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ปฏิสัมพันธ์กึ่งสังคม ต่อความสัมพันธ์กึ่งสังคมและความคล้ายกันทางทัศนคติ 
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บทคัดย่อ 

 การวิจัยนี้มีจุดประสงค์เพื่อศึกษาแฟนคลับและสมาชิกวงไอดอล โดยเป็นการศึกษาอิทธิพลของการเปิดรับสื่อ 
ความดึงดูดใจระหว่างบุคคล และการปฏิสัมพันธ์กึ่งสังคม ต่อความสัมพันธ์กึ่งสังคม และความคล้ายกันทางทศันคติ 
ผลการศึกษาสามารถนำมาใช้เป็นแบบแผนในการวิจัยในอนาคต ในหัวข้อไอดอลญี่ปุ่น และหัวข้อท่ีเกี่ยวข้องกับการ
ข้ามวัฒนธรรมได้ 

 ระเบียบวิธีวิจัยในการศึกษานี้ เป็นระเบียบวิธีวิจัยเชิงปริมาณ โดยเป็นวิจัยเชิงสำรวจ ใช้แบบสอบถามใน
การเก็บข้อมูลจากกลุ่มตัวอย่าง 400 ชุดทางออนไลน์ ซึ่งกลุ่มตัวอย่างคือแฟนคลับของวงไอดอลญี่ปุ่นในประเทศไทย 
โดยมีอายุไม่ต่ำกว่า 18 ปี สถิติที่ใช้ในการศึกษาประกอบไปด้วย สถิติการวิเคราะห์การถดถอยเชิงเส้นอย่างง่าย และ
สถิติการวิเคราะห์การถดถอยเชิงช้ัน  

 ผลการวิจัยพบว่า โดยภาพรวมแล้วนั้น การปฏิสัมพันธ์กึ่งสังคมมีอิทธิพลเชิงบวกกับความสัมพันธ์กึ่งสังคม 
และความดึงดูดใจระหว่างบุคคลด้านกายภาพเป็นตัวแปรทำนายการปฏิสัมพันธ์กึ่งสังคมได้มากที่สุด เมื่อเทียบกับ
ความดึงดูดใจระหว่างบุคคลด้านอื่น อย่างไรก็ดี ระยะเวลายาว ความดึงดูดใจระหว่างบุคคลด้านการทำงาน และ
ความดึงดูดใจระหว่างบุคคลด้านสังคมจะมีอิทธิพลมากขึ้น สำหรับการศึกษาวิจัยในอนาคต ขนาดของกลุ่มไอดอล
และจำนวนแฟนคลับของแต่ไอดอลแต่ละวงความถูกนำมาพิจารณาในการศึกษา และอาจนำตัวแปรในมุมมองเรื่อง
การตลาดเข้ามาศึกษาเพิ่มเติม 

คำสำคัญ: ความดึงดูดใจระหว่างบุคคล, การปฏิสัมพันธ์กึ่งสังคม, ความสัมพันธ์กึ่งสังคม, ความคล้ายกันทางทัศนคต,ิ 
ไอดอลญี่ปุ่น 
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The study of Japanese Idol in Thailand: The Impact of Interpersonal Attraction 
and Parasocial Interaction on Parasocial Relationships and Attitude Homophily 

Abstract 

The purpose of this research was to clarify the model in regard to fans and the Japanese 
idol in Thailand by examining an influence of media exposure, interpersonal attraction, and 
parasocial interaction (PSI) on parasocial relationships (PSR) and attitude homophily. The research 
result could be a guideline for further research related to Japanese idol or other cross-cultural 
study. 

This research adopted the quantitative research methods by using survey research. The 
questionnaires were designed and used to collect data from 400 respondents, who were Thai fans 
of Thai idol group aged 18 and older via online. The statistics used in this study were simple linear 
regression analysis and hierarchical regression analysis in order to define predictors of variables. 

The research result explained that in general, parasocial interaction had a positive 
influence on parasocial relationships, and physical attraction was the most influencing predictor of 
parasocial interactions among other interpersonal attraction. However, in the long time of being 
fan, task attraction and social attraction were more influencing. For further research, sizes of the 
idol groups and the number of fans of each group should be considered, and variable in the 
marketing aspect can be added. 

