b 3 4 v 5 33
M, W05 AR B SIS 4, T8 R &
MR, BER S 55 580 % (Otnes et al.,
2012; Otnes, Crosby, Kwon, & Chinchanachokchai,
2011). FEWFFHE BN T IRS5 BB XTI
TRE AR AL BN P (Sheng et al., 2016; Tang et al.,
2016), R # T ARALESGIE RS, B
A—E R kM.

N R AL B Y Fl(Durkheim, 1999), XX
AALREBS AR il N At S TE A T A PR R, iR
5 B 2R 58 i 2 T 5L B AR 4 A R
BLE (- RERSE, 2018). #R1M, BRI & LI
AIE A B, TR+ 2 58 A Sk H s Bl B — 3
PEINIURIBE A (Collins, 2004), E Wit 4 H gy E
L W v S 1B N A O )
M. MSCHERBR RIS OCR R, BUA SCERC iR
MR SR, E R FIRR B, b TR iRk
S5 AT b R B R R R B 2 - R Bl B
Wi/ i (Winterich & Nenkov, 2015), TR 551X
A AR ALY SC RS R B A H .
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s v R 43 B G AT 2 3 2o 45 i B Bl A
SRR AN 4E 37 19 (Collins, 2004), JGH T 5 ok
o, BT AR RS T 2 o BRI R T ol
—PRAR(FEHETIE, TUHESE, 2017). H GRS
B ETEE T R B AFSR, 1 Collins (2004)
N EFGIFARUUR R T2, B LEIE
A AL, AL R EUEEE, T DRI B
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AR 0 H ARG, anfe A% . 33517, Collins
(2004) P 5% 1) £A 300 0 A5 1) B s A sl &k,
e T H G IS —— S 5 E R A R A
R, HFHS 5 A5 40 sh 1 L AF P o0,
IR s iR AR RN R 1 IR e i, i — 25
SR LA SR LB I R

BT 1 S BE S A AR T ) 24 T
Fh AR, FEBEN T — RIS KRR
MLEE, IRFERR ., ML RR, IRELRE
(Maloney, 2013), X S8RFSE 25 RUESE, KA/ 44
R ZR R S 3 ok 45 A I R 2 5 1 (P B 55,
2018), Fifif5, T BHUNEE LIS H R 25 A I 5T 40
i (Brown, 2011), {HiX—LL4/F 5% & 3T Durkheim
(1999) 82 1} 1y = BUH PR, RN — M X 1Y
IGRE B ATRIE . A ORI T 5 Al i B B
OBE, R R 55 3 BT b A T i LR 1Y
SEE, HAE A FA RS
232 EHUAERILTRFMNR-FERU

XERHIER

R H I A H R A 55 R I R A
MR N 28 R R TR . e, T
£ B A A FRIM RS AR N . DA RS 2
Sl 18y P S8 1 £ ol T[] 90 % 1) B VA E, Gn iR
FEAE . MRS VRRAE, 20T S-S 2 2
2% R 42 i 4 AL H— 13— B3 1Y 28 fk(Fournier,
1998), JLHAE P EALACZ IR Ak 56T, X
e RFE B AN Fimm, R IEER
BT 45 v ke RS UL

HOR, A B B L R RSOk R
ifie, MEARESZ @ E—30 % —, B4R
RS RBMENSESE—NIT N, ARFHE
IR — M B, A Sh AT B Y AR
Hbw, a5 A am o0 5 b 2 6 R i 8 R A
(Collins, 2004), 522, i@t 2k 512
AT B 3 L ML A, LR YR R AR
H5EOME. B2 MSPGURZRIT N2,
HA G R E PR IE . 55 =, S A
S A RS 1 SO R S B B GEREE SR L A
17 5 3 H A B 45 5 B E AL A B9 TR, Hid, 15
SREBARREREMNZE X NEY, W3CF. 3
1. Wi B Y A (RERE, TS, 2015),
B, PR GRAF S M R AL T S Sk & s

I, <HE 20T R g5 A B0 AR R 1

Biir AME . B EE PRIE R IR 4% (chains)iE 4L
(Collins, 2004), BNFIESR H 252 T —IHHE M
HF), IE 5 BAE R i 2 0 5 R Y
TR I A BB A e RRE R, L)k
I W i 55 A R 5% ) 5 w5 i et T &
FEmbEm AT E . O BB AR A R
M A (insider) H1 & #h A (outsider) (Brown, 2011), 7E
B B MR 55 A S, T 2 2 SR X A i AR A,
TE W5y PN 19 B s A A 248 JR, 8 T i A o DR 56
REHWMINEE . TR RSEES, M,
I WA IR 55 AN 2 23 (450 2 3 Bk oA ok .3 B
WARB RS, S REAR AL %) <555 b £ B W2,
2.4 WHRIRF

