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Ⅰ. Introduction

Experiential marketing is regarded as a vi-

tal strategy for businesses aiming to create 

meaningful and memorable interactions with 

customer (Brakus et al., 2009). Unlike tradi-

tional marketing approaches that focus pri-

marily on product attributes or price, experi-

ential marketing emphasizes engaging cus-

tomers through rational and emotional expe-

riences (Schmitt, 1999). According to Dandis 
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et al. (2023), this kind of interaction encour-

ages post-purchase responses including fa-

vorable word-of-mouth, intention to re-

purchase, and readiness to spend more. In 

China, which has become the largest and 

most dynamic live-stream commerce market 

worldwide, the rise of this format has created 

new avenues for delivering immersive cus-

tomer experiences (Kawaf and Girotto, 2024; 

Song and Chung, 2025). 

Live commerce integrates product display, 

entertainment, social interaction, and in-

stant purchasing (Li et al., 2024), trans-

forming shopping from a purely transactional 

activity into an interactive and participatory 

experience (Gu et al., 2023). From the per-

spective of experiential marketing, live 

streaming reflects both cognitive and affec-

tive dimensions of experience creation. First, 

it engages consumers cognitively by providing 

real-time product demonstrations, detailed 

explanations, and sensory-rich presentations 

that stimulate attention and problem-solving 

(Hu and Chaudhry, 2020). Second, it fosters 

affective engagement through lively streamer 

personalities, humor, and emotional story-

telling that resonate with viewers (Li et al., 

2024). In addition, the immediacy of inter-

action through instant comments, likes, and 

virtual gifts intensifies these cognitive and 

affective responses by making viewers feel si-

multaneously intellectually engaged and 

emotionally connected (Dong et al., 2023). 

Taken together, these dual dimensions posi-

tion live commerce as more than a sales 

channel and highlight its function as a form 

of experiential marketing where rational 

evaluation and emotional immersion con-

verge to shape consumer behavior.

At the same time, live commerce is in-

herently relational. While its primary ob-

jective is often to stimulate short-term sales, 

the real-time and interactive nature of the 

medium enables streamers to cultivate en-

during connections with audiences (Hu and 

Chaudhry, 2020). This aligns with the prin-

ciples of relationship marketing, which em-

phasize building long-term customer loyalty 

through trust, commitment, and value 

co-creation (Chiu et al., 2005; Nath and 

Mukherjee, 2012). Relational bonds, com-

prising financial, social, and structural di-

mensions, represent critical mechanisms by 

which firms can strengthen customer rela-

tionships (Berry, 1995). In the context of 

live commerce, these bonds manifest as price 

incentives such as discounts and coupons 

(financial bonds), personalized and friendly 

interactions between streamers and viewers 

(social bonds), and the provision of detailed prod-

uct knowledge or tailored solutions (structural 

bonds) (Hu and Chaudhry, 2020). Although live 

commerce is designed to drive immediate 

sales, its social and interactive features pro-

vide fertile ground for relationship marketing 

practices that can foster customer commit-
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ment (Lai et al., 2024), which in turn serves 

as a critical driver of repurchase intention.

Despite these opportunities, limited re-

search has investigated how relational bonds 

shape the effects of customer experiences on 

repurchase behavior in live commerce. This 

represents an important gap, as prior studies 

in experiential marketing have emphasized 

the need to identify moderators, such as 

service channels, customer identification, or 

demographic characteristics, which influence 

the strength of experience-behavior relation-

ships (Brun et al., 2017; Huang, 2017; 

Molinillo et al., 2021). Addressing this gap, 

the present study examines the following re-

search questions: (1) How do cognitive and 

affective experiences influence repurchase 

intention in live commerce? (2) To what ex-

tent do financial, social, and structural bonds 

moderate these relationships?

By combining insights from experiential and 

relationship marketing, this study makes 

three contributions. First, it extends experi-

ential marketing research by demonstrating 

how customer experiences drive repurchase 

intention in the underexplored but rapidly 

growing context of live-stream commerce in 

China. Second, it enriches understanding of 

the experience-behavior link by introducing 

relational bonds as moderators that condition 

the strength of experiential effects. Third, it 

advances relationship marketing theory by 

clarifying the differentiated moderating roles 

of financial, social, and structural bonds, 

thereby offering insights into how relational 

strategies can be effectively leveraged in dig-

ital marketplaces.

Ⅱ. Literature Review and Hypotheses

2.1 Customer Experience

Customer experience is considered as the 

subjective and internal reactions that in-

dividuals have to a business's offerings, both 

directly and indirectly (Lee and Park, 2023; 

Meyer and Schwager, 2007). Since the in-

troduction of experiential marketing by Schmitt 

(1999), this concept has gained prominence 

in marketing research, becoming a central el-

ement in shaping effective product and serv-

ice strategies (Brakus et al., 2009). The 

need of considering both rational and emo-

tional aspects while examining customer ex-

perience was underlined by Schmitt (1999). 

Building on this, contemporary perspectives 

on customer behavior suggest that customers 

are increasingly concerned with the quality of 

the overall experience rather than merely the 

functional attributes of products or services 

(Nysveen et al., 2012). Therefore, scholars 

have identified cognitive and affective re-

sponses as essential internal components of 

customer experience (Rose et al., 2012), as 
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customers aim to fulfill both mental and 

emotional objectives in their shopping jour-

neys (Jung and Park, 2021; Sombultawee 

and Tansakul, 2023). This study adopts this 

dual framework by examining cognitive and 

affective experiences as core elements of live- 

stream commerce. A positive experience can 

foster customer loyalty and retention (Nazir 

et al., 2023). Specifically, consumers’ in-

clination to repurchase is specifically influ-

enced by their cognitive and emotional expe-

riences (Rose et al., 2012), a finding sup-

ported by later studies across various busi-

ness settings (Dandis et al., 2023; Ong et 

al., 2018; Sombultawee and Tansakul, 2023; 

Tyrväinen et al., 2020). The combined im-

pacts of cognitive and emotive experiences on 

repurchase intentions in the setting of live- 

stream commerce have, however, not been 

extensively studied.