Keywords: Interpersonal Attraction, Parasocial Interaction, Parasocial Relationships, Attitude 
Homophily, Japanese Idols
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Introduction 

Basically, members of Japanese idol 
groups have a specific characteristic based on 
fans’ perceptions. Galbraith (2018) explained 
that Japanese idol business gives a value on 
intimacy, which means Japanese idol groups 
focus on the relationships between a fan and 
a member. To enhance relationships 
between fans and members of Japanese idol 
groups, not only promoting songs or products 
related to groups, but also having events to 
allow fans to meet their favorite members 
have a positive influence on the level of 
intimacy (Galbraith, 2018; Hiroshi, 2000; Ueda, 
2016). As regards the interaction between an 
individual and a public figure, this type of 
interaction is a one-side interaction that an 
individual creates. Parasocial interaction (PSI) 
is the initial stage which leads to the creation 
of a one-side relationship, which is called as 
‘parasocial relationships (PSR)’ (Cohen, 2001; 
Horton & Wohl, 1956; Perse & Rubin, 1989). 
Public figures that prior research used in PSI 
and PSR study are news reporters (Horton & 
Wohl, 1956), television hosts (Rubin & 
McHugh, 1987), characters in soap opera 
(Perse & Rubin, 1989), or imaginational figures 
(Tan-intaraarj, 2019b; Yueh, 2019). Because 
there are various types of public figures, 
findings or results got from prior research 
were not consistent in some aspects. Some 
research found that media exposure relates 
to PSI (Giles, 2002; Kosenko, et al., 2016; Wen, 
2017). Nevertheless, according to Rubin and 
McHugh (1987), television exposure did not 
relate to PSI. 

 

About Japanese idol studies in 
various countries, non-Japanese fans adopt 
the concept of Japanese Idol because they 
perceive similarity (Soraya & Muktiono, 2013; 
Tan-intaraarj, 2019a). When local people are 
members of the idol group, such as JKT48 in 
Indonesia or BNK48 in Thailand, fans can 
understand the concept of the Japanese idol 
easier due to the familiarity in cultures and 
attitudes. However, the relationships 
between fans and members of idol groups 
has been studied yet based on Thai contexts 
while the Japanese idol concept has been 
diffused and be accepted. In order to clarify 
a phenomenon related to relationships 
between Thai fans and members of Japanese 
idol groups in Thailand, this study examined 
an influence of media exposure, 
interpersonal attraction, and parasocial 
interaction (PSI) on parasocial relationships 
(PSR), and attitude homophily. This study 
aimed to make an understanding about PSI 
and PSR in the age comprising of various 
types of media, and the research result could 
be a guideline for further research related to 
Japanese idol or other cross-cultural study. 
About the practical approach, an idol 
business could apply research result to 
develop the business plan. This research 
article was a part of the dissertation “The 
Influence of Media Exposure, Interpersonal 
Attraction, and Parasocial Interaction on 
Parasocial Relationships and Attitude 
Homophily between Fan Club and Japanese 
Idols in Thailand.” 
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Media Exposure 

Media exposure basically has the 
fundamental concept related to reasons’ of 
using media.  In the dimension of PSI and PSR 
studies, a viewer cannot have an interaction 
with a public figure directly. As regards 
interpersonal communication, the amount of 
communication supports the increase in the 
level of relationships between two 
individuals (Berger & Calabrese, 1975). Thus, 
in the case of PSI, prior research stated media 
exposure as the amount of communication 
that a viewer has with a public figure (Rubin 
& McHugh, 1987; Wen, 2017). Characteristics 
of a public figure has an influence on a 
viewer’s attitudes and media used behaviors 
(Grabe et al., 2008; Harrison, 2003). If a viewer 
watches contents that has a certain public 
figure repeatedly, it enhances the intimacy 
that a viewer can feel (Stern, et al., 2007). 
Due to prior research, in the study related to 
PSI and PSR, media exposure needs to be 
studied, but the researcher has to consider 
this variable as a period since a fan started 
watching or following his or her favorite 
public figure. 

Interpersonal Attraction 

According to uncertainty reduction 
theory, Berger and Calabrese (1975) also state 
that when level of the uncertainty level in 
people’s relationships decrease, the level of 
liking may increase. In addition, the amount 
of communication relates positively with 
liking, and liking is also an emotion that has 
an influence on people’s interaction, and in 

PSI, liking can be defined as attraction that a 
viewer perceives from a public figure (Horton 
& Wohl, 1956; Rubin & McHugh, 1987; Tan-
intaraarj, 2019b). McCroskey and McCain 
(1974) explained that there are three types of 
interpersonal attraction: social, physical, and 
task attraction. Rubin and McHugh (1987) 
applied interpersonal attraction to clarify 
what a viewer likes in a public figure. 