T, BARRIRATTAWIR R, BRI KT
H g am, SR GHIT R AR5 18 (Easterlin Paradox) 4
B Bk, BVARHE I A BE 2 WA B £ - T 4
i, A, £EE . 28 AR O T A O e R 2s
Pl % (Kahneman, Diener, & Schwarz, 1999; Easterlin,
1995). TEM I P b, TH S E AT =Y B 2
MBI, 1M HIE 8 SR B AR Xt 23
IRTRE, BV R AR FIRK S A 25 . F5E b,
i L RE AR 25 T B R AR AL, RA FERTEA
23 DT B A i BERAZ O P (1 O R 2R U ol 11
R, (BN EAR KRR AT Ak 5 T 2
B RME S, Al E ST LAY 9 35 i 2 —
B EER, 1% HE NP &P R, Do
T XsF it R ) (L 0 R R O A 2 L ABUTE SN TRD,
T AF A Ml T FD S O 2 3 AR TG A S AR
F. TR, MERY Pz RANE SR
Z——— MRS AR B R B B R T S R AR R
— AR

AR N TSIk, SERS
EHAIE . B S B A G B
WA ¥R, IATHE B 3 BT I A R T A R Ak 1
WA 5 254, BT REAT O 515 R e 1 X T
TF O, A3 AT 2R S AR R SR
RTATAER, #2048 75 IR 55 A 0T i R AR
RIS ALE o B R, A G MR AL R B 5 TR
B, MRS AL S R AR L R AR 2 AT
J&ZSH . HI, A RBESORA BF Al in i
S RAE R E T EH SN LS EEX, %
MER BEEHAEG, BARSMTZEF. 3
W E RIS 55 L
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3 #RteiE
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A% O AR Z SR ARAT A e i, 5T
B8 100 BTN A7 245 B (175 4 e A2 R 15 2 )
55N RN (R B (R S AT, F AR A T
T B X il AL B i R AE AL, PRV AE 2R A
B 1R . AREFOE LR =5 R (D)
FE I B2 il R Ak A A T S B ()R
S5 AU AR AL R DG R AT ST (3) M5 AL i
st AR HE 9 320 2R A —— A 3R B 5 ) F 3R
MR ER . A EEAE NS T
g8, HIREA T TS A M, (0 HS R % 1 58
“MR 55 AL - Fh MAR AL 56 R LR G AR R I, JF
PR —A A LAY R A
31 MIRER 1. mEELENERS. SH5ES
311 mMEEULREFLEH

A TR U AR AR, DL 2
OB T, FLAR T b D 2 SC AR R B
I 3 255 SCHRAIE TS BT PRI T 5 1, LA o LAt
kbR PR A R DG B A M . 85 G AR LAY Y
TR, i R AL IV S5 A R ABE A 14 17 4 S R R
SEff (Conway, 2011; Huppert & So, 2013), i&ft3E
— i AL T S B RS, AR g e
A ¥ B F % (Fournier, 1998), HItt, ASHFFE MR 3C
HRAT S AT RIAIE, DA Ay it LA Ak AS A6 455 0 2%
RN B AR AL, 3 S BT B DA T SRR
IR S, BRI, I 2 R 3 A A
kA4 3 W S A R ORT A 28 T SRR, TR R B 2

RIS SR R
AR45XR i W20 E | AL
R : i

R i i ;

L RARAT R i TE MR /AL ERA i FERR
N : : AR R

ﬁuﬁ%ﬁﬁ £ e

: i FFAMEE
AR : AR :

B i R B AR i

ARt it : i

SEAR, T ORISR T 2 A R B Y
(B B ALTE L3R THRA AN R, A& AR
AR, FEREARRAK AR, WAL
FLRZER T R AW S I, P A B 58 42 1
VIR AR .