2.1.1 Cognitive Experience and Repurchase 

Intention

Cognitive experience refers to the degree to 

which the products or services engage cus-

tomers’ intellectual processes, such as rea-

soning, problem-solving, and creative think-

ing (Schmitt, 1999). It encompasses how in-

dividuals interpret and evaluate offerings 

through analytical reflection, innovation, and 

curiosity (Brakus et al., 2009). Prior re-

search has consistently confirmed the central 

role of cognitive processing in shaping loy-

alty-related behaviors, demonstrating that 

when consumers perceive clear, trustworthy, 

and intellectually engaging information, they 

are more inclined to return to the same pro-

vider (Dandis et al., 2023; Rose et al., 2012; 

Sombultawee and Tansakul, 2023). In live- 

stream commerce, repurchase intention faces 

unique challenges, as purchases are often 

driven by price promotions, flash sales, or 

limited-time offers (Hu and Chaudhry, 2020). 

Cognitive experiences, including detailed prod-

uct demonstrations, evidence-based compar-

isons, and credible testimonials, provide cus-

tomers with enduring knowledge that ex-

tends beyond single transactions (Gu et al., 

2023). This intellectual reassurance reduces 

perceived risk and builds cognitive trust in 

the streamer (Zhang et al., 2023), fostering 

loyalty. Over time, customers who associate 

a streamer with accurate and reliable in-

formation are more likely to develop stable 

repurchasing intentions, based on trust and 

knowledge rather than temporary discounts.

H1a: Cognitive experience positively impacts 

repurchase intention in live-stream 

commerce.

2.1.2 Affective Experience and Repurchase 

Intention

 

Affective experience captures the extent to 
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which interactions evoke emotions, from mild 

satisfaction to strong excitement or attach-

ment (Schmitt, 1999). These emotional re-

sponses not only occur immediately but also 

underpin enduring attitudes and relational 

bonds with sellers or platforms, ultimately 

enhancing customer loyalty and repeat pur-

chase behavior (Brakus et al., 2009; Nysveen 

et al., 2012; Rose et al., 2012). In live- 

stream commerce, affective experience has 

particular salience because of the parasocial 

dynamics between viewers and streamers. 

Streamers’ humor, charisma, and emotional 

storytelling can generate a sense of intimacy 

and belonging that extends beyond transac-

tional motives (Gu et al., 2023). While pro-

motions may drive the initial purchase, it is 

the emotional attachment that sustains cus-

tomer loyalty after the discount disappears. 

Viewers who feel emotionally connected to 

streamers or communities are more likely to 

return for subsequent purchases, perceiving 

the live-stream session as both entertain-

ment and social interaction (Li et al., 2024). 

This affective resonance ensures that repeat 

purchases are driven not only by functional 

value but also by the pleasure, excitement, 

and attachment cultivated during earlier 

encounters.

H1b: Affective experience positively im-

pacts repurchase intention in live- 

stream commerce.

2.2 Relational Bonds

With its focus on long-term consumer in-

volvement and retention rather than short- 

term transactions, relationship marketing 

has emerged as a crucial paradigm in current 

marketing practices (Chiu et al., 2005). At 

the heart of this approach are relational 

bonds, which serve as mechanisms through 

which firms build, maintain, and enhance 

customer relationships over time (Berry, 1995). 

Rather than simply attracting new custom-

ers, relationship marketing aims to deepen 

emotional and behavioral commitment, rec-

ognizing that loyal customers are more val-

uable and cost-effective than those who are 

price-sensitive or brand indifferent (Chen 

and Chiu, 2009; Gu et al., 2016). Relational 

bonds have been shown to improve customer 

trust, satisfaction, commitment, perceived 

value, and empowerment in previous studies 

(Chiu et al., 2005; Gu et al., 2016; Hsieh et 

al., 2005; Hu and Chaudhry, 2020; Lai et 

al., 2024; Lin et al., 2003). In live-stream 

commerce, relational bonding has become a 

core strategy, as sellers interact directly with 

viewers, provide exclusive offers, and in-

tegrate personalized services to increase cus-

tomer loyalty and engagement (Hu and 

Chaudhry, 2020; Lai et al., 2024). Despite 

growing evidence that customer experience 

directly influences repurchase intentions, ex-

amining how relational bonds moderate this 
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relationship offers deeper insight into the 

mechanisms that strengthen or weaken expe-

riential effects. Given that live-streaming 

platforms foster ongoing, real-time inter-

actions, relational bonds may intensify the 

impact of cognitive and affective experiences 

by creating a deeper sense of connection and 

trust. In this context, customers who per-

ceive strong relational ties may be more re-

sponsive to positive experiences, translating 

them into stronger repurchase intentions. 

Integrating relational bonds as moderating 

variables offers a meaningful extension of re-

lationship marketing theory, especially in 

the socially dynamic and highly interactive 

environment of live-stream commerce.

2.2.1 The Moderating Role of Financial Bonds

Financial bonds strengthen customer loy-

alty by providing economic incentives such as 

exclusive discounts, monetary rewards, or 

special deals (Berry, 1995; Hsieh et al., 

2005). Research indicates that consumers 

are more likely to sustain ongoing relational 

exchanges when tangible savings are in-

volved, as these incentives increase per-

ceived utilitarian value and reduce price sen-

sitivity (Chiu et al., 2005; Lin et al., 2003). 

