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ABSTRACT 
    

This study had two main purposes: to explore the relationships between social 
media motivation, parasocial interaction, and attitudinal and behavioral engagement, 
and to investigate any differences in gender and age group responses in terms of 
parasocial interaction. Survey research was used to study participants’ social media 
motives and behaviors. This study used purposive sampling to gather the data from 
social media users who used social media platforms and followed their favorite media 
figures on one of the social media, which included Facebook, Instagram, YouTube, 
Twitter, and Line. The total number of participants was 744. Overall, the results 
indicated the reasons people use social media the most were as follows: relationship 
maintenance, relaxation, new friendship, to pass time, entertainment, and peer 
influence. In addition, the results showed that those who used social media for 
relationship maintenance, relaxation, to pass time, entertainment, peer influence, and 
parasocial interaction were more likely to have attitudinal engagement with their 
favorite media personalities. Moreover, those who used social media for relaxation, 
entertainment, peer influence, and parasocial interaction were more likely to have 
behavioral engagement with their favorite media personalities. The results also 
indicated that younger groups were more likely to engage in parasocial interaction 
than those who were older. However, there were no gender differences found with 
regard to parasocial interaction.  
    

Keywords:  Social media motivation; parasocial interaction; attitudinal engagement; 
behavioral engagement; demographics 

    

1. INTRODUCTION                                  
 

Social media provides powerful platforms for people to communicate, connect, interact, and build 
relationships with others. It allows users to generate the content, which can promote social connectedness and 
collaboration among social media users, media figures, and organizations. Social media such as social 
networking sites, online communities, and blogs, offer people various activities: communicating and building 
relationships with social community, collecting and publishing works, access to social entertainment, and 
social commerce (Kaplan and Haenlein, 2010; Tuten and Solomon, 2013).   
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Social media usage has been widespread around the world. The evidence shows that there are 
approximately 3.8 billion social media users worldwide with 49% penetration rate (as of January 2020) (We 
Are Social and Hootsuite, 2020). In Thailand, the number of Internet users is increasing gradually; there are 57 
million Internet users with 82.2% penetration rate (as of June, 2019) (Internet World Stats, 2019). 

Indeed, social media offers users a feeling of personal interaction and connection. Through social 
media, people can follow and subscribe to their favorite media characters (e.g., celebrities, actors, bloggers, and 
vloggers) to keep up with their work and lives. Parasocial interaction between media audiences and media 
figures can occur via social media. Parasocial interaction (PSI) refers to an illusionary experience between 
media audiences and media personalities as if they are involved in a reciprocal interaction (Horton and Wohl, 
1956). The study of parasocial interaction and its media effects has been widely investigated in traditional and 
new media contexts (e.g., Gong and Li, 2017; Hwang and Zhang, 2018; Rasmussen, 2018; Rubin and McHugh, 
1987; Rubin and Perse, 1987; Rubin et al., 1985; Rubin and Step, 2000).  

1.1 Rationale for the study 
Past research on parasocial interaction and media effects has extensively investigated traditional 

media contexts. For example, the parasocial interaction (PSI) scale was developed to measure PSI with 
newscasters (Rubin et al., 1985). Moreover, some studies explored the relationships among media motivation, 
PSI, and media effects (Conway and Rubin, 1991; Rubin and Step, 2000), and Loneliness and PSI (Wang et al., 
2008). In recent years, research has explored PSI in newer media contexts. Stever and Lawson (2013) studied 
PSI and how celebrities use twitter to communicate with their fans. Lee and Watkins (2016) explored PSI with 
YouTube vloggers, particularly the influence attractiveness, PSI, brand perceptions and purchase intentions. 
Yuksel and Labrecque (2016) studied PSI in social media platforms and consumers’ cognitive, affective, and 
behavioral effects. Gong and Li (2017) examined the role of PSI and celebrity endorsement effectiveness. 

Indeed, there are growing numbers of social media users, and social media have increasingly played a 
crucial part in people’s lives. Rubin (2016) suggested that media differ in their parasocial potential, which may 
lead to different parasocial relationships. Social media enable more parasocial interaction compared to 
traditional media communication. Social media applications have the ability to invite parasocial interaction 
because they can make audiences more involved with media personalities and contents. Social media users can 
get closer to their favorite media figures through their online interactions more easily and conveniently. The 
interaction between media figures and social media users is evident. The question is whether or not people’s 
media motivation and parasocial interaction affect their social media engagement regarding emotion and 
behavior. 

The empirical evidence on the interrelationships among social media motivation, parasocial 
interaction, and social media effects is currently insufficient to draw firm conclusions. In Thailand, most studies 
have investigated parasocial interaction in the traditional media contexts, and interpersonal communication 
(e.g., Suwannachote and Kaewthep, 2009; Vichitakul and Cheyjunya, 2003). The empirical evidence of the 
relationships among these variables is still missing. The study of the linkage among social media motivation, 
parasocial interaction, and social media engagement is promising. The variable relationships need more 
academic attention to understand the importance of parasocial interaction between media users/audiences 
and media personalities through social media usage. These online interactions could affect users’ attitudes, 
behaviors, and well-being.  

1.2 Purposes of the study 
This study was undertaken with two main purposes. First, it investigated the interrelationships among 

variables including social media motivation, parasocial interaction, and attitudinal and behavioral engagement. 
Second, it sought to investigate any differences in gender and age group in terms of parasocial interaction.  
Based on the uses and gratifications perspective (U&G), the present study was to explore social media 
motivation, usage, and outcomes of using media. According to U&G, people are active and goal-directed in using 
the media. They differ in their media motivation and usage, which will affect their media choices and behaviors 
(Katz et al., 1973). 

This study was aimed to provide a better understanding of the role of social media interactions and 
consequences. The contributions of the study to the academic area involve the extension of a body of 
knowledge for the study of parasocial interaction and its effects in online settings. Past research typically has 
examined parasocial interaction in traditional media settings such as television and radio (Conway and Rubin, 
1991; Rubin and Step, 2000). Specifically, the findings of this study add to the literature of social media, 
parasocial interaction, and its effects. Moreover, this study applied U&G to explain active audience in using 
social media and the consequences. This should help us understand the overall pattern of social media 
motivation, parasocial interaction, and attitudinal and behavioral engagement. 
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In practical terms, the present study provides crucial information for business in many areas, including 
communication and marketing, to comprehend the online interactions between consumers/audiences and media 
figures, personas, and celebrities, and the influence of media figures on the communication and marketing 
outcomes (cognitive, attitudinal, and behavioral outcomes). In addition, the empirical evidence from the study 
might benefit Thai society for a better understanding of the patterns of social media usage and the effects of 
online interactions and relationships. 
 

 

2. USES AND GRATIFICATIONS THEORY 
 

The uses and gratifications theory (U&G) explain how active audiences use media to satisfy their 
needs. People’s needs and motives affect their media usage and outcomes (Katz et al., 1973). The theory 
highlights how and why individuals use media rather than how media affect people (Klapper, 1963). 
Developing from a psychological communication perspective, the main premise of U&G is as follows: First, 
individuals are active and goal-directed in choosing media. Second, they choose the suitable communication 
channels to fulfill their needs. Third, they differ in communication behaviors depending on social and 
psychological factors. These factors affect how media can gratify individuals’ needs. Fourth, media can be 
functional alternatives to other modes of communication. Finally, individuals are typically more powerful than 
media, but not always (Rubin, 2009). 