 

Since Rubin and McHugh (1987) 
adapted the uncertainty reduction theory to 
study in the context of public figure and mass 
media, they change the amount of 
communication to television exposure. 
However, the casual mechanism they found 
was not consistent with the original result 
found by Berger and Calabrese (1975). On the 
other hand, Harrison (2003) explained that 
media or public figure exposure related to 
the acceptance in a characteristic of public 
figure. Due to this argument, in this study, the 
relationships between media exposure and 
interpersonal attraction can be written as a 
research question as follows: 

RQ1: How does media exposure 
relate to interpersonal attraction? 

Parasocial Interaction and Parasocial 
Relationships 

Parasocial Interaction (PSI) and 
parasocial relationships (PSR) explain about 
the one-side interaction and relationships 
that a viewer has with a public figure (Horton 
& Wohl, 1956); media creates an illusion that 
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a viewer think they are interacting with a 
public figure. Prior research found that media 
exposure related to PSI (Giles, 2002; Kosenko 
et al., 2016; Wen, 2017). Considering a 
context of interpersonal communication, if a 
person has an interaction with someone, it 
can enhance the level of intimacy (Berger & 
Calabrese, 1975). Rubin and McHugh (1987) 
stated that interpersonal attraction could be 
defined as liking, and intimacy could change 
to the concept of PSI. Basically, liking relates 
positively to intimacy (Berger & Calabrese, 
1975). Rubin and McHugh (1987) found that 
social attraction and task attraction relates to 
PSI. Some physical appearances play a 
significant role in the interaction; it is 
understandable that an individual is 
convinced by a public figure who has an 
opposite gender (Berscheid et al., 1971). As 
regards members of idol groups, a term 
“Kawaii” presents cuteness through physical 
appearance (Alley, 1981). As mentioned 
earlier, Kawaii has been used in the idol 
business (Aoyagi, 2000; Nagaike, 2012). Hence, 
this hypothesis was posed: 

 H1: Media exposure and 
interpersonal attraction have an influence on 
parasocial interaction. 

First of all, PSI relates positively to 
PSR (Cohen, 2001; Horton & Wohl, 1956; 
Perse & Rubin, 1989; Rubin et al., 1985; Rubin 
& McHugh, 1987). An individual has been able 
to feel that he or she is a friend of a public 
figure since he or she exposed to that public 
figure (Stern et al., 2007). Considering about a 
characteristic of a member of an idol group, 

it is a factor that make an individual become 
a fan. Due to these significant results from 
prior research, research hypothesis could be 
posed: 

H2: Media exposure, interpersonal 
attraction, and parasocial interaction have an 
influence on parasocial relationships. 

Attitude Homophily 

During the interaction, an 
individual’s attitude is one of factors that 
raise level of relationships (Berger & 
Calabrese, 1975). McCroskey et al. (1975) 
defined attitude homophily as an 
understanding of an individual that he or she 
perceives similarity between himself or 
herself and another person by considering 
from thought and behavior. In the same way, 
Lazarsfeld and Merton (1954) explained that 
attitude homophily means a shared 
conviction among people. Moreover, there 
are some studies show that PSR relates to 
attitude homophily (Frederick et al., 2012). 
Wen (2017) found a similar result, but a 
relationship between PSR and attitude 
homophily is not stated directly; in the study, 
PSR relates to identification, and 
identification relates to attitude homophily. 

Because the causal mechanism between PSR 
and attitude homophily did not clarified by 
prior studies widely. Thus, research question 
was posed: 

 RQ2: How does parasocial 
relationships relate to attitude homophily? 
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According to prior research, as 
regards studies based on an interaction and 
relationship importance between a viewer 
and a public figure, PSI relates positively to 
attitude homophily (Aubrey et al., 2014; 
Frederick et al., 2012; Turner, 1993). 
According to Turner (1993), attitude 
homophily is the greatest variable that 
predicts PSI between a viewer and a person 
in a television show. Moreover, Frederick et 
al (2012) found that the uncertainty 
reduction, social attraction, and attitude 
homophily can indicate the intimacy 
between two people. As regards contents 
seen in media, Aubrey et al. (2014) studied 
teen viewers who are mothers, and they 
found that contents that viewers perceived 
had an impact on attitudes. Thus, hypothesis 
was posed: 

 H3: Media exposure, interpersonal 
attraction, parasocial interaction, and 
parasocial relationships have an influence on 
attitude homophily. 