In live-stream commerce, financial bonds 

take forms such as limited-time offers, ex-

clusive live discounts, cumulative reward 

points, and interactive price negotiations 

(Hu and Chaudhry, 2020; Lai et al., 2024). 

Cognitively, these incentives enhance ration-

al decision-making by lowering perceived 

transaction costs and risks, increasing the 

utilitarian value of repeat purchases (Li et al., 

2024). When accurate product information is 

paired with exclusive financial benefits, view-

ers gain greater confidence in repurchasing, 

as the benefits of returning are both tangible 

and predictable. Affectively, real-time re-

wards delivered in socially interactive set-

tings strengthen emotional attachment and 

cultivate a sense of community, thereby en-

hancing customer loyalty (Huang et al., 

2014). By providing immediate recognition, 

these rewards not only generate positive 

emotions during the transaction but also re-

inforce long-term commitment to the streamer. 

Such tangible financial benefits create a syn-

ergistic effect, ensuring that both rational 

and emotional experiences contribute to more 

enduring repurchase intentions.

H2: Financial bonds enhance the influence 

of (a) cognitive experience and (b) affec-

tive experience on repurchase intention.

2.2.2 The Moderating Role of Social Bonds

Social bonds refer to the interpersonal di-

mensions of marketing relationships, includ-

ing familiarity, rapport, and friendship be-

tween sellers and customers (Chiu et al., 
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2005). Rather than treating customers as 

passive buyers, relationship managers culti-

vate loyalty by recognizing individuality, 

maintaining consistent communication, and 

demonstrating care (Lin et al., 2003). These 

relational exchanges encourage trust, em-

pathy, and emotional closeness, which are 

essential for long-term customer commitment 

(Nath and Mukherjee, 2012). They also add 

hedonic value by enriching the service en-

counter with meaningful interpersonal expe-

riences (Chiu et al., 2005). In live-stream 

commerce, social bonds highlight inter-

personal connections, reflected in the 

streamer’s attention, responsiveness, person-

alized recommendations, and gestures of care 

(e.g., greetings or virtual gifts) (Hu and 

Chaudhry, 2020). Such practices reduce cog-

nitive strain by ensuring that product knowl-

edge feels credible, personalized, and rele-

vant (Zhang et al., 2023), which strengthens 

confidence in repeat purchasing. For affec-

tive experiences, the warmth of interaction 

and the sense of belonging fostered during 

streams amplify emotional connections (Xiong 

and Li, 2024), transforming short-lived ex-

citement into enduring attachment (Li et al., 

2024). In both cases, social bonds convert 

positive intellectual and emotional engage-

ment into sustained repurchase intentions, 

particularly in contexts where relational 

closeness can offset the transactional focus of 

discounts.

H3: Social bonds enhance the influence of 

(a) cognitive experience and (b) affec-

tive experience on repurchase intention.

2.2.3 The Moderating Role of Structural Bonds

Structural bonds develop when firms estab-

lish long-term connections by offering val-

ue-added, personalized, and hard-to-imitate 

solutions that embed customers into the rela-

tionship (Berry, 1995; Lin et al., 2003). 

These bonds enhance customer productivity 

and generate switching costs, fostering loy-

alty that extends beyond price-based com-

petition (Gu et al., 2016). In live-stream 

commerce, structural bonds are created 

through streamers via professional and in-

formational support, including prompt re-

sponses, detailed product explanations, and 

valuable guidance (Hu and Chaudhry, 2020; 

Lai et al., 2024). Cognitively, structural 

bonds enhance informational clarity, reduce 

decision-making risk, and strengthen viewer 

confidence, ensuring that accurate product 

demonstrations and expert explanations 

translate into repeat purchases (Li et al., 

2024). Affectively, structural bonds sustain 

positive emotions through personalized rec-

ommendations, responsive after-sales serv-

ice, and rapid issue resolution (Chen and 

Chiu, 2009; Hu and Chaudhry, 2020). By 

providing tangible assurances and reducing 

post-purchase anxiety, these mechanisms 
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transform temporary emotional reactions into 

enduring loyalty (Huang et al., 2014). Thus, 

structural bonds act as stabilizers that con-

vert positive cognitive and affective experi-

ences into durable repurchase behaviors by 

embedding the customer more deeply into the 

live-stream ecosystem.

H4: Structural bonds enhance the influence 

of (a) cognitive experience and (b) affec-

tive experience on repurchase intention.

Ⅲ. Methods

3.1 Data Collection and Sampling

The online questionnaire was created using 

the Wenjuanxing platform, a widely used Chinese 

survey tool. The questionnaire consisted of 

three sections. Section 1 included screening 

items to ensure that only participants with 

prior live-stream shopping experience pro-

ceeded to the main survey. Participants were 

asked to indicate whether they had ever 

made a purchase through a live-stream plat-

form, identify the platform they most fre-

quently used for purchases, and specify the 

live streamer from whom they had made the 

most purchases on that platform. Only re-

spondents who had prior live-stream shop-

ping experience were allowed to continue. 

Section 2 contained the main questionnaire, 

where participants responded based on their 

experience with the selected live-stream 

platform and streamer. This approach ground-

ed responses in actual purchasing experi-

ences, ensuring consistency and minimizing 

recall bias. Section 3 collected demographic 

information. To ensure data integrity, each 

survey link was restricted to one submission 

per WeChat account, and only fully com-

pleted questionnaires could be submitted. 

