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Abstract 

Despite the global trend of product review videos that are shared online, 

limited studies have examined the strategies to maximise the effectiveness of 

product review videos targeting on customers from different culture. This study 

aims to examine the effect of attractiveness (physical, vocal, and social) on 

Parasocial Interaction (PSI), customers’ attitudes towards product review 

videos, brand attitudes, and purchase intention in the case of Hong Kong and 

Australia. In order to do so, a 2 x 2 x 2 between-subject factorial experimental 

design was adopted. An Australian model was employed to take four different 

product review videos featuring a new perfume. Parasocial Interaction refers to 

a seeming face-to-face relationship between product reviewers and the 

presenter. Physical attractiveness is determined in terms of make-up, and vocal 

attractiveness is distinguished in the form of breathy and nasal voices. Data 

was collected through a web-based survey by asking participants to complete a 

set of questions related to attractiveness, PSI, attitude towards the product 

review videos, brand attitude and purchase intention. 202 participants 

participated in this study.  

 

After the data collection, data was analysed using various quantitative methods 

including uni-dimensional testing, manipulation checks, correlation analysis 

causal modelling, ANOVA tests and independent t-tests. The result shows that 

physical attractiveness, vocal attractiveness and social attractiveness can 

impose a positive impact on PSI. A causal relationship between PSI, attitude 

towards the video, brand attitude and purchase intention is also confirmed, 

stating that PSI can impose a positive effect on media users’ attitude towards 

the product review which, in turn, affects its brand attitude and purchase 

intention in a positive way. Cultural difference is revealed in this study, 

participants from Hong Kong are found more persuaded by the product review 

video. The combination of breathy voice with no make-up was found 

promoting purchase intention for the Hong Kong participants. On the contrary, 

the combination of make-up application and voice quality has no effects on 

purchase intention for the Australian. The research provides a managerial 

implication to marketers on the cultural difference on the perception of 

attractiveness and the effects that it has on purchase intention. This study also 



 
 

reveals how PSI affects attitudes formed towards product review videos 

followed by brand attitude and purchase intention.
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Chapter 1: Introduction 

1.1 Emergence of product reviews 

The popularity of product reviews has increased in the past few decades. Product 

reviews emerged as a form of marketing strategy in the 1970s, aimed at 

addressing the problem of information asymmetry, which refers to the situation 

when companies and customers do not share the same amount of information 

about products (Akerlof 1970). Online customers can use these reviews to learn 

about products and reduce transaction costs in order to bridge the potential 

problem of information asymmetry (Hu, Liu & Zhang 2008). Product reviews act 

as a third-party source in providing additional information on products or 

services that a company provides to its customers (Chen & Xie 2005). Product 

reviews are distributed in various forms, such as texts and videos; reviewers 

provide a description of product attributes and their personal opinion about the 

products that they have selected for reviewing (Moon & Kamakura 2017). 

Providing this additional product information to customers helps increase 

customers’ knowledge, allowing them to make the best choice. 

 

1.2 Different forms of product review 

Product reviews have become more popular and can be seen from different media 

platforms. Over the years, product reviews have grown across different media, 

from the traditional ones including newspaper (Reddy, Swaminathan & Motley 
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1998) and magazines (Chen & Xie 2005) to the new ones such as online product 

reviews, which are currently trending globally. This study investigated the online 

product review video platform in response to the current market trend of product 

review videos shown online. According to Google (2016) there is a 50% 

year-over-year increase in product review videos shown on YouTube. Product 

review videos on YouTube have social and interactive elements such that 

viewers can ‘like,’ ‘comment,’ and ‘share’ the product reviews conducted by the 

vloggers (Turban et al. 2015). As a result, individuals can experience interaction 

with the media figure which helps establish trust between the media figure and 

the media users. To maximise the effectiveness of the use of product review 

videos as a form of marketing strategy, one of many ways is to promote 

relationship building between the media users and the media figure, which can 

be achieved by promoting parasocial interaction between the media user and the 

media figure.   

 

1.3 Importance of attractiveness on parasocial interactions and attitude formation 

towards products 

Parasocial interaction (PSI) is defined as the ‘interpersonal involvement of the 

media user with what he or she consumes’ (Rubin, Perse & Powell 1985, p.156). 

It is a form of emotion aroused by a media viewer based on information provided 

by a media persona (Schramm & Wirth 2010; Spangardt, Ruth & Schramm 2016), 

and is regarded as an important factor in attracting viewers’ attention. Getting 
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customers to subscribe is always treated as the first step towards the success of 

online video reviews and this can be achieved through building relationships with 

viewers. Previous literature has taken into account the concept of parasocial 

interaction when examining the relationships between vloggers and viewers and 

the importance between the two is highlighted (Stever & Lawson 2013; 

Labrecque 2014; Lee & Watkins 2016). It is observed that potential buyers are 

more likely to spend time interacting with an endorser who is attractive 

(Praxmarer 2011). Moreover, a recent study also found that an intention for 

media users to undertake further interactions with the media figure is mediated 

by affective PSI (Giles 2002). From this, the importance of attractiveness on 

parasocial interaction can be shown. 

 

This study focused on the three forms of attractiveness namely physical 

attractiveness, social attractiveness and vocal attractiveness. 

 

1.3.1 Physical attractiveness 

Physical attractiveness is a significant predictor in determining attractiveness. It 

refers to the perceived attractiveness of an individual’s physical appearance 

(Guan et al. 2015). Face is perceived as an important factor when judging one’s 

attractiveness (Gonçalves et al. 2010). Specifically, bigger eye size is observed to 

have positive effect on attractiveness (Pettijohn & Tesser 2005). Presenters with a 

pleasant appearance help promote products to potential buyers. Greenwood, 
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Pietromonaco, and Long (2008), Rumpf (2012), Lee and Watkins (2016) also 

show a positive relationship between perceived physical attractiveness and 

parasocial interaction – the more attractive a media figure is perceived to be, the 

more individuals want to engage in parasocial interactions with them. Hoffner 

(1996) has examined the effect of physical attractiveness on parasocial 

interaction among primary school female students and observed that strength, 

humor, and intelligence are the three crucial factors in determining 

attractiveness. Interacting with physically attractive media figure promotes 

happiness in audiences and liking of the media figure, which makes the media 

users want to interact with the media figure more frequently (Rumpf 2012).  

Physical attractiveness plays an important role in online product review video 

platforms as media users can see the physical appearance of endorsers. 

Moreover, it is observed that physical attractive individuals are observed to be 

more socially skilled and confident (Goldman & Lewis 1977). As a result, it helps 

promote parasocial interaction. 

 

1.3.2 Vocal attractiveness 

Vocal attractiveness has a profound influence on listeners of product review 

videos. Vocal attractiveness refers to perceived attractiveness of voice quality 

(Babel, McGuire & King 2014). Since impressions depend not only on visual but 

also auditory cues, it is possible that the attractiveness stereotype is not only 

confined to the visual but also involves a vocal aspect (Zuckerman & Driver 1989). 
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Therefore, vocal attractiveness is vital in online product review platforms as 

presenters promote the product with the help of audio. Moreover, it is observed 

that individuals do make personality judgments based on a person’s voice. Various 

personality characteristics are often judged solely based on voices (Aronovitch 

1976; Sanford 1942). Individuals are likely to assess one’s personality traits from 

vocal cues (Kramer 1964). Therefore, the importance of vocal attractiveness 

should be addressed. 

 

1.3.3 Social attractiveness 

Apart from physical attractiveness, social attractiveness is also vital when it 

comes to parasocial interaction. Social attractiveness refers to different personal 

factors (e.g. beliefs, attitudes) that an individual has in attracting others to be 

friends with him or her (Auter & Palmgreen 2000). It is vital in the form of 

product review videos as media figure on social media platform was found not 

only introducing products to the media users, but also sharing their personal life 

with the media users (Wang 2015). Rumpf (2012) found social attractiveness a 

significant predictor of parasocial interaction. Schiappa, Allen and Gregg (2007) 

supported this idea and found social attractiveness is a major aspect. 

Furthermore, other research has shown that social attractiveness plays an even 

stronger role than physical attractiveness in contributing to parasocial 

interaction (Rubin & McHugh 1987; Arda 2006). According to Stephens, Hill & 
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Bergman (1996), creating an image that is similar to target customers helps 

trigger repeated purchases of the product.  

 

1.4 The effect of parasocial interaction and brand attitude on customer purchase 

intentions 

Parasocial interaction and brand attitude are regarded as factors influencing 

online purchase intentions. It is observed that presenters’ delivery style can affect 

information richness, which ultimately influences customers’ purchase intentions 

(Chu, Choi & Song 2005). Oh et al. (2009) supported this, stating that parasocial 

interaction can affect the amount of product information absorbed by media 

users which, in turn, affects their brand purchase intentions. From this, the 

relationship between parasocial interaction, brand attitude and purchase 

intention is an important aspect that should be addressed. 

 

Parasocial interaction can affect information richness which ultimately influences 

customer purchase intentions. Information richness refers to the amount of 

information that can be delivered by presenters to potential buyers (Purdy & Nye 

2000). Information richness can be achieved in the form of parasocial interaction 

which can eventually influence purchase intentions for media users. 

 

 

Brand attitude plays a vital role in affecting purchase intention. This idea is 
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supported by Burt and Davies (2010) who claim that brand management is an 

important factor in determining the success of the e-commerce environment. It is 

an important factor to influence consumer decisions (Macdonald & Sharp 2000). 

Positive brand attitude can help reduce the uncertainty of potential buyers which 

facilitates the establishment of initial trust (McKnight, Choudhury & Kacmar 

2002). Positive brand attitudes can improve brand credibility which attracts 

purchase intentions (Nedungadi 1990). Therefore, a close relationship between 

brand attitude and purchase intention can be established. 

 

1.5 Perfume and attractiveness 

Attractiveness helps enhance parasocial interaction and perfume is known as one 

way to increase attractiveness. Guerlain once said, “Perfume is the most intense 

form of memory” (Akou 2007, p. 417). Over years, the popularity of perfume has 

experienced tremendous growth around the world. The reason is that companies 

focus not only on creating new scents, but also investigating new and innovative 

product design, such as the rollerballs, in order to attract customers. New scents 

and product design from companies around the world contributed to the global 

perfume market with a value of more than US $35 billion and the compound 

annual growth rate of the global perfume market is expected to be 5.9% from 

2016 to 2026 (FMI 2016). From this, it can be seen that perfume is getting more 

and more popular. 
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1.6 The perfume market in Hong Kong and Australia 

A high sales volume of perfume is observed in Hong Kong and Australia. In Hong 

Kong, no tariff is imposed on imported skincare products, cosmetics and 

toiletries, which attracts companies around the world to enter the Hong Kong 

market (U.S. Commercial Service 2015). Moreover, the vast varieties of perfume 

also attract tourists from Mainland China to purchase perfume in Hong Kong for 

personal use or as a gift for friends, especially the luxury ones, as Chinese 

consumers perceive perfume from the luxury brands as a symbol of status (Asian 

Consumer Intelligence 2015).  

