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Abstract

With the constantly improvement of China’s information system infrastructure
construction, the mobile Internet is changing rapidly, e-commerce live streaming
has attracted attention since 2016. At present, it has become the most popular
marketing method in various industries in China, more and more experts and
scholars began to study live streaming. This paper starts from the perspective of
consumer perceived quality, to study the influence of anchor's linguistic styles
interaction type on consumers' purchase intention in e-commerce live streaming.
Consumers' purchase intention will be stimulated by various external factors, such
as the introduction and display of goods, shopping environment, service quality,
payment security and other factors, and will also be affected by consumers' own
personality habits and other factors. Whether online or offline, among the various
influencing factors, what merchants use most is to constantly improve the products
promotion methods, and change the marketing environment to attract consumers,
thus affecting consumers' purchase intention and behavior.

In previous e-commerce live streaming in the study of consumer purchase
intention, more focused from the consumer perspective or enterprise perspective to
explore consumer perception value and emotion, consumer trust and motivation,
for consumers to watch live streaming, participate in behavior analysis, etc. There
are few for the e-commerce live streaming anchor's linguistic styles interactive
research, and in the e-commerce live streaming shopping environment, the anchor's
linguistic styles largely determine consumers' cognition and feelings about products.
This research question is very important and no one has been studied.

In order to study how the verbal interaction type of anchor's linguistic styles
on the purchase intention of consumers, according to the "S-O-R" model, sort out
the relationship between variables, the anchor's linguistic styles interaction is
divided into two types: task-based linguistic styles interaction and relational

linguistic styles interaction, and the theoretical model on consumers' purchase
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intention is constructed. The perception quality (cognition, and emotion) as the
intermediary variable to verify the mediation effect of the anchor's linguistic styles
interaction type, as the adjustment variable to verify the adjustment effect of the
anchor's linguistic styles interaction type (task and relationship) on the perceived
quality of consumers. In this study, the questionnaire method was adopted, and the
respondents watched the live streaming video and materials, filled in according to
their actual feelings, then analyzed and tested the data through SPSSAU software,
finally verified the research hypothesis. The following conclusions were drawn
from the study:

(1) The anchor's linguistic styles interaction of e-commerce live streaming has
a positive impact on the quality of consumers' perception (cognition and emotion).

(2) Perceptual quality (cognition and emotion) has a significant positive
impact on consumers' purchase intention.

(3) Product type (functional products, enjoyment products) will regulate the
anchor's linguistic styles interaction type to have a positive impact on consumers'
purchase intention through the intermediary effect of perceptual quality (cognition,
emotion).

This study expands the research scope of the "anchor's linguistic styles" of e-
commerce live streaming in social shopping: the type of conversation interaction,
disassembling anchor's linguistic styles integrates interactive theory and marketing
linguistics, and deepens the understanding of perceptual quality theory, and
enriches the research on the influencing factors of consumers' purchase intention,
It fills the gap in the research on the influence of interactive marketing research on
consumers' purchase intention. Task-based speech interaction is that the anchor
mainly uses clarification, commitment and instruction language. Through statement
sentence, question sentence, comparative marketing language and other detailed
introduction of product functions, after-sales service and other information, so as to
promote sales with a professional understanding of the product. Relational speech
interaction is that anchors mainly use expression and declaration language,

introduce brand stories or personal experiences of anchors through imperative
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sentences, exclamation sentences and praise marketing language, and influence
consumers' purchase intention through relationship emotion.

The research results are universal and applicable to various products sold in
live streaming. The research conclusion breaks through the normal thinking but
explains the status quo, and puts forward good suggestions for innovation. It has
important theoretical significance and practical value for e-commerce live
streaming anchor's linguistic styles to formulate appropriate interactive strategy,
and at the same time provides good inspiration for how to carry out the linguistic
styles selection and product selection in the process of e-commerce live streaming
marketing.

Compared with the relationship-type anchor's linguistic styles, Task-based
anchor's linguistic styles has a stronger effect on cognitive quality, Cognitive
quality has a stronger impact on consumers' purchase intentions. Therefore, anchors
often use task-based linguistic styles when selling functional products, introduce
more product functions and after-sales service, more can promote the purchase
intention of consumers; Compared with the task-based anchor's linguistic styles, it
has a stronger impact on emotional quality, emotional quality has a stronger impact
on consumers' purchase intention. At the same time, the impact of enjoyment on
cognitive quality is greater than task anchor's linguistic styles. Therefore, when
selling enjoyment products, anchors should try to use relationship-based linguistic
styles, more introduction of brand and personal use experience can better promote
consumers' purchase intention. In the sales process, the task-based anchor's
linguistic styles of functional products and enjoyment products has no significant
impact on the emotional quality. Therefore, in the sales process of functional
products, anchors should appropriately increase the relationship linguistic styles,
introduce brand and consumption experience can make consumers produce
emotional quality and then enhance the purchase intention.

Compared with enjoyment products, the impact of task-based anchor's
linguistic styles of functional products on cognitive quality, and the influence of

relationship linguistic styles on emotional quality are all higher than that of
vi



enjoyment products, indicating that in the live streaming environment, consumers
are more likely to be moved by functional products, and the product selected by
enterprise live streaming platforms is especially suitable for choosing functional

products for sales.

Key words: e-commerce live streaming; anchor's linguistic styles interaction

type; perceived quality; product type; consumer purchase intention.
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