To reach a broad and diverse sample, the 

survey link was distributed through WeChat 

in multiple ways: sent individually through 

private messages, shared within group chats, 

and posted in the WeChat Moments feed visi-

ble to all contacts. Participants were also en-

couraged to share the link with others to fur-

ther expand the respondent pool. This mul-

ti-channel approach allowed access to a wide 

range of users despite WeChat being primar-

ily a private messaging platform. The combi-

nation of screening items, one-response-per- 

account restriction, and multi-channel dis-

tribution ensured that the collected data 

were both reliable and relevant to the study 

context. Finally, 369 valid replies were re-

ceived in total. Table 1 summarizes the dem-

ographic attributes of the participants. 

3.2 Measures

To ensure content validity and reliability, 
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all constructs were measured using estab-

lished scales from prior research, with all 

items presented in Table 2. Responses were 

recorded on a five-point Likert scale. Cognitive 

and affective dimensions of the customer ex-

perience were assessed using three items each, 

adapted from Nysveen et al. (2012). Repurchase 

intention toward the same streamer was 

measured with four items modified from 

Milan et al. (2019). Relational bonds were 

evaluated following the three-bond frame-

work of Hu and Chaudhry (2020), comprising 

financial (five items), social (five items), and 

structural bonds (four items). To control for 

potential demographic and economic ef-

fects, gender, monthly income, and monthly 

expenditure on live-stream commerce were 

included as control variables. These meas-

ures account for individual differences that 

could influence customer experience, the for-

mation of relational bonds, and repurchase 

intentions.

Items Category Number Percentage (%)

Gender
Male 197 53.39

Female 172 46.61

Age 

15-25 66 17.89%

26-35 85 23.04%

36-45 93 25.20%

46-55 83 22.50%

Over 55 42 11.38%

Education level

High school or below 64 17.34%

College or university 233 63.13%

Graduate school 72 19.51%

Monthly income (yuan)

Less than 3000 60 16.26%

3001-6000 58 15.72%

6001-0000 118 31.97%

9001-12000 118 31.97%

over 12001 15 4.07%

Monthly expenditure on   

live-stream shopping (yuan)

Less than 1000 161 43.65%

1001-2000 79 21.41%

2001-3000 93 25.20%

Over 3001 36 9.76%

<Table 1> Sample description 
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Construct Item
Factor 

loading
CR AVE

Customer Experience 
(CE)

CE1: I engage in a lot of thinking as a customer of the streamer. 0.945

0.923 0.801CE2: The streamer stimulates my thinking and problem solving. 0.881

CE3: The streamer often challenges my way of thinking. 0.857

Affective Experience 
(AE)

AE1: The streamer induces my feelings. 0.942

0.917 0.787AE2: I have strong emotions for the streamer. 0.858

AE3: The streamer often engages me emotionally. 0.859

Financial Bonds 
(FB)

FB1: The streamer offers discounts to regular consumers. 0.974

0.928 0.722

FB2: The streamer offers coupons to encourage future purchases. 0.798

FB3: I can receive additional discounts if I buy more. 0.833

FB4: The streamer often provides special incentives. 0.811

FB5: Transactions via live-stream activities can receive premiums 
or special offers.

0.820

Social Bonds 
(SB)

SB1: The streamer pays attention to my needs 0.973

0.933 0.735

SB2: When I am watching, the streamer is aware that I am 
paying attention.

0.833

SB3: When I am watching, the streamer reacts to what I say. 0.806

SB4: The streamer often recommends products to me. 0.809

SB5: On special days, the streamer sends greetings or virtual 
gifts to me.

0.856

Structural Bonds
(STB)

STB1: The streamer answers my questions professionally. 0.967

0.923 0.751

STB2: I can receive prompt responses when I have difficulties or 
complaints.

0.815

STB3: I can get clear and detailed information about products 
that I need.

0.827

STB4: The streamer provides valuable information about products 
to help me make decision.

0.849

Repurchase Intention
(RI)

RI1: I plan on keeping on buying products from the streamer in 
the future. 

0.962

0.948 0.819

RI2: I will consider the streamer as my first option to the 
purchase of other products.  

0.891

RI3: In the future, if I purchase new products, I will privilege 
the streamer over the competitor. 

0.887

RI4: I intend to buy products from the streamer more frequently 
in the future.

0.878

Model fit: CMIN/DF=1.476, CFI=0.985, IFI=0.985, TLI=0.983, RMSEA=0.036

<Table 2> Measure Validation
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Ⅳ. Results

4.1 Measurement Model

The validity and reliability of the measure-

ment model were evaluated through the use 

of confirmatory factor analysis (CFA). Strong 

correlations between each item and its corre-

sponding construct were shown by stand-

ardized factor loadings over 0.7, as seen in 

Table 2. The model demonstrated excellent 

fit, with goodness-of-fit indices as follows: 

CMIN/DF=1.476, CFI=0.985, IFI=0.985, TLI= 

0.983, RMSEA=0.036, confirming the adequacy 

of the measurement structure. Composite reli-

ability (CR) values exceeded 0.9 and average 

variance extracted (AVE) values were above 

0.7 for all constructs, demonstrating strong 

internal consistency and that constructs cap-

tured sufficient variance from their indicators. 

By contrasting the square roots of AVEs 

(shown in Table 3) with the inter-construct 

correlations, discriminant validity was confirmed. 

The fact that each construct distinct from the 

others is confirmed by the consistently larger 

square roots of AVEs.

