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Abstract 

Purpose: This study examines the factors impacting university students’ parasocial interaction and brand preference for video 

applications in Chengdu, China. Seven variables were suggested, including parasocial interaction, entertainment motive, 

perceived interactivity, self-disclosure, task attraction, physical attraction, and brand preference, and six hypotheses among their 

casual relationships. Research Design, Data, and Methodology: The quantitative method was used in the study via a distribution 

questionnaire. The survey participants are 500 students from 2 universities in Chengdu’s Old City Area who are avid users of the 

Bilibili application. The method of Analysis utilized Confirmatory Factor Analysis (CFA) and Structural Equation Modeling 

(SEM) to validate the goodness of fit and confirm the hypotheses testing. Results: The hypotheses regarding the impact of 

perceived interactivity, self-disclosure, task attraction, and parasocial interaction on brand preference were all supported, 

influencing brand preference. However, Old City did not support the impact of entertainment motive and physical attraction on 

parasocial interaction. This suggests that in Old City, these factors may not significantly influence parasocial interaction and 

subsequent brand preference. Conclusions: This research may offer advice and guidance to developers of video platforms, video 

creators of Bilibili, and university students majoring in related fields. 
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1. Introduction 
 

Until June 2023, the figures of Chinese online video users 

had become 1.044 billion; there was an enhancement of 13.8 

million compared with December 2022, accounting for 96.8% 

of the total Chinese Internet users (CNNIC, 2023). That 

number has risen steadily in recent years, and it has been a 

very large scale for online video users in China; almost 

everyone has experienced online video and unitized its 

related features. 

The short video platform has the feature of having no 

homepage or start button and playing videos automatically 

and directly when opened. Viewers can accept the content 

rapidly curated by the recommendation algorithms without 

making any choice (Zhao & Wagner, 2023). The length of 

the short videos is generally less than 30 seconds. Thus, the 

fast rhythm or direct audio-visual stimulation causes 

immediate, suitable for audiences viewing in fragmented 

time. 

Bilibili is a video creation platform founded on June 26th, 

2009. Early on, the Bilibili existed as a website to offer 

content about ACGN+ (animation, comics, games, novels, 

etc.) (Wang, 2022), which aimed to build an online 

community for young people with relevant niche hobbies to 

communicate and share ideas, and it was rare in China at that 

time. Now, it has developed into a video and cultural 

community characterized by a significant demographic of 
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young individuals (Lee et al., 2023). 

From pan-higher education and social responsibility, 

online videos have covered Chinese society. The current 

nature of online video, especially Vlog and short videos, is 

developing rapidly. According to data from CNNIC (2023), 

living in a world without new media has been difficult. As a 

general trend, university students are usually willing to 

watch and interact on video social platforms, and many of 

them are also willing to self-disclose and self-present online. 

It is a normal way for modern university students to grow up, 

and an important part of social education to help them self-

construct and build self-confidence through activities on 

online video platforms. University students account for 

many avid users of the Bilibili application. 

China expressed a very supportive attitude toward the 

new media industry and the production and dissemination of 

vlog content domestically, promoted it, and launched a series 

of activities and preferential policies (Lin & de Kloet, 2019). 

In this context, there is ample opportunity for everyone to 

engage with platforms and video content like Bilibili and 

even create their own works. It has become an unchangeable 

Internet trend. Three perspectives and issues need to be seen 

and addressed. This research is based on the landscape of the 

popularization of video creation in China. It aims to research 

the factors impacting parasocial interaction and brand 

preference of Bilibili as a video platform or application. 
 

 

2. Literature Review 
 

2.1 Entertainment Motive 
                                                                                                                                                                                                                                                                                                                        

Motivation is central to communication, but different 

kinds of motivations will generate various selections and 

behaviors of communication (Rubin & Step, 2000). Rubin 

and Step (2000) thought people are inclined to concentrate 

more on the stimuli satisfying their motivations, and the 

main stimuli are sensory and mental entertainment stimuli. 

Therefore, the motive to satisfy recreational stimuli is widely 

used in the media. Haridakis and Hanson (2009) showed that 

people might use platforms to share videos for entertainment.  

According to Alhabash et al. (2012) and Zhang and 

Pentina (2012), motivations for using SNS (like Facebook 

and Weibo) consist of social links, investigation of 

information, entertainment-seeking, and relationship-

establishing. This study aims at video applications that 

combine the characteristics of traditional media (in video 

playback) and social networks (in the form of online 

interactivity). Thus, this study has drawn the first hypothesis: 

H1: Entertainment motive has significant impact on 

parasocial interaction. 

 

 

2.2 Perceived Interactivity 
 

Interactivity was built up by some marketing literature 

and defined as a crucial characteristic of the online 

environment (Yadav & Rajan, 2005). Stewart and Pavlou 

(2002) believe that the potential for interactivity is the 

characteristic that differentiates the Internet from traditional 

media. However, unfortunately, although it is a term that has 

become the subject of extensive research, there is no 

consensus on its general definition (Johnson et al., 2006). 