 

Perfume sales are also experiencing growth in the Australian market. According 

to Roy Morgan (2016), 1,509,000 consumers, including female and male, aged 14 

and above purchase women’s perfume once a month on average, which accounts 

a 32% increase from 2013 to 2015. Female consumers that purchase female 

perfume also experience a percentage increase of 26% from 2013 to 2015. From 

this, it can be seen that there is an increasing demand for perfume in the Hong 

Kong and Australian markets. Nevertheless, it is expected to see that consumers 

with two different culture namely in Hong Kong and Australia would respond 

different from the same Australian vlogger due to cultural similarity. Therefore, 

this study is going to examine if cultural similarity explains product reviewers’ 

behaviour. 
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1.7 Literature gap 

Although there are studies looking at how the relationship between 

attractiveness and parasocial interaction affect attitude formed towards social 

media (Rumpf 2012), which in turn impacts the formation of brand attitude and 

purchase intention, several gaps are found from the previous literature. Despite 

the growth of the perfume market across the globe, little focus has been put on 

online product review videos of perfume and the cultural difference on the 

perception of attractiveness between Hong Kong and Australia. In spite of the 

fact that previous literature showed a positive relationship between physical 

attractiveness and parasocial interaction (Greenwood, Pietromonaco, & Long 

2008; Rumpf 2012; Lee & Watkins 2016), it failed to consider the effect of 

make-up application and cultural difference on perception on physical 

attractiveness in affecting the perception of physical attractiveness and 

parasocial interaction.  

 

Contradict findings in prior literature on the perception on the attractiveness of 

different type of voices, include breathy voice and nasal voice(Sanford 1942; 

Zuckerman & Driver 1989). Therefore, this study is trying to examine if different 

type of voices play an important factor in affecting perceived attractiveness of 

voice quality. 
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When it comes to the relationship between social attractiveness and parasocial 

interaction, although Rumpf (2012), Frederick et al. (2012), Lee and Watkins 

(2016) found positive relationship between social attractiveness and parasocial 

interaction, Schroath (2016) found no relationships between the two. Therefore, 

this study aims at examining which approach is appropriate in the context of 

Australia and Hong Kong. 

 

In the area of study on attractiveness and parasocial interaction, it is observed 

that a majority of studies on attractiveness and parasocial interaction often 

employ celebrity or known YouTube vloggers. It would be of interest to examine 

the effects of attractiveness and parasocial interaction when an unknown media 

figure was shown to the media users in order to eliminate the celebrity effect. 

Therefore, this study aims at filling the gap by investigating the role of individual 

attractiveness in promoting perfume in product review videos using a media 

figure that is unfamiliar to the media users. 

 

To examine the effect of different types of attractiveness, namely physical 

attractiveness, vocal attractiveness and social attractiveness in product review 

videos, this thesis has two aims. Firstly, it examines how the three types of 

attractiveness have an impact on parasocial interaction. Secondly, it examines 

how parasocial interaction affects customers’ attitudes towards product review 

videos which, in turn, affect brand attitude and purchase intentions. The focus 
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group in this study is females in Australia and Hong Kong and the research 

question (RQ) is: 

 

RQ: What are the effects that physical attractiveness, vocal attractiveness, and 

social attractiveness have in promoting parasocial interaction and eventually 

purchase intention? 

 

In order to enhance the comprehensiveness of the study, the following 

sub-questions will be examined: 

 

i) To what extent does physical attractiveness, vocal attractiveness and social 

attractiveness affect parasocial interaction? 

 

ii) To what extent does parasocial interaction affect attitudes towards product 

reviews? 

 

iii) To what extent do attitudes towards product reviews affect brand attitude and 

purchase intention? 

 

1.8 Thesis structure 

In order to address the research question in a systematic way, the thesis is 

structured as follows. Chapter 2 presents a literature review on the relationship 
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between different types of attractiveness and parasocial interaction, and the 

linkage between parasocial interaction, attitude towards product reviews, brand 

attitude and purchase intention. Chapter 3 details the method that will be 

employed in addressing the issue of how attractiveness affects parasocial 

interaction and purchase intention eventually. Results are displayed in Chapter 4 

followed by discussions in Chapter 5 and concluding remarks are given in Chapter 

6. 

 

1.9 Chapter conclusion 

Due to technological advancements, the emergence of online social media 

platforms is allowing potential buyers to acquire product information in different 

ways. Product review videos are one of the ways to promote luxury products such 

as perfume. Perfume is a product that helps improve one’s attractiveness and its 

popularity has increased in Hong Kong and Australia. Although samples are often 

provided in stores, online product reviews are becoming more popular. 

Nevertheless, limited attention has been given to examining how reviewers can 

be attracted to subscribe to reviews and ultimately consider buying the product. 

Therefore, this study aims to address this issue by examining how physical, vocal 

and social attractiveness promote parasocial interaction leading to attitudes 

formed towards product review videos which, in turn, affects brand attitude and 

eventually purchase intention. 
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Chapter 2: Literature review 

 

2.1 Importance of social media platforms in promoting parasocial interaction  

Due to technological advancements, social media has changed the ways people 

communicate. Its significance is also recognised by Hennig-Thurau et al. (2010), 

who claim that social media helps connect customers. Social media provides a 

direct interaction platform for marketers to introduce a product to potential 

buyers, and para-social interaction is formed (Scarpi 2010).  

 

The concept of parasocial interaction (PSI) was first introduced by Horton and 

Wohl (1956) to describe a seeming face-to-face relationship between audiences 

and performers. It is often formed by the interaction between media users and 

presenters. This idea is often employed to examine how media users make 

connections and form relationships with a media figure. In this study, it is 

referred as a seeming face-to-face relationship established by online product 

reviewe video viewers with presenters and it is limited to the duration of the 

product review video. Although the media users do not know the figure in person, 

a reciprocal, friendship-like relationship is formed in different ways such as 

interacting with the media figure through commenting on the posts on the media 

figure’s social media accounts (Labrecque 2014). As a result, a communication of 
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‘one to many’ is achieved (Sun et al. 2006) and the idea of information 

interchange is enhanced. 

 

The relationship formed between the media figure and viewers is important in 

promoting the effectiveness of the social media platform. Caughey (1984) 

suggests that parasocial relationships can continue to develop once the 

interaction has ended. Product reviewers may continue to think about 

information expressed by the vlogger at other points throughout the day, which 

in turn will affect their purchase intention. These parasocial relationships are 

common occurrences in our mediated society (Levy 1979). 

 

Having a solid relationship helps lower the perceived uncertainty on the product 

introduced in the video as trust has been built between a media figure and media 

users (Labrecque 2014). Furthermore, PSI relationships can also develop at a 

stage where product viewers treat a mediated other as ‘real friends’ (Stern, 

Russell & Russell 2007), thus enhancing the effectiveness of marketing. 

 

2.2 Physical attractiveness and its relationship with parasocial interaction 

Physical attractiveness plays a vital role in promoting parasocial interaction 

between a media figure and media users. It is observed that individuals are 

willing to communicate with a person who is attractive (McCroskey & McCain 

1974). Recent studies have discovered a positive relationship between physical 



15 
 

attractiveness and parasocial interaction in the sense that good looking media 

figure are likely to gain popularity and success (Rumpf 2012; Lee & Watkins 

2016). This corresponds to the source attractive model concept stating that the 

level of attractiveness of the media source affects the effect of media 

communication (McGuire 1985). Advertisements with physically attractive 

individuals are also found to gain more attention within a shorter period when 

compared to those using average-looking ones (Praxmarer & Rossiter 2009). 

Physical attractiveness is particularly vital when attractiveness-related products 

are advertised such as perfume (Koernig & Page 2002). This finding is consistent 

with the match-up hypothesis postulating the image of the spokesperson and the 

product must match for physical attractive presenters to play a role (Parekh & 

Kenekar 1994). Therefore, physical attractiveness of marketers is important in 

attracting individuals’ attention at first sight. 

 

It is evidenced that cultural differences on perception of physical attractiveness 

is now heavily influenced by beauty standards from the West. This concept is 

supported by Murray and Price (2011), who suggest that customers from Hong 

Kong are more interested in interacting with attractive presenters even if they 

are not very interested in the product per se but Australians do not show the 

same pattern. A previous study has been undertaken to examine the perceived 

attractiveness of females in China, which discovered there are cultural 

stereotypes that favour Caucasian models over Asian ones due to the 
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globalisation effect (Jankowiak, Gray & Hattman 2008). The heavy influence of 

Western beauty standards can also be found in Korea, where a huge amount of 

money is spent on skin whitening (Murray & Price 2011). This highlights that 

many Asian countries have moderated their beauty standards towards Western 

ones. 

 

Although it is often argued that a universal standard of attractiveness is present, 

it can be moderated by cultural differences. This concept is supported by Mooij 

and Hofstede (2011) who examined cross-cultural consumer behaviour across 

the globe, including China, Japan, US, Canada, UK, Italy, France, the Netherlands, 

Portugal, Brazil and Argentina, claiming that perceptions of physical 

attractiveness vary across cultures, especially between the East and the West. 

Swami et al. (2008) have undertaken a study of beauty judgement involving 

Austria, Britain, Cyprus, Poland, Ukraine, Barbados, China and Pakistan. They 

found that beauty standards vary across different countries in a way that China 

and British are the only two samples that perceived black hair color as more 

attractive than blondes. From this, it can be seen that physical attractiveness is a 

subjective issue that varies across individuals with different cultural 

backgrounds.  
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After reviewing previous literature looking at the relationship between physical 

attractiveness and parasocial interaction, limitations of the research on this issue 

are found. Firstly, the effectiveness of make-up on physical attractiveness is not 

addressed in depth. Although the effect of physical attractiveness on parasocial 

interaction has been widely documented, limited research has taken into account 

the effect of make-up in affecting physical attractiveness. Therefore, this research 

aims to fill the gap by examining the effectiveness of make-up on physical 

attractiveness. 

 

Secondly, different views are presented on the relationship between cultural 

differences and beauty standards. Universal beauty standards are shown in 

previous research (Buss & Schmitt 1993). However, it is found that cultural 

differences actually play a role (Kramer 2003). Therefore, this research aims to 

examine which belief prevails in the case of Hong Kong and Australia.   

 

Accordingly, the following hypothesis is formed in relation to physical 

attractiveness and parasocial interaction: 

 

H1: The physical attractiveness of a media figure is positively related to parasocial 

interaction.  
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2.3 Relationships between vocal attractiveness and parasocial interaction 

Recent literature found a positive relationship between voice quality and 

parasocial interaction. Voice attributes plays a key role in listeners’ experience of 

a presenter and the speech content (Warhurst et al. 2013). Personality 

characteristics namely trustworthiness are often inferred based on vocal quality 

(Anderson et al. 2014). It is observed that personality traits of an individual can 

be inferred from the voice which will ultimately affect parasocial interaction 

(Scherer 1972). Voice attractiveness can impose a favourable effect on audience 

impressions of a speaker’s personality (Savage & Spence 2014). Therefore, it is 

proposed that presenters may modify their voice with reference to the target 

audience in order to promote parasocial interaction (Warhurst et al. 2013). From 

this, it can be seen that vocal attractiveness also plays a role in parasocial 

interaction. 