4.2 Common-Method Bias Assessment

Harman’s single-factor test and the un-

measured latent method factor (ULMF) ap-

proaches were employed to identify com-

mon-method bias (CMB) in considering the 

cross-sectional design (Podsakoff et al., 

2003).  According to the first test, the first 

factor only explained 31.801% of the varia-

tion, which is less than the 50% criterion 

and suggests that CMB is restricted. Second, 

the ULMF approach was applied within CFA, 

adding a latent factor for method variance 

with zero correlation to other constructs. Fit 

indices for this model showed minimal differ-

ences compared to the original model (△

CMIN/DF=0.427; △IFI=0.014; △TLI=0.015; 

△CFI=0.014; △RMSEA=0.024), further in-

Mean S.D. CE AE FB SB STB RI

CE 3.547 1.128 0.895

AE 3.568 1.094 0.304 0.887

FB 3.305 1.008 0.225 0.178 0.850

SB 3.332 1.033 0.164 0.212 0.051 0.858

STB 3.274 1.049 0.355 0.204 0.142 0.032 0.867

RI 3.393 1.191 0.511 0.464 0.258 0.248 0.409 0.905

Note: Italicized values represent the square roots of the AVEs

<Table 3> Discriminant Validity
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dicating that CMB did not substantially af-

fect the data.

4.3 Hypotheses Testing

Hierarchical multiple regression analysis 

was employed to test the proposed hypotheses. 

As presented in Table 4, all variance in-

flation factor (VIF) values were below the 

recommended cutoff of 5, confirming the ab-

sence of multicollinearity concerns. The re-

sults provided empirical support for H1a, in-

Constructs Model 1 Model 2 Model 3 Model 4 VIF

Gender
0.019

(0.125)

-0.021

(0.102)

0.004

(0.098)

0.003

(0.091)
1.080

Monthly income
0.044

(0.053)

0.044

(0.042)

0.013

(0.040)

0.019

(0.037)
1.040

Monthly 

expenditure

-0.04

(0.060)

-0.006

(0.048)

-0.009

(0.046)

-0.019

(0.043)
1.026

CE
0.411*** 

(0.047)

0.304***

 (0.047)

0.283*** 

(0.049)
1.575

AE
0.329***

 (0.049)

0.26*** 

(0.047)

0.258***

 (0.049)
1.485

FB
0.109*** 

(0.049)

0.095** 

(0.047)
1.170

SB
0.134***

 (0.047)

0.077*

(0.047)
1.236

STB
0.228***

 (0.049)

0.2***

(0.048)
1.315

CE * FB
0.136***

 (0.042)
1.188

AE * FB
0.099** 

(0.044)
1.124

CE * SB
0.109*** 

(0.043)
1.231

AE * SB
0.109*** 

(0.044)
1.208

CE * STB
0.111***

 (0.045)
1.269

AE * STB
0.108*** 

(0.043)
1.133

Adjusted R2 -0.004 0.353 0.423 0.505

F 0.490 41.098*** 34.697*** 27.853***

<Table 4> Regression analysis results
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dicating that cognitive experience exerted a 

significant positive effect on repurchase in-

tention (β=0.283, p<0.01). This suggests 

that clear product information, detailed dem-

onstrations, and rational value perception 

significantly encourage viewers to buy again. 

Furthermore, affective experience had a con-

siderable favorable influence on repurchase 

intention (β=0.258, p<0.01), supporting H1b. 

This indicates that emotional engagement, 

such as lively interaction, humor, and a 

friendly streamer persona, plays a crucial 

role in retaining viewers in Chinese live- 

stream platforms.

H2a and H2b were supported by the finding 

that financial bonds positively moderated the 

association between affective experience and 

repurchase intention (β=0.099, p<0.05) and 

cognitive experience and repurchase in-

tention (β=0.136, p<0.01). This highlights 

how discounts, coupons, and limited time of-

fers can magnify the influence of satisfying 

experiences. Social bonds also positively 

moderated these relationships (β=0.109, 

p<0.01 for both), supporting H3a and H3b, 

reflecting the value of sustained interaction 

and a community-like atmosphere fostered 

by popular Chinese streamers. Structural 

bonds likewise positively moderated both re-

lationships (β=0.111, p<0.01; β=0.108, p<0.01), 

confirming H4a and H4b, suggesting that 

features such as sensory product demon-

strations, detailed usage instructions, and 

real-time problem resolution strengthen the 

link between experience and repurchase 

intention.

Overall, these results indicate that in 

China’s live-stream commerce sector, both 

cognitive and affective experiences matter, 

and relational bonds significantly amplify 

their effects, making them key strategic lev-

ers for retaining customers.

Ⅴ. Discussion

This study examined how cognitive and af-

fective experiences influence repurchase in-

tention in Chinese live-stream commerce, 

while exploring how financial, social, and 

structural bonds moderate these relationships. 

The findings confirmed that both cognitive 

and affective experiences significantly en-

hance repurchase intention, underscoring the 

centrality of experiential marketing in driv-

ing customer loyalty in interactive digital re-

tail settings. Furthermore, all three rela-

tional bond dimensions were found to strength-

en the positive effects of customer experi-

ences, highlighting their strategic importance 

in sustaining customer relationships in a 

highly competitive environment. In partic-

ular, the results suggest that live-stream re-

tailers can amplify the impact of positive ex-

periences by offering attractive economic in-
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centives, fostering personalized interactions, 

and creating structural linkages that facili-

tate convenience and exclusivity. By in-

tegrating experiential marketing and rela-

tionship marketing perspectives, this re-

search enriches the understanding of how 

emotional engagement and mental stim-

ulation interact with long-term relational 

mechanisms to influence customer behavior. 

The insights not only provide a more nuanced 

explanation of repurchase intention in live- 

stream commerce but also offer actionable 

guidance for practitioners aiming to retain 

customers through a balanced combination of 

experiential quality and relational bond-build-

ing strategies.

5.1 Theoretical Contributions

This research contributes a number of theo-

retical advances to the research on relation-

ship marketing, experiential marketing, and 

live-stream commerce. First, by empirically 

validating the positive effects of both cogni-

tive and affective experiences on repurchase 

intention, this study advances the under-

standing of experiential marketing outcomes. 