Japanese Idol Concept 

Japanese idols comprise of male 
and female, but this study focused on female 
idols. According to Galbraith (2018) and Sone 
(2017), a female idol under the term of the 
Japanese idol concept is a young female who 
performs a show by dancing and singing. An 
“idol” term used in this was Thai idols that 
adopt or adapt the Japanese idol concept. 
An idol, according to Aoyagi (2000) and 
Nagaike (2012), has to be “Kawaii”. In 
addition, Ueda (2016) explained that an 
image of an idol group relates positively to 

fan’s satisfaction. Moreover, a relationship 
between a fan and a member of an idol 
group can be defined as “Pseudo Love” 
based on the attribute of an idol business 
(Galbraith, 2018). About idol business, the 
Japanese idol concept can be considered as 
a practice involved in the commercial 
dimension. AKB48, for example, is an idol 
group in Japan, sale CDs and DVDs, and the 
company also attached the invitation card for 
participating in events, including other 
commercial goods like posters or photoset 
(Galbraith, 2018). As mentioned by Galbraith 
(2018), intimacy can enhance the level of 
relationships. If a fan perceives similarity 
when he or she sees a member of an idol 
group, it also has an impact on an idol 
business too. According to Tan-intaraarj 
(2019), BNK48, as an innovation, was diffused, 
and Thai fans accept this innovation through 
various media, especially social media. The 
findings also explain that Thai fans perceive 
familiarity like languages and lifestyles from 
Thai members in BNK48. This is why Japanese 
idol concept is accepted in Thailand.  

This purposed conceptual 
framework explained the relationships 
among variables. Media exposure, 
interpersonal attraction, and parasocial 
interaction have an influence on parasocial 
relationships and attitude homophily.  
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Figure 1 The Conceptual Framework 

 

 

 

 

 

 

 

 

 

 

Method 

The sample 

The population in study was Thai fans of Thai idol groups aged more than 18 years old. 
These fans were active users and members of group of fan clubs in social media. According to 
Yamane (1973), this study comprised of 400 participants. All responses were collected via online 
surveys. The survey link was posted on Facebook Page associated with idol groups or members of 
idol groups, and LineSquare created by fans. After accessing the link, firstly, to identify themselves 
as fans of Thai idol groups, participants had to answer two screen questions: “do you follow Thai 
idol groups?”, and “have you participated in any activities related to idol group?” Then, the first 
section of the survey is demographic factors. After that, participants were asked about general 
information about being a fan of Thai idol groups (e.g. “Who is your most favorite idol?”, “Which 
idol group does your favorite idol come from”, and the frequency of seeing contents related to 
idol from each platform).
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Research Tools 

Media exposure was measured by a 
ratio scale question. Participants were asked 
that “how many years and months have you 
been a fan of your favorite member of the 
idol group?” 

Interpersonal attraction was 
measured by McCroskey and McCain’s (1974) 

Interpersonal attraction scale (α = 0.74). The 
scale was a five-point Likert scale starting 
from strongly disagree to strongly agree. This 
scale comprised of fifteen items which were 
divided into three sets of questions based on 
types of interpersonal attraction which were 
social attraction (e.g. “I think my favorite idol 
could be a friend of mine”), physical 
attraction (e.g. “I think my favorite idol is 
quite pretty”), and task attraction (e.g. “My 
favorite idol is a typical goof-off when 
assigned a job to do”). 

Parasocial interaction was measured 
by using Rubin et al. (1985) parasocial 

interaction scale (α = 0.89). The scale was a 
five-point Likert scale starting from strongly 
disagree to strongly agree. This scale 
comprised of ten items (e.g. “I feel sorry for 
my favorite idol when she makes a mistake,” 
“my favorite idol makes me feel 
comfortable, as if I am with a friend”). 