 

Different voice quality is produced by different states of the glottis, which is the 

space between the two vocal cords. A normal voice is delivered when 

“approximately equal duration of vocal fold adduction and abduction happens 

during successive cycles of phonation with intermediate vocal fold impact stress” 

(Grillo, Abbott & Lee 2010, p. 852). A breathy voice is produced when the vocal 

cords vibrate in a loose manner, and it requires a comparatively high rate of flow 

of air from the lung to produce the breathy voice (Gordon & Ladefoged 2001, 

p.385). A nasal voice is produced by keeping the soft palate lowered when 
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talking (Laver & Trudgill 1979). Therefore, various types of voice can be formed. 

 

Empirical studies have rarely worked on different voice attributes affect one’s 

attractiveness levels. Xu et al. (2013) conducted an experimental study looking at 

individual opinions towards three voice qualities: normal, breathy and nasal and 

observed that a breathy voice is regarded as the most attractive. This concept is 

supported by Babel, McGuire, and King (2014) who tested a range of voice 

qualities from normal to breathy and showed a positive relationship between 

voice breathiness and perceived vocal attractiveness. A breathy voice was also 

perceived as cheerful which can eventually give rise to parasocial interaction (Xu 

et al. 2013). However, a breathy voice has not always been found to be attractive. 

Lukkarila, Laukkanen & Palo (2012) have undertaken research by inviting five 

Finnish-speaking females to record a text passage using different vocal 

qualities – forward placement which refers to a sense of the sound resonating 

forward into the front of the face, backward placement which refers to a sense of 

the sound resonating forward into the back of the face, tense phonation, breathy 

voice, creaky voice, nasal voice and denasal voice and it was discovered that only 

17.9% of female participants perceived a breathy voice as attractive. This 

indicates a breathy voice is not commonly accepted as attractive.  

 

Past research has also looked at the attractiveness of a nasal voice. Lukkarila, 

Laukkanen & Palo (2012) found that this voice type was perceived as 
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unattractive and unpleasant. However, a different view is shown in other 

literature. Zuckerman and Miyake (1993) found a positive relationship between 

a nasal voice and vocal attractiveness. Therefore, this study will examine which 

types of voice, breathy or nasal voice, is considered as more vocal attractive 

Australia and Hong Kong. 

 

Moreover, previous literature has rarely examined whether there is a positive 

relationship between vocal attractiveness and parasocial interaction. They are 

mainly focus on how vocal attractiveness affects parasocial interaction in the 

context of radio rather than product review video in the sense that breathy voice 

is considered as more attractive than nasal voice (Rubin & Step 2000; Quintero 

Johnson & Patnoe-Woodley 2016). Therefore, this study aims to fill the gap by 

examining the effect of vocal attractiveness parasocial interaction in the context 

of product review videos and the following hypothesis is formed: 

 

H2: Vocal attractiveness is positively related to parasocial interaction. 

 

2.4 Social attractiveness and its relationship with parasocial interaction 

Apart from physical attractiveness, social attractiveness also plays a role in 

parasocial interaction. When looking at the aspect of social attractiveness, it is 

often attributed to the term ‘attitude homophily’. It is defined as the perception 

of sharing similar beliefs and attitudes with the persona shown in the media 
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(Lazarsfeld & Merton 1954). By sharing similar perspectives, media users 

perceived the persona shown in media as likable and considered them as friends 

(Frederick et al. 2012). As a result, individuals are more willing to accept the 

information conveyed by presenters who share similar beliefs with them.  

 

Extended research has been undertaken to uncover the relationship between 

social attractiveness and parasocial interaction. One of the causes can be 

explained by uncertainty reduction which refers to changes in perceived 

uncertainty towards the persona shown in media due to knowledge gained about 

the persona. Uncertainty reduction is vital in promoting interpersonal 

communication especially for the first interaction (Berger & Calabrese 1975). 

Relationship uncertainty can be eliminated when an individual has more 

information about another (Kellermann & Reynolds 1990). Presenters’ 

personality is important in the issue of social attraction as it affects the likability 

of a persona (McCroskey & McCain 1974). From this, the importance of social 

attractiveness in parasocial interaction is highlighted.  

 

Previous research has found a positive relationship between social 

attractiveness and parasocial interaction (Frederick et al. 2012; Rumpf 2012; Lee 

& Watkins 2016). It is discovered that communication can become more effective 

when two individuals share the same perspective during the communication 

process (McCroskey, Daly & Richmond 1975). Rumpf (2012) supported this idea 
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and claimed that perceived similarities between media users and a media figure 

helps achieve positive affirmation between the two parties. Establishing 

homophily relationships helps promote parasocial interaction in a way that 

social verification can be achieved during conversation, thus promoting 

parasocial interaction (Bandura 2001). As a result, audiences are more attracted 

to the product due to enjoyment gained from the interaction. 

 

Cultural difference is also taken into account when examining the importance of 

social attractiveness. It is observed that people with the same cultural 

background tend to share similar attitude, preferences and opinions (Byrne 

1961). Individuals tend to perceived those who belong to socio-economic class 

as socially attractive (Francis 1991). This idea is supported empirically in the 

study of deep sea diving. A deep sea diver is more capable of persuading 

audience who shares similar background with him compare to the one who do 

not (Burnstein et al. 1961). Therefore, in the online product review video context, 

cultural differences can be expected to have an impact on judgements of 

perceived similarity which, in turn, affects the extent of parasocial interaction. 

 

Extensive research has looked at the relationship between attitude homophily 

and parasocial interaction, but different studies have different views. Some argue 

that attitude homophily is associated with parasocial interaction (Frederick, Lim, 

Clavio & Walsh 2012; Rumpf 2012; Lee & Watkins 2016). Ding, Qiu and Li (2012) 
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supported this, saying that there is a positive relationship between perceptions of 

parasocial interaction and social attractiveness of celebrities. However, Schroath 

(2016) opposed this, stating that there is a weak relationship between the two. 

Therefore, this study will examine this relationship and see whose view is 

applicable to customers with cultural backgrounds of Australia and Hong Kong. 

Since prior research, in most cases, suggests a positive relationship, a third 

hypothesis is proposed: 

H3: Social attractiveness of media figure is positively related to parasocial 

interaction.  

 

2.5 The relationship between PSI and attitudes towards product review videos  

Previous literature showed a positive relationship between parasocial 

interaction (PSI) and attitudes towards product review videos. Engaging in 

product review videos is regarded as a form of social communication activity 

(Wang 2015). Individuals involved in this type of activity show their desire for 

social interaction (Hennig‐Thurau et al. 2004). During this one-sided and 

friend-like relationship, parasocial interaction is formed (Cortese & Rubin 2010). 

This form of relationship becomes more solid when interpersonal trust is built. 

The more frequently media users watch vlogs, the stronger parasocial 

interactions are developed with their favorite vlogger (Wang 2015). This is 

particularly relevant to female viewers. It is observed that women who have 

formed prarosocial relationships with a presenter also would like to look like 
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them (Greenwood, Pietromonaco & Long 2008). From this, it can be inferred that 

parasocial interaction can form positive attitudes towards product review 

videos. 

 

Parasocial interaction plays an important role in forming attitude towards 

product review videos. Different forms of parasocial interaction undertaken in 

product review videos help establish interpersonal relationships as human 

-to-human interactivity can shape the attitudes towards product review video 

(Ko, Cho & Roberts 2005). Parasocial interaction can be established via 

self-disclosure, emotional expression and perceived intimacy. Self-disclosure can 

get viewers to know more about the presenters which facilitates the 

establishment of a friend-like relationship. Wang (2015) found that YouTube 

vloggers disclosure of their personal lives, such as their family and financial 

situation, helps promote parasocial interaction.  

 

Furthermore, emotional expression during parasocial interaction also plays a 

part. Previous research has discovered that facial expressions of presenters are 

likely to evoke expressive responses from audiences (Lafrance, Hecht & Paluck 

2003). It is observed that emotion is contagious and viewers are often influenced 

by emotions delivered by presenters (Gelder 2006). From this, it can be inferred 
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that viewers can easily be influenced by the positive feedback given by product 

reviewers.  

 

Finally, perceived intimacy also plays a significant role in promoting parasocial 

interaction. Technological advancement encourages interaction between viewers 

and media figures. Product review videos promote instructiveness between 

viewers and presenters which helps create a great sense of immediacy 

connection (Hayward 2008). Viewers are generally very active when interacting 

with media figures which facilitates the process of parasocial interaction through 

perceived intimacy (Kassing & Sanderson 2009). This greatly promotes 

parasocial interaction on social media. 

 

Research in parasocial interaction has been conducted and is found related to the 

concept of interactivity (Auter & Palmgreen 2000; Auter 1992). This idea is 

supported by Beniger (1987) who suggested that designing mass mediated 

communications that promote interpersonal communication may increase the 

credibility and persuasiveness of the message. Research on word-of-mouth 

suggests that interpersonal networks are sometimes powerful sources of 

influence (Brooks 1957). Rubin (2002) proposed that parasocial interaction can 

affect attitudes and behaviours as it requires active involvement in media usage. 

Thus, in relation to product review videos, increased levels of parasocial 
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interaction may enhance presenters’ ability to influence viewers’ attitudes 

towards product review video. Another study proposed that media messages can 

exhibit varying degree of parasocial interaction depending on the degree of 

closeness established between presenter and viewers (Auter 1992). 

 

Although extensive research has looked at how parasocial interaction promotes 

interaction in the area of television, radio and websites (Rubin & Mchugh 1987; 

Hoerner 1999), limited research, to the author’s knowledge, has narrowed the 

scope and looked at the effect of parasocial interaction on product review videos. 

Therefore, this study aims at filling the gap by examining if parasocial interaction 

affects attitude formed towards product review videos and this leads to the fourth 

hypothesis: 

H4: Parasocial interaction positively affects media users’ attitude towards 

product review videos. 

 

2.6 The relationship between attitudes towards product review videos, brand 

attitude and purchase intention 

Attitude towards product reviews plays an important role in the formation of 

brand attitude and eventually purchase intention. It is observed that 

consumer-generated information is highly valued by online consumers 

compared to that generated by marketers. It is because consumers tend to 
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provide more objective opinions towards products (Bickart & Schindler 2001). 

As a result, the nature of product reviews makes it very useful in establishing 

purchase intention. It allows customers to share their opinions and product 

evaluations on the internet publicly based on their personal use experiences 

(Chatterjee 2001). Consumers can make purchase decision based on feedback 

from experienced peer consumers (Sen & Lerman 2007). Therefore, the image of 

a company from its brand and products could be affected positively and 

negatively under the product reviews platform in an uncontrollable way (Craig, 

Greene & Versaci 2015). 

  

Attitudes towards product reviews, brand attitude and purchase intention can be 

attributed to social identity and social distance. Social identity plays an 

important role towards product review videos, brand attitude and purchase 

intention. Social identity theory states that individuals tend to view themselves 

as members of selected groups in order to differentiate themselves from others 

(Tajfel & Turner 2004). It is observed that individuals tend to accept opinions of 

their in-group members instead of others (Platow, Mills & Morrison 2000). 