The uses and gratifications theory is appropriate to explain media motivation and the active role of 
audiences in new media settings. U&G has been widely used to investigate various topics: new media 
uses and effects (Dumrongsiri and Pornsakulvanich, 2010b; Flaherty et al., 1998; Kim and Haridakis, 
2009; Pornsakulvanich et al., 2008; Sun, 2008); motivation for using the Internet (Charney and 
Greenberg, 2002; Pornsakulvanich, 2007; 2010; 2017a); social networking sites (Dumrongsiri and 
Pornsakulvanich, 2010b; Pornsakulvanich and Dumrongsiri, 2013).  

2.1 Social media motivation 
Motivation is one of the crucial keys to understand media orientations and usage. According to uses 

and gratifications, individuals are active in their media selection and consumption (Katz et al., 1973). Moreover, 
Rubin (2009) emphasized that motives represent interrelated personal structures or multifaceted viewing 
orientations. These complex viewing orientations, whether people use the media to fulfill their information 
seeking, or relaxation, would suggest the amount and type of media use, and about media attitudes and 
behaviors. For example, ritualized use is less active in media consumption, and may employ the medium for 
entertainment or relaxation, while instrumental use is more active in media consumption, and may use the 
medium for information searching or more rational purposes.   

In this study, social media motivation refers to the reasons that people use social media to fulfill their 
felt needs. Media motivation has been widely studied in the area of media uses and effects. Scholars have 
explored motivation for using numerous types of new media and social media, such as social networking sites 
(Dumrongsiri and Pornsakulvanich, 2010b; Pornsakulvanich and Dumrongisri, 2013; Ross et al., 2009) and the 
Internet (Kim and Haridakis, 2009; Pornsakulvanich, 2017a). For example, prior research found six Internet 
motives: habitual entertainment, caring for others, control, economical information seeking, excitement, and 
escape (Kim and Haridakis, 2009). Dumrongsiri and Pornsakulvanich (2010b) reported seven motives to use 
social networking sites: new friendship, relationship maintenance, entertainment, self-expression, passing 
time, peer influence, and in trend.  

Media motivation is also linked to media usage and behaviors. Prior studies found an association 
between Internet motives and Internet dependency (Sun, 2008) and Internet addiction (Kim and Haridakis, 
2009). For instance, Sun (2008) indicated that interpersonal utility motive and pass time motive explained 
interaction involvement and media involvement. Kim and Haridakis (2009) found an association between 
Internet motives and Internet addiction. In addition, the social networking site motivation has suggested 
different social networking site use. Pornsakulvanich and Dumrongisri (2008) revealed that people who used 
social networking sites for relaxation were more likely to spend more time using Facebook.  

Through the uses and gratifications lens, the present study explains the role of social media audience 
interaction and activity. Social media are typically interactive, and allow people to be active in choosing favorite 
media contents and platforms to fulfill their needs. However, people use social media to fulfill their felt needs 
differently. U&G underscores people’s needs and motives to communicate, media usage, and consequences of 
people’s behaviors (Rubin, 2009). 
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2.2 Parasocial interaction  
Parasocial interaction (PSI) was initially proposed by Horton and Wohl (1956) to define the 

relationship between media audiences and television and radio personalities. They suggested that media 
personalities encourage an illusionary parasocial relationship with media audiences. PSI is a sense of 
friendship with media characters. Media audiences can feel an affective relationship with the media character 
and feel like they are familiar (Rubin and Perse, 1987). Also, media audiences can feel positive with the media 
personae and think that the personae are natural and down-to-earth (Rubin et al., 1985). 

Researchers have examined PSI for decades. The concept was first introduced in a paper by Horton 
and Wohl (1956). At first, the concept was not widespread, until the advent of the uses and gratifications 
approach in the early 1970s (Giles, 2002). In an initial study, Levy (1979) studied older adults and local 
television news and constructed a scale to measure strength of PSI with local newscasters. Rubin et al. (1985) 
developed the 20-item PSI scale to measure PSI and local television news viewing. In a later study, Rubin and 
Perse (1987) adapted the PSI scale (Rubin et al., 1985) by reducing the scale into a 10-item system to measure 
variables related to television soap operas. The present study adapted the 10-item PSI scale (Rubin and Perse, 
1987) to examine parasocial interaction with media personalities via social media. 

Parasocial interaction is related to the study of personal involvement in media uses and effects. The 
concept underscores the role of media characters in the perceived relationships with media audiences (Rubin, 
2009). Also, PSI emphasizes the link of interpersonal concepts such as attraction to understanding the influence 
of newer media technologies. Media audiences can perceive media personalities as their friends, seeing them 
as attractive, natural, and down-to-earth, and holding similar attitudes and values (Rubin, 2009).   

In this study, parasocial interaction means a media user’s feeling of interpersonal involvement with a 
media personality/figure via social media. Through online interactions, social media users may feel connected 
to one of their favorite media personalities. Importantly, the evidence showed that PSI was associated with 
attitudinal and behavioral outcomes (Men and Tsai, 2013). Accordingly, an audience’s perceived involvement 
with a favorite media personality may affect his/her attitudes and behaviors.  

2.3 Outcomes of social media use 
According to uses and gratifications, outcomes of media use are affected by media motivation and 

media use (Katz et al., 1973). The present study focused on social media engagement as the outcomes of social 
media use. Social media engagement consists of attitudinal and behavioral engagement. Attitudinal 
engagement reflects a feeling that the social media personality affects a person’s views on issues, values, and 
attitudes. Behavioral engagement refers to a feeling that the social media personality affects a  person’s 
behaviors.  

Scholars have suggested that outcomes of media use could be cognitive, affective, and behavioral 
outcomes (Rubin, 2009; Pornsakulvanich, 2017b; Pornsakulvanich et al., 2008). Prior studies indicated that 
media outcomes were associated with media motivation and media use (e.g., Dumrongsiri and 
Pornsakulvanich, 2010a; Kim and Haridakis 2009; Sun, 2008).  

Regarding PSI and its effects, research has indicated the relationships among media motivation, PSI, 
and media effects (Rubin and Step, 2000), and PSI and social media effects (Gong and Li, 2017; Lee and Watkins, 
2016; Men and Tsai, 2013; Rasmussen, 2018; Yuksel and Labrecque, 2016). For example, Lee and Watkins 
(2016) found that PSI affected brand perceptions and brand purchase intention. Hence, in this study, we 
expected that social media users’ engagement may be affected by social media motivation and parasocial 
interaction. 
 

 

3. LITERATURE REVIEW 
 

3.1 Social media motivation, parasocial interaction, and social media engagement 
Previous studies revealed the link between media motives and parasocial interaction (PSI) (e.g., 

Conway and Rubin, 1991; Kim and Rubin, 1997; Rubin and Step, 2000). For example, Conway and Rubin (1991) 
explored PSI and TV viewing motivation and found that PSI was associated with pass time, entertainment, 
information, and relaxation viewing motives. Kim and Rubin (1997) found information, exciting entertainment, 
and social utility motives predicted PSI with soap opera characters. Spinda et al. (2009) indicated that PSI 
among NASCAR fans was positively related to involvement, affinity, and intentionality. Fans with high PSI 
offered more personal support for their favorite driver’s corporate sponsor. Sun (2008) found that 
interpersonal utility motive was negatively associated with interaction involvement, but positively related to 
cognitive media involvement. 