Parasocial relationships was 
measured by using Rubin’s (1983) affinity 

scale (α = 0.86). The scale was a five-point 
Likert scale starting from strongly disagree to 
strongly agree. This scale comprised of five 
items (e.g. “Watching my favorite idol  

 

contents is one of important activities I must 
do each day,” “If there are no contents 
related to my favorite idol in media, I will 
miss her”). 

Attitude homophily was measured 
by using McCroskey, McCroskey, and 
Richmond’s (2006) attitude homophily scale 

(α = 0.89). The scale was a five-point Likert 
scale starting from strongly disagree to 
strongly agree. This scale comprised of fifteen 
items (e.g. “My favorite idol thinks like me,” 
“My favorite idol shares my value”.) 

Data Analysis 

This study relied on regression 
analysis. Research questions 1 and 2 were 
analyzed by using simple linear regression 
analysis, while hypothesis 1, hypothesis 2, 
and hypothesis 3 were analyzed by using 
hierarchical regression analysis. 
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Results 

First of all, demographic factors of respondents, according to the study, comprises of 
genders, ages, levels of education, and incomes. Respondents comprised of 214 males (53.5%) and 
186 females (46.5%). The average age of respondents was 27.83 years (SD = 6.94). About levels of 
education, the highest level of education of most of respondents were bachelor’s degree, with 
was 268 people (67%). Respondents who had the levels of education higher than bachelor’s degree 
was 74 people (18.5%), and who had the levels of education lower than bachelor’s degree was 58 
people (14.5%). About incomes, most of respondents had incomes between 10,001 and 20,000 
baht; the number of people in this group was 268 people (31.3%). There were 101 respondents 
(25.3%) having incomes less than 10,000 baht, 84 respondents (21%) having incomes between 
20,001 and 30,000 baht, 51 respondents (12.8%) having incomes over 40,000 baht, and 39 
respondents (9.8%) having incomes between 30,001 and 40,000 baht. 

After clarifying the demographic factors, as regards psychographic factors asking about 
respondents’ preferences related to idol groups, the top three most favorite idol groups based on 
respondents’ answers were BNK48, CGM48, and FEVER, answering by 319 respondents (79.8%), 28 
respondents (7%), and 16 respondents respectively. The most three most favorite idols were 
Cherprang BNK48, Music BNK49, and Namneung BNK48, answering by 43 respondents (10.8%), 37 
respondents (9.3%) and 22 respondents (5.5%). 

Looking at the media usage, in general, respondents often watched contents related to 
their most favorite idol (M = 3.87, SD = 0.65). Instagram is the platform which had the highest rate 
of exposure (M = 4.58, SD = 0.82). The second highest rate of exposure was Facebook (M = 4.32, 
SD = 0.91). The next highest rate of exposure was live applications (M = 3.98, SD = 1.13). The two 
lowest rates of exposures coming from television programs/series/dramas (M = 3.29, SD = 1.10) and 
movies (M = 3.18, SD = 1.13). 

As regards variables in the study, the first one was media exposure. The average months 
that respondents had been fans of their favorite idols were 26.52 months (around 2 years and 2 
months) (SD = 11.04). About interpersonal attraction, overalls, respondents’ thoughts were neutral 
(M = 2.90, SD = 0.35). Considering each type of interpersonal attraction, respondents’ thoughts 
were neutral to all types: social attraction, (M = 2.95, SD = 0.32), physical attraction (M = 3.01, SD 
0.47), and task attraction 2.74, SD = 0.48). Respondents strongly agreed with parasocial interaction 
(M = 4.21, SD = 0.43), agreed with parasocial relationships (M = 3.72, SD = 0.71), and neutral thoughts 
to attitude homophily (M = 3.20, SD = 0.32). 
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Table 1 Regression analysis for media exposure predicting task attraction. 

Dependent Variable Predictor Variable B SB β 
    R2 = .008* 
Task Attraction Media Exposure -2.700 1.306 -.103* 

*p < 0.05 

Considering Q1: How does media exposure relate to interpersonal attraction? the study 
found that Media exposure could not predict social attraction and physical attraction. However, 

media exposure significantly negatively predicted task attraction, β = -.103, t(398) = 7.44, p < .05. 
Media exposure also explained a signification proportion of variance in task attraction, R2 = -.008. 
F(1,398) = 4.276, p < 0.05. The more time of exposure the respondents had, the less level task 
attraction they perceived.  

Table 2 Regression analysis for parasocial relationships predicting attitude homophily. 