 

Cultural background is also closely related to social identity. It is often believed 

that individuals perceive presenters with the same ethnic background as more 

trustworthy. Jeong et al. (2014) have undertaken a study looking at how the race 

of athlete spokespersons influences consumer attitudes towards advertisements 
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in Korea and the result has found that participants impose more favourable 

attitudes toward a model who shares their own ethnic background. This idea is 

supported by Martin et al. (2004) who observed that individuals tend to think 

presenters who share the same cultural background are more credible. Other 

studies also show that customers are more effective in influencing product 

attitude and purchase intention within the same cultural group than models with 

different backgrounds (Cano & Ortinau 2012; Sierra, Hyman & Heiser 2012). 

Social identity is an important factor as it provides managerial implications to 

marketers on what type of models they should employ based on different target 

groups. Therefore, this study aims to investigate if Hong Kong and Australian 

audiences feel more credible if presenters share the same cultural background 

with them. 

 

Apart from social identity, social distance has also played an important role. 

Social distance is defined as the level of acceptance individuals feel toward 

others with different ethnic backgrounds (Bogardus 1925). It is suggested that 

perceptions about racial and ethnic groups could be influenced by factors such as 

personal familiarity and interaction experience with individuals in their groups 

(Allport 1954). Empirical studies that examined the social distance between 

ethnic groups found that individuals prefer interacting with their group peers 

instead of others (Hagendoorn 1995; Parrillo & Donoghue 2013; Randall & 

Delbridge 2005). Randall and Delbridge (2005) have undertaken research 
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examining the social distance of races from the perspectives of Latinos, 

African-Americans and whites residing in a suburban North Carolina county and 

found out that white Americans accept white Americans the most, compared to 

other ethnic backgrounds and countries of origin. This idea is supported by 

Jerabek and de Man (1994) stating that Canadian Caucasians have lower levels of 

acceptance towards other ethnic groups. From this, it can be seen that 

individuals tend to have higher levels of acceptance for those who belong to the 

same ethnic group. 

 

Moreover, social closeness also plays an important role in explaining perceived 

interpersonal similarity. It is observed that social distance can affect how 

individuals perceive interpersonal similarity according to demographics and 

personality traits (Liviatan, Trope & Liberman 2008). Wathen and Burkell (2002) 

support this and claim that perceived similarity between presenter and receivers 

helps build trust on the Internet. It is observed that perceived similarity between 

a media figure and an audience from the same ethnic group leads to positive 

product attitudes and purchase intentions (Elias, Appiah & Gong 2011). 

 

Delivering information about a product to consumers with an aim of promoting 

positive perceptions may lead to attitudinal change (Ko, Cho & Roberts 2005). 

The attitude generated could then link to brand attitude indirectly or directly 

(Wang & Sun 2010). The ultimate goal of product review videos is to bring out a 
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positive reaction from consumers and facilitate purchase (Mackenzie, Lutz & 

Belch 1986). The effectiveness of advertising depends on how well an 

advertisement induces consumers’ purchase intention, which is widely known to 

have a close relationship with ensuring purchase behavior (Ajzen 2002). 

 

Past researchers have found support for the relationship between attitude 

toward advertising and purchase intention. For example, Kim, Haley, and Koo 

(2009) examined how involvement with various products, corporations and 

advertisements influenced consumers’ attitude toward advertising and attitude 

toward the brand, which, in turn, affected their purchase intention, and found a 

positive association between attitude toward advertising and purchase intention. 

Goldsmith et al. (2000) also found a positive association between attitude 

toward advertising and purchase intention in their study of the effects of 

corporate and celebrity credibility on consumer reactions to advertising. In 

summary, because attitude toward advertising has been found to be a key 

variable affecting purchase intention, I proposed the following hypothesis:  

 

H5: Positive attitudes formed towards product review videos leads to positive 

brand attitude 

 

It is further argued that the effect of attitudes towards product review videos on 

brand attitude might be different for positive and negative reviews (Bone 1995). 

Ahluwavua and Gurcham-Canli (2000) discovered that the relationship between 
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attitudes towards product reviews and brand attitude is particularly significant 

when negative information is conveyed in the review. The result is supported by 

Skowronski and Carlston (1989) who found that individuals tend to focus more 

on negative information when forming an overall evaluation. This can be 

explained by the fact that individuals expect most life outcomes to be moderately 

positive (Chiou & Cheng 2003). Therefore, it is reasonable to place more weight 

on negative information when forming brand attitude. 

 

Brand attitude can serve as a criterion for consumers to select particular brand. 

It has a direct effect on consumer purchase intention when the endorser serves 

as a peripheral cue of the product (Goldsmith, Lafferty & Newell 2000; Spears & 

Singh 2004). Ko et al. (2005) supported and found that consumers’ attitude 

toward a brand raised from corporate credibility positively influenced their 

purchase intention. In their study of the psychometric properties of attitude 

toward the brand, Spears and Singh ( 2004) also found that there is a direct 

relationship between attitude toward the brand and purchase intention 

indicating that consumers’ evaluation on product review videos is an antecedent 

of their summary judgments of the brand. Hayes and Carr (2015) have found the 

importance of perceived credibility and perceived expertise of the media figure 

in promoting positive attitude towards brand attitude and purchase intentions. 

Brand attitude was also found positively related to purchase intention (Lin & Xu 

2017). Therefore, it can be suggested that attitude toward the brand predicts 
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purchase intention, as proposed in the following hypothesis: 

 

H6: Positive brand attitude formed in product review videos leads to purchase 

intention 

 

Credibility of endorsers is regarded as an important factor in companies’ 

marketing communications strategies. Previous research found that more 

credible sources have a positive effect on the formation of brand attitude and 

purchase intentions (Craig & Mccann 1978). Therefore, selecting appropriate 

presenters is an important step for companies to maximise the effectiveness of 

their advertising message (Ohanian 1990). 

 

Extensive research has assessed the role of credibility on brand attitude and 

purchase intention. It is observed that credibility of presenters can affect the 

perceived reputation of the company that produces the product, which is known 

as brand attitude (Goldberg & Hartwick 1990). Previous studies support this, 

illustrating that customers’ brand attitude and purchase intentions highly depend 

on the trustworthiness established between presenters and potential buyers (Wu 

& Shaffer 1987; Moore, Hausknecht & Thamodaran 1986). Therefore, credibility 

established during parasocial interaction can affect the formation of attitudes 

towards product review videos, which can ultimately affect brand attitude and 

purchase intention. 
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2.7 Choice of media persona 

The choice of media persona is vital in examining the effectiveness of 

attractiveness on parasocial interaction, attitude towards product review videos, 

brand attitude and purchase intention. A majority of studies on attractiveness and 

PSI often employ celebrities or known YouTube vloggers (Rumpf 2012; Schroath 

2016; Ding, Qiu & Li 2012). However, this approach has always been questioned. 

It is argued that the reason why celebrities always have significant effects on 

parasocial interaction is due to frequent and consistent exposure and 

attractiveness itself plays a limited role under this context (Horton & Wohl 

1956). Therefore, using celebrities as presenters in videos is likely to create a 

biased result when examining the relationship between different types of 

attractiveness and parasocial interaction. In order to provide a better 

understanding of the relationship between attractiveness and parasocial 

interaction, non-celebrities are employed in the product review videos in this 

study. 
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2.8 Research model 

Based on the above literature review, the following research model, 

incorporating all the proposed hypotheses, has been developed: 

 

 

Physical attractiveness, vocal attractiveness, and social attractiveness are the 

three factors that are proposed to be the antecedents of parasocial interaction in 

this thesis.  

 

The relationship between attractiveness, parasocial interaction and purchase 

intention can be explained in the following ways. Parasocial interaction between 

the media user and the media figure is proposed to change one’s attitude 

towards the product review videos. The attitude formed in the product review 

videos would affect one’s perceived attitude towards the brand, and positive 

brand attitude would lead to purchase intention. 
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2.9 Chapter conclusion 

This chapter provides a literature review on the relationship between 

attractiveness and parasocial interaction. Attractiveness is categorised into three 

aspects: physical attractiveness, vocal attractiveness and social attractiveness. The 

relationships between attractiveness and parasocial interaction, attitude towards 

product reviews, brand attitude and purchase intention are widely documented 

but share different views. Therefore, this study will fill the gap by examining if 

physical attractiveness, vocal attractiveness and social attractiveness play a 

positive role in parasocial interaction which, in turn, affects attitudes towards 

product review videos, brand attitude and ultimately purchase intention. This 

research will also examine the cultural differences between Australia and Hong 

Kong in these areas. 
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Chapter 3: Methodology  

 

3.1 Introduction 

This research aims to examine the effects of makeup and voice quality in relation 

to consumers’ perceptions towards a persona shown in a product review video. In 

order to further investigate the effects of the same media figure to different 

consumers, this study will also look at the effects of cultural differences, by 

studying both Australian and Hong Kong consumers. 

 

3.2 Model specification 

Empirical studies of product review videos look at the effect of physical 

attractiveness and social attractiveness, but neglect the effects of different levels of 

makeup and voice quality. Therefore, a new model is created in this research by 

adding a vocal attractiveness construct into the model.  

 

The newly developed model aims to investigate: 

i)   the effects of physical attractiveness, vocal attractiveness, and social 

attractiveness in promoting media users’ parasocial interaction with a 

media figure, 

ii)   how parasocial interaction affects media users’ attitudes towards product 

review videos, 

iii)   how attitudes towards product review videos change media users’ attitudes 
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towards the brand, and ultimately lead to purchase intention.  

 

3.3 Survey design 

This study adopts a quantitative research approach to investigate the effects of 

attractiveness (physical, vocal, social) on parasocial interaction, attitude change 

towards product review videos and brand, and purchase intention. A 

questionnaire is generated to investigate the perceptions that media users have 

in relation to the level of attractiveness (physical, vocal, social) of the media figure, 

and their perceptions towards the reviewed product. 

 

This research uses a 2 x 2 x 2 between-subject factorial experimental design.  

The two levels within each factor are: visual attractiveness (makeup versus no 

makeup), vocal attractiveness (breathy voice versus nasal voice) and social 

attractiveness (Australia versus Hong Kong) (see the table below). 
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3.4 Participants involved 

This study targeted female respondents aged 18 to 40 years old. A total of 238 

questionnaires were collected and 202 (100 Australian women and 102 Hong 

Kong women) were found to be usable, with a minimum of 24 respondents in 

each experimental cell. Participation is voluntary. Only women aged between 18 to 

40 years who have spent most of their time Australia and Hong Kong are selected 

in this research. As it is a review of a woman’s perfume, a female Australian 

Caucasian is employed. Only female respondents are recruited to control any 

confounding effect of gender. Respondents are recruited from both Australia and 

Hong Kong so as to measure the cultural differences in perceptions of 

attractiveness.  

 

3.5 Stimulus 

Four different 60 second product review videos have been created featuring a 

new perfume. Perfume is chosen for the study based on prior research looking at 

the effectiveness between attractive endorsers and beauty products. The use of 

attractive endorsers was found to be more effective when promoting products that 

enhance one’s attractiveness compared to average-looking endorsers (Roozen & 

Claeys 2010; Leonard 2014). The same female model, perfume and script (see 

Appendix A for the script of the video) are used in all four recordings. The model 

was trained to speak in a breathy and nasal manner. In the non-attractive 

condition, no makeup was used while makeup was applied in the attractive 
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condition.  