Some studies have indicated relationships between media motives, parasocial interaction, and media 
effects (e.g., Baek et al., 2014; Rubin and Step, 2000). For instance, Rubin and Step (2000) found that 
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information and pass time motives, task attraction, and PSI positively predicted radio listeners’ attitudes and 
views on societal issues, while information and pass time motives and PSI positively predicted behavioral 
effects (e.g., following a media figure’s advice). 

Recent research has investigated PSI in online settings. Ko et al. (2015) revealed social networking site 
usage was related to parasocial relationships. Some studies found relationships between PSI and its 
antecedents. For example, Liu et al. (2019) indicated that entertainment motivation, relationship building 
motivation, and time spent on vlogs were positively related to PSI. 

Numerous studies found associations between PSI and social media effects (e.g., Lee and Watkins, 
2016; Yuksel and Labrecque, 2016). Yuksel and Labrecque (2016) used observational netnographic data on 
the twitter account and in-depth interviews. They found that PSI was related to consumer’s cognition, affection, 
and behavior. Moreover, Lee and Watkins (2016) investigated the influence of video vlogs and PSI on 
perceptions and purchase intentions. They revealed that PSI with vloggers could enhance positive luxury brand 
perceptions and purchase intentions.  

Along the same line, Djafarova and Rushworth (2017) examined the influence of social media figures 
(e.g., celebrities, YouTubers, and bloggers) via Instagram on behavioral outcomes. They found that social media 
figures positively predicted the purchase behaviors of young female users. Also, parasocial relationships 
positively predicted followers' purchase and eWOM (word of mouth) intentions (Hwang and Zhang, 2018). 
Moreover, Lookadoo and Wong (2019) found that media figure relationships positively predicted both 
attitudes and intentions to purchase products.  

Another study investigated the associations among media characters, PSI, and brand attitudes and 
found positive associations among positively represented characters, PSI, and brand (Knoll et al., 2015). Baek 
et al. (2014) investigated how attachment style and SNS motives affected consequences of SNS use. They found 
the relationships between attachment styles, SNS motives, and consequences of using SNS including PSI and 
satisfaction. Ding and Qiu (2017) also indicated that the intensity of users’ celebrity-following activities on 
microblogging platforms positively predicted the effectiveness of celebrity endorsement. Finally, past research 
revealed that PSI positively predicted community satisfaction, which were attitudinal responses toward online 
travel community experiences (Choi et al., 2019) 

In sum, the literature review suggests relationships between PSI and its antecedents and PSI and its 
consequences. However, the empirical evidence on the associations among social media motivation, PSI, and 
social media effects was inadequate. Thus, the present study sought to find out more about the 
interrelationships among these variables. 

3.2 Demographics and parasocial interaction 
People shape their own media experiences (Rubin and Perse, 1987). Those in different age groups and 

gender may use social media to fulfill their needs of social interaction differently. Some may prefer using social 
media for communication and interaction. Rubin and Perse (1987) suggested that parasocial relationship 
might be functional alternatives to interpersonal communication. Thus, the demographic variables are crucial 
for the study of parasocial interaction, and media uses and effects.  

There is insufficient empirical evidence on the impact of demographic factors and PSI in online 
settings. Past research revealed that older adults engaged in PSI with their local television newscasters (Levy, 
1979). Another study examined older adults’ (60 years and older) TV home shopping and found a positive 
effect of PSI and perceived convenience on satisfaction with TV shopping (Lim and Kim, 2011). 

Some studies have indicated associations between demographic factors and PSI. For instance, Wang 
et al. (2008) examined gender, types of loneliness, and PSI with TV characters. They found that women would 
increase their PSI when family loneliness increased. In contrast, men would enhance their PSI when chronic 
loneliness increased. Another study (Gleason et al., 2017) examined early adolescents and their parasocial 
interaction with media personalities. They found gender differences in relationship types selected by 
adolescents. Boys were more likely to experience PSI with media figures who were athletes than girls. Girls 
were more likely to experience PSI with those who were celebrities than boys. In addition, Spinda et al. (2009) 
indicated that female NASCAR fans would exhibit higher overall PSI than male fans. Female fans were more 
parasocially attached than male fans. Also, Bond (2016) examined adolescents’ social interactions with their 
preferred media personalities on Twitter and found that females had stronger parasocial relationships than 
male adolescents. 

Based on literature review, we posed hypotheses and research questions to explore the associations 
among media motivation, parasocial interaction, attitudinal and behavioral engagement, and demographic 
factors and parasocial interaction. 

 
H1a: Social media motivation and parasocial interaction predict attitudinal engagement. 
H1b: Social media motivation and parasocial interaction predict behavioral engagement. 
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RQ1: Are there differences between genders in terms of parasocial interaction? 
RQ2: Are there differences in age groups in terms of parasocial interaction? 

 

 

4. METHODS OF THE STUDY 
 

The current study used a cross-sectional design to study the predictive relationships among social 
media motivation, parasocial interaction, and attitudinal and behavioral engagement. We used survey research 
to obtain data to test variable relationships and used purposive sampling to acquire the data from participants 
who were social media users and had experienced parasocial interaction with a media personality via one of 
several types of social media (i.e., Facebook, Instagram, YouTube, Twitter, or Line) during the past three 
months. 

4.1 Sample size   
The sample size was estimated based on Zikmund (2003)’s table of sample size calculation. According 

to Internet World Stats (2019), there were 57 million Internet users in Thailand (as of June 30, 2019). At a 95% 
confidence level, and a 5% error, the sample size is projected at 322 when the population size is 500,000 to 
higher. The total number of participants in this study was 744. 

4.2 Data collection 
We collected the data by using both paper-based and online questionnaires. For the paper-based data 

collection, we approached participants in areas such as university campuses, offices, tutoring schools, and 
malls. For the online data collection, an online questionnaire was constructed via Google forms and distributed 
through E-mail and various social media applications including Line, Twitter, and Facebook. The data from both 
paper-based and online questionnaires were then combined and checked for the consistency and completeness 
of the responses. For the incomplete data, it was eliminated. 

For human subject protection, this study was approved by the Human Research Ethics Committee 
(Social Science and Humanities) for conducting human research. If participants were willing to participate, 
then we informed them about the purposes of the study, duration of time spent on questionnaire, their 
voluntary participation, and contact information of researchers. We also informed participants that their 
participation was confidential and their responses were used only for educational purposes. 

The questionnaire consisted of five main sections: social media motivation, parasocial interaction, 
attitudinal engagement, behavioral engagement, and demographic and social media usage information. The 
items in an English version were translated into a Thai version and then back translated from Thai to English 
by a person fluent in both Thai and English to ensure the correct meaning and understanding of each item. 