Prior research has consistently linked cus-

tomer experience to favorable behavioral in-

tentions across various contexts (Ong et al., 

2018; Nysveen et al., 2012; Rose et al., 

2012; Sombultawee and Tansakul, 2023), 

yet studies in live-stream commerce remain 

limited. The findings confirm that in the in-

teractive and real-time environment of 

live-stream commerce, both rational evalua-

tions (cognitive experience) and emotional 

engagement (affective experience) significantly 

enhance viewers’ intention to repurchase. 

This extends experiential marketing theory 

by demonstrating its applicability in digital, 

highly socialized retail settings, where pur-

chase decisions are influenced not only by 

product attributes but also by cognitive and 

affective experiences.

Second, this study advances prior research 

on the customer experience-behavior link by 

introducing relational bonds as moderating 

mechanisms, thereby extending the theoret-

ical integration of experience marketing and 

relationship marketing. Whereas earlier stud-

ies have primarily examined individual dif-

ferences or contextual factors such as service 

channel or demographics (Brun et al., 2017; 

Huang, 2017; Molinillo et al., 2021), the in-

corporation of financial, social, and struc-

tural bonds highlights how relationship mar-

keting mechanisms actively shape the trans-

lation of cognitive and affective experiences 

into repurchase intention. This contribution 

moves beyond merely applying existing mod-

els to live-stream commerce by conceptualiz-

ing relational bonds as boundary conditions 

that amplify experiential effects. Therefore, 

the study offers a cross-theoretical frame-

work that refines understanding of how expe-
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riential and relational strategies interact to 

influence consumer behavior in digital and 

highly interactive retail environments.

Third, this research deepens the con-

ceptualization of relational bonds in relation-

ship marketing by examining the moderating 

effects of each dimension individually. Financial 

bonds, such as discounts, coupons, special of-

fers, and premiums, were shown to enhance 

the influence of both cognitive and affective 

experiences on repurchase intention, aligning 

with prior findings that economic incentives 

increase perceived value (Chiu et al., 2005) 

and loyalty (Gu et al., 2016). Social bonds, 

characterized by the streamer’s attention, re-

sponsiveness, personalized recommendations, 

and gestures of care, amplified experience ef-

fects on customer’s intention to repurchase. 

Structural bonds, which involve value-adding 

services and personalized solutions, also 

strengthened these relationships, reflecting 

their role in creating switching barriers and 

long-term engagement (Hu and Chaudhry, 

2020). By separating each kind of relational 

bond and evaluating its moderating function, 

this study provides a nuanced theoretical 

contribution, showing how distinct relational 

strategies differentially reinforce experiential 

impacts in live-stream commerce.

Collectively, these contributions move be-

yond confirming the well-established custom-

er experience-loyalty relationship by offering 

a more integrative framework that bridges 

experiential and relationship marketing. By 

situating this framework within the context 

of live-stream commerce, the study advances 

theory in two ways: it demonstrates how cus-

tomer experiences operate under the immedi-

acy and interactivity of live-stream com-

merce, and it identifies relational bonds as 

critical boundary conditions that magnify ex-

periential effects. These insights provide a 

more precise and contextually grounded un-

derstanding of how experience marketing and 

relationship marketing interact to influence 

consumer behavior in emerging digital retail 

environments.

5.2 Managerial Implications

First, the finding that both cognitive and 

affective experiences significantly enhance 

repurchase intention underscores the need 

for live-stream sellers and platforms to deliv-

er experiences that appeal to both rational 

and emotional dimensions of how customers 

make decisions (Rose et al., 2012). On the 

cognitive side, streamers should ensure that 

product information is comprehensive, accu-

rate, and clearly presented, leveraging dem-

onstrations, comparisons, and detailed ex-

planations to reduce customer uncertainty 

and build trust (Zhang et al., 2023). On the 

affective side, streamers should engage in 

storytelling, use an energetic presentation 

style, and foster a sense of excitement and 



Wanping Zeng․Eunmi Kim

144 경영학연구 제55권 제1호 2026년 2월

entertainment to offer memorable experi-

ences during the session (Gu et al., 2023). 

For Chinese live-stream commerce, blending 

product expertise with emotional stimulation 

can create a holistic experience that encour-

ages immediate purchase while nurturing 

long-term relationships.

Second, the strategic importance of in-

corporating relationship marketing strategies 

into live-streaming operations is highlighted 

by the moderating influence of relational 

bonds. Financial bonds, such as exclusive 

discounts, limited-time coupons, or loyalty 

point systems, can be timed strategically to 

coincide with peak engagement moments 

during the live-stream sessions (Hu and 

Chaudhry, 2020), amplifying the effect of 

customer experience on purchase decisions. 

Social bonds should be cultivated through 

personalized greetings, recognition of return-

ing customers, and consistent stream-

er-viewer interaction that builds familiarity 

and rapport (Hu and Chaudhry, 2020). 

Structural bonds can be reinforced by offer-

ing value-added services, such as personal-

ized product recommendations, after-sales 

support, or loyalty membership programs, 

that enhance convenience and create switch-

ing barriers (Lai et al., 2024). By embedding 

these bonds into the live-streaming format, 

sellers can strengthen customer trust, in-

crease retention, and drive higher repeat 

purchase rates.