 

3.6 Procedure 

Data is collected through a web-based survey and recruitment of participants is 

via a snowballing technique. In other words, participants are recruited via asking 

friends and friends-of-friends to complete the study. Participants are randomly 

assigned to watch one of four product reviews via email using a unique link for 

each of the experimental conditions. First, they are shown a perfume review 

video created by an Australian Caucasian. After watching the product reviews 

participants are asked to complete a series of questions about the video. Their 

answers are recorded using Qualtrics software. The whole experiment takes about 

10 minutes to finish.  

 

An online survey helps improve the effectiveness of the data collection process. As 

there are four conditions designed in this study, and the research design involved 

both Australian and Hong Kong respondents, the use of an online survey 

eliminates transcriber error and allows results to be correctly grouped into the 

correct conditions (McCoy & Marks 2001). As participants were asked to watch 

an online video before answering the questions in the questionnaire, the use of an 

online survey is also ideal in this research as an online questionnaire allows the 

video link to be added into the questionnaire (Rogers, Sharp & Preece 2002). As a 

result, it is more convenient for the participants to fill in.  
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Using online survey is a common practice for studies involving predefined groups. 

It is observed that research studies that have a research design of specific 

predefined groups of target population often use online questionnaire to collect 

data (Yun & Trumbo 2000). Since targeting groups of this research are 

respondents who grew up in Australia or Hong Kong, it is believed that the use of 

an online questionnaire is an ideal choice for data collection. 

 

3.7 Structure of questionnaire and measurement scale 

Participants are required to answer a list of questions after watching the product 

review video (see Appendix B). The questionnaire consisted of five components:  

1) attractiveness  

2) parasocial interaction 

3) attitude towards product review videos 

4) brand attitude 

5) purchase intention 

 

Participants were asked to express their impressions of the model shown in the 

video, how much they liked the video, their impressions of the reviewed perfume, 

and whether they might purchase the perfume. Questions for each variable were 

generated based on measurements shown to have high reliabilities in prior 

literature (e.g. Lee & Watkins 2016), key concepts, and are modified for the 

current study. 
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The independent variables in this research are physical attractiveness (full 

makeup, no makeup), social attractiveness, and vocal attractiveness (breathy 

voice, nasal voice), whereas the dependent variables are parasocial interaction, 

attitude towards product review videos, brand attitude, and purchase intention.  

 

(1) Attractiveness 

The question on physical attractiveness is adopted by DeShields, Kara and Kaynak 

(1996). Respondents are asked to show to what extent they think the media 

figure is considered physically attractive, using a 7-point bipolar scale, which -3 

represents ‘extremely unattractive’, 0 represents ‘neither attractive nor 

unattractive’, and 3 represents ‘extremely attractive’.  

 

The question on vocal attractiveness is adopted from Wiener and Chartrand 

(2014). Respondents are asked to evaluate how much they like the voice of the 

media figure, by using a 7-point bipolar scale, which -3 represents ‘extremely 

dislike’, 0 represents ‘neither like nor dislike’, and 3 represents ‘extremely like’. 

 

The question on social attractiveness is adopted from McCroskey, Daly and 

Richmond (1975), in which participants are asked to what extent they think the 

media figure is similar to them. 
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(2) Parasocial interaction 

The questions on parasocial interaction are modified from a prior study 

conducted by Rubin and Perse (1987). This research used four items to measure 

parasocial interaction with the aim of creating a unique measurement specifically 

for the study. This study aimed at measuring parasocial interaction specifically on 

the aspects of respondents’ evaluation of whether the media figure reminds them 

of an old friend, and whether the respondents want to form a friendship with the 

media figure. Participants are asked to rate each item from a 7-point unipolar 

scale, which 1 represents ‘not at all likely’, and 7 represents ‘extremely likely’. 

Those items include how well viewers feel they know the endorser; how likely 

viewers think an endorser is talking to them like a friend; how likely viewers 

would like to form a friendship with an endorser and how likely viewers feel an 

endorser is like an old friend of them. 

 

(3) Attitude towards product review video 

The question on attitude towards the product review video is modified from Kahle 

and Homer (1985). Participants are asked to demonstrate their liking of the 

product review video, using a 7-point bipolar scale, which -3 represents ‘extremely 

dislike’, 0 represents ‘neither like nor dislike’, and 3 represents ‘extremely like’. 
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(4) Brand attitude 

The question on brand attitude is derived from Till and Busler (2000), with the 

emphasis on participants’ evaluation of the quality of the reviewed product. 

Participants are asked to evaluate how good or bad do you think the perfume 

would be by rating the item on a 7-point bipolar scale, which -3 represents 

‘extremely bad’, 0 represents ‘neither good nor bad’, and 3 represents ‘extremely 

good’. 

 

(5) Purchase intention 

The question on purchase intention was modified from Mortazavi, Rahim Esfidani 

and Shaemi Barzoki (2014). Participants are asked how likely it is that they will 

purchase the perfume after watching the video. Participants are asked to rate the 

item using a 7-point unipolar scale, which 1 represents ‘not at all likely’, and 7 

represents ‘extremely likely’. 

 

Since all the constructs besides PSI are singularly concrete in that it possess a 

single meaning and refers to one object, only one item is used per those construct 

(Bergkvist & Rossiter 2007; Ang & Eisend 2017). The questionnaire uses 7-point 

scales for all the questions. 7-point scales were used to increase the reliability and 

validity in this study. Previous stimulation studies and empirical studies were 

found to be more reliable and valid when 5-point to 7-point scales were used 
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compared to scales with fewer scale points, but scales with 8-point or more were 

found to have no further effects on improving reliability and validity (Dawes 

2008). Therefore, a 7-point scale is chosen in the study to maximise the validity of 

the result. 

3.8 Statistical method of analysis  

In order to examine the relationship between attractiveness and parasocial 

interaction, a bivariate correlation analysis is undertaken. This approach can 

show a simple relationship from one variable to another, namely the relationship 

between physical attractiveness and parasocial interaction; vocal attractiveness 

and parasocial interaction and social attractiveness and parasocial interaction. 

 

Causal modelling is adopted to examine the relationship between parasocial 

interaction, attitude formed towards the product review videos, brand attitude 

and purchase intention. This approach is used for testing hypothesised 

theoretical relationships among variables. It is particularly useful in examining 

the relationship of a set of independent variables on a particular dependent 

variable (Molane 1988). Therefore, it is useful to see if there is any causal 

relationship between parasocial interaction and media users’ attitude towards 

the product review video; attitude formed towards the product review videos 

and brand attitude and brand attitude and purchase intention. 

 

To examine the effects of makeup application, voice quality, and places where 
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participants grew up in, Analysis of Variance (ANOVA) was conducted. ANOVA is 

used for hypothesis testing when there are than two groups measured on an 

interval scale (Malhotra 2007). In addition, bivariate correlation, regression 

analyses and causal modelling are used to test the relationship between 

constructs. 

 

An independent sample t-test is also used to examine the effects of attractiveness, 

including physical, social and vocal, on parasocial interaction, attitude towards 

product review videos, brand attitude, and purchase intention. Independent t-tests 

are often used in marketing studies (e.g. Liu, Hu & Grimm 2010; Nayeem 2012). 

Independent t-tests are often employed to compare the means between two 

unrelated groups which have the same continuous, dependent variable (Li 

2012).  

  

3.9 Chapter conclusion 

This study is conducted using a 2 x 2 x 2 between-subject factorial experimental 

design which involves 100 Australian and 102 Hong Kong female participants 

aged between 18 and 40 years old. A female Australian is employed to make four 

perfume review videos. In those videos, the model, perfume and script are 

identical. Data is collected using a web-based survey. Participants are randomly 

assigned a video and required to answer a set of questions related to 

attractiveness, parasocial interaction, attitude towards product review videos, 
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brand attitude and purchase intention after watching it. 7-point scales are used in 

the questions. After the data collection, various statistical methods of analysis are 

undertaken including bivariate correlation analysis, causal modelling, ANOVA and 

independent sample t-tests. 

Chapter 4: Results 

4.0 Introduction 

This chapter aims at presenting results of analysis outlined in the earlier chapter 

using the software namely SPSS due to its user-friendliness. 

 

4.1 Testing for the unidimensionality of parasocial interaction (PSI) 

Before testing the hypotheses, the 4 measures of PSI (Q4 to Q7) were tested for 

unidimensionality in order to keep it simple for an online surevey. With reference 

to factor analysis, only Q5 to Q7 loads .70 and above while Q4 loads only at .59. 

Hence Q4 was dropped. A principal component analysis with varimax rotation 

was carried out with Table 1 showing the results. These three items load on one 

dimension which accounts for 76.5% of the variance of this construct.   

 

Q5. How likely do you think this person is talking to you 

like a friend? 

.839 

Q6. How likely would you like to form a friendship with 

this person? 

.867 

Q7. How likely do you feel this person is like an old friend 

of yours? 

.917 

Table 1: Factor loadings of the three measures of PSI 
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An index of PSI is then created by averaging these 3 items as follows: 

 

 

4.2 Manipulation Checks 

Manipulation checks were conducted prior to the start of the study to confirm 

that the manipulation of physical and vocal attractiveness were successful. Two 

manipulations were carried out in this study: physical attractiveness (using 

makeup versus no makeup) and vocal attractiveness (nasal versus breathy voice).  

 

My justification is grounded in the logic that, if individuals perceive that presenter 

with make-up is more attractive than with no make-up, then I can conclude that 

the manipulation was successful. With reference to the result, the makeup 

condition is rated to be significantly more attractive (Mattract = 0.10) than the no 

makeup condition (Munattract = 0.48) (t = 2.03, p<.05). Therefore, it confirmed that 

the manipulation was a success. 

 

For vocal attractiveness, my justification is grounded in the logic that, if individuals 

perceive that presenter with breathy voice is more attractive than with nasal 

voice, than I can conclude that the manipulation was successful. According to the 

result, there was no significant main effect, although there is a trend showing the 
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breathy voice (Mbreathy = 3.05) to be slightly more likeable than the nasal voice 

(Mnasal = 2.74) (p>.05). However, this trend is qualified by a very marginal country 

interaction (F (1,200) = 2.78, p = 0.09), where Hong Kong respondents equally 

liked both types of voice in contrast to Australians who preferred the breathy 

voice (see Figure 2 below), which confirmed that the manipulation check was a 

success. 

 

       

Figure 2: Country by type of voice interaction 

 

Although social attractiveness was not manipulated, the media figure used was an 

Australian-Caucasian; as such we would expect Australian respondents to say they 

feel more similar than the HK respondents. However, a t-test revealed no 

significant difference between these two groups on this measure (p>.05). There 

were also no significant two- or three-way interactions (p>.05) with country or 
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voice quality.  

 

In summary, both physical attractiveness (i.e., makeup versus no makeup) and 

vocal attractiveness (i.e., breathy versus nasal voice) were correctly manipulated, 

the latter qualified by country interactions. Surprisingly, social attractiveness, 

although not manipulated did not differ by country, possibly because there is no 

opportunity for the respondents to get to know the media figure better. 

