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A Study on the Influence Mechanism of Intangible Cultural Heritage Tea
Culture on Consumers’ Sensory Activation and Purchase Intention from
the Perspective of Priming Effect
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Abstract : With the growing societal attention on the preservation and dissemination of intangible cultural heritage
(ICH), how to effectively integrate ICH into modern consumption contexts and stimulate consumer
resonance and purchase intention has become a critical issue for both academia and industry. Drawing
on the theory of the priming effect, this study focuses on the ICH tea culture of "Pu'er Jingmai Mountain
Ancient Tea Plantation Cultural Landscape," a UNESCO World Cultural Heritage site. By examining
the activation mechanism of cultural priming on sensory experiences, this research explores how such
heritage cultural cues positively influence consumer attitudes and purchasing behaviors. The findings
reveal that ICH tea culture activates consumers' cognitive representations of nature, purity, and tradition
through multidimensional sensory stimuli—including visual, olfactory, and auditory cues—thereby
enhancing brand connection and value identification, which ultimately improves product attitudes and
purchase intentions. This study not only expands the theoretical application of priming effect in cultural
consumption contexts but also provides actionable insights for ICH-related brand strategies.
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