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HABIa P2 2 A T OEBEERIL, EHET THEYIAZ (embeddedness) | %
FURT LN ROEERREL 25, BIMHHOFTBHEBEMEIIS C@aer—E X
Dfeflt, TNEBEHR TCXET OHRBEEZRA — I — L OEELIGI R OMBE, £ L
TEBEEHCE M E LS WA 2 A HIICESGbEL 2 LICk-T, BHHMT
FEVATLEMELR2TNE ROV, Thbb, B CHER L ET D5
ZEASELT, F 4~ FFx—>2(demand chain) | ZAIETHZ ENERIND,
LU s, ZZICEREZEZ 2K KO L I Hb s, 28706, HrlikygEIcE
HT25681F, RETHEEL TCELHFEIRAT LAEZHET L7200 E 72 H )y
SNTWRNZENRZWNLTHD, o, TUNER I TV D oeERE EICENT
LZHEEICBNTH, EA I L TEHELIBICHE S DI ENERE L 25720 Th 5,

TAYY R TF == OREG L5 MHE, EEFR, £ L T KRHIEEICD
WTIEHaICERSINT I edrole, RERSL, MEOEMPEL VD THDLH, 25 L
CHITERME DR LD Z B IFERA AR I NN L, THE) TERE ) TR
ORI EEICRILINITEDICEFIEOREZ T ANLILEILRDLZ L, £ LTI
BBy P ATy 7 OEGEBRGIC O W T HEAEHE EORMBICEE LR TR s v
DTHDH, TOME, THETORITUIIE, 7V 0 7 OHETHAEN e 2B TSI
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Frx—UMEOEEM L RELHRIAET D,
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KOG A LIZHET A TIE, THLEITHEEITEHZEEREICEBWTE TR
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SO “TARNT MGG, REIEHEAMRE L CRESEE S LT ¥ R~ D— R
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S, EhEnE [~V XIR5E] LT D RTEDEDHIET D IR 2% 2 7,

HRERIPHEE LRGSR EED “ AR T #iETIE, 272 e bl LK
FERAE DRSNS SRS DR E I %ﬁbfko,mﬂ%%%gigkﬁﬁmﬁﬁﬁﬁﬁwg
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F/NEZEE, O TE L DEICBWWTHEM RS Z R, FERICEERGFETHS.
AARICEWVWTH /MM EITERRELS LOHIEREZ XX 5 FEEE LTESIT T
L. LinLans, f/AMBIIENTRICBWTREEL T TiER, HEERE T EAE
ELOWLWEBRICEHE LTS, 20X RERND, EEAERIE TS ICH#8T L TR
LWEEREZMHE LD D, BRFIOLH L EL IV — X 27T LICL-T, K
FOWEZAEBRETZLERBRL TS, LL, ZRETORITHETIEF/IMEEOEH
BRALBERS I IS\ T, RET EICEB L ORE I E XK 23 2 72V (Sutherland, Anderson,
& Hu,2020) , /ORI R EBECICIE E O X 5 BB 23 4 ZE 72 O 220 Tk
DR S5 TWD (Kang & Kim, 2023; Paul, 2020) .

TR LTARIETIX, Z7a— "Ll TEmny =7 2 5D TV 5 /N3O IE T
BEEAEGH L, BAEMEERTO2DOKMEEFTARDLZEEZHMICL TS, Lizho
T, KR TIEHAROH/INEELZ SRR EEREP OS2 RE L, Pl 2
:L“‘gﬁﬂﬁk&%K7z‘ﬁ“—7“/7°§ﬂ§€’£7ﬁﬁb N ER RSB R E R L &2 B kT 5 )
R B A e 1 , BRIEHERICBTAMEN T L —L T — 7 2RET D,
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EHEVSEHIEIZE W TEREEIIZ XL > THSEMNMZHER L WS Ia AN EE T
-, Bz, aTEBIRN~— Y bV UV TICBIABEENDOEY XAV Y 2 —3
a U ERMET LA EB KIS, AR TIEPINREORERT T ITEHE
J& 28 R Eh ) 7 [E BRAL BRG 2 5 E L, BRI 2 b 72 O TS B o EE M IR 5 R
HIRE DR HERT 5.
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BFEICLSTIE, BXxOEL LEZEBTHUERBMETHY | i, AEESMEEE R
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B TH LWEBAGHSICIEN R 520, E by, ANMOEFICKLERLEMTH
DEFEY - B OMKE I Z O OEMEE &I, MBERORERMEL B E 2 72/
FNRMLETH D,