 

4.3 Physical, vocal and social attractiveness and parasocial interaction (PSI) 

H1: Physical attractiveness of the media figure is positively related to PSI 

H2: Vocal attractiveness of the media figure is positively related to PSI 

H3: Social attractiveness of the media figure is positively related to PSI 
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**. Correlation is significant at the 0.01 level (2-tailed). 

Table 3: Correlations of physical, vocal and social attractiveness on PSI (total 

sample) 

  PSI Q9. How physically 

attractive do you 

think the person is? 

Q10. How much 

do you 

like or dislike the 

voice of the person 

in the video? 

Q12. How similar 

or 

dissimilar are you 

to the person in the 

video? 

PSI Pearson 

Correlation 

 

Sig. (2-tailed) 

 

N 

1 

 

 

 

202 

.205** 

 

.003 

 

202 

.456** 

 

.000 

 

202 

.484** 

 

.000 

 

202 

Q9. How 

physically 

attractive do 

you think the 

person is? 

Pearson 

Correlation 

 

Sig. (2-tailed) 

 

 N 

.205** 

 

.003 

 

202 

1 

 

 

 

202 

.318** 

 

.000 

 

202 

.227** 

 

.001 

 

202 

Q10. How much 

do you like or 

dislike the voice 

of the person in 

the video? 

Pearson 

Correlation 

 

Sig. (2-tailed) 

 

 N 

.456** 

 

.000 

 

202 

.318** 

 

.000 

 

202 

1 

 

 

 

202 

.454** 

 

.000 

 

202 

Q12. How 

similar or 

dissimilar are 

you to the 

person in the 

video? 

Pearson 

Correlation 

 

Sig. (2-tailed) 

 

N 

.484** 

 

.000 

 

202 

.227** 

 

.001 

 

202 

.454** 

 

.000 

 

202 

1 

 

 

 

202 
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To test H1, H2 and H3 a bivariate correlation was run between PSI and 

measurements of physical (Q9), vocal (Q10) and social attractiveness (Q12).  

The results show that there is a low but positive relationship between PSI and 

physical attractiveness (r=.21, p<.05). PSI is moderately correlated with vocal 

attractiveness (r=.46, p<.05) and social attractiveness (r=.48, p<.05). Thus H1, H2 

and H3 are supported.  

 

Although not hypothesised, physical attractiveness is also correlated with both 

vocal and social attractiveness (r =.32, and .23 p<.05 respectively). This means 

that three kinds of attractiveness share common variances. To examine the 

unique contribution of the different types of attractiveness on PSI, a multiple 

regression was carried out with PSI as the dependent variable. Only vocal (β = .29) 

and social attractiveness (β = .35) contributed to PSI [F (3, 198) = 29; p<.05; 

adjusted r-square = 30%].  
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Table 4: Regression of physical, vocal and social attractiveness on PSI (total 

sample) 

 

 

 

 

 

 

 

 

 

 

 

 

 

Model 

Unstandardised Coefficients Standardised 

Coefficients 

 

 

T 

 

 

Sig. B Std. Error Beta 

Q9. How physically attractive do you 

think the person is? 

.027 .048 .035 .552 .581 

Q10. How much do you 

like or dislike the voice of the person 

in the video? 

.216 .051 .288 4.199 .000 

Q12. How similar or 

dissimilar are you to the person in 

the video? 

.267 .052 .345 5.168 .000 

UnstandUardiseUd 

Coefficients 
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4.4 Relationship between Parasocial Interaction (PSI), attitude towards the video, 

brand attitude and purchase intention  

 

H4: PSI positively affects media users’ attitude towards the product review video 

H5: Positive attitude formed towards the product review videos leads to positive 

brand attitude 

H6: Positive brand attitude formed in the product review videos leads to purchase 

intention 

 

A correlation was performed to identify the relationship between PSI, media 

users’ attitude towards the product review video, brand attitude and purchase 

intention. In support of H4, PSI is moderately associated with attitude towards the 

product review video (Q3) (r= .41). 
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PSI Q1. After 

viewing this 

video, how 

likely would 

you be to buy 

the perfume? 

(Purchase 

intention) 

Q2. After watching 

this video, how 

good or bad do you 

think the perfume 

would be?  

(Brand attitude) 

Q3. How much do you 

like or dislike the 

product review video 

you just saw?  

(Attitude towards 

product review video) 

PSI 1 .446** 169* .407** 

Q1. After viewing 

this video, how likely 

would you be to buy 

the perfume? 

(Purchase intention) 

.446** 1 .409** .470** 

Q2. After watching 

this video, how 

good or bad do you 

think the perfume 

would be? 

(Brand attitude) 

.169* .409** 1 .477** 

Q3. How much do 

you like or dislike 

the product review 

video you just saw? 

(Attitude towards 

product review video) 

.407** .470** .477** 1 

Table 5: Correlation between PSI, attitude towards product review video, brand 

attitude and purchase intention 
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4.5 Best predictors of purchase intention 

Before directly testing H5 and H6 using causal modelling, some preliminary 

analyses were carried out to yield a better understanding of variables. 

 

Table 4 shows that PSI is moderately associated with purchase intention (Q1) 

(r=.45) (p<.001). But its association with brand attitude (Q2) is low (r=.17) 

(p<.05). Instead, brand attitude (Q2) had the highest correlation with attitude 

towards the product review video (Q3) (r=.48) (p<.01). This implies that attitude 

towards the product review video is more likely to influence brand attitude; while 

itself being influenced by PSI.    

 

From these preliminary analyses, it appears that PSI has a direct influence on 

purchase intentions, as well as an indirect effect via attitude towards the video. 

 

4.6 Causal Modelling 

H4: PSI positively affects media users’ attitude towards the product review video 

H5: Positive attitude formed towards the product review videos leads to positive 

brand attitude 

H6: Positive brand attitude formed in the product review video leads to purchase 

intention 
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To test H4, H5 and H6, causal modeling using partial least square (smartPLS) was 

used.   

 

 

 

Figure 6: Causal modelling of PSI, brand attitude and attitude towards video on 

purchase intention (total sample) 

 

Figure 6 shows the path coefficients of the major constructs of attitude towards 

the product review video, brand attitude and PSI to purchase intention. All the 

paths were significant (p<.05; see table 7) and the model contributes to 31% of 

the variance of purchase intention. H5 and H6 are thus supported. Since this 

model shows that there is a significant path between PSI and the attitude towards 

the product review video (β = .41), it lends further support for H4. 
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  Original Sample Sample Mean Standard Deviation T Statistics P Values 

Attitude towards review video -> 

Brand Attitude 

0.477 0.475 0.064 7.461 0.000 

Brand Attitude -> Purchase Intention 0.344 0.339 0.057 6.049 0.000 

PSI -> Attitude towards review video 0.405 0.408 0.055 7.366 0.000 

PSI -> Purchase Intention 0.387 0.395 0.062 6.238 0.000 

Table 7: Significance test of model based with bootstrapping 

 

Finally, a full model was run by including all three antecedents of PSI, physical 

attractiveness, social and vocal attractiveness. As expected, physical attractiveness 

had no effect on PSI, which lends support to earlier analyses and was thus 

dropped from the model. The full model with the two antecedents of social and 

vocal attractiveness is shown in Figure 8 and the significance test in Table 9. 

These two factors contribute to 31% of the variance of PSI.   

 

Figure 8: Full causal model of PSI, brand attitude and attitude towards video and on 

purchase intention (total sample) 
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Table 9: Significance test of full model based with bootstrapping 

 

4.7 Relationship between make-up, voice quality, and purchase intention on cultural 

differences 

To further understand the effects of makeup and voice quality on purchase 

intention, an ANOVA test has been conducted. There was a significant main effect 

(p < .05) for country of origin. The city or country that the participants grew up in 

affected their intention to purchase the perfume, F (1, 194) = 7.56. There was also 

a significant interaction effect (p < .05) for voice quality, when level of makeup is 

taken into account, F (1, 194) = 4.00 (see Table 10). 

 

 

 

 

 

 

  

Original 

Sample 

Sample 

Mean 

Standard 

Deviation 

T Statistics 

P 

Values 

Attitude towards review video -> Brand Attitude 0.477 0.475 0.060 7.987 0.000 

Brand Attitude -> Purchase Intention 0.344 0.340 0.055 6.228 0.000 

PSI -> Attitude towards review video 0.403 0.403 0.052 7.696 0.000 

PSI -> Purchase Intention 0.387 0.393 0.060 6.483 0.000 

Social Attractive -> PSI 0.364 0.363 0.069 5.284 0.000 

Vocal Attractive -> PSI 0.285 0.283 0.065 4.377 0.000 
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Dependent Variable: Q1. After viewing this video, how likely would you be to buy the perfume? 

Source Type III Sum 

of Squares 

df Mean Square F Sig. 

Corrected Model 26a 7 3.74 2.32 .027 

Intercept 878 1 878 546 .000 

Voice Quality .653 1 .653 .405 .525 

Make Up .551 1 .551 .342 .559 

Country 12.2 1 12.2 7.56 .007 

Voice Quality. * Make Up 6.43 1 6.43 4.00 .047 

Voice Quality. * Country 1.87 1 1.87 1.16 .283 

Make Up * Country 4.17 1 4.17 2.59 .109 

Voice Quality. * Make Up * 

Country 

.043 1 .043 .027 .871 

Error 312 194 1.61   

Total 1220 202    

Corrected Total 338 201    

a. R Squared = .077 (Adjusted R Squared = .044) 

Table 10: Test of between-subjects effects on voice quality, make-up condition, 

country, and purchase intention 
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Independent t-tests were also conducted to examine the effects of voice quality and 

country on purchase intention. There was a main effect for country where HK 

respondents (MHK = 2.23) were generally more persuaded by the product review 

video than Australians (MAust = 1.84) (t (200) = 2.72, p<.007). 

 

To better illustrate the interaction effects between voice quality and makeup on 

purchase intention, the means are plotted in Figure 11. When makeup was 

applied, the quality of the voice makes no difference to purchase intentions. There 

was no significant difference between breathy (Mbreathy = 2.02) and nasal (Mnasal = 

2.06) voice (t (97) = 0.97, p>.05). However, when there was no make-up, the use 

of breathy voice was more persuasive. The mean of breathy voice (Mbreathy = 2.27) 

was marginally higher than that of nasal (Mnasal = 2.08) (t (101) = 1.86, p<.05). 
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Figure 11: Level of make-up, voice quality on purchase intention (total sample) 

 

Further analyses revealed that the source of this interaction can be traced to the 

HK respondents (see Figure 12). The quality of the voice is only important when 

there was no makeup. Under such circumstance, breathy voice (MHKbreathy = 2.77) 

is significantly more persuasive than nasal voice (MHKnasal = 2.08) (t(48) = 1.99, 

p<.05).  

 

For the Australian sample on the other hand, the combination of makeup and 

voice quality made no difference to persuasion (p>.05) (see Figure 13).  
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Figure 12: Level of makeup, voice quality on purchase intention – Hong Kong sample 

 

Figure 13: Level of makeup, voice quality on purchase intention – Australian 
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4.8 Chapter conclusion 

This chapter has tested the six hypotheses proposed in the literature review. 

