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ABSTRACT 
 

The rapid development of digital media has changed communication patterns, making 
YouTube a competitive space to attract and retain audiences. However, the study of 
creators' linguistic strategies in the context of digital marketing communication through 
speech act theory is still limited. This study aims to examine the linguistic strategies used 
by YouTube content creators to attract attention and increase the number of subscribers, 
using a pragmatic approach based on Searle speech act theory. The main focus of this 
study is to identify the types of speech acts such as assertives, directives, commissives, 
expressives, and declaratives that appear in various YouTube videos, as well as their 
strategic roles in building relationships with audiences. The research method used is 
descriptive qualitative with data collection techniques through observation and video 
transcription from seven relevant YouTube sources. The results of the study show that 
directive and assertive speech acts dominate the speech used by creators, especially in 
invitations to like, subscribe, and follow the links provided. Commissive and expressive 
speech acts also play an important role in creating emotional attachment and building 
trust. These findings indicate that linguistic strategies through speech acts are an effective 
tool in digital communication to influence audience behavior and expand the reach of 
content. These findings also expand the application of pragmatic theory in digital media 
and creative content, and contribute to the study of applied linguistics and media literacy. 
However, limited data, subjectivity of interpretation, and the lack of consideration of 
multimodal aspects indicate the need for further research with a broader scope and 
approach. 
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INTRODUCTION 
In the digital era, communication has undergone a significant transformation (Hasan et al., 2023; 
Nesterenko et al., 2023), particularly in how individuals and organizations interact with audiences. One 
notable phenomenon is the growing reliance on subscription-based platforms—such as YouTube, 
Patreon, Substack, and various social media services—where content creators compete for attention 
and loyalty through strategic language use. As competition intensifies, the ability to effectively 
persuade and retain subscribers has become crucial. This shift places greater emphasis on 
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understanding how language is used pragmatically to influence, engage, and build relationships with 
audiences. 

Linguistic strategies serve not only as tools of expression (Farijanti et al., 2024) but also as 
instruments of persuasion (Karim & Saksono, 2023; Sornig, 1989). Speech acts—utterances that 
perform actions—are central to this persuasive function. For instance, when a YouTuber says, "Don't 
forget to subscribe for more content," the utterance is not merely informative; it is performative, aiming to 
elicit a specific action from the audience. This aligns closely with the theory of speech acts proposed 
by Searle (1979), which categorizes utterances into functional acts such as assertives, directives, 
commissives, expressives, and declarations. Each type of speech act serves a particular communicative 
function that can be strategically deployed in subscription-oriented content. 

Despite the prominence of persuasive language in digital media, relatively few studies have 
examined it from a pragmatic standpoint, especially using Searle’s (1979) framework. Most existing 
literature focuses on the structural or psychological aspects of marketing communication (Anagaw, 
2019; Jawad & Noureddine, 2024). Research on persuasive language in digital media has been widely 
conducted with various focus objects of study. Jannah and Hidayat (2020) analyzed the structure of 
advertising language in KRL transportation media, finding that information, persuasive, and image 
functions are at the center of communication strategies. The language used tends to be short and 
simple, with dominant visual elements for the effectiveness of message delivery. Timpal et al. (2022) 
highlighted the role of brand ambassadors in influencing consumer decisions on Tokopedia. Factors 
such as power, attractiveness, and credibility proved to be more significant than visibility, indicating 
that persuasive strategies involve aspects of personality and trust.  

Meanwhile, Widyastuti et al. (2017) reviewed how personal branding is built on social media 
Instagram. Consistency in conveying self-image and honesty in interactions are the main persuasive 
strategies to build audience trust. Fadillah et al. (2025) discussed the use of advertising language in 
home marketing, both in print and digital media. This study emphasizes the importance of persuasive 
techniques in shaping perceptions and driving purchasing decisions, with an emphasis on positive 
imaging through choice of diction. In the context of corporate communication strategy, Prakoso 
(2023) examined the role of public relations in a food and beverage company. Two-way 
communication is the main strategy in building a strong and trusted brand image, indicating that the 
persuasive approach is dialogical. Finally, Angelina et al. (2023) reviewed digital marketing strategies 
in the handmade knitting craft business. The use of social media as a means of promotion reflects the 
adaptation to digital technology and the need for a creative persuasive approach to survive in the midst 
of market competition.  