Dependent Variable Predictor Variable B SB β 
    R2 = .480*** 
Attitude Homophily Parasocial Relationships .167 .036 -.225* 

***p < 0.001 

Considering Q2: How does parasocial relationships relate to attitude homophily? the study 

found that parasocial relationships significantly positively predicted attitude homophily, β = -.225, 
t(398) = 19.057, p < .001. Parasocial relationships also explained a signification proportion of 
variance in attitude homophily, R2 = .480 F(1,398) = 21.152, p < .001. The more respondents had a 
parasocial relationships with their most favorite idols, the more they perceived attitude homophily 
between themselves and their most favorite idols. 

Table 3 Regression analysis for media exposure and interpersonal attraction predicting parasocial 
interaction. 

Step Dependent Variable Predictor Variable B SB β 
1 Parasocial     R2 = 0.009* 
 Interaction Media Exposure -.004 .002 -.107* 
2     △R2 = .274*** 
  Media Exposure -.003 .002 -.090* 
  Social Attraction .142 .032 .195*** 
  Physical Attraction .271 .035 .362*** 
  Task Attraction .140 .047 .139** 

*p < 0.05, **p < 0.01, ***p < 0.001 
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As regards H1: Media exposure and interpersonal attraction have an influence on parasocial 
interaction, the study found that, according to the final step of the hierarchical regression analysis, 
media exposure and interpersonal attraction could explain a signification proportion of variance in 
parasocial interaction, R2 = .274 F(4,395) = 38.672, p < .001. After testing the hypothesis, the study 
found that physical attraction is the most predictable variable which significantly positively 

predicted parasocial interaction, β =  .0362, t(395) = 10.555, p < .001. The other variables which 

significantly positively predicted parasocial interaction were social attraction β =  .195, t(395) = 

10.555, p < .001, and task attraction β = .139, t(395) = 10.555, p < .01 respectively. However, media 

exposure significantly negatively predicted parasocial interaction β = -.090, t(395) = 10.555, p < .05. 
The more interpersonal attraction respondents perceived from their favorite idols, the more they 
had a parasocial interaction with their favorite idols, while the more time of exposure the 
respondents had, the less they had parasocial interaction with their favorite idols. 

Table 4 Regression analysis for media exposure, interpersonal attraction, and parasocial interaction 
predicting parasocial relationships. 

Step Dependent Variable Predictor Variable B SB β 
1 Parasocial     R2 = .012* 
 Relationships Media Exposure -.008 .003 -.122* 
2     △R2 = .147*** 
  Media Exposure -.007 .003 -.114* 
  Social Attraction .082 .059 .067 
  Physical Attraction .379 .064 .302*** 
  Task Attraction .170 .085 .101* 
3     △R2 = .331*** 
  Media Exposure -.004 .003 -.068 
  Social Attraction -.038 .053 -.031 
  Physical Attraction .150 .061 .119* 
  Task Attraction .051 .076 .030 
  Parasocial Interaction .845 .081 .506*** 

*p < 0.05, ***p < 0.001 

As regards H2: Media exposure, interpersonal attraction, and parasocial interaction have 
an influence on parasocial relationships, the study found that, according to the final step of the 
hierarchical regression analysis, media exposure, interpersonal attraction, and parasocial interaction 
could explain a signification proportion of variance in parasocial relationships, R2 = .331 F(5,394) = 
40.540, p < .001. After testing the hypothesis, the study found that parasocial interaction is the 

most predictable variable which significantly positively predicted parasocial relationships, β = .506, 
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t(394) = -1.110, p < .001. Another variable which significantly positively predicted parasocial 

relationship was physical attraction, β = .119, t(394) = -1.110, p < .05. The more respondents had 
a parasocial interaction with, and the more they perceived physical attraction from, their most 
favorite idols, the more they had parasocial relationships with their favorite idols. 

Table 5 Regression analysis for media exposure, interpersonal attraction, parasocial interaction, 
and parasocial relationships predicting attitude homophily. 