Before, the formal hypothesis testing, 4 measures of PSI (Q4-Q7) were tested for 

unidimentionality and Q4 was dropped accordingly. After that, manipulation 

checks were carried out and the results showed that physical attractiveness and 

vocal attractiveness are correctly manipulated. 

 

When it comes to the hypothesis testing for H1, H2 and H3, a bivariate 

correlation was adopted and all the three hypotheses are supported. Correlation 

analysis was carried out to test for H4 and it is supported.Preliminary analyses 

were carried out before the testing of H5 and H6 and the result shows that PSI 

has a direct influence on purchase intentions, as well as an indirect effect via 

attitude towards the video. Causal modeling using partial least square was used in 

testing H4, H5 and H6 and it supports all hypotheses. 
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Chapter 5: Discussion, limitations and conclusion 

 

5.1 Discussion 

The aim of this study is to identify the linkage between attractiveness, attitude 

towards product review videos, brand attitude, and purchase intention. This 

chapter provides interpretation and insights to answer the following research 

questions in this study: 

 

RQ: What are the effects that physical attractiveness, vocal attractiveness, and 

social attractiveness have in promoting parasocial interaction and purchase 

intention? 

 

In order to enhance the comprehensiveness of the study, the following sub 

questions are examined: 

i) To what extent does physical attractiveness, vocal attractiveness and social 

attractiveness affect parasocial interaction? 

ii) To what extent does parasocial interaction affect attitude towards product 

reviews? 

iii) To what extent does attitude towards product reviews affect brand     

attitude and purchase intention? 
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Hypothesis Findings 

H1: Physical attractiveness of a media 

figure is positively related to 

parasocial interaction. 

Supported 

H2: Social attractiveness of a media 

figure is positively related to 

parasocial interaction. 

Supported 

H3: Vocal attractiveness is positively 

related to parasocial interaction. 

Supported 

H4: Parasocial interaction positively 

affects media users’ attitude towards 

the product review video. 

Supported 

H5: Positive attitude formed towards 

the product review videos leads to 

positive brand attitude. 

Supported 

H6: Positive brand attitude formed in 

the product review video leads to 

purchase intention. 

Supported 

Table 14: Summary of all findings of the hypotheses 
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All findings of the hypotheses are summarised in table 14 and detailed discussions 

are provided as follows:  

Physical attractiveness and parasocial interaction 

Physical attractiveness showed a positive and significant effect on parasocial 

interaction which is consistent with what Rumpf (2012) and Lee and Watkins 

(2016) found. The positive relationship between physical attractiveness and 

parasocial interaction might due to different reasons. A possible explanation of 

this result may be due to individuals’ preference of communicating with physical 

attractive media figure (McCroskey & McCain 1974). The result is also consistent 

with the match-up hypothesis illustrating that physical attractive endorsers are 

important when engaging in attractiveness-related service (Koernig & Page 

2002).  

 

Vocal attractiveness and parasocial interaction 

With reference to the previous section on literature review, it proposed that 

different levels of vocal attractiveness can provide different impression of 

personality. As a result, individuals may be credited with attributes that are based 

on stereotype held by observers. This notion received strong empirical support. 

Participants agreed that breathy voice is regarded as more vocally attractive 

compared to nasal voice. It might be argued that the association between 

judgments of vocal attractiveness and personality ratings is correlated in nature 

(Zuckerman & Driver 1989). More specifically, breathy voice often represents the 
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establishment of closeness relationship between presenter and viewers which 

explains why breathy voice helps promote parasocial interaction (PäiviLukkarila, 

Laukkanen & Palo 2012). 

 

Both the Australian and Hong Kong sample showed a moderate and positive 

relationship between vocal attractiveness and parasocial interaction, this 

phenomenon can be explained by the fact that customers who are attracted by 

the presenter’s voice are more likely to interact with the presenter as they would 

like to hear their voice again, thus facilitating the promotion of parasocial 

interaction (Murray & Price 2011). 

 

Social attractiveness and parasocial interaction 

Prior literature shows that when individuals found similarities between the media 

figure and themselves, it is more likely the media users will form parasocial 

interactions with the media figure. With reference to what Horton and Wohl 

(1956) hypothesized, parasocial interaction is similar to the establishment of 

social relationship with others. The results of this study also confirm the 

importance of social attractiveness on parasocial interaction. It is observed that 

socially attractive endorsers create the context for interaction which ultimately 

facilitates parasocial interaction (Rubin & Mchugh 1987). Apart from that, the 

finding can also be explained by an uncertainty reduction theory suggesting social 

attractive endorsers can reduce uncertainty level formed by viewers (Kellermann 
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& Reynolds 1990). When similarities were formed between media figure and 

media users, it facilitate communication (McCroskey, Richmond & Daly 1975), as 

positive affirmation will be formed between the media users and the media figure 

(Rumpf 2012), which eventually facilitates the development of a long-term 

relationship between the media figure and the media users (Berry 1995). From 

this, it can be seen that parasocial relationship is influenced by perceptions of 

interactivity. 

 

The relationship of PSI and attitude towards product review video, 

The results in the previous chapter showed that parasocial interaction affects 

media users’ attitude towards the product review video. Formation of parasocial 

relationship is influenced by perceptions of interactivity. By providing an 

opportunity for media users to share their thoughts and opinion on the product 

review videos, the relationship between perceived interactivity is established and 

mediated by parasocial interaction. Therefore, a positive relationship between 

parasocial interaction and attitude towards product review video can form.  

 

Effects of attitude towards product review video on brand attitude 

It is found that attitude towards product review video had a significant effect on 

brand attitude, which is consistent with previous finding (Kim & Kim 2004). As 

expected, this association was strong in perfume product review videos context, 

indicating that consumers’ evaluation of product review videos will affect their 
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summary judgements of a perfume brand. Therefore, in order to improve 

consumers’ attitude in regard to a perfume brand, companies should try to 

establish a positive consumer attitude toward product review videos which will 

eventually affect customers’ evaluation on the brand and its products.  

 

Moreover, the result reaffirms what Keller (2003) suggests. An attitude formed 

towards a product review video can help customers identify the retailers’ 

credibility which helps establish brand attitude.  

 

Effects of brand attitude on purchase intention 

The current results indicate that brand attitude was related to purchase intention, 

which supports the results of previous researchers (Lafferty & Goldsmith 1996; 

Oh et al. 2009; Spears & Singh 2004). In other words, a positive consumer attitude 

towards the brand of perfumes should be established beforehand in order to 

promote consumers’ purchase intention toward a perfume that introduces in a 

product review video. Perfumes are getting more popular as a way to promote 

attractiveness. However, it is common for perfumes users to suffer from health 

risks namely skin allergies as a result of excessive application. As such, I suggest 

that marketers can provide some tips of using perfumes for vloggers to present in 

product review videos in order to maximise the benefits of using perfumes. 

5.2 Limitations 

This study has the following limitations: First, there is only one item on each 
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measurement of attractiveness, and on attitude towards the product review video. 

Therefore, it remains unclear on what particular features that participants look at 

when they evaluate the media figure. 

 

Secondly, the findings of this study provide new insights to current literature but 

the generalizability of the result is limited. It is an exploratory study on the 

cultural differences examining different perception of attractiveness and its effects 

on parasocial interaction. This study chose respondents from Hong Kong and 

Australia with an aim to examine the cultural differences between Asian and 

Western consumers. Although Hong Kong is a metropolitan city in Asia, Hong 

Kong was once colonised by the UK for a long period of time, so their perceptions 

on attractiveness may also be influenced by Western culture to some extent. 

Therefore, the results that are obtained in this study might not be well 

generalised to other Asian countries.  
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5.3 Conclusion 

The purpose of this study was to examine the effect of attractiveness (physical, 

vocal, social) in parasocial interaction, attitude towards product review videos, 

brand attitude, and purchase intention in the case of Hong Kong and Australia. 

The results and discussion sections have outlined the findings in this study and 

answered the research questions.  

 

In order to do so, this study has introduced the model of attractiveness, which 

extends previous research on attractiveness and parasocial interaction by 

inserting a new component, namely voice quality, to examine the effects of 

attractiveness on parasocial interaction, attitudes towards product review videos, 

brand attitude, and purchase intention. Accordingly, six hypotheses are proposed 

as follows: 

H1: Physical attractiveness of a media figure is positively related to parasocial 

interaction. 

H2: Social attractiveness of a media figure is positively related to parasocial 

interaction. 

H3: Vocal attractiveness is positively related to parasocial interaction. 

H4: Parasocial interaction positively affects media users’ attitude towards the 

product review video. 

H5: Positive attitude formed towards the product review videos leads to positive 

brand attitude. 
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H6: Positive brand attitude formed in the product review video leads to purchase 

intention. 

 

All hypotheses are supported as shown in the analysis of the result. From this, it 

can be seen that different forms of attractiveness can impose a positive effect on 

parasocial interaction, media users’ attitude towards the product review video, 

purchase intention and brand attitude.  

 

5.4 Implications for academic theory  

In this study, a new model of attractiveness is introduced to extent the model 

suggested by Lee and Watkins (2016) from different perspectives. 

 

Firstly, physical attractiveness is manipulated on no make-up and make-up 

conditions to examine the relationship between physical attractiveness and 

parasocial interaction. With reference to prior literature looking at the 

relationship between physical attractiveness and parasocial interaction, the 

factors leading to an improvement on physical attractiveness is unclear 

(Praxmarer & Rossiter 2009; Rumpf 2012; Lee & Watkins 2016). This research 

fills this gap by showing that make-up can treat as one of the ways to improve 

physical attractiveness which can eventually promote parasocial interaction. 
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Secondly, this study introduced the new component of ‘vocal attractiveness’ in the 

attractiveness model by incorporating nasal and breathy voice for analysis. This 

study extends previous study on the perception on the attractiveness of breathy 

voice (Xu et al. 2013; Lukkarila, Laukkanen & Palo 2012) and nasal voice 

(Zuckerman & Miyake 1993; Xu et al. 2013 ; Lukkarila, Laukkanen & Palo 2012), 

and the relationship between vocal attractiveness and parasocial interaction 

(Scherer 1972; Savage & Spence 2014).  

 

Prior literature showed that personality traits of an individual can be inferred 

from the voice which will ultimately affect parasocial interaction (Scherer 1972; 

Savage & Spence 2014). This study extends this notion by examining how the 

perceptions on the liking of breathy voice and nasal voice differ between 

individuals from Hong Kong and Australian impact parasocial interaction.  

 

This study also extents prior study on social attractiveness and parasocial 

interaction (Frederick et al. 2012; Rumpf 2012; Lee & Watkins 2016), in 

examining the perception difference on social attractiveness between the east and 

the west when a product review video is presented by a western endorser.  

 

Parasocial interaction proved to be an importance variable in this study as it helps 

change attitudes formed towards product review videos. It seems likely that 

parasocial interaction may play an important role in the psychological process 
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through which interactivity affects attitudes (Thorson & Rodgers 2006). In this 

study, it is believed that providing an opportunity to interact with the vlogger 

encouraged a sense of closeness between viewers and presenter, which can 

encourage positive evaluations of product review videos. 