Research on communication strategies in digital media has grown rapidly, especially in the fields 
of marketing (Rizaldi et al., 2021), social media (Adeola et al., 2020; Cox & McLeod, 2014; Floreddu 
& Cabiddu, 2016), and digital communication (Lacarcel & Huete, 2023). Most previous studies have 
focused on rhetorical approaches, consumer behavioral psychology, or discourse analysis in general. 
However, there are still limitations in the pragmatic approach, especially in the use of Speech Act 
Theory developed by Searle (1979), to analyze linguistic strategies in attracting audience attention and 
engagement.  

In addition, existing pragmatic studies tend to focus on face-to-face interactions (Chang, 2015; 
O’Malley et al., 1996), political speeches (Ayeomoni & Akinkuolere, 2012; Balogun & Murana, 2018), 
or academic contexts (Taguchi, 2018), while the use of pragmatic utterances in digital contexts—such 
as subscription invitations on YouTube—has not been systematically studied. In other words, there 
is a research gap in the application of speech act theory to persuasive communication practices in 
digital media which are informal but very strategic. 

The primary objective of this research is to identify and analyze the types of speech acts used in 
subscription-driven digital content and to examine how these acts contribute to persuasive 
communication. By doing so, this study aims to provide a deeper understanding of linguistic strategies 
in digital media and contribute to both linguistic and media studies, particularly within the realm of 
pragmatics and discourse analysis. Thus, this study seeks to fill that gap by exploring how content 
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creators employ different types of speech acts to attract and retain subscribers. The analysis will 
highlight the pragmatic functions of language in digital marketing and demonstrate how speech acts 
can effectively shape audience behavior. 

The novelty of this research lies in its application of Searle’s (1979) Speech Act Theory within 
a contemporary digital communication context, which has not been widely explored pragmatically. 
Thus, this research not only extends the application of pragmatic theory in a digital context but also 
provides a deeper understanding of how language is used strategically in the world of digital content 
and marketing. Furthermore, by situating traditional pragmatic theory in modern, media-driven 
discourse, this research bridges a gap between classical linguistic frameworks and current digital 
practices, offering fresh insights into the dynamics of language use in online persuasive 
communication. Based on these aims, the research seeks to answer the following questions:  

1. What types of  speech acts are most commonly used by YouTube content creators in 
subscription-oriented content? 

2. How do these speech acts function strategically to attract and retain subscribers? 
 

LITERATURE REVIEW 
Pragmatics 
Pragmatics is generally defined as the ability to use language and other expressive means to convey 
meaning in specific interactional contexts (Bosco et al., 2018). Pragmatics refers to the way language 
is used to convey meaning in relation to its context and application (Pratiwi & Rohmadi, 2021). 
According to Leech and Thomas (2002), pragmatics accounts for the meaning of utterances for their 
users and interpreters. Pragmatics is a complex aspect of language use that encompasses various 
elements, including speech acts, social deixis, and politeness (Liddicoat, 2014). 

 
Speech Act Theory 
Speech acts are verbal actions performed through utterances, encompassing the speaker's intention 
and the effect on the listener. They are fundamental to human communication and play a crucial role 
in conveying meaning beyond literal words (House & Kádár, 2023; Lutzky & Kehoe, 2017). They are 
fundamental to human interaction and require rapid recognition for effective communication 
(Gisladottir et al., 2018). These acts can be categorized based on their illocutionary force (e.g., 
suggesting, requesting) or their interactional significance (e.g., agreeing, refusing) (House & Kádár, 
2023). 

This study is grounded in Searle’s (1979) Speech Act Theory, a fundamental component of 
pragmatics that examines how utterances function as actions within communication. According to 
Searle (1979), language does not merely convey information but performs actions, often with the 
intention of influencing interlocutors. He classifies speech acts into five main categories, each serving 
different communicative purposes, which are especially relevant in the analysis of persuasive language. 

1. Assertives 
Assertive speech acts are those in which the speaker commits to the truth of the expressed 

proposition. These include statements, descriptions, and claims. In persuasive contexts, assertives can 
be used to establish authority or credibility. For example, content creators may use assertives to 
present facts or testimonials that validate their content or expertise. 

2. Directives 
Directives are utterances intended to get the listener to do something. These include commands, 

requests, suggestions, and advice. In persuasive digital communication, directives are commonly used 
to prompt specific audience actions—such as subscribing, clicking, or sharing. 

3. Commissives 
Commissive speech acts commit the speaker to a future course of action. These include 

promises, offers, and guarantees. Persuasive strategies often involve commissives to build trust and 
anticipation. 
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4. Expressives 

Expressives convey the speaker’s psychological state or emotions, such as thanking, 
congratulating, or apologizing. These acts are crucial for establishing rapport and building an 
emotional connection with the audience. 