PRL: e AR AL B A AN QL8 E UL F AR R
AR BN, EERABARRMMEE DA T B .
312 mEELNEEMR

B RAmALP R T H, BUAM R B WS
LN St R0 2 LN B P2 o S O R I vk 32
SR ARG, A RmiERmEuiER,
AT B 3R A [ U R B SR U, RS R Y
HIEEARE? ” (Grzeskowiak & Sirgy, 2007), %
T8 92 D) DA 36 A [) g TG #E AT 2 B[] (Sirgy et
al., 2010) o 25 U Il b 00 2 54 97 4 1k 1) 22 2k D
B MM #1401, Guo, Arnould, Gruen Fl Tang (2013)
YRS TE . BE . HaXR. FHa. whilk.
IRBE 25 LA BeA¥ 5 45 4F 75 5%; Cooke, Melchert Fll
Connor (2016)IEHUEREA:TE . EP 4. Wit
HEFIA 23 5 G SR ISR AR . SR, AN
WA AR AL RS2 B T — . —Jrim, A
e 2 A A T B 25 B 32 30 B i TR 280 s 1) 17 & 7
We, L o B0 SE B AR ALK D —Jr i, B
R LG bR 5 T A, X L Sl A o
HYRERE o AT FEAUTE T [ SCA T 57T % it R A
WIRHEAT IR RT3, 3t T 50 3 O AR Ak 1 1T
mmEE TR,

32 MRS 2: RSN mhEEUIERMR

R T 8 MR A5 AR S AR R Y RN, A

B AE SR
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WESE R e B T B G RE A, xR 551X
AT RAIRI 5y, SR 5 X HAS [ Al 5543 2 28 70
b R AL I R e 22 5, dE, FRR AR RS X
25 T 5 AR AR P PRI < 155 4 52 (R, 26 e
A AR 52 R ) DA 2 IR (RIY fh R L A0 Rt
PO A1ER .
321 BREMAAERERFMERR S

H AR B AR AU DU R
o MHEAE . AGEUT R M E IS AR A
(Collins, 2004). 7EMSAXXIEE T, PIHRE
FUAH GG A SRIE R R, AT R A
75 TR B 2 P IR 45 SR8 SR e B 1 R A ¢
P (1)1E R HE = (emotional energy)t&— S 54k
SH 5RO B R, RIS
FIRF R ZE, 217 A I WA+ S, EERR A
7 K A 2 sh AR A B IR B ) (LA SiE,  T03fg
e, 2015), i ERBE R — P RS L R K
%, JFAEE R A E B I (A
RE L TR BB N AT 43 45 s 0 15 B AR 6 1) &5
A2 ] ) 175 JRR B A 1) A TR s v, T IR R A et
SRR R R RE AR — A A g R i,
BB TR (Collins, 2004; HHFEHE, TP,
2016), IHEBE R — N E BRI SRS &
1 B Al i B M A 2 B S 0 A {5 A
] S 38 R R AR, AR D)2 x4k 4 B By il
Z R FE B IERGE, SR BRHAR TR, HE
XFREUARCEE, AR B R A B R, ARG
B30 Dy R AE A . AT R E S
Z 5HZ WWE A, 2GS RAMNE
B o 5 F S AT, SGAT N RS AR
M &R A g — H MRS I RS S0, B
BCEAT GEA —FER S ERE T, A AR 55 (UK
B B SCAL A | B S AN, BT
I, ARFFARTEOGRACRRBE, KA UAT R4 A
o AGRARAT R =2, AR A A B i
PR — R, PR SRR
B BB RNE A, BRI AR T4
WM E A%,
322 MRS LRI S RREN RN

H—, WA R E—ET A
55 B RE B S AR AR Y R0V . B A IS 4R
FFERNGERCE vs 0B BURACR, 4R A
PR, ZPCEE RS . WRRIMGL . BERE

Atk 43¢ 224 (Brooks et al., 2016), ARIFALFTH
BOVE A, RS AT B DU A EFRRAE . B
ek . AT BT . RIBRAEME . BiT S —1
(Otnes et al., 2012), MBI/ERERALFIFT A 1Tk
HIRE R AT LA ), RS AL P AT o T R 2
55 T B 5 W M 2 SRUEORD BR R, 1 R k2
PRI E TR RS . — S8 —TH 24 3 BB
st i, HFEESHBEHEERM U Al
K&, B B B R S e T P W R
RGBT 2% & W & ¥ (Haumann, Giintiirkiin,
Schons, & Wieseke, 2015). 74, 1B AE & 2R 55
A ERAME R, ©ReME S H AR5
H E e T T I 2 BT Ay I ) — v it
KRAMEEMER, B—MHEERHENTE, N
MTHE T i AR AL . BEIL, AT LUF Ay

SR 2 REMXHBMREFE—BXATH
Aot B RGBS S R AR AL A 2 2B, BPAKAT A
BELLMABAZE URXE, HARETESR
it S AR AL,

B, WS AR B R B E—— AT A
% B AE 1 X il R A O S IR AE T AC AR . EL B
B8 IS (Collins, 2004)IA N, XX %k fE it
TR . ik, B3 8UIR S
PIAS AL RN ZE S, T BT 2515 B 1) 17 IR A 2 O (O
BN Z IR I AR 2, PR RO SE 16 S — 25
N A b AR AL o BT LA, AR A ERAT R, (BT
i BRI Y 2500, (A5 T AR AL Y 2 IS AN TR
T 5 T e i 1 IR 55 A Kb, BB AT o T
VISR AL I R 0 R L3, IT 5546 A RAT7 g B
TR0, T A AT A I 1A 41 B AR %) 7 A
TEARAE B RE 2 1) IR 55 A Kb, AT S 5
HER 2 20K INET AT, 2E U B, LIS AR
TR AW A, ELARRN B 75 B SKRIR AR,
TEML AT HE