 

Overall, the results that were found in this research support previous research on 

attractiveness and parasocial interaction. This study extended current study on 

attractiveness and parasocial interaction by creating a new model of 

attractiveness. The newly created model reveals the role of attractiveness and 

parasocial interaction in affecting consumers’ attitude towards product review 

video, and how the attitude formed in the product review video affects brand 

attitude and purchase intention.  

 

5.5 Implications for practice 

This research has managerial implications for marketers on the required 

characteristics of models for product review videos as it can promote parasocial 

interaction which affects the attitudes formed towards products. This can 

ultimately affect brand attitude and purchase intention. 

 

The current study provides an opportunity for marketer in Hong Kong and 

Australia to understand how level of make-up application and voice quality can 

promote parasocial interaction between media users and media figure. Although 
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product review videos are becoming more popular in providing product 

information to consumers, little literature has focused on the relationship 

between attractiveness and parasocial interaction, in response to the global trend 

of product review videos provided to consumers as a third-party source (Google 

2016), this study provides evidence that vocal attractiveness plays a significant 

role in promoting parasocial interaction and purchase intention. This research 

has managerial implications for marketers on the required characteristics of 

models for product review videos as it can promote parasocial interaction which 

affects the attitudes formed towards products. This can ultimately affect brand 

attitude and purchase intention. 

 

With reference to the conflicting findings in perceived attractiveness on voice 

quality, this study provides insight of the perceived attractiveness on breathy 

voice and nasal voice (Zuckerman & Miyake 1993; Xu et al. 2013; Babel, McGuire 

& King 2014; Lukkarila, Laukkanen & Palo 2012). Although it is found that 

consumers in Hong Kong equally like breathy voice and nasal voice, to maximise 

the effectiveness of product review video in promoting purchase intention in 

Hong Kong consumers, marketers are best using individuals with no make-up and 

speak in a breathy voice to promote the products. Although the combination of 

make-up and voice quality makes no difference on purchase intention in 

Australian consumers, they prefer breathy voice to nasal voice, which indicates 

that marketers that targeted to the Australian consumers can choose individuals 
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who speak in breathy voice to promote the product. This research has managerial 

implications for marketers on the required characteristics of models for product 

review videos as it can promote parasocial interaction which affects the attitudes 

formed towards products. This can ultimately affect brand attitude and purchase 

intention. 

 

The findings of this study by selecting a Caucasian model are also applicable in the 

Chinese market even though this study focuses specifically on individuals from 

Hong Kong and Australia. It is because Chinese females favor Caucasian models 

over Asian models (Jankowiak, Gray & Hattman 2008). Therefore, the positive 

effects between physical attractiveness and parasocial interaction that were found 

from the Hong Kong consumers in this study might also apply to the Chinese 

consumers.  

 

Apart from physical and vocal attractiveness, social attractiveness is also regarded 

as one of the important factors in affecting parasocial interaction. A presenter 

who is viewed as similar to the viewer is more likely to lead to PSI. Therefore, 

brand managers who would like to incorporate vloggers into their branding 

strategy should consider the values and beliefs of the target audience when 

selecting a vlogger to be a brand ambassador. 
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Finding from this study suggest that product review videos, which provide an 

opportunity for interaction with the presenter, can encourage an increased sense 

of closeness with the vlogger. The findings of this study are also applicable outside 

the domain of product review videos. Both advertisers and companies engaging in 

the e-commerce industry have been interested in the persuasive effects of 

interactivity. Many Internet advertises have recently begun to explore ways to 

encourage relationship building with their consumers through different social 

media platform. The results of this research provide foundations for encouraging 

this effort. Increased interactivity in the user-user domain may encourage 

consumers to build new kinds of relationship with the presenters. With reference 

to the result, it seems likely that providing customers with the ability to share 

opinions and information through a product review video can affect company 

image in the form of spreading opinions about the company and impacting the 

relationship between the brand and the individual who perceives the website as 

interactive in a positive way. 

 

5.6 Further research 

In this research, it is shown that make-up can significantly increase one’s 

attractiveness. As this research did not any provide explanations on the reasons 

for the perception of physical attractiveness, future studies can examine how 

facial characteristics, namely eye size, can have impact on physical attractiveness. 

For instance, women with big eyes are considered as more attractive (Gonçalves, 
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et al. 2015). Therefore, it would be of interest to examine the effects of big eyes in 

relation to physical attractiveness and parasocial interaction. 

 

Although this research provides insight to marketers in Australia and Hong Kong, 

the scope of my study is of one time exposure, it is limited to voice quality and 

specifically to breathy voice and nasal voice and in the context of product review 

videos. Therefore, future studies can look at how other types of voice quality or 

pitch of voice in affecting parasocial interaction.  

 

Apart from that, future studies can also take a longitudinal approach and look at 

how the different perceptions on attractiveness and parasocial interaction change 

from first exposure to repeat exposure from time to time. As Chinese consumers 

favour Caucasian models over the Asian ones (Jankowiak, Gray & Hattman 2008), 

future studies could extend current study in examining how the use of Caucasian 

models affects Chinese consumers’ perception on the different types of 

attractiveness, how the perceptions on the different types of attractiveness affects 

parasocial interaction, brand attitude, and purchase intention. 

 

Moreover, future research can extend on this by incorporating more types of 

voice when examining the effect of vocal attractiveness on parasocial interaction, 

media users’ attitude towards the product review video, purchase intention and 

brand attitude. In this case, it can provide a better view on what kind of voice is 
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treated as most efficient in promoting parasocial interaction. 

 

Furthermore, future study can be undertaken to test different vlogger’s ethnicity 

on consumers’ responses from different cultural background. Since this study 

only looks at how viewers from Australia and Hong Kong respond to Australian 

vlogger, future research can look at if viewers from other cultural background 

react in the same way as those from Australia and Hong Kong. 
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Appendix A 

Video script 

Charmaine is a new perfume by Isabel Carrington recently launched in Australia. 

It is a gorgeous combination of soft amber with smoky vanilla with a hint of 

cinnamon spice and musk. Now, it is a perfume that is very sensual, a little sweet.   

 

Now when Charmaine kicks off on your skin, there will be a little citrus lightness. 

This is a bit deceptive but it goes away quickly. But if you pay attention you will 

smell lemon, orange peel and a little tartness. And this smooths out pretty quickly, 

zipping quite quickly over some floral notes like rose and iris. 

 

But Charmaine is not about flowers. Not at all. It does not say, “I am a pretty 

flower”. Instead it gets down quickly to notes of incense and smoky vanilla.   

 

I sprayed this about an hour ago; it has become a gorgeously vanilla-leather like 

scent on my skin. 

 

Now, some people may find this a little strange, because the vanilla scent is not 

like that of a cupcake, but more of the European style like burnt sugar or a crème 

brulee.   

 

But the great thing about Charmaine is that it really blends with your skin and 
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develops a velvety quality. If velvet had a smell, it would smell like Charmaine!    

 

It is a gorgeous perfume. Let it do all the work for you.  

 

I am Simone LeClair – see you next time. 
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Appendix B 

Questionnaire 

 

Q1. What is your age? 

 Below 18 

 18 - 23 

 24 - 29 

 30 - 35 

 36 - 40 

 Over 40 

 

Q2. What is your gender? 

 Male 

 Female 

 

Q3. Do you understand spoken English well? 

 Yes 

 No 
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Q4. Where did you live for the majority of time between the ages of 0 to 20? 

 Australia 

 Hong Kong 

 Others (please specify): ____________________ 

 

Q5. Where do you live?  

 Australia 

 Hong Kong 

 Others (please specify): ____________________ 

 

Please right-click the following link and to select 'display in a new window' to view 

the video.     <Each survey contained the link for the specific condition> 

 

Q6. After viewing this video, how likely would you be to buy the perfume? 

 

Not at all 

likely 

A little likely 

Slightly 

likely 

Moderately 

likely 

Fairly 

likely 

Very likely 

Extremely 

likely 

Please 

indicate 

your 

answer. 

              

 



102 
 

Q7. After watching this video, how good or bad do you think the perfume would 

be? 

 

Extremely 

bad 

Moderately 

bad 

Slightly 

bad 

Neither good 

nor bad 

Slightly 

good 

Moderately 

good 

Extremely 

good 

Please 

indicate 

your 

answer. 

              

 

Q8. How much do you like or dislike the product review video you just saw? 

 

Extremely 

dislike 

Moderately 

dislike 

Slightly 

dislike 

Neither like 

nor dislike 

Slightly 

like 

Moderately 

like 

Extremely 

like 

Please 

indicate 

your 

answer. 
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Q9. After watching this video, how well do you feel that you know this person? 

 

Not well 

at all 

A bit     

well 

Slightly 

well 

Moderately 

well 

Fairly well Very well 

Extremely 

well 

Please 

indicate 

your 

answer. 

              

 

Q10. How likely do you think this person is talking to you like a friend? 

 

Not at all 

likely 

A little 

likely 

Slightly 

likely 

Moderately 

likely 

Fairly     

likely 

Very likely 

Extremely 

likely 

Please 

indicate 

your 

answer. 
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Q11. How likely would you like to form a friendship with this person? 

 

Not at all 

likely 

A little 

likely 

Slightly 

likely 

Moderately 

likely 

Fairly 

likely 

Very likely 

Extremely 

likely 

Please 

indicate 

your 

answer. 

              

 

Q12. How likely do you feel this person is like an old friend of yours? 

 

Not at all 

likely 

A little likely 

Slightly 

likely 

Moderately 

likely 

Fairly 

likely 

Very likely 

Extremely 

likely 

Please 

indicate 

your 

answer. 
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Q13. How likely would you be subscribing to this person's product review 

channel? 

 

Not at all 

likely 

A little likely 

Slightly 

likely 

Moderately 

likely 

Fairly 

likely 

Very likely 

Extremely 

likely 

Please 

indicate 

your 

answer. 

              

 

Q14. How physically attractive do you think the person is? 

 

Extremely 

unattractive 

Moderately 

unattractive 

Slightly 

unattractive 

Neither 

attractive nor 

unattractive 

Slightly 

attractive 

Moderately 

attractive 

Extremely 

attractive 

Please 

indicate 

your 

answer. 
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Q15. How much do you like or dislike the voice of the person in the video? 

 

Extremely 

dislike 

Moderately 

dislike 

Slightly 

dislike 

Neither 

like nor 

dislike 

Slightly 

like 

Moderately 

like 

Extremely 

like 

Please 

indicate 

your 

answer. 

              

 

Q16. How easy or difficult is it for you to understand this person in the video? 

 

Extremely 

difficult 

Moderately 

difficult 

Slightly 

difficult 

Neither 

easy nor 

difficult 

Slightly 

easy 

Moderately 

easy 

Extremely 

easy 

Please 

indicate 

your 

answer. 
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Q17. How similar or dissimilar are you to the person in the video? 

 

Extremely 

dissimilar 

Moderately 

dissimilar 

Slightly 

dissimilar 

Neither 

similar 

nor 

dissimilar 

Slightly 

similar 

Moderately 

similar 

Extremely 

similar 

Please 

indicate 

your 

answer. 

              

 

 

Q18. How often do you watch product review videos? 

 Not at all 

 Once a week 

 Twice a week 

 Three times a week 

 Four times a week 

 Five times a week 

 More than five times a week 

 

 