Step Dependent Variable Predictor Variable B SB β 
1 Attitude Homophily    R2 = .003 
  Media Exposure .000 .002 .003 
2     △R2 = .120*** 
      
  Media Exposure .001 .002 .026 
  Social Attraction .154 .044 .170** 
  Physical Attraction .150 .048 .160** 
  Task Attraction .215 .064 .174** 
3     △R2 = .155*** 
  Media Exposure .002 .002 .046 
  Social Attraction .115 .044 .127* 
  Physical Attraction .074 .051 .080 
  Task Attraction .180 .063 .143** 
  Parasocial Interaction .277 .067 .223*** 
4     △R2 = .153*** 
  Media Exposure .002 .002 .307 
  Social Attraction .116 .045 .128* 
  Physical Attraction .071 .051 .076 
  Task Attraction .179 .064 .142** 
  Parasocial Interaction .258 .076 .208** 
  Parasocial Relationships .023 .042 .031 

*p < 0.05, **p < 0.01, ***p < 0.001 

As regards H3: Media exposure, interpersonal attraction, parasocial interaction, and 
parasocial relationships have an influence on attitude homophily, the study found that, according 
to the final step of the hierarchical regression analysis, media exposure, interpersonal attraction, 
parasocial interaction, and parasocial relationships could explain a signification proportion of 
variance in parasocial relationships, R2 = .153 F(6,393) = 13.012, p < .001. After testing the 
hypothesis, the study found that parasocial interaction is the most predictable variable which 
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significantly positively predicted attitude 

homophily, β =  .208, t(393) = 2.027, p < 
.01.Other variables which significantly 
positively predicted attitude homophily was 

task attraction, β =  .142, t(393) = 2.027, p < 

.01, and social attraction, β =  .128, t(393) = 

.05. The more respondent had a parasocial 
interaction with, and the more they 
perceived task attraction and social attraction 
from, their favorite idols, the more they 
perceived attitude homophily between 
themselves and their most favorite idols. 

Discussion 

Ragarding the relationships between 
media exposure and interpersonal attraction, 
media exposure could predict task attraction 
in the negative direction, while media 
exposure did not have a predictability on 
social and physical attraction. This research 
result was different from past studies. 
According to Rubin and McHugh (1987), 
media exposure could not predict all three 
interpersonal attraction. Tan-intaraarj (2019a) 
also explained that spending time watching 
contents related to BNK48 members on 
social media could increase a fan’s level of 
liking in his or her favorite members. 
Communication channels studied by past 
studies were television (Rubin & MgHugh, 
1987; Stern et al., 2007), or interpersonal 
communication (Berger & Calabrese, 1975; 
Berscheid and Hartfield-Walster, 1969). Types 
of communication may be factors that have 
an effect on the variables. Moreover, looking 
at Tan-intaraarj’s (2019a) study, not only 
social media had an impact on a fan’s 

preferences, but also other factors, for 
example friends, made the fan to find more 
information about the Japanese idol. Social 
phenomenon might create the differentiation 
in the study. 

Moreover, according to the research 
result, all types of interpersonal attraction 
had an influence on parasocial interaction. It 
showed that a fan considered about idol 
member’s sociability, physical appearance, 
and performance. Berscheid and Harfield-
Walster (1969) also explained that the more 
an individual perceives attractive 
characteristics for someone, the more that 
person has an influence on the individual. In 
addition, if an individual perceives liking 
when while interacting with someone, the 
individual will want to enhance the level 
intimacy in the relationship (Berger & 
Calabrese, 1975). As regards physical 
attraction, which was the most predictable 
predictor of parasocial interaction in this 
study, idol’s physical appearance, like the 
term ‘Kawaii’ as mentioned by Aoyagi (2000) 
and Nagaike (2012), is considered when an 
individual decided to be a fan. It is consistent 
with the result of the study that physical 
attraction has an influence on a fan the most. 
In addition, the result showed that the social 
media were tools which were used in order 
to watch and see contents about members 
of the idol group. About social attraction, 
previous research which considered social 
media as the communication tools also 
found that social attraction relates positively 
to parasocial interaction (Frederick et al., 



 
วารสารการสื่อสารและการจัดการ นิด้า  ปีท่ี 7 ฉบับท่ี 3 (กันยายน – ธันวาคม 2564) 

 

14 

2012; Lee & Watkins, 2016). In addition, Sone 
(2017) explained that a fan follows his or her 
favorite idol because of tenderness, and 
Hiroshi (2000), as well as Galbraith (2018) 
explained that the attribute of the idol 
business was emphasizing on relationships 
between fans and idols. If a fan understands 
idol business consistently with this definition, 
social attraction could be one of factors 
which impact the level of interaction. 