Third, the implications of this study extend 

beyond the Chinese market. While live- 

stream commerce has developed most rapidly 

in China, platforms in other Asia-Pacific 

countries and Western markets are increas-

ingly adopting similar models (Kawaf and 

Girotto, 2024). The mechanisms identified in 

this study are not unique to a single market 

but reflect generalizable principles of con-

sumer decision-making within interactive 

digital environments. Accordingly, while Chinese 

sellers may integrate experiential and rela-

tionship marketing into highly promotion- 

driven ecosystems, international practitioners 

should adapt these strategies to their specific 

market contexts. For example, European 

platforms could prioritize structural bonds 

through after-sales guarantees to alleviate 

concerns about cross-border logistics, where-

as most Asian platforms might emphasize so-

cial bonds to capitalize on collectivist cul-

tural orientations. By tailoring relational 

strategies to local consumer preferences and 

institutional environments, managers can 

apply the study’s insights to cultivate long- 

term loyalty and achieve sustainable com-

petitive advantage across diverse regions.

Finally, our results highlight that mana-

gerial focus should not rest solely on driving 

immediate transactions but on cultivating re-

peat patronage through carefully balanced 

experiential and relational strategies. Platforms 

can play a pivotal role by equipping stream-
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ers with analytics to track viewer engage-

ment, segment customers based on experi-

ential responses, and optimize the use of re-

lational bonds. This alignment between expe-

riential value and relational marketing en-

sures that live-stream commerce moves be-

yond price wars, establishing enduring loy-

alty that secures long-term growth.

5.3 Limitations and Future Research

While this study advances understanding of 

how customer experience influences repurchase 

intention in live-stream commerce, several 

limitations provide opportunities for further 

research. First, the model focused on direct 

and moderated relationships, without explor-

ing potential mediating mechanisms. Prior 

studies suggest that variables such as trust, 

satisfaction, and brand love act as mediators 

in the experience-behavior link (Huang, 

2017; Molinillo et al., 2021; Rose et al., 

2012). These dimensions could be combined 

in future studies to better understand the 

psychological mechanisms influencing re-

purchase intentions.

Second, this study did not differentiate be-

tween the categories of products that re-

spondents considered when completing the 

survey. Consumer responses and repurchase 

intentions may vary depending on the nature 

of the products, such as functional search 

goods (e.g., electronics or household appli-

ances), experiential goods (e.g., food, cloth-

ing, or cosmetics), or services (e.g., hotel 

stays, travel packages, or online courses). 

Future research could explicitly examine how 

relational bonds and repurchase intentions 

differ across these product types, providing 

more nuanced insights into the moderating 

effects of product characteristics. Including 

product category as a variable would also en-

hance the generalizability and practical rele-

vance of the findings across diverse live-com-

merce contexts.

Finally, this study was conducted exclusively 

in the Chinese live-stream commerce market, 

characterized by high customer interactivity 

and advanced platform features. The reliance 

on single-country, single-time-point survey 

data limits causal inference and may reduce 

the generalizability of the findings to other 

contexts. Future research could adopt longi-

tudinal designs or cross-cultural comparisons 

to examine whether relational bond effects 

persist across diverse technological and cul-

tural settings, thereby enhancing the robust-

ness and theoretical generalization of these 

results.

References

Berry, L. L. (1995). “Relationship Marketing of 

Services: Growing interest, emerging 



Wanping Zeng․Eunmi Kim

146 경영학연구 제55권 제1호 2026년 2월

Perspectives,” Journal of the Academy of 

Marketing Science, 23(4), pp.236-245. 

Brakus, J. J., Schmitt, B. H., and Zarantonello, 

L. (2009). “Brand experience: What is it? 

How is it measured? Does it affect loyalty?” 

Journal of Marketing, 73(3), pp.52-68.

Brun, I., Rajaobelina, L., Ricard, L., and Berthiaume, 

B. (2017). “Impact of customer experience on 

loyalty: A multichannel examination,” Service 

Industries Journal, 37(5-6), pp.317-340. 

Chen, Y. and Chiu, H. (2009). “The effects of 

relational bonds on online customer satis- 

faction,” Service Industries Journal, 29(11), 

pp.1581-1595. 

Chiu, H., Hsieh, Y., Li, Y., and Lee, M. (2005). 

“Relationship marketing and consumer 

switching behavior,” Journal of Business 

Research, 58(12), pp.1681-1689. 

Dandis, A. O., Wallace-Williams, D. M., Ni, A. 

K., Wright, L. T., and Siam, Y. I. A. (2023). 

“The effect of brand experiences and 

relational benefits on loyalty in the fast- 

food restaurants,” The TQM Journal, 35(7), 

pp.2028-2051. 

Dong, X., Liu, X., and Xiao, X. (2023). “Understanding 

the influencing mechanism of users’ 

participation in live streaming shopping: 

A socio-technical perspective,” Frontiers 

in Psychology, 13. 

Gu, R., Oh, L., and Wang, K. (2016). “Developing 

user loyalty for social networking sites: A 

relational perspective,” Journal of Electronic 

Commerce Research, 17(1). 

Gu, Y., Cheng, X., and Shen, J. (2023). “Design 

shopping as an experience: Exploring the effect 

of the live-stream commerce characteristics 

on consumers’ participation intention and 

memorable experience,” Information & 

Management, 60(5). 

Hsieh, Y., Chiu, H., and Chiang, M. (2005). 

“Maintaining a committed online customer: 

A study across search-experience-credence 

products,” Journal of Retailing, 81(1), 

pp.75-82. 

Hu, M. and Chaudhry, S. S. (2020). “Enhancing 

consumer engagement in e-commerce live 

streaming via relational bonds,” Internet 

Research, 30(3), pp.1019-1041. 

Huang, C. (2017). “The impacts of brand experiences 

on brand loyalty: Mediators of brand love 

and trust,” Management Decision, 55(5), 

pp.915-934. 

Huang, C., Fang, S., Huang, S., Chang, S., and 

Fang, S. (2014). “The impact of relational 

bonds on brand loyalty: The mediating 

effect of brand relationship quality,” Managing 

Service Quality, 24(2), pp.184-204. 