5. Declarations 
Declarations are utterances that bring about a change in the external world simply by being 

spoken, such as resigning, naming, or announcing. While less common in everyday persuasive content, 
declarations may be used in contexts such as launching a new product or rebranding. 

By applying Searle’s (1979) classification, this research aims to uncover the underlying linguistic 
strategies employed by content creators to attract and retain subscribers, thereby contributing to a 
deeper understanding of persuasive communication in digital media. 
 
METHOD 
Research design 
This study uses a descriptive qualitative approach with a focus on pragmatic analysis of utterances 
used by YouTube creators in an effort to attract attention and increase the number of subscribers. 
The theoretical framework used is the classification of speech acts according to Searle (1979) which 
divides utterances into five categories: assertives, directives, commissives, expressives, and 
declaratives. This method allows for an in-depth understanding of how linguistic strategies function 
pragmatically in real digital communication contexts. 

 
Data source 
The data consist of verbal utterances taken from YouTube videos, particularly from segments where 
content creators directly address their audience with the aim of gaining subscriptions. These segments 
typically include introductory remarks, closing statements, and call-to-action (CTA) utterances such 
as “Don’t forget to subscribe” or “Hit the bell icon.” The channels selected for analysis span diverse 
content categories (e.g., education, entertainment, technology) and have demonstrated substantial 
subscriber growth. 

Data were obtained from seven YouTube videos that were purposively selected based on the 
relevance of the video content to the themes of self-promotion, information delivery, and invitations 
to interact such as subscribing, liking, or sharing. The seven videos came from channels with different 
focuses such as motivation, technology, education, and entertainment, which contain various forms 
of communicative speech. The longer video offers a broader discourse context, capturing more 
complex speech acts such as storytelling and motivational language. In contrast, the shorter videos 
focus on direct and concise CTAs. This variation is methodologically useful, as it reflects different 
persuasive strategies. To maintain balance, the analysis focused on specific segments with clear 
persuasive intent, rather than on video length. Here is a list of data sources: 
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Table 1  
The List of Data Sources 

No Video title Upload time 
Video 

duration 
Video link 

1. Metode Ajaib yang Berhasil 
Mengubah Hidup Banyak 
Orang! - Money Magnet 

Oct 6, 2024 11.13 
https://www.youtube.com/watch?v=h6
YnAIt4YB4  

2. Don't Forget to like, comment, 
share and subscribe to my 
channel 

March 14, 2017 0.10 
https://www.youtube.com/watch?v=Z
W2sa15cb5A  

3. Don't forget to subscribe!! 
Nov 3, 2018 0.19 

https://www.youtube.com/watch?v=C6
JbBc0BLOg  

4. He Was HUMILIATED for 

Not HAVING Robux..                  
March 25, 2025 0.15 

https://www.youtube.com/shorts/4Id9
37cAESU  

5. Transcribe & get captions 
FREE with @Riversidefm's 
new AI Transcription 

May 16, 2023 0.25 
https://www.youtube.com/shorts/EZ8
6-acU_2Q  

6. Why Your YouTube Videos 
Stop Getting Views After 24 
Hours (And How to Fix It) 

April 14, 2025 7.27 
https://www.youtube.com/watch?v=aty
Nos3oWW0  

7. Thank You for Your Support! February 12, 
2019 

0.35 
https://www.youtube.com/watch?v=7A
BGiM5MUmg  

 
Data collection procedure 
The data collection techniques in this study were conducted through several stages. First, the 
researcher watched and listened carefully to the contents of selected YouTube videos to identify 
utterances that contain pragmatic elements. This process focused on detecting speech that involved 
persuasive strategies that align with the categories of speech acts as proposed by Searle (1979). Second, 
important utterances were transcribed, particularly those that reflect invitations, statements of belief 
or fact, expressions of emotion, and commitments made by the speaker. These transcriptions served 
as the primary data for analysis. Third, the data were filtered and selected based on their relevance to 
the research objectives, namely identifying linguistic strategies used to attract YouTube subscribers 
through the lens of Searle’s (1979) speech act theory.  

 
Data analysis 
The data are analyzed using Searle’s (1979) classification of speech acts, which includes: Assertives: 
statements asserting truth or conveying belief; Directives: commands, suggestions, or requests; 
Commissives: promises or commitments; Expressives: emotional or psychological expressions; and 
Declarations: statements that enact change upon being uttered. 

