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Pragmatic Mechanism of Discourse Strategies in Cross-border Live Streaming
and Its Differential Impact on Purchase and Interaction Behavior

——An Empirical Study Based on TikTok Platform
Liang Ling, Yan Wuyin', Lin Yiling
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Abstract : Adopting a mixed research method combining quantitative and qualitative approaches, this study
conducts a coding analysis of 123 live streaming discourse units on TikTok to explore the pragmatic
mechanism whereby streamers' discourse strategies influence consumer behaviors. The findings
show that: first, persuasion and promotion strategies positively predict purchase behavior, while
low-information—density interaction and assertive trust strategies exert a significant inhibitory
effect, revealing the "explicit trust paradox”. Second, purchase behavior and real-time interaction
are driven by distinct psychological mechanisms; the former results from the evaluation of multi—
dimensional strategies, whereas the latter is only weakly driven by immediate emotions triggered
mainly by price advantages. Third, micro linguistic features show no significant influence, verifying
the core explanatory power of macro strategy portfolios. The above strategies are aggregated into
two archetypes: "professional authority" and "amicable benefit—giving", reflecting streamers' personal
positioning orientation. From the perspectives of pragmatics and the Elaboration Likelihood Model, this
study provides micro—level empirical evidence and theoretical interpretation for consumer behavior in
live—streaming e—commerce.

Keywords : cross-border live streaming; discourse strategy; purchase behavior; interaction behavior;
trust paradox; pragmatics
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