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Abstract: Against the backdrop of rapid population aging in China, older adults have increasingly

become an important consumer segment within the social media—based platform economy. Live
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streaming commerce, as a prominent form of new media commercial communication, features high
levels of interactivity and personalized language use, yet the underlying mechanisms through which
linguistic strategies influence older adults’ consumption remain underexplored. Drawing on Parasocial
Interaction Theory and Social Support Theory, this study examines how dialect use in social media
live streaming affects older adults’ purchase intentions by proposing a conceptual model incorporating
parasocial interaction, emotional support, and informational support. Using survey data collected from
329 older adults aged 60 and above, the study employs Partial Least Squares Structural Equation
Modeling (PLS-SEM) to test the proposed hypotheses. The results indicate that,dialect use in live
streaming significantly enhances parasocial interaction between older viewers and streamers;
parasocial interaction positively predicts older adults’ purchase intentions; and social support mediates
the relationship between parasocial interaction and purchase intention, with emotional support exerting
a stronger mediating effect than informational support. These findings suggest that older adults’
consumption decisions in digital environments are more strongly driven by linguistic intimacy and
emotional connection than by purely informational cues. This study extends the applicability of
parasocial interaction and social support theories to older populations and live streaming commerce
contexts, while offering practical implications for age-friendly platform design and the sustainable
development of the silver economy.
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RIZ5 18—, 200 AT BRI HERE 2 A4 R, X AT BRI B gl Anft o [RIAE X AR A AR UL, (T 1
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77 5 WHEAL 22248 T ARAT T HE LS B TR A R A o[BI FR) AR AR 1) B4 b AR R 2 4E AT TR
FEZ T IX R Ol IXPA AT S50 I — 0 AL 2SR 7 5 2811 (5O YTIRRHIE 152 4F N1
HVEPRA 2 Ah o th T S B SRR 5 (3 AR BT A R T 9% P 3K B2 T & i R4 R

X WL BT AFE IR SO i — BRI, & 56,8 F P Ind SL e 2k R 2 U S
KA AIZ R RAEFAPREE_EORAN 1 8 A0S b B S AT G R AK o XA R A 3 S A o m] A5 30 56
UFAME o BEE RIS, 2 A NS T AL 2 W 2 AT A8 T e, 1 AT G b o) 15 36 B A (1) 7
. DTS A S e iR i 7 — Al R R AEIE ST L XM R R A
T IR AE S B2 E NAE S R IE 5 i B il 2 T i BRFUE S (accumulated trust effect)
IR LAY 2 s B AE

FLUAEF P AL S SR AEAT IE 32 3] 4k N B AL SN F) 5A RN o BT 58 R I, 24 FH Y S8 A 7
UG T AR X R ERRI A FONiE 5 RAIF RGO R R MM 105 5 W R R A . X T FE LURATH)
Ji B WU AGERIA T 5O T BES U SRR I R 15 B 8] 50 BEER B8 sk o X 5 DAAE AR
T A 1) BB A 7 <l SR A 3 3 T SZ X0 () S5 1R T U B LL 37 AR R 638 B 5 LR T A AN [RIAR
B FH P v 32 36 A I, LA T RS HE IR 5 8 [ DL o 33X e il HH R 28 AR AR AE B4 HH I ) D R AN
AR Tl 2 R e R B A — A 2 SR oK

AW TR S A BB T7 5 8 R A% SRR AR A T3 B SRR AR 2 A I 3K S o 3
BORRBER TN At 5 DA RET ERRS BIRS) B 5 B AR 0B FUAN [F) AR R A A4 (1 ) 3K IR 5 %2
LA TE T I BOR—5 AR A —TH P A B S 2 o BT &, ELR BB I R AR
T & IRk 2k (R B i 224 P BE2S 5 77 A VA S B 5 WA R RS e s A B 5l v R AR B s
e Fe e ZH T SR I B VR /) o X — R I Ja Seit S i it 1 it — 20 oy 2 S SR A, oA AT 5 7
W 5 ARSI R AR S RGN 22 R A T S L G RCC BAME TP AR B B AT 1 5
) S 5 P PR 3 2 FH AR AR N I AR TE R FE o Wt 9 R B, 4 17 TR S e el i 5 51 T A i P S e
B H S MU N 3 23 2 48 FH P 2 A0 BRI AL AR 2 17T PR 3= 1R 51 & B AR E, 3 B0 S S
M TR

SEE AT TR 46 B, AT DI gt tH 22 4 P AR AR BT 6 b R SO BRABEARY . R DAY AL 22 5T
AL ST B G BRI AR SR R O s B — 2B B ML S 5812 (affective-engagement
pathway) . fEIX —BRATH FORMEL, 1 & F 5 HEHER B RS RIS A e R RIS S
Ji B A RITE RS R iR X B ATAE 7 Z P B RS B R A . FFOR LR A P
FENG AT Ay L o I A ) AT 1) (L S S PR o G B AT LAT W] e 155 TR R 3R 0 2 S XML R
AN A I X B B4V 9% (emotion-driven rationality) ——B[ {5 B A 5 T PR PRAN, o 51 §4T
N EAE . JUHAE AR TE R S TLah s T, R AR S TR IR SIS BE R RO B NS R
AR &