Each persuasive utterance is identified, categorized based on its speech act type, and interpreted 
in terms of its pragmatic function in influencing audience behavior. Patterns of usage are then 
examined to determine which types of speech acts are most commonly and effectively used in 
attracting subscribers. The results of the analysis are presented in the form of numerical distribution 
and qualitative discussion. 

The frequency of each type was calculated, and the percentage distribution was determined 
using the following formula: 

 
 

FINDINGS 
This study aims to identify and classify the speech acts employed by YouTube content creators to 
attract interest and gain subscribers, using Searle’s (1979) framework, which categorizes utterances 
into assertives, directives, commissives, expressives, and declaratives. 
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Based on the classification results of the data collected from the seven videos, the distribution 
of speech acts based on Searle's (1979) theory can be detailed as follows: 
 
Table 2  
The Distribution of Speech Acts in Seven YouTube Videos 

No Type of Speech 
Act 

Number of 
Utterances 

Percentage 
(%) 

1 Assertives 13 26% 
2 Directives 20 40% 
3 Commissives 8 16% 
4 Expressives 9 18% 
5 Declaratives 0 0% 

 Total 50 100% 

 
Data were obtained from seven YouTube videos that had similar communicative purposes, 

namely, inviting viewers to subscribe to their channels. From the results of the analysis of the 
transcripts of the content creators' speech in these videos, it was found that the most dominant 
linguistic strategies used were directive and assertive speech acts. 

 
1. Assertives 

Assertive speech acts are used to convey information, express beliefs, or state facts from the 
speaker’s perspective. In this study, assertives frequently appear in the form of testimonials, factual 
statements, or expressions of personal experience. For example: 

1) “Math is Power for You recently received the Silver Play Button Award for surpassing 100,000 
subscribers.” 

2) “I know my channel would not have reached this milestone without your support.” 
 

Such utterances serve to establish credibility and authority. By presenting achievements and 
factual evidence, creators indirectly persuade viewers to trust them and potentially subscribe to their 
content. 

 
2. Directives 

Directive speech acts are the most dominant category found in the data. These utterances aim 
to get the hearer to do something, such as liking a video, subscribing to a channel, or checking a link. 
They are often delivered either directly or subtly embedded within narratives to avoid sounding too 
forceful. Examples include: 

3) “Don't forget to like, comment, share and subscribe to my channel.” 
4) “Use ChatGPT to generate better tags.” 
5) “Check the link in my bio to get started.” 
 

These expressions are commonly used strategies in content marketing on YouTube, where clear 
calls-to-action are essential for audience engagement. In many cases, speakers insert these directions 
in the context of the story narrative, to sound more natural and not pushy. The use of friendly 
invitation sentences is a form of effective communicative efficiency.  In the context of content 
marketing on YouTube, friendly invitation sentences such as “Don't forget to like, comment, share…,” 
“Check the link in my bio” are forms of directive speech acts delivered in a polite, friendly, and non-
pushy tone. These sentences not only aim to direct the audience’s actions but also to maintain comfort 
and interpersonal relationships. 
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3. Commissives 
Commissive speech acts appear in the form of promises or commitments made by content 

creators to their audiences. These utterances play an important role in building audience loyalty, as 
they show that content creators will continue to provide added value in the future. Examples: 

6) “I’ll be sharing tips I’m learning every day on this channel.” 
7) “I will continue to try to provide useful content.” 
 

This type of speech helps shape audience expectations about the continuity and quality of future 
content, and encourages them to stay tuned to the channel. 

 
4. Expressives 

Expressive speech is used to express the speaker's feelings, attitudes, or emotions. This type is 
used to build emotional closeness between the creator and the audience. The use of expressions of 
gratitude, admiration, enthusiasm, and even frustration is a means to show the personal side of the 
content creator. Examples: 

8) “Guys, that was so much fun!” 
9) “I truly appreciate your support.” 
10) “The stress of editing… coming up with video ideas…” 
 

Expressives serve to humanize the content creator and build rapport with viewers, contributing 
to emotional branding. 

 
5. Declaratives 

No explicit declarative speech acts were found in the analyzed data. This is in line with the 
characteristics of declaratives which are more institutional in nature and often require formal authority 
from the speaker to change social reality (for example, in the context of ceremonies, ratifications, 
appointments). Therefore, the absence of this type in YouTube content is natural, considering the 
more informal and personal context of communication. 