ARHETIE, 1 22, BEOMKEREMEL O < 2 &I Loo, AEZRME &
BIBRIC O W T DM 2TV, bbbt THARENEG T 285 RNICERT 5,
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RWFFED HIX, 7 7 > K& (Brand Orientation: BO) & 7 7 MifiE A £ DK FE X
N=ALEHLENZTDHZETHD, BO ORBLEEINDIT TR TAT T AT 4
(Brand Identity: BI) o 7mtv 225 B L, BI&F LT Z 2 MMifEm LK
WT= Y X OHEFZBRET 5,

BO L%, Z—7Fy FEELOHMEMFEMIZEWT, BIOAE, %R, RiEx B0k
TR 7a—F ) LERIN, BIEZHIEL, MEBIICAKEIREBEIEDL 2 LN
i <TdH s (Urde,1999) . 7o, Mfkb, MEMEATE), HEOPL - 5L LTBI O
HEMEZRHT O~ FEy My BOOFETHS  (Urde, Baumgarth, & Merrilees,
2013) .

& T (2019) 2L niE, BO &, BO &AM AR O REBEEZ RIS, BO OJATHRER
BO & fHAk A AE OFHEE - BRI L CTHFgER D H i TW b e TR0 5, BO 1X
R E 2 & DT T v FRUR, m%/17&k@m%ﬁﬁ,mﬁﬁ&®W%m%
WS L NI TWS  (Baumgarth, 2010; Huang & Tsai 2013; Wong &
Merrilees, 2008) , £7-, BO %, BI#&HFS BIFFRkZ# U Tl BICHE T D Z L LfEH
INTW5DH (Baumgarth & Schmidt, 2010; Hirvonen & Larkkanen, 2014) , L2>L 72 H
5, EOXSIBINEFENDLIDMNE W) BIIEAT o 20 BI AN ED XL S ITHR
WA OO D& WD BIEFEHRDRFEA I =X LIZONTOWRITRLNA TN D,

AR TIE, BIEFA 7o RIZEHEBLERL, BIXFELET 7 RMEEOREA =X
LEWET S, 77 FMBEEIZT T2 FICHT 287N THD , 2013 FENn6T 5
Vg F‘fﬂifﬁﬁi%@ﬁ?‘iﬁ%@q@bkﬂ‘é 77 v FRERRE ICE D e~ Y X a xS T

. FFIT, Zli?iﬁl%ﬁ}imﬂfif BiF5H BL L7 7 MMifEm EoBEREZ ST 5,
ﬁﬁnf BWAEIB R (Process-Tracing Method : PT %) Z8BAH L, ~V N7 F7 K
ﬁ@ﬁhuﬁwﬁ@%%kﬁot7ﬁ~F¢T(W%ﬁ%ﬂ)%%ﬁp,77/%%@&
wAaxES LES LERERK MR K CEO - /NMEAHEE OB (2018446 H) &AL L

ST %,

~ Y& O Bl A4 OHFBEKXICIE, MY 21t ﬂﬁﬂ?%ﬁ:@ﬁ‘ﬁ TN &, JEESRAYSEAT &%
b o7c, LT, %Dbf_ﬁﬂigl%ﬁﬂ&’@‘ét I, BT T ARHAEESN
ey, EDOH T HIRERA BT 4 757D77Aﬁ>7ﬁxﬁf%0f_oﬁﬁmn”‘3@ BI A2 k- T,
A 23T 5 Bl ffkpsifb g, #nAfERaIa=r—va Lo THERE
Nl FRiGFE %, b LIEERIZFECT 7> MER M B+ 5, 20, 772 M
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fEomE EZiX, BEEHMOEMARESHMRT 2L W) 2L THD, ZH Lk, B
FHFZETIE L A ERL, ZUDBAMEOAMERE X 5.