AHIFE BB TR T BRI AN I T e T TR S L O B X RHEAL S S AR FR B E TR A
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KHILIOK, PSI #AR % I TRk 22 3L BB IEEH D E A G AL ZF R P N A W A
TIF TORE He ST RN AR A AT I 263 937 53 J Pt SEAIE B0 IE HAE BT & o 3G I, AR e S A
W NEL T 0 R 5 B SRR iR it 7 SRS

HGAC T A2 SRR BN RIE AR . DMER TSR Z P TRIER R LT
DX S B2 [ o (R e 2 L0, T ASHIE TR B, 15 IR 5 15 J2 SRF R AT AR Ky 2 ] i B 13 25 7% 2k
P EA 5L T SRR 2 SRR A O BN o 3K — R SRS B S e 2 SRR U e 5 A 55
HA B EAME . DL SO T OB & 2 A RS HEHERE SR Ot T Bt 4% . BEoE h R AR E
ReAC A2 BRI A AT D9 QOB BT O TR 6 AT BRI A% O A R . AW T A IR T 6
BLMNAZ BARY: . FREE A N BT AR DT T R GG A i, FOE ST EOR AT IA ] BT K&
R4z

Ny RRRE

[t 2 2 W AR BE (R INIR, B 22 AR sl vy i B A R  SEBILHL R e 8 ) B B4l 2, IE H
it RO A AR T S R SE R A T A i o AN T RD R v A 2 S A A S SO BIR 5N A FR 5T 4
PRI PAT MRS F87R 1 2 NAE R4 BT 6 o O SR K Oy B AR 54T D938 - AR T T [ R
K ARKIT TN B 2R SRR T T

AHTFC LA 2 AL Ak 2 SR BB VBRI WP HE 7R T 2 NAERUT- T & T anfiEid 75 & 515K
B EIE RIS I . R FERTRE— 5 5 N 2 BR AR & M i SN R MBS iR A . 9 4, v 4 5
“RERANME L™ (Perceived Value Theory) 1 E4E F W WA 6 WA IS5« WIISELERE (L3 &
EVPAS Wl 520 8 2R 3 HLs IR ] 51N RI47 A28 (Theory of Planned Behavior) B“Fi AR #2457
(TAM) HHJHIAGE T NEEELRE RGL2IBAREZ. BRGNS A Z R LS. [F
I N B P I A AR . IRIEBA TR EEIRDL e E3A 5T, AAPraity sz 5 UK
IET B FAT N 2B ek PRI, R RWTRH “0p JE AR Ky S AE DA R E A A
PRZE S EeIG AR (W@ (S BBV L . ARSI Bor 59748 SeBUR R 7 7 9 AT 9L
RIS 20 210 o

ASHIF SR 1) 45 R AT VA R85 A 45 M T R (PLS-SEMD EAT #0408 40 b7 TE #8728 B IR B 4% 06 R 7 TH
HA — S AE N 31, 50— R 2 XE LASh A AT 8 AT 5 0 BRRZS R AL R R BT 5T
2R G AN AT 5 TR S T VR B4R  AE A TT T T AR SR FE T R ] S48 vt i B\ 3R 283
a7 1S KSR & IR AN R85 T 24 F - A 28 S N5 0 AT D, LA 5 R R HEWT /g0 [RII,
AT S S BIIR BB ER A HS SRS AT J Il B BOR, 734 FH P X B A 2 R T s 5L BRI 50, AN
KLV T = 5 00 156 RO AT LA PO B
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FE LG BB T b, o] LUE & 5 VR 45 &, AT R A VTR . FE RN B RIRE ST SR A2
LT NAELE R BAR-T & SRR RN AESIL, BRSSO BERE K . JCHAT <Pl E AL 5
SRR RS T RIEAT SE MR I DR, A BT O B AR YR T 58 22 SR BT RO RETK

W T4 Ros, R 98 A A RS R BCOF U . BRI s BRI & LR
FRIE . I AR G RN ERRIG RGP, NG B Z AU SR%, 2 SR R G 7 ik
FERBAEAR R B ARG E . ORFFABOR. EEH. FRE. BIER515%
G T s I NLsERAL AR s 5 RS T R, an e B SRR AT B IR AR T WS A
TP P SEAT oo B8 = BRI S 0 R A FHURE . 1 B RO — Bl T AR AT {5 £
HEFE R X L3R BEAT L U AR T 5 SE A P B RE 0 . R IR LA By K A BARIE AR 1 -
S = T 6 BRI O B SRR 5 RBAR 2R o BT i B R NAE LR R IR 5N SRR AR R B
FES U BRI T 15 V8 BRI i A2 & AF T X <<l [l S B B (R 75 5K o [RIINE HEB Ak 2 SUE PR 0 F=
FAT AT WLV, Bl L e 5 0 PR 4 55 K R 2
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