4.3 Measurement 

4.3.1 Social media motivation 
Social media motives refer to the reasons why individuals use social media. A measurement derived 

from Dumrongsiri and Pornsakulvanich (2010b) and Pornsakulvanich and Dumrongsiri (2013), a social 
networking site motive scale, was employed to measure the extent to which a person rated his/her own 
reasons for using social networking sites. In this study, we adapted the scale to measure a person’s own reasons 
for using social media. The questionnaire contained 25 items with a 5- point Likert scale. An example of the 
items: I use social media... ‘‘because I have free time”, “to meet new people”, and “to make me relaxed”. The 
reliability of the scale from the prior study ranged from .93 to .73 (Pornsakulvanich and Dumrongsiri, 2013).  

In this study, the scale reliability of each motive was: peer influence (Cronbach α = .90), relationship 
maintenance (Cronbach α = .87), relaxation (Cronbach α = .86), pass time (Cronbach α = .86), entertainment 
(Cronbach α = .82), new friendship (Cronbach α = .91) (see Table 2). 

4.3.2 Parasocial interaction 
Parasocial Interaction was operationalized as a sense of interpersonal involvement with a social media 

personality. The scale measuring parasocial interaction was derived from Rubin and Perse (1987), which was 
the shortened version of the original 20-item scale (Rubin et al., 1985). The scale was adapted to record a social 
media user’s interaction with media personalities. It consisted of the 10 items rated on a 5-point Likert scale 
(e.g., “my favorite social media character makes me feel comfortable, as if I am with a friend”, “I miss seeing my 
favorite social media character when he or she is ill or on vacation”). The scale reliability from past research  
was Cronbach α = .90 (Conway and Rubin, 1991). In this study, the scale was reliable with Cronbach α = .91. 
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4.3.3 Attitudinal and behavioral engagement 
Attitudinal engagement reflected a feeling that the social media personality affected a person’s views 

on issues, values, and attitudes. Behavioral engagement reflected a feeling that the social media personality 
influenced a person’s behavior. We adapted the scales from Rubin and Step’s (2000) attitudinal and behavioral 
effect scales to measure social media audience engagement. The questionnaire for attitudinal engagement 
contained 10 items with a 5-point Likert scale. Behavioral engagement was recorded by also employing 10 
items with a 5-point Likert scale. Past research showed that both scales were reliable, both attitudinal effects 
(Cronbach α = .92) and behavioral effects (Cronbach α = .90) (Rubin and Step, 2000). The reliability of the 
scales in this study was attitudinal engagement (Cronbach α = .93), and behavioral engagement (Cronbach α = 
.93). 

4.3.4 Demographic and social media usage information 
The questionnaire contained demographic questions: age, gender, income, education, and occupation. 

Additionally, general information regarding the amount of social media usage, the favorite social media 
platform and related social media figures was collected.   

4.4 Data analysis 
A descriptive test and scale reliability were tested for all measures. For Hypothesis 1a and 1b, a 

hierarchical regression analysis was conducted separately to test the predictive relationships of social media 
motivation, parasocial interaction, and attitudinal and behavioral engagement. Research Question 1 used an 
independent-sample t test to measure differences between genders in regard to parasocial interaction. 
Research Question 2 used an Analysis of Variance to test differences among three age groups in terms of 
parasocial interaction. 
 

 

5. RESULTS 
 

Overall, the data in the study received acceptable reliability levels, being more than 0.80 (Cronbach α 
level). In addition, a descriptive test was conducted to determine demographics and social media usage data. 

5.1 Demographic and general data 
The total number of participants in this study was 744; 23.5% were male, and 76.5% were female. 

Participants were ranged in age between 18-32 (41.9%), 33-45 (42.6%), and above 45 (15.5%). A majority of 
the participants received a monthly income of less than 30,000 Thai Baht (71.9%), and had earned a Bachelor 
degree (52.7%). A majority of them worked in public companies (28.2%) and private companies (24.1%).  

5.2 Social media usage 
Participants identified social media they had used the most to follow their favorite figures. They 

reported that they used Facebook (50.8%) the most, followed by Instagram (23%), YouTube (12.6%), Twitter 
(10.2%), and Line (2%). Table 1 shows the amount of time participants spent in following their favorite figures; 
average minutes daily on social media platforms were: Facebook 158 minutes, YouTube 116 minutes, Line 95 
minutes, Instagram 70 minutes, and Twitter 50 minutes. 

Table 1: Summary of the Average Social Media Usage 

Social Media 
Amount of Use 

(Average Minutes/Day) 

Facebook 158 

YouTube 116 

Line 95 

Instagram 70 

Twitter 50 

Note: The numbers showing the amount of use indicate concurrent use of social media daily to follow favorite media figures 

5.3 Social media motives structure 
The factor analysis, with a principal component analysis on a varimax rotation, was computed for 

social media motive items. The factor was interpreted whether to be retained using (1) the .50/.30 criterion 
and (2) an eigenvalue above 1.0. Overall, the findings showed six factors, accounted for 69.48% of the total 
variance with 20 items retained (see Table 2). Five items were not loaded on any factors and so were 
eliminated. 
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Table 2: Factor Loading for Social Media Motives 

Scale Items Factor Loading 

  1   2    3  4   5   6 

Factor 1 Peer Influence       
Because my friends want me to use it. .86 .03 -.03 .12 .15 .08 
Because my friends invited me. .85 .05 -.00 .13 .19 .12 
Because I follow my friends. .81 -.01 -.05 .13 .19 .08 
Because my friends have it. .80 .13 .06 .15 .12 -.01 

Factor 2 Relationship Maintenance        
To communicate with friends. .02 .84 .26 .04 .05 -.00 
To keep in touch with close friends. .02 .84 .17 .14 .10 .04 
To chat with my friends anytime. .04 .83 .12 .11 .09 .08 
To contact old friends. .08 .69 .10 .03 .11 .25 

Factor 3 Relaxation        
To have fun. .00 .26 .78 .15 .19 .03 
To make me relax. -.01 .20 .71 .14 .28 -.03 
To look for interesting things. -.05 .31 .71 .10 .06 .14 

Factor 4 Pass time        
Because I have nothing to do. .15 .03 .07 .87 .13 .01 

Because I have free time. .14 .12 .11 .83 .10 -.04 
Because I am bored. .16 .10 .17 .77 .13 .03 

Factor 5 Entertainment       
To write my story. .22 .08 .09 .15 .78 .11 
To comment others. .25 .04 .06 .06 .76 .24 
To see others’ pictures and comments. .11 .11 .29 .09 .71 -.03 
To post my pictures.    .15 .23 .11 .18 .65 .22 

Factor 6 New Friendship        
To meet new people. .12 .17 .15 .06 .20 .86 
To find new friends. .13 .24 .08 .10 .20 .84 
Mean 2.68 4.15 4.14 3.18 3.00 3.23 
SD 0.96 0.76 0.71 1.02 0.88 1.06 
Cronbach α 0.91 0.84 0.87 0.86 0.82 0.92 

Notes: N = 744. The Kaiser–Meyer–Olkin (KMO) coefficient was .88. The Bartlett’s test of sphericity coefficient was significant (.000). Means 
were calculated from a 5-point Likert scale. 

 
Motives 1: Peer Influence (31.68% of the total variance, eigenvalue = 7.92). The first factor indicated 

that participants used social media to follow friends and because their friends had it (Cronbach α = .91). 
Motive 2: Relationship maintenance (13.37% of the total variance, eigenvalue = 3.34). The second 

factor indicated that the reason for using social media was to communicate with friends and to keep in touch 
with old friends (Cronbach α = .87). 