Interactivity is defined in various ways (Song & Zinkhan, 

2008).  

Stewart and Pavlou (2002) suggested that for 

understanding responses to communications, it is critical that 

consumers seek, self-select, process, use, and respond to 

information. In advertising and marketing science, people 

tend to examine consumers’ behavior and its important 

determinants, like self-selection of sources, information 

searching, and the way to process information (Maclnnis & 

Jaworski, 1989; Stewart et al., 2002), but few scholars paid 

attention to the in interactivity among marketers, consumers, 

and advertising messages (Oh et al., 1999). Based on these 

previous studies, this research concludes a hypothesis: 

H2: Perceived interactivity has significant impact on 

parasocial interaction. 

 

2.3 Self-Disclosure 
 

Chung and Cho (2017) divided self-disclosure into 

breadth and depth. Breadth means the number of themes 

about self-disclosure, and depth means how private and 

intimate the information revealed is. Marwick and Boyd 

(2011) pay attention to the self-disclosure of public figures 

on social media; they often engage in a high degree of self-

disclosure to make social media interactions with fans feel 

personal, private, intimate and inviting, though these 

disclosures and expressions, like emotion, highly 

opinionated statements, selfies, and inside information, only 

seem to be honest. 

Ferchaud et al. (2018) stated that presenting more self-

disclosure in the relationship will lead to more investigation 

of the emotion involved. A meta-analysis conducted by 

Collins and Miller (1994) reported a result of self-disclosure; 

it showed that others’ self-disclosure can predict interest, and 

people always disclose more to someone they like. Therefore, 

the importance of self-disclosure in developing parasocial 

relationships has been proved; we posit the hypothesis that 

the perception of self-disclosure from vloggers can be the 

driver of parasocial interaction: 
H3: Self-disclosure has significant impact on parasocial 

interaction. 
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2.4 Task Attraction 
 

 Research about interpersonal attraction constitutes a 

long-standing issue in social relationships (Kim, 2018). 

What attracts people's hearts is an important factor 

influencing social relationships (Singh et al., 2017). 

McCroskey et al. (2006) reported two dimensions of 

interpersonal attractiveness: social and task. The empirical 

study conducted by Lee and Kwon (2013) demonstrated that 

task attraction significantly impacted user satisfaction with 

mobile devices. Yi and Gong (2008) refer to task attraction 

as a critical factor in determining the quality of interactivity 

during the service encounter. 

Lee and Kwon (2013) suggested that when people 

perceive developing trust or relying on objects while a 

situation arises (such as an emergency or situations under 

pressure), task attraction could increase the PSR. Task 

attraction was considered more relevant than social and 

physical attraction in the source of influence (Wheeless & 

Reichel, 1990). Therefore, this research posts the fourth 

hypothesis:  

H4: Task attraction has significant impact on parasocial 

interaction. 

 

2.5 Physical Attraction 

  
Han and Yang (2018) added one more physical attraction 

into the system, attributed to perceived physical appearance. 

Keh et al. (2013) also agree with that. Physical attraction 

means people's appearance is aesthetically pleasing (Liu et 

al., 2019). The allure lies in the facial appearance and 

physical attributes. Relationships in life such as marital 

relationships (McNulty et al., 2008; Poulsen et al., 2013), 

parentage relationships (Lanoë et al., 2017), teacher-student 

relationships (Määttä et al., 2014), interviewer-candidate 

relationships (Aminoff & Tanskanen, 2013; James, 2000) 

even criminal jury relationships (Walker & Panfil, 2017) are 

positively affected by physical attraction. 

Liu and Brock (2011) state that physical attraction will 

lead to higher parasocial interaction. According to literature 

in advertising marketing, endorsers' physical attraction is 

joint with customers' more favorable attitudes toward 

advertising and brands and stronger purchase intentions 

(Petroshius & Crocker, 1989). On the one hand, physical 

attraction was regarded as a dimension of quality, and goods 

with high quality were appreciated by consumers (Argo et al., 

2008). Therefore, the researcher proposes the following 

hypothesis: 

H5: Physical attraction has significant impact on parasocial 

interaction. 

 

 

 

2.6 Parasocial Interaction 
 

Liebers and Schramm (2022) thought the form is 

mediated and one-sided. Xu et al. (2023) included parasocial 

interaction as a part of social gratification. Giles (2002) 

indicated it as an “extension of normal social activity.” 

Parasocial interaction (parasocial behavior) is also a form of 

quasi-interpersonal behavior that develops bonds between 

audience members and media personalities (Powell et al., 

2012). It can resemble real interpersonal social interaction. 