Looking at the relationship between 
media exposure and parasocial interaction, 
media exposure could predict parasocial 
interaction in the negative direction. This 
result contrasted with previous research 
because they found that the more an 
individual watched or saw public figure, the 
more the individual interacted parasocially 
with them (Horton & Wohl, 1956; Kosenko et 
al., 2016; Wen, 2017). The differentiation or 
the variation in media use may be a cause of 
the contrast in the research results.  

Moreover, the result showed that 
parasocial interaction could predict 
parasocial relationships, and it is consistent 
with previous research (Cohen, 2001; Horton 
& Wohl, 1956; Perse & Rubin, 1989; Rubin & 
McHugh, 1987; Rubin et al., 1985). Although 
there are differentiations in media usage and 
a type of media usage, parasocial interaction 
still positively relates to parasocial 
relationships. As mentioned by Berger and 
Calabrese (1975), the level of intimacy could 
reduce the uncertainty level in the 
relationships. The result was also consistent 
with the findings found by Stern et al. (2007); 

the more an individual followed a public 
figure, the more the individual perceived the 
public figure as his or her friend. Furthermore, 
according to Walther (1992), the variety of 
media usage could reduce the level of the 
uncertainty in relationships. In addition, 
Walther (1996) explained that, according to 
Hyperpersonal Model, in the online platform, 
one can make one’s image become more 
attractive comparing with face-to-face 
meeting. Because the respondents in this 
study watched contents about their favorite 
members from various types of media, 
especially online media, it could be one of 
factors that enhance the level of parasocial 
relationships. Moreover, if considering about 
the characteristics of idols, physical attraction 
positively relates to parasocial relationships. 
As mentioned by Aoyagi (2000) and Nagaike 
(2012), the term ‘Kawaii’ has an impact on a 
fan’s consideration. It is consistent with the 
result of the study. 

Attitude homophily, parasocial 
relationships had a positive influence on 
attitude homophily. Nevertheless, parasocial 
relationships could not predict attitude 
homophily if media exposure, interpersonal 
attraction, and parasocial interaction was 
studied as predictors of attitude homophily. 
Parasocial interaction was the best predictors 
of attitude homophily. This result was 
consistent with some past research (Aubrey 
et al., 2014; Frederick et al., 2012). 
Furthermore, after being a fan for a while, 
task attraction and social attraction, which 
are the second and third predictors of 
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homophily, is more important that physical 
attraction. Physical attraction was the 
important factor in the initial stage of being a 
fan, but the performance and the socializing 
skill are focused more when time has passed. 
As Hiroshi (2000) explained about the idol 
business, the characteristics of this business 
is creating and maintaining relationships, 
which is consistent with the research result. 

The results of this study could 
contribute to academic benefit. It could be a 
fundamental guideline for future studies 
which have purposes to explore and describe 
Japanese idols or other cross-cultural study. 
Considering about implications for idol 
businesses, an idol entrepreneur should 
consider idol’s physical appearance as the 
first priority during the early period or during 
the debut. Social attraction and task 
attraction also need to be considered in the 
business plan. Fans also perceived similarity 
between themselves and their favorite 
members in idol groups. Contents presented 
should be related to lifestyles of idols or 
some dimensions related to fans. In addition, 
social media is an important communication 
channel that idol entrepreneur, as well as 
members, should create contents the most. 
Movements of idol groups, as well as 
dynamics of this business and cultural 
concept of Japanese idol, should be 
informed too. After knowing this information, 
fans will understand the characteristics of 
idols and the business pattern more. 

 

Recommendation 

About the recommendation, this 
research had some limitations. The first one 
was the number of fans and the idol group. 
There was differentiation in the size of idol 
group. It might have an impact on the 
number of fans of each idol group too. To 
conduct the further research, it would be 
better if the research applied the quota 
sampling in order to balance the number of 
fans, who would be respondents in the 
study, of each idol group. It would be more 
useful for the comparison and analysis. 
Furthermore, there are other variables that 
can be studied. In the further research, the 
research may study about the relationship 
between parasocial interaction, and attitude 
towards the advertising. According to Gong 
(2020), the research showed that there was a 
relationship between parasocial interaction 
and the attitude towards advertising. Besides, 
Lee and Watkins (2016) found that parasocial 
interaction relates to purchase intention. It 
would clarify how the idol business has an 
impact on marketing communication sphere.
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