A
ABEIEIE, WA KPS B2 I E AT (R, 72 5 NS JSPS R %
JP23K01636 DIk & 52 13 72 b D TY,

EE DN
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Huang, Y-T. & Tsai, Y-T. (2013). Antecedents and consequences of brand-oriented
companies. European Journal of Marketing, 47(11/12), 2020-2041. doi:
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WRICEBEEHEZ2EERERNTH D,

AWFZE0 BEIE THfr A8 & TR HEE) 260, U791 FT¥ A )
BT D Toa—FEe VT, A, LI & TEEWHE] OMICTHFET DR
IZoWT, A fEr L, EEMIEEITH> 2L TH D,

AW, £9, THEMZAEER) & TREEHE 2vwo 2507 e —Fnhbyor
A NTHFA L OEATHEEZ L Ea— LR, v=7 %A T A o ORI EIC X
(2—F e UTF 1) & I WS 200REVRHDHZ EEHEMLEZ, SbiZ, £ 7
Arvay BB EEmE, WMEEN, BETEICKEL 52 5 HERICHET 55
REMFR 2B L, Y27 YA T A Bl ERIE, Munwedx), THHME ,
MR E) , X2V 7 40—, I8HEMH, X"—=—VvFI4E€—var  1%7
svary] L) 6DDERNH L ENRHLMNIRoT,

RATHIZEIZRBNT, T4 av 707274, TV A B8BTS [2—F
VT o1, A, RLIIE, WHELIWIEEREOEETHDL, LLRRG,
(=Y UT ) & ) D=7 A bTH A ORMEMEZ &F g, THL
S EENSORMEENSHEL, BMEWMBICEET I LELAOND, DFD, [a—
FevVTr oy, Ehy, TRLI)IE vV A TS OBEEIC LT, I
FIOFER TIERL, Ta—FeVrq) & A 28 IFRLI) ITREL, Th)i#E
B BB T DL VO RRBARELEEZZ NS,

I, UX, bbbt r o4 va v 7OBERROESI S, Hassenzahl (2018)
DETFNEF L TA v yavETOXRICEMAL, =79 A4 bFH A BT 5 TUX
mE —HEWEET V) ERELE, 2OETAMCBWTE, V=T WA T A R T
L) ZEALCHEEMEICHELE2DLEINTND
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Hassenzahl, M. (2018). The Thing and I: Understanding the Relationship Between
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AFRETE, 777 NV —TF 0 FERDIEL5M4E LT, ORLZEIMLOEL, ©
W77 77 4 7 @R OIEKRI LOHERE, & W) 3OBRRETHDLZ L ETRT,
Fro, FUMMELHICHTBELEC A Y v 2ARGRIELZ REICIZ 5 341, ZhZNKE
SBREDIEEICL-T (7727 b =7 F 0 FoOkTh) 3L TV DA THlHT
Do

SEIORE O, UTO®Y Thd, 3. MiEEROIUR & BRI SV TR
TH LT, TT L RICHETAETHRICOVWTRIET S, 22T, 75 Fflifi] o
MEHTEEITY LI, ZNE2EAHTEOOEEDTRDOLT I UF 4V T ORNEICD
WTHBEMNIZT 5,

e T, Atk Bk, CHhznghic ka8 EEN b, 777 1 v 7 REIERITKE
T HE D MO W T HAREITHE N T 5,

AfiE, EEHBRE =y MG ORIERT Y FERFE LT 50T, 2021 4 10 AS
ECHEEEE 236 4, 72 LT 25 B L WY HEOF/ MEETH D, Fthix OEM F
¥EDMENE W) BRESMOEAIIK L, MAIMEOR D THRWEFBORRE L ZNEEN LT
Bt7 7 RORBHICES>T (7727 NI =T ROk #EB L, Athko7 77
P =77 FREREIZODWTHERT LIS T, "HAEEIMEE W L TEBLLIZONE W
IRIZT TR, TOEMEINTZ, EFIZ=y FRFEEE R/ MBICxT2HEZ W
PMCLTHERL, BET2Z2 LI LEDON, W) ETH D,