Media personalities usually include traditional fiction TV or 

movie characters, new hosts, and, in the context of the 

Internet age, streamers, bloggers, influencers, Internet 

celebrities, video creators, and so on. Yuksel and Labrecque 

(2016) applied it to research users’ mediated relationships 

with personalities in the context of virtual associations. 

Colliander and Dahlen (2011) researched the relationship 

between users and bloggers and reported that it mediated the 

brand blog communications on purchase intentions and 

brand attitudes. Liu et al. (2019) have argued the influence 

and relationship between parasocial interaction and other 

aspects: Media personas’ attractiveness (including social, 

task, and physical attraction) and viewers’ motivation and 

behavior will increase it. Then, in return, the parasocial 

interaction will increase perceived brand quality, brand effect, 

and brand preference. Parasocial interaction is generally a 

mediating effect among them (Tingchi Liu et al., 2014). 

Therefore, this study proposes the following hypothesis: 

H6: Parasocial interaction has significant impact on brand 

preference. 

 

2.7 Brand Preference 
 

Brand preference refers to an extent in specific 

consideration sets, which are about customers’ favor of the 

designated brand compared to other brands (Hellier et al., 

2003). It is always a part of behavior intention and has 

opportunities to increase customers’ likelihood of 

continuance intention (Chang & Liu, 2009; Chaudhuri & 

Holbrook, 2001; Kim et al., 2011; Tolba & Hassan, 2009). 

Kao (2019) attempted to examine if the style of brand 

storytelling could moderate brand preference by applying 

cases of psychological distance to consumers. Kayaman and 

Arasli (2007) reported the result that brand preference could 

be increased by perceived brand quality, which means the 

perception of brands’ overall excellence and superiority 

(Zeithaml, 1988). 
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3. Research Methods and Materials 

 
3.1 Research Framework 

  
Five independent variables are entertainment motive 

(EM), perceived interactivity (PI), self-disclosure (SD), task 

attraction (TA), and physical attraction (PA). One mediating 

variable is parasocial interaction (PSI), and one dependent 

variable is brand preference (BP). Among these, the first 

theoretical framework provides one independent variable, 

entertainment motive, and the dependent variable, brand 

preference (Liu et al., 2019). The second theoretical 

framework offers two independent variables: Perceived 

interactivity and self-disclosure (Fazli-Salehi et al., 2022). 

The third theoretical framework also draws on two variables: 

Task attraction and physical attraction. Moreover, the 

commonality of the three theoretical frameworks is that they 

all use parasocial interaction as the mediating variable, 

which is also adopted in this study (Han & Yang, 2018). 

Building upon the theoretical frameworks of previous studies, 

this research develops the conceptual framework in Figure 1. 

 
Figure 1: Conceptual Framework 

 

H1: Entertainment motive has significant impact on 

parasocial interaction. 

H2: Perceived interactivity has significant impact on 

parasocial interaction. 

H3: Self-disclosure has significant impact on parasocial 

interaction. 

H4: Task attraction has significant impact on parasocial 

interaction. 

H5: Physical attraction has significant impact on parasocial 

interaction. 

H6: Parasocial interaction has significant impact on brand 

preference. 

 

3.2 Research Methodology 

 
This study utilizes quantitative methods and empirical 

analysis, collecting sample data via a questionnaire survey to 

explore the factors impacting parasocial interaction and brand 

preference among universities. The target population is 

students from two universities in the old city of Chengdu, 

China, including the Chengdu University of Technology and 

Sichuan Conservatory of Music. The questionnaire 

encompassed three sections: a screening question, 

demographic information, and items rated on a five-point 

Likert scale for the examined variables. The researcher adopts 

Confirmatory Factor Analysis (CFA) and Structural Equation 

Model (SEM) to structure and test this research. 

The method evaluates the questions on a scale of +1, 0, 

and -1 (Hambleton, 1978; Turner & Carlson, 2003). The items 

with acceptable values between 0.5 and 1.00 are supposed to 

be retained (Turner et al., 2002). On the contrary, it should be 

modified or deleted. As a result of three experts, it evaluates 

all scale items were passed at 0.67. 

The result of internal consistency reliability in the pilot 

test is listed. The CA score on parasocial interaction (PSI) is 

0.915, entertainment motive (EM) is 0.937, perceived 

interactivity (PI) is 0.897, self-disclosure (DS) is 0.939, task 

Attraction (TA) is 0.848, physical attraction (PA) is 0.833, and 

brand preference (BP) is 0.926. All the results of each scale 

item are at least very good (exceeding 0.8) at reliability and 

eligible to be adopted as the investigation instrument for this 

research (Hair et al., 2003). 

 

3.3 Population and Sample Size 

 

The target population of this research is university 

students from two selected universities in Chengdu, China, 

who are avid users of the Bilibili applications, including the 

Chengdu University