 
DISCUSSION 
The findings of this study reveal the strategic deployment of various types of speech acts by YouTube 
content creators in their efforts to attract and retain subscribers. Using Searle’s (1979) taxonomy of 
speech acts—assertives, directives, commissives, expressives, and declaratives—this research sheds 
light on the nuanced, pragmatic mechanisms embedded in digital persuasive discourse. 

A key observation is the overwhelming use of directive speech acts (40% of total utterances), 
such as imperatives and suggestions like “Don't forget to like, comment, share and subscribe to my channel” or 
“Check the link in my bio to get started.” These utterances are explicitly action-oriented, attempting to 
prompt the viewer into engaging with the channel. The prevalence of this category aligns with the 
core objective of content creators—to motivate audience interaction in the form of likes, 
subscriptions, comments, and shares. In addition, the promotion of personal channels, which is the 
main goal in the context of the YouTube platform, is clearly reflected in the use of directive speech 
acts, especially at the end of the video, such as the statement “Don't forget to subscribe.” This sentence is 
a form of direct invitation that has become a common convention in digital content and is the main 
means to encourage an increase in the number of subscribers. This result is supported by Mukminin's 
(2024) findings. He found that directive speech acts are present as supporting elements of 
communication along with the context behind an utterance. This study provides insight into how 
people interact in everyday life, involving giving orders, requests, or suggestions, and understanding 
their impact on the relationship between speakers and interlocutors. The most dominant form of 
directive speech act in his research is the form of asking questions. The use of questions is chosen for 
various reasons, including the need to seek additional information, provide opportunities for speech 
partners to participate actively, create flexibility in providing responses, and maintain politeness in 
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interactions. The directives outlined in the study by Chen et al. (2023) are designed to capture viewers' 
attention towards specific products or areas, instruct viewers to follow the YouTuber's actions, and 
provide advice based on the YouTuber's personal experiences. 

Closely following directives are assertive speech acts (26%), which serve as the foundation for 
building trust, credibility, and perceived authenticity. Statements like “Math is Power for You recently 
received the Silver Play Button Award for surpassing 100,000 subscribers” or “I know my channel would not have 
reached this milestone without your support.” act as persuasive validations of the creator’s reliability and social 
proof. By presenting achievements and factual evidence, creators indirectly persuade viewers to trust 
them and potentially subscribe to their content. This is in line with what Schmidt and Venturi (2024) 
stated that assertive speech acts are characterized by the speaker's commitment to the truth of the 
proposition expressed. 

Together, these two categories highlight a two-pronged strategy: assertives build ethos 
(credibility), while directives function as calls-to-action (engagement triggers). Thus, the simultaneous 
use of assertive and directive shows that creators are not only trying to convey credible and informative 
messages, but also actively trying to influence audience behavior through clear verbal instructions. 
This dual strategy shows the synergy between image building and behavioral impact. In a pragmatic 
framework, this reflects how the meaning and function of speech in digital media not only play a role 
in the exchange of information, but also as a very strategic rhetorical tool in moving audience opinion 
and action in a planned and measurable manner. 

Overall, the strategic combination of assertive and directive speech acts—coupled with the use 
of commissives and expressives forms a highly effective persuasive communication pattern on digital 
platforms such as YouTube. According to Azimova and Madaminova (2025), expressive speech acts 
are crucial in creating emotional bonds between content creators and their audiences. The integration 
of assertive, expressive, commissive, and directive speech acts with visual strategies and emotional 
cues fosters a persuasive communication setting that feels more engaging and personal. This shows 
that in the era of social media communication, the function of language is no longer merely as a tool 
to convey information, but as a pragmatic instrument to build relationships, create influence, and 
mobilize action. Austin and Searle (in Kabalmay & Susanto, 2025) emphasized that language not only 
functions to convey meaning, but also to perform actions (speech acts), such as ordering, promising, 
or influencing. In this context, language plays an active role in creating social reality. Furthermore, 
Rabiah (2012) emphasized that language is a communication tool to convey thoughts, ideas, concepts, 
and feelings, showing the functional and expressive role of language in social life. This is expanded by 
Macías-Borrego (2025) who states that language can be a weapon to claim power, challenge authority, 
and negotiate an individual's position in a social structure. 