B thid=y MUGOWERTE E2FE LT 5 F/MEET, 58 L&EIE 2021 F£RAT
HETE 512 3000 T M, MEEBEIT AL L WO KB TH D, FIX 2013 FI2D BT A
77 Rebd i T~8 FTHMIE L= 9B EIZETHRESHETWEN, 207
R 2 IR B ER F I HOW TR E A L fTo TR, Ffticks 7727 M) —7 35
Y RO X, Ok 22 BAFEESEE S FMBE, 2 TofRE TR, £ L Tl
MIZW7 D ETEASESMEBELEZET, Zhbe2To7ev A2 A&RTVHDbEICL-
TEEZRRLTHBEL TS Z EIZL D,

Cthid=v MUGORERT A £7- 2 FF & T 5B F T 2022 485 T5E L& 58 3800
T, #HEEK B2 Ao TW5, Rt T 7 v FEEE TR 22503, o 2 #28H
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T T RORTEELZPGESTELIELTWVEIDICH L, C X OEM F¥( L A7 T
VREELOMBEMEREZERLLZY 7V FEBIEEZHAL T2 R ThH D, BERO A

7T FHRIT0NBETHLD, ZTNIXFEHAEN BT 7 FEEZHBT L L &2
SEEIEHIIZIH > TWEET T, TOREWTRMAIE+S 17727 M) =77 FORE]) %
FEHLTWHEETH D,

oo, WBRICYEMT 5=y PEGRERESHNALET T FFEEICI->TE
‘/Z\X@#L#\E'Ekﬁ%;—%fﬁé’éfb‘éﬁ\ S ENME, 77T 4 T RBILKRENE
NEEBELTHWDE NI HIEFR—TH, TNICELIREST 7V REIEZO L DI oW T
FIRELSRRD 2 LERMRBTE -,

X BN

RNLREEZ (2005) [77 & N & 2 O ZERIEAYEZIZOW T [R5 E K 58 55
el B 15 & 1 T,

AHIRES (2014) TS TIGHE H & 2268 & 3 5 RIE G2 0 sl R Al fE M —R Xt i
ar—Al—] [HRM~xTY A b LE=2—] 201442 A 5,

Fligh (2007) 77 & RAfifiE o Al E—1F BAGME & RBRAEOBLE b —] REER.

HRILF (2022) [LEHER = v FEMOB A HHE—NWE - 71 "G FEEED
WAE— [HkHE - 7S L VoL - Mk B L ER OB S HEE] SCER,
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AWIEOMEERIL S-D vy 7 OHHEHERE L TOS VAR - T I 0T 4 T
DEFEICH D, SDr Yy 7 FHMGE L L EEH L VIZKRlES S, ERLiE s
o, AV, =ruaLbNhblEgESn, —be R x2a x5 A (LLF, SES) T+ 5
TENTED, IR LA VIIHGEORIET, A XM, HHEHEAER. I 7 0 Blmr o
REnb, BAETTHEERICERD L, AXHEGEPHAEGEBIEBEHTH S (Vargo
and Lusch, 2017),

772 RO EMIERORMEN S BEWROKA~BITLTEY, 770 FMEIZS v X
WCHOIAEND GD vy y 7l lint, SES NORXRT—7 ANV Z—I2 L alsi
5SDnryy /7 RERIcBITL TS (A, 2011 Merz et al. 2009), 77 7 1 v 7
WX SD eyy 7 oFfEMEGHO 1 DThd, ZNNn6IE SD Yy IR T IR
iE SESOL ETHMSNIRETHD, VAR T IT 4V TIET VA A ~v—7F
TAUTDOEIETHY, EVRA T T T4 7 DGDRYy IRBZX 7T LA A
WCHTHRODDFIETH D, VAR TIT70T 0V ZIRER, 1TBR E S I E AN
7Ty NRT I F—REFBEL, BFENTHLIZENRLETHY, LA AT T RfifE
AT AHENEZE TH S (Aitken and Campelo 2011; Campelo 2014; H =], 2017),
LrL, A AT FOREREIZEALT, #HioxDAx L DL ITIFIERLS, 7
LA A2k 5% (Sense of Place, LA F SOP) ~DRNAKE L TW5, £t nfRE/ 7
VAART T REalia=T4H0LRRT7T 7 e —FRLEL I, ETIEFDBZ SOP %
WMUTRBIND,