Motive 3: Relaxation (7.77% of the total variance, eigenvalue = 1.94). The third factor indicated 
participants using social media to relax and to have fun (Cronbach α = .84). 

Motive 4: Pass time (6.40% of the total variance, eigenvalue = 1.60). The fourth factor indicated that 
participants used social media because they had free time and they had nothing to do (Cronbach α = .86). 

Motive 5: Entertainment (5.42% of the total variance, eigenvalue = 1.36). The fifth factor indicated that 
social media were used to post pictures and to comment others (Cronbach α = .82). 

Motive 6: New friendship (4.83% of the total variance, eigenvalue = 1.21). The last factor indicated the 
reason for using social media was to find new friends and to meet new people (Cronbach α = .92).  

People were motivated to use social media because of six reasons: relationship maintenance, 
relaxation, new friendship, pass time, entertainment, and peer influence. 

The Variance Inflation Factor (VIF) was tested to see whether there was multicollinearity in the 
regression model before testing Hypothesis 1a and 1b. The VIF value was acceptable when it was no more than 
10 (Hair et al., 1995). In this study, the maximum VIF value of 1.58 suggested no multicollinearity among the 
independent variables in the model. Moreover, the correlation matrix of variables was computed (see Table 3). 

Hypothesis 1a posited that social media motivation and parasocial interaction would predict 
attitudinal engagement. A hierarchical regression analysis was performed. The final regression equation 
revealed that all variables were accounted for with 37.9% of the variance in the attitudinal engagement. The 
major predictors were five social media motives: Peer influence (β = .19, p < .001), relationship maintenance 
(β = -.08, p < .05), relaxation (β = .08, p < .05), pass time (β = .87, p < .05), and entertainment (β = .15, p < .05), 
and parasocial interaction (β = .41, p < .001) (see Table 4). The results showed that people who used social 
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media for relationship maintenance, relaxation, pass time, entertainment, and peer influence, and parasocial 
interaction were more likely to have attitudinal engagement with their favorite media personalities. 

Hypothesis 1b posed that social media motivation and parasocial interaction would predict behavioral 
engagement. After entering all variables, the final regression accounted for 34.2% of the variance in the 
behavioral engagement. The main contributors were three social media motives: Peer influence (β = .19, p < 
.001), relaxation (β = .10, p < .01), entertainment (β = .14, p < .001), and parasocial interaction (β = .39, p < .001) 
(see Table 4). The results showed that people who used social media for relaxation, entertainment, and peer 
influence, and to engage in parasocial interaction, were more likely to have behavioral engagement with their 
favorite media personalities. 

Table 3: Correlation Matrix of Variables 

 1 2 3 4 5 6 7 8 9 

1. Peer Influence  -         

2. Relationship 
Maintenance 

.14*** -        

3. Relaxation .14** .49*** -       

4. Passing Time  .34*** .23*** .31*** -      

5. Entertainment .41*** .32*** .38*** .35*** -     

6. New Friendship .27*** .38*** .30*** .19*** .42*** -    

7. Parasocial 
Relationship 

.20*** .21*** .34*** .22*** .27*** .21*** -   

8. Attitudinal 
Engagement 

.36*** .16*** .29*** .29*** .38*** .23*** .52*** -  

9. Behavioral 
Engagement 

.34*** .15*** .29*** .27*** .37*** .22*** .50*** .83*** - 

Mean 2.68 4.15 4.14 3.18 3.00 3.23 3.65 3.14 3.14 

SD 0.97 0.76 0.71 1.020 .88 1.06 0.71 0.74 0.76 

Note: N = 744. ***p < .001, **p < .01.  

Table 4: Summary of Separate Hierarchical Regression Analysis for Social Media Motives and Parasocial Interaction 
Predicting Attitudinal and Behavioral Engagement 

Predictors   Attitudinal Engagement 
                      β 

Behavioral Engagement 
                             β 

Step 1                                       R² = .24***                           R² = .22*** 

 Peer influence  
Relationship Maintenance 
Relaxation 
Pass Time  
Entertainment 
New Friendship 

.23** 
-.07** 
.19*** 
.10** 
.18*** 
.05 

.23*** 
-.05 
.20*** 
.08 
.18*** 
.03 

Step 2                                                                ΔR² = .37**                                                ΔR² = .34***   
 Peer influence .19*** .19*** 
 Relationship Maintenance -.08* -.06 
 Relaxation  

Pass Time  
Entertainment  
New Friendship  
Parasocial Interaction 

.08* 

.08* 

.15*** 

.15 

.41*** 

.10** 

.05 

.14*** 

.01 

.39*** 

Note: *p < 0.05. **p < 0.01. ***p < 0.001. β is Standardized Coefficients. The Table shows standardized coefficients of the final regression. 
For attitudinal engagement, Final R = .61, R² = .37, ΔR² = .37, F(7, 736) = 64.27,  p <.001. For behavioral engagement, Final R = .59, R² = 
.34, ΔR² = .34, F(7, 736) = 56.17, p <.001. 

 For Research Question 1, an independent-sample t test was performed to test whether there were 
differences between genders in terms of parasocial interaction. The results showed no significant differences 
between males and females in parasocial interaction, t(742) = -4.12 , p > .05. Thus, males and females did not 
differ in parasocial interaction. 
 For Research Question 2, an Analysis of Variance showed there were differences in age groups in terms 
of parasocial interaction, F(2, 741) = 6.29, p < .01. Moreover, a post hoc test indicated the mean score 
differences were significant in age groups, 18-32, 33-45, and more than 45. The mean score for (Group 1) 18-
32 (M = 3.75, SD = 0.72) was significantly different from group (Group 2) 33-45 (M = 3.60, SD = 0.70), and 
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(Group 3), more than 45 (M = 3.50, SD = 0.65). The results indicated that those who were younger (18-32) 
tended to engage in parasocial interaction more than those who were in the older groups (33-45 and more 
than 45). There were no significant differences between Group 2 and Group 3 (see Table 5).   

Table 5: Summary of Analysis of Variance for Age and Parasocial Interaction 

Age Groups Mean  SD 

(Group 1) 18-32 3.75* 0.72 

(Group 2) 33-45 3.60* 0.70 

(Group 3) 46+ 3.50** 0.65 

Note: **p < .01, *p < .05.   

 

 

6. DISCUSSION AND CONCLUSION 
 

This study had two main purposes. First, it sought to examine the relationships between social media 
motivation, parasocial interaction, attitudinal and behavioral engagement. Second, it investigated the 
differences in gender and age groups in regard to parasocial interaction. In general, the findings indicated that 
those who used social media for relationship maintenance, relaxation, to pass time, entertainment, peer 
influence, and parasocial interaction were more likely to have attitudinal engagement with their favorite media 
personalities. Those who used social media for relaxation, entertainment, peer influence, and parasocial 
interaction were more likely to have behavioral engagement with their favorite media personalities. In 
addition, the findings showed that there were significant differences in age groups in terms of parasocial 
interaction as a response to platform content. Younger people were more likely to engage in parasocial 
interaction than those who were older. However, there were no significant gender differences related to 
parasocial interaction. 