WAL 3 AURAT A Ao b R AL 2 69 S B AR 2
S AR AL LA ek xF T 5 AR A RS,
BRAT A A2 I @) 42 o M dg AL, mad T AR &
B A IR SN, UKATARRE S s hf 484k 2 4
U X%,
323 BEREMNDRENDNIER

IR 55 ASCORT it LA 199 B2 TH A7 A 1 2% 52 Wi (i
o — I, ML G ERE R IT R S
BB — RV 25 RN, AL HE 1 24 e e 3t

J5 A ¢
g%

| B
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TR . 548 RS EE 8 U R,
AR E D), BT 235 1 2k AU
RS R, TR S B oS A A
LG BT, RIR 2 A 06 A A% 3o 1 17 I e 7
(Maloney, 2013), 75 —J7 i, MR ALCH BT
RS BARELA S DI RE, BB AL T A
TEAVANR o =BG RESEFs e, AR 8 —
e AL I, BA XN MRS
(Durkheim, 1999). Zsfldh, 55 (XM BETHIFAE
B, BRI IR i J A T B o
fidn, 2R B <A R T S S R R
AN . R WAVGE, R, RN
S T FEHE TS, S 2 X R A A
IRF AR, TERTH 983 10 ARl . 381,
ATRGTAR 20T A

B 4 RAAK G LY A ed B gk R
St o 2 LR ) o A e B (5 Mk 8o o
AR )P £ 3442 7 7R S0 MEAG Ak
3.3 WMRER 3: RENAZWREELEF

£

TFF 5 19 T 19 4 308 A 4400 IR 55 SR o A
HYAVE TN, 57 =38 5314 ik — 2048 7R IR 45 A vt
i AR AL S T ) 3 RS . AR R N 25 A A
KARHES N NZHAE N R, BET oIS
] (2H 22 A 3 e — B0 ()2 D 7E IR
FAL T AR AR SC R T TR E o
331 Il HASEIETIER

Iz 5 B AT R 7€ 1K 55 (experiential) J& 74 F1 17§
5% (contextual) & 4 (Vargo & Lusch, 2016), g%
i, RESAGRIELFFRE RS £ B8 T ALK
PERE SR, B, 5 MRS E % Uiy 2H 4L R
# Al 3L 8] T [7] (co-creative orientation)H] HE
SREMA IR S5 5 SEAR HE P OE R o Al 4] &
] & — Al H BUZ AL A, SRR S5 4 ol B At
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Effects of serviceritual on brand well-being:
Based on the interaction ritual chain theory

WEI Haiying'; WANG Ying'; RAN Yaxuan?; ZHANG Yishi'; SHU Lifang'
(* School of Management, Jinan University, Guangzhou 510632, China)

(* School of Business Administration, Zhongnan University of Economics and Law, Wuhan 430073, China)

Abstract: Nowadays, consumers expect that brands could not only satisfy their functional needs, but also
bring emotional and spiritual experiences. Thus, how to garner brand well-being, which means consumers
access well-being from using and consuming a brand, has been a challenge for both theory and practice. In
fact, whether a brand can create well-being could be shaped by positive interactions between a brand and its
consumers. Thus, we postulate that service ritual, which is a prevalence brand-consumer interaction in
practice, could create and enhance a brand’s ability to deliver well-being for consumers. Drawing from the
interaction ritual chain theory, service rituals refer to a fixed sequence of behaviors that involve symbolic
icons and meaningfulness, whereas brands include a series of identifying, integrating, and signaling symbols,
indicating the optimal service ritual could form a well-being chain which connects a brand and its
consumers. Based on this rationale, the current research draws on interaction ritual chain theory, proposes
the new concept of brand well-being, defines and confirms core elements of service rituals, investigates the
relationship between service ritual and brand well-being, and further examines the moderating roles of value
co-creation orientation of a company and self-brand congruency. In general, the current research offers
novel insights on brands and branding theories, well-being and positive psychology literature, and service
management theories, while providing implications for companies how to build and manage their brands.

Key words: brand well-being; service ritual; interaction ritual chain; value co-creation orientation; brand-self

congruency