AKHFFEIL SOP & SES #fia L. VA A« 77 FOMEHfA 7ot 22EERL /-,
FLIC, AR T 70 MiEX 1 SOMERREMET 20 TIER, T bA R
HFTRCOT 7 A —=ICEVHAIENDZ bR LW ZEEHALICLE, B 212, LA
AP HKRHIRE X OSHEE S &2 KBt9 % SOP #E& %20 Ad, MEIA > =& i
BIFALTXTOT 7 &% —0 SOP 8 L, SOP IZit-> TITEN T 2 EEMZMFA L=, &
NZzBLT, 7V ZADOKBENENEND, H 3T, T VA RAON T 7 7 =120,
TUA ZAONEBPLER SIS SOP ZANBT 7 X —IfBETHLE VW) ZEZHFNVARARKT
D, TVAR T T U REIT LA AONET 7 ¥ — ([ERARE) ObOTiERL 4T
JHE=IZMONT T VAR TT U RICRD, RFFEOREEL LT, SDrY vy %b L
WCAEE L7 HPAFERICH Y T 25720, REBEORE CRIET 2XLERH 5,

BELBMOFEM O N TIL, MEERHCTEET 5,
Vargo, S. L. and Lusch R.F. (2017) "Service-dominant logic 2025", International Journal of Research in Marketing, 34(1), 46-67.

Aitken, R., and Campelo, A. (2011) "The four Rs of place branding", Journal of Marketing Management, 27 (9-10), 913-933.
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Building relationships through live commerce
—Unraveling customer engagement and relationship quality—

WU Songyuan (37 i ff K )

The integration of Live streaming and E-commerce, also known as Live commerce, has been
widely used in Asia. The live commerce market in China, which leads the live commerce business,
reached 3.5 trillion yuan (about 480 billion dollars) at the end of 2022 (#@#% L, 2023). While revenue
is an important indicator for a company, customer engagement in live commerce, which can acquire
potential customers through brand loyalty formation, community building, and information sharing,
is also a crucial indicator in consideration of long-term development.

Pansari and Kumar (2017) suggest that when a relationship is satisfied and has emotional
bonding, it then progresses to the stage of engagement. Certainly, it's crucial to identify an
appropriate concept to measure consumers' inner states which will lead to the customer engagement.
Relationship quality, as a multidimensional construct including trust, satisfaction, commitment, and
conflict (Coundouris et al., 2021; Garbarino and Johnson, 1999; Liang et al., 2011), is a holistic
concept to evaluate the consumer’s inner state towards the relationship. By examining the
dimensions of relationship quality, companies can gain insights into the consumer's cognitive and
affective state and use this information to build stronger relationships with their customers (Zhang
et al., 2016).

This study investigates how consumers' perceived relationships impact customer engagement
in live commerce based on relationship quality theory. The findings indicate theoretical and

practical implications toward customer engagement generation in live commerce.

2 E BN

Coundouris, S.P., Tyson, C.L. and Henry, J.D. (2021). Social networking site use and relati
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Liang, T.P., Ho, Y.T., Li, Y.W. and Turban, E. (2011). What drives social commerce: the r
ole of social support and relationship quality. International Journal of Electronic Com
merce, 16, 69-90.

Zhang, K.Z.K., Benyoucef, M. and Zhao, S.J. (2016). Building brand loyalty in social com
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FREEE 2T, AR EmEFAE L TNESTOND, SPAM T 7 v a VEFET
ORI Y 2 VOBRRNRERFEEZIT, OV T IF7A4F=—2D DX, Qu VAT
A7 AVAT LAOFMEE, QWEBHEZXOHEA, L9 3 20MlENE SPAMT 7 v g
VARELRL DT L=F vy x b EFE L, ELZL TN,
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HBELBMIILYHEDOL Y 2 A TERLWEZLET,

14



H2ofs (@ ~—77 47 OHH)

HANCRBIT AUz T 7 A F O

—TNT a—EF e LI —
MNoamslh (NTT 2 2=/ —> 3 v AR t)
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