We expected that social media motivation and parasocial interaction would affect attitudinal and 
behavioral engagement. Attitudinal engagement reflected a feeling that social media personalities influenced a 
person’s views on issues, values, and attitudes. Behavioral engagement reflected a feeling that social media 
personalities influenced a person’s behavior. The results confirmed that attitudinal engagement and behavioral 
engagement were affected by social media motivation and PSI. These findings were consistent with past 
research on talk radio listening (Rubin and Step, 2000). They found that PSI and media motivation such as 
activity to pass time predicted attitudinal and behavioral responses on societal concerns. Regarding PSI and its 
consequences, this study was consistent with the studies of Lee and Watkins (2016) and Yuksel and Labrecque 
(2016) suggesting PSI influenced consumers’ attitudes and behaviors. Through social media platforms, PSI 
could change emotion and mood as well as online and offline actions.  

The demonstrated predictive relationships among social media motivation, PSI, and engagement 
corroborate the uses and gratifications premise and extend the knowledge in social media uses and effects and 
interpersonal communication. The evidence from past research on media uses and effects confirmed the 
associations between media motives and PSI (Conway and Rubin, 1991; Kim and Rubin, 1997) and attitudinal 
and behavioral effects (Rubin and Step, 2000) of traditional media settings, whereas the present study 
confirmed these associations in the social media settings.  

Moreover, the results indicated that some social media motives including relaxation, entertainment, 
and peer influence were more likely than other motives to predict parasocial interaction and engagement. In 
this study, we found that media users tended to use social media to satisfy social and ritualistic needs such as 
relaxation, entertainment, and peer influence, and these needs were related to parasocial interaction. 

For parasocial interaction, this study suggests that media users would select social media to interact 
and communicate with their favorite media personalities. They would use social media for certain reasons to 
gratify their felt needs. It is reasonable to assume that they find social media a functional alternative to 
interpersonal interaction. The present study supported the uses and gratifications premise that media can 
provide functional alternatives to other channels of communication (Katz et al., 1973; Rubin, 2009). As 
Rosengren and Windahl (1972) suggested, parasocial interaction may be a source of alternative 
companionship as a result of some deficiencies in real life and media dependency. It seems that media users 
were able to get closer to their favorite media personalities more easily and conveniently via social media 
platforms. They could follow, subscribe, and be friends with their favorite media figures to fulfill their felt needs 
such as to pass time and be entertained. The interaction between media users and media figures could occur 
anytime and anywhere through online platforms.  

This study implies that social media could facilitate the interaction process between social media users 
and media personalities. This raises an important question whether or not parasocial interaction could make 
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media users more dependent on social media and even be addicted to social media. But for certain, the present 
study demonstrated that parasocial interaction would lead media users to engage more with their favorite 
media figures’ activities, lifestyles, and opinions; as a result, these affected their attitudes on certain issues, and 
subsequent behaviors.  

Another finding from the study illustrated that age could explain social media use for parasocial 
interaction. Younger groups tended to engage in parasocial interaction more than those who were older. This 
is not surprising, given the use of social media among young generations to follow their favorite media figures 
such as boy bands, girl groups, singers, actors, and actresses is phenomenal in Thailand. The number of social 
media users has been increasing among younger generations, especially the use of Twitter and Instagram to 
follow and keep updated with their favorite media figures (We Are Social and Hootsuite, 2018).  

This study confirmed a notion of PSI and demonstrated that young generations preferred using social 
media for PSI with their favorite media figures. It seems that they feel familiar with these media figures, 
regarding their relationship with them as similar to that with social friends, and they would like to meet these 
media figures in person if they had a chance. It is reasonable to assume that, with the characteristics of social 
media, the interaction between media users and media figures could transform parasocial interaction into 
parasocial relationships and even interpersonal relationships. Moreover, it is possible to make advances in the 
understanding of a notion of PSI whether or not a one-sided interpersonal interaction of media users and media 
personalities could turn into an interactive interaction via social media platforms.  

All in all, the novelty of the results of the present study suggests that the uses and gratifications 
perspective appeared to be applicable to explain the role of an active audience in using social media and its 
consequences. The results highlighted that participant social media users were active in selecting social media 
to fulfill their felt needs such as maintaining relationships, finding new friends, for relaxation, to pass time, 
entertainment, and peer influence. Moreover, social media users have used social media to interact with media 
personalities (e.g., actors/actresses, YouTubers, and politicians). Social media users felt that a media 
personality is a natural, down-to-earth person and would like to meet him/her in person. From the results, we 
also learned that parasocial interaction was a crucial variable to explain social media consequences, in this 
study, social media users’ attitudes and behaviors. 

Prior studies revealed that PSI was associated with media motivation and media outcomes including 
cognitive, affective, and behavioral (e.g., Baek et al., 2014; Djafarova and Rushworth, 2017; Lee and Watkins, 
2016; Rubin and Step, 2000; Yuksel and Labrecque, 2016). Nevertheless, we have known little about PSI and 
social media engagement regarding attitudinal and behavioral engagement and the interrelationships among 
a host of variables in social media contexts. The present study helps us understand the role of active audience 
and interpersonal interaction in new media contexts and the overall pattern of a social media user’s motivation, 
parasocial interaction, and attitudinal and behavioral engagement. 

In addition, the novelty of the results would be beneficial for business people in communication and 
marketing areas to understand PSI between social media users and media figures and celebrities. From the 
findings, these media figures influenced the way social media users think, feel, and act. Thus, communication 
and marketing practitioners may take into consideration the influence of media figures on consumer 
engagement and the importance of online interaction between media figures, celebrities, and Youtubers and 
consumers.  
 

 

7. LIMITATIONS AND FUTURE DIRECTIONS 
 

This study contained some limitations to be pinpointed. First, the PSI scale used in this study came 
from a well-established procedure that has been used mostly to measure PSI in traditional media contexts such 
as talk radio, television soap opera, and television news viewing. We adapted the PSI scale to measure 
parasocial interaction via social media contexts. Even though the reliability of the PSI scale in this study showed 
a good internal consistency (Cronbach α = .91), the PSI scale may not reflect different types of interactions 
between media users and media figures in the online contexts. Future research should take into consideration 
parasocial interaction between media users and media figures, which may involve various types of social media 
interactions such as interactions through viewing, texting, following, and sharing. This may help us to 
understand more about types of interaction via social media platforms and parasocial interaction. 

Second, a majority of the participants in this study consisted of females (76.5%), with fewer male 
respondents (23.5%). The percentage of genders was somewhat disproportionate. One of the main reasons 
was that many potential male participants did not pass a screening question asking whether or not they had 
used social media to follow their favorite media figures (e.g., actors, actresses, singers, athletes, politicians, or 
YouTubers) in the past months. In fact, the evidence also showed that males (65%) generally were less likely 
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to use social media than were females (78%) (Pew Research Center, 2021). This study suggested that males 
also were less likely to use social media to follow their favorite media personalities. Future research should be 
well-designed and particularly take into consideration social media usage, activities, and behaviors that may 
be different between genders. 