Jung, O. and Park, C. (2021). “The effect of store 

characteristics on customer experience and 

customer engagement: The moderating effects 

of untact tendency,” Korean Management 

Review, 50(5), pp.1307-1335.

Kawaf, F. and Girotto, M. (2024). “Mapping the 

terrain of social and livestream commerce 

research through the affordance lens: A 

bibliometric review and research agenda,” 

Electronic Commerce Research and Applica- 

tions, 65. 

Lai, P., Aw, E. C., and Tan, G. W. (2024). 

“Empowerment to commitment: how live- 

streaming atmosphere and relational bonds 

drive impulse consumption?” Journal of 

Research in Interactive Marketing, 19(4), 

pp.549-570. 



What Drives Viewers to Repurchase? The Role of Customer Experience and Relational Bonds

경영학연구 제55권 제1호 2026년 2월 147

Lee, Y. and Park, C. (2023). “Creating customer 

experience and enhancing user engagement 

in metaverse,” Korean Management Review, 

52(4), pp.955-980.

Li, Y., Basha, N. K., Ng, S. I., and Lin, Q. 

(2024). “What makes viewers loyal toward 

streamers? A relationship building perspective 

and the gender difference,” Asia Pacific 

Journal of Marketing and Logistics, 36(10), 

pp.2324-2353. 

Lin, N., Weng, J. C., and Hsieh, Y. (2003). 

“Relational bonds and customer’s trust 

and commitment: A study on the moderating 

effects of web site usage,” Service Industries 

Journal, 23(3), pp.103-124. 

Meyer, C. and Schwager, A. (2007). “Understanding 

customer experience,” Harvard Business 

Review, 85(2), pp.117-126.

Milan, G. S., De Lima, V. Z., Eberle, L., De Toni, 

D., and Bebber, S. (2019). “Repurchase 

intent antecedents of a competitive brand 

in the smartphones segment,” Journal of 

Marketing Communications, 25(5), pp.457-476. 

Molinillo, S., Aguilar-Illescas, R., Anaya-Sánchez, 

R., and Carvajal-Trujillo, E. (2021). “The 

customer retail app experience: Implications 

for customer loyalty,” Journal of Retailing 

and Consumer Services, 65. 

Nath, P. and Mukherjee, A. (2012). “Complementary 

effects of relational bonds in information 

asymmetry contexts,” Journal of Services 

Marketing, 26(3), pp.168-180. 

Nazir, S., Khadim, S., Asadullah, M. A., and 

Syed, N. (2023). “Exploring the influence 

of artificial intelligence technology on 

consumer repurchase intention: The mediation 

and moderation approach,” Technology in 

Society, 72. 

Nysveen, H., Pedersen, P. E., and Skard, S. (2012). 

“Brand experiences in service organizations: 

Exploring the individual effects of brand 

experience dimensions,” Journal of Brand 

Management, 20(5), pp.404-423. 

Ong, C. H., Lee, H. W., and Ramayah, T. 

(2018). “Impact of brand experience on 

loyalty,” Journal of Hospitality Marketing 

& Management, 27(7), pp.755-774. 

Podsakoff, P. M., MacKenzie, S. B., Lee, J., and 

Podsakoff, N. P. (2003). “Common method 

biases in behavioral research: A critical 

review of the literature and recommended 

remedies,” Journal of Applied Psychology, 

88(5), pp.879-903. 

Rose, S., Clark, M., Samouel, P., and Hair, N. 

(2012). “Online customer experience in 

e-retailing: An empirical model of antecedents 

and outcomes,” Journal of Retailing, 88(2), 

pp.308-322. 

Schmitt, B. (1999). “Experiential marketing,” 

Journal of Marketing Management, 15(1-3), 

pp.53-67. 

Sombultawee, K. and Tansakul, T. (2022). “The 

customer experience in Thailand’s multichannel 

retail environments,” Asia-Pacific Journal 

of Business Administration, 15(1), pp.117-138. 

Song, W. and Chung, N. (2025). “Effects of virtual 

streamer attributes and platform presence 

on hotel visit intention in live streaming 

commerce: Vicarious learning theory 

perspective,” Korean Management Review, 

54(3), pp.691-715. 

Tyrväinen, O., Karjaluoto, H., and Saarijärvi, H. 

(2020). “Personalization and hedonic motivation 

in creating customer experiences and 



Wanping Zeng․Eunmi Kim

148 경영학연구 제55권 제1호 2026년 2월

loyalty in omnichannel retail,” Journal of 

Retailing and Consumer Services, 57. 

Xiong, J. and Li, F. (2024). “How do live- 

streamers attract their consumers: Insights 

from a multi-group analysis,” Asia Pacific 

Journal of Marketing and Logistics, 36(12), 

pp.3353-3370.

Zhang, L., Chen, M., and Zamil, A. M. A. (2023). 

“Live stream marketing and consumers’ 

purchase intention: An IT affordance 

perspective using the S-O-R paradigm,” 

Frontiers in Psychology, 14. 

∙ The author Wanping Zeng is a Ph.D. candidate at the Graduate School of International Studies, Pusan National 

University. Her research interests include customer experience, consumption values, marketing strategy, and 

consumer behavior. 

∙ The author Eunmi Kim, Ph.D., is an Associate Professor of Graduate School of International Studies at Pusan 

National University. Her current research centers on international marketing strategy, consumer behavior in 
international markets, and SME’s export strategy.


	What Drives Viewers to Repurchase? The Role of Customer Experience and Relational Bonds
	Ⅰ. Introduction
	Ⅱ. Literature Review and Hypotheses
	Ⅲ. Methods
	Ⅳ. Results
	Ⅴ. Discussion
	References