Although less frequently occurring (16%), commissive speech acts play a pivotal role in 
establishing a relational contract between the creator and the audience. Utterances such as “I’ll be 
sharing tips I’m learning every day on this channel” or “I will continue to try to provide useful content.” serve as a 
form of assurance, cultivating a sense of anticipation and loyalty. These acts are not only pragmatic in 
their intent to commit but also psychological, appealing to the viewer’s expectations of consistency 
and value delivery. Building trust and loyalty is realized through commissive speech acts, namely by 
giving promises, commitments, or long-term plans regarding future content. In this way, the creator 
instills positive expectations in the minds of the audience that the channel is worth continuing to 
follow in the long term. This is in line with the concept expressed by Searle (1979) that commissive 
speech acts are a type of illocutionary speech act that binds the speaker to a future action. This speech 
act expresses the speaker's intention to do something, such as making a promise, vow, or threat 
(Geurts, 2019). This speech act creates a commitment between the speaker, the listener, and the 
proposition, which allows for coordination of actions in communication. 

In the realm of subscription-based digital communication, such forward-looking commitments 
are essential. They suggest an ongoing relationship, transforming passive viewers into active 
subscribers who anticipate recurring benefits. This mirrors loyalty-building strategies in traditional 
marketing (Karim & Saksono, 2023), where consistent value is a determinant of customer retention. 
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Expressive speech acts (18%) such as “Guys, that was so much fun!” or “I truly appreciate your support” 
contribute to emotional branding. By humanizing the content creator and forging emotional 
connections, these expressions facilitate audience empathy and rapport. In a saturated digital 
environment where authenticity and relatability often determine success, expressives provide a critical 
interpersonal function. Through expressive speech acts, emotional connections are built, such as 
expressions of gratitude, appreciation, or personal feelings that are openly displayed. Such utterances 
create interpersonal closeness and give the impression that the communication is two-way and 
emotional, not merely transactional. This finding is in line with Chen et al. (2023). They found that 
expressive speech acts were found mainly to show YouTubers' gratitude towards the audience. 

Moreover, such expressions amplify the social-emotional layer of communication, 
complementing the more transactional nature of directives and assertives. They deepen audience 
engagement beyond mechanical responses like subscribing, fostering a community-based ethos. 

In this study, declarative speech acts were entirely absent from the analyzed data. While this 
might initially appear as a gap, it is in fact a reflection of context. Declarations, as defined by Searle 
(1979), require institutional authority and are typically found in formal settings (e.g., announcing a 
winner, naming a building, pronouncing someone married). YouTube, being an informal and often 
personalized platform, rarely offers the conditions under which declarations are pragmatically 
felicitous. 

The results of this study strengthen the relevance of Searle's (1979) speech act theory in the 
context of today's digital communication, especially on the YouTube platform. These findings show 
that although the form of media changes from direct to digital communication, speech functions such 
as assertives, directives, commissives, and expressives can still be recognized and analyzed 
systematically. This study also opens up space for the development of pragmatic theory in video-based 
media and creative content. In addition, this study can be a learning material in the fields of applied 
linguistics, digital communication, and media literacy, especially in understanding how language is used 
to shape perceptions and drive actions in digital space. This is important to equip internet users to be 
more critical of the linguistic strategies used in social media. 
 
CONCLUSION 
Based on the analysis of various utterances in YouTube videos used as data sources, it can be 
concluded that the linguistic strategies used by content creators predominantly utilize various types of 
speech acts according to Speech Act Theory classification, especially directives and assertives. 
Directive speech acts such as invitations to like, comment, subscribe, and follow links have proven to 
be the main strategy to encourage direct audience participation. Meanwhile, assertive speech acts are 
used to build credibility and convey information or opinions that strengthen the message to be 
conveyed. 

In addition, commissives and expressives also contribute to building emotional closeness 
between creators and viewers, by displaying commitment, appreciation, and relevant expressions of 
feelings. These four types of speech acts synergistically form a persuasive, interesting communication 
pattern that influences audience behavior in the context of digital media. 

Thus, it can be concluded that the strategic use of speech acts is not only a communication tool, 
but also an effective means of building connections, increasing engagement, and expanding the reach 
of YouTube channels. This strategy is important to understand in modern pragmatic studies that are 
oriented towards digital communication practices. 

This study has several limitations that need to be considered for further study development. 
First, the number of data sources analyzed is limited to seven videos from a particular YouTube 
channel, so the results of the study cannot be generalized widely to all YouTube content or other 
digital platforms. Second, the interpretation of utterances is subjective and is greatly influenced by the 
context of the video and the researcher's knowledge of the language and culture used in the content. 
Third, this study has not considered visual and non-verbal factors that also play an important role in 
attracting subscribers on the YouTube platform. Therefore, further research is recommended to 
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expand the scope of the data, use a more diverse theoretical approach, and consider multimodal 
elements to obtain more comprehensive and representative results. 
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