Third, this study did not examine parasocial interaction on a specific type of social media use (e.g., 
YouTube and Twitter) and a type of media figures (e.g., YouTubers, actors/actresses, and athletes). It examined 
the interaction between media users and media figures via social media in general. The results would be 
preliminary evidence to understand various types of social media to follow favorite media figures. However, 
Giles (2002) suggested that parasocial interaction might be different with different types of media figures. It is 
plausible that media motives and media effects of parasocial interaction might be different on YouTube than 
Twitter. Future study should focus on a certain type of social medium and/or a type of media figure to 
comprehend social media motives, uses, and effects on each social media platform.  

Fourth, the present study identified the associations among parasocial interaction, media motivation, 
attitudinal engagement, and behavioral engagement in social media platforms. The findings extend our 
knowledge of the study of parasocial interaction and its consequences. However, more variables may be related 
to parasocial interaction. As Rubin (2016) pointed out, parasocial interaction has been found to be positively 
associated with a host of variables, including media affinity, attraction, perceived realism, and interpersonal 
involvement. It should be meaningful to test these variables in online platforms to understand the predictive 
interrelationships among a host of variables. 

Finally, the study found differences between age groups in terms of parasocial interaction, which 
would enhance the body of knowledge of the influence of demographic factors on parasocial interaction. 
However, as Rosengren and Windahl (1972) pointed out, parasocial interaction may be a source of alternative 
companionship as a result of some deficiencies in real life. Hence, another avenue for future study would be to 
explore groups of people who have restricted opportunities for interpersonal interaction and communication, 
such as older adults and people with disabilities. Parasocial interaction via online settings might help these 
groups of people gratifying their deficiency regarding interpersonal communication, interaction, and 
relationships.  
 

 

ACKNOWLEDGEMENT 
 

This research project was funded by the Faculty of Journalism and Mass Communication, Thammasat 
University. 
 

 

REFERENCES 
 

Baek, Y. M., Cho, Y. and Kim, H. (2014). Attachment style and its influence on the activities, motives, and 
consequences of SNS use. Journal of Broadcasting and Electronic Media 58(4): 522-541. [Online URL:  
https://doi.org/10.1080/08838151.2014.966362] accessed on November 2, 2018.   

Bond, B. J. (2016). Following your “Friend”: Social media and the strength of adolescents' parasocial 
relationships with media personae. Cyberpsychology, Behavior, and Social Networking 19(11): 656-660. 
[Online URL: http://doi.org/10.1089/cyber.2016.0355] accessed on December 1, 2019. 

Charney, T. and Greenberg, B. S. (2002). Uses and gratifications of the Internet. In Communication, Technology 
and Society: New Media Adoption and Uses, edited by C. A. Lin and D. J. Atkin, pp. 379-407. New York: 
Hampton Press. 

Choi, S., Kim, I., Cha, K., Suh, Y. and Kim, K. (2019). Travelers’ parasocial interactions in online travel 
communities. Journal of Travel & Tourism Marketing 36(8): 888-904. [Online URL: https://doi.org/ 
10.1080/10548408.2019.1657053] accessed on December 20, 2019.  

Conway, J. C. and Rubin, A. M. (1991). Psychological predictors of television viewing motivation. Communication 
Research 18(4): 443-463.  

Ding, Y. and Qiu, L. (2017). The impact of celebrity-following activities on endorsement effectiveness on 
microblogging platforms: a parasocial interaction perspective. Nankai Business Review International 8(2): 
158-173. [Online URL: https://doi.org/10.1108/NBRI-11-2016-0043] accessed on September 8, 2018. 

Djafarova, E. and Rushworth, C. (2017). Exploring the credibility of online celebrities' Instagram profiles in 
influencing the purchase decisions of young female users. Computers in Human Behavior 68: 1-7.  [Online 
URL: http://dx.doi.org/10.1016/j.chb.2016.11.009] accessed on September 8, 2018. 



The influence of social media motivation and parasocial interaction on attitudinal and behavioral engagement among social media users 

 
450 

Dumrongsiri, N. and Pornsakulvanich, V. (2010a). Internet use for social support among people living with 
HIV/AIDS: how did individual differences predict support frequency and satisfaction? Journal of 
Communication Arts 28(3): 57-76. 

Dumrongsiri, N. and Pornsakulvanich, V. (2010b). Social networking sites in Thailand: motives and predictors 
of university students' behaviours. International Journal of Innovation and Learning 8(4): 427-444. 

Flaherty, L. M., Pearce, K. J. and Rubin, R. B. (1998). Internet and face-to-face communication: not functional 
alternatives. Communication Quarterly 46(3): 250-268. 

Giles, D. C. (2002). Parasocial interaction: a review of the literature and a model for future research. Media 
Psychology 4(3): 279-305.  

Gleason, T. R., Theran, S. A. and Newberg, E. M. (2017). Parasocial interactions and relationships in early 
adolescence. Frontiers in Psychology 8: 255. 

Gong, W. and Li, X. (2017). Engaging fans on microblog: the synthetic influence of parasocial interaction and 
source characteristics on celebrity endorsement. Psychology & Marketing 34(7): 720-732. 

Hair, J. F., Jr., Anderson, R. E., Tatham, R. L. and Black, W. C. (1995). Multivariate Data Analysis. 3rd ed. New York: 
Macmillan. 

Horton, D. and Wohl, R. R. (1956). Mass communication and para-social interaction. Psychiatry 19(3): 215-229. 
Hwang, K. and Zhang, Q. (2018). Influence of parasocial relationship between digital celebrities and their 

followers on followers’ purchase and electronic word-of-mouth intentions, and persuasion knowledge. 
Computers in Human Behavior 87: 155-173. [Online URL: https://doi.org/10.1016/j.chb.2018.05.029] 
accessed on January 9, 2019. 

Internet World Stats. (2019). Asia Marketing Research, Internet Usage, Population Statistics and Facebook 
Subscribers. [Online URL: https://www.internetworldstats.com/asia.htm#th] accessed on July 9, 2019. 

Kaplan, A. M. and Haenlein, M. (2010). Users of the world, unite! the challenges and opportunities of social 
media. Business Horizons 53(1): 59-68. 

Katz, E., Blumler, J. G. and Gurevitch, M. (1973). Uses and gratifications research. The Public Opinion Quarterly 
37(4): 509-523.       

Kim, J. and Haridakis, P. M. (2009). The role of internet user characteristics and motives in explaining three 
dimensions of internet addiction. Journal of Computer-Mediated Communication 14(4): 988-1015. 
[Online URL: https://doi.org/10.1111/j.1083-6101.2009.01478.x] accessed on July, 9, 2019. 

Kim, J. and Rubin, A. M. (1997). The variable influence of audience activity on media effects. Communication 
Research 24(2): 107-135. [Online URL: https://doi.org/10.1177/009365097024002001] accessed on 
January 15, 2019. 

Klapper, J. T. (1963). Mass communication research: an old road surveyed. Public Opinion Quarterly 27(4): 515-
527. 

Knoll, J., Schramm, H., Schallhorn, C. and Wynistorf, S. (2015). Good guy vs. bad guy: the influence of parasocial 
interactions with media characters on brand placement effects. International Journal of Advertising 
34(5): 720-743. [Online URL: http://dx.doi.org/10.1080/02650487.2015.1009350] accessed on June 
4, 2017. 

Ko, E., Kim, H. and Kim, J. (2015). SNS users' para-social relationships with celebrities: social media effects on 
purchase intentions. Journal of Global Scholars of Marketing Science 25(3): 279-294. [Online URL: 
https://doi.org/10.1080/21639159.2015.1043690] accessed on June 5, 2016. 

Lee, J. E. and Watkins, B. (2016). YouTube vloggers' influence on consumer luxury brand perceptions and 
intentions. Journal of Business Research 69(12): 5753-5760.  

Levy, M. R. (1979). Watching TV news as para-social interaction. Journal of Broadcasting 23(1): 69-80. 
Lim, C. M. and Kim, Y. K. (2011). Older consumers’ TV home shopping: loneliness, parasocial interaction, and 

perceived convenience. Psychology and Marketing 28(8): 763-780. [Online URL: https://onlinelibrary. 
wiley.com/doi/abs/10.1002/mar.20411] accessed on June 5, 2016. 

Liu, M. T., Liu, Y. and Zhang, L. L. (2019). Vlog and brand evaluations: the influence of parasocial interaction. 
Asia Pacific Journal of Marketing and Logistics 31(2): 419-436. [Online URL: https://doi.org/10.11 
08/APJML-01-2018-0021] accessed on June 5, 2016. 

Lookadoo, K. L. and Wong, N. C. H. (2019). “Hey guys, check this out! #ad”: the impact of media figure-user 
relationships and ad explicitness on celebrity endorsements. The Journal of Social Media in Society 8(1): 
178-210. 

Men, L. R. and Tsai, W. H. S. (2013). Toward an integrated model of public engagement on corporate social 
networking sites: antecedents, the process, and relational outcomes. International Journal of Strategic 
Communication 7(4): 257-273. 

Pew Research Center. (2021). Social Media Fact Sheet. [Online URL: https://www.pewresearch.org/internet/ 
fact-sheet/social-media/?menuItem=45b45364-d5e4-4f53-bf01-b77106560d4c] accessed on May 7, 2021. 

https://doi.org/10.1016/j.chb.2018.05.029


Pornsakulvanich, V. and Tongnok, T. 

   451 

Pornsakulvanich, V. (2007). Internet motives and use among Thai youths. University of Thai Chamber of 
Commerce Journal 27(2): 29-41. 

Pornsakulvanich, V. (2010). Internet communication motives: The scale development. Journal of Communication 
Arts 28(4): 169-182. 

Pornsakulvanich, V. (2017a). Influences of individual differences, internet communication motives, and internet 
usage on social well-being and satisfaction. University of Thai Chamber of Commerce Journal Humanities and 
Social Sciences 37(2): 1-16. 

Pornsakulvanich, V. (2017b). Personality, attitudes, social influences, and social networking site usage 
predicting online social support. Computers in Human Behavior 76: 255-262. [Online URL:  
https://doi.org/10.1016/j.chb.2017.07.021] accessed on March 9, 2019. 

Pornsakulvanich, V. and Dumrongsiri, N. (2013). Internal and external influences on social networking site 
usage in Thailand. Computers in Human Behavior 29(6): 2788-2795. 

Pornsakulvanich, V., Haridakis, P. and Rubin, A. M. (2008). The influence of dispositions and Internet 
motivation on online communication satisfaction and relationship closeness. Computers in Human 
Behavior 24(5): 2292-2310.  

Rasmussen, L. (2018). Parasocial interaction in the digital age: an examination of relationship building and the 
effectiveness of YouTube celebrities. The Journal of Social Media in Society 7(1): 280-294. 

Rosengren, K. E. and Windahl, S. (1972). Mass media consumption as a functional alternative. In Sociology of 
Mass Communications: Selected readings, edited by D. McQuail, pp. 119-134. Harmondsworth: Penguin. 

Ross, C., Orr, E. S., Sisic, M., Arseneault, J. M., Simmering, M. G. and Orr, R. R. (2009). Personality and motivations 
associated with Facebook Use. Computers in Human Behavior 25(2): 578-586. 

Rubin, A. M. (2009). Uses-and-gratifications perspective on media effects. In Media Effects: Advances in Theory 
and Research, 3rd ed., edited by J. Bryant and M. B. Oliver, pp. 165-184. New York: Routledge. 

Rubin, A. M. (2016). Parasocial relationships. In The International Encyclopedia of Interpersonal Communication, 
edited by C. R. Berger and M. E. Roloff. pp. 1-5. New Jersey: John Wiley and Sons, Inc. [Online URL: 
https://doi.org/10.1002/9781118540190.wbeic171] accessed on May 9, 2019. 

Rubin, A. M. and Perse. E. M. (1987). Audience activity and soap opera involvement: a uses and effects 
investigation. Human Communication Research 14(2): 246-268. 

Rubin, A. M. and Step, M. M. (2000). Impact of motivation, attraction, and parasocial interaction on talk radio 
listening.  Journal of Broadcasting & Electronic Media 44(4): 635-654.  

Rubin, A. M., Perse, E. M. and Powell, R. A. (1985). Loneliness, parasocial interaction, and local television news 
viewing. Human Communication Research 12(2): 155-180. 

Rubin, R. B. and McHugh, M. P. (1987). Development of parasocial interaction relationships, Journal of 
Broadcasting & Electronic Media 31(3): 279-292. 

Spinda, J. S. W., Earnheardt, A. C. and Hugenberg, L.W. (2009). Checkered flags and mediated friendships: 
parasocial interaction among NASCAR fans. Journal of Sports Media 4(2): 31-55.  

Stever, G. S. and Lawson, K. (2013). Twitter as a way for celebrities to communicate with fans: Implications for 
the study of parasocial interaction. North American Journal of Psychology 15(2): 339-354. 

Sun, S. (2008). An examination of disposition, motivation, and involvement in the new technology context 
computers in human behavior. Computers in Human Behavior 24(6): 2723-2740.   

Suwannachote, P. and Kaewthep, K. (2009). Communication, parasocial interaction and pro-social value 
learning of Korean star singers’ fanclub. Journal of Communication Arts 27(4): 60-78. 

Tuten, T. L. and Solomon, M. R. (2013). Social Media Marketing. New Jersey: Pearson. 
Vichitakul, P. and Cheyjunya, P. (2003). The cultural impact of Taiwanese TV drama, “Meteor garden”, on Thai 

juveniles. Master’s thesis. Chulalongkorn University, Thailand. [in Thai] 
Wang, Q., Fink, E. L. and Cai, D. A. (2008). Loneliness, gender, and parasocial interaction: a uses and 

gratifications approach. Communication Quarterly 56(1): 87-109.  
We Are Social and Hootsuite. (2018). Digital in 2018 in Southeast Asia Part 1 - North-West. [Online URL: www. 

slideshare.net/wearesocial/digital-in-2018-in-southeast-asia-part-1-northwest-86866386] accessed 
on March 2, 2019. 

We Are Social and Hootsuite. (2020). Digital 2020. [Online URL: https://wearesocial.com/uk/blog/2020/01/ 
digital-2020-3-8-billion-people-use-social-media/] accessed on February 15, 2020. 

Yuksel, M. and Labrecque, L. I. (2016). “Digital buddies”: parasocial interactions in social media. Journal of 
Research in Interactive Marketing 10(4): 305-320.  

Zikmund, W. G. (2003). Business Research Methods. 7th ed. Mason, OH: Thomson South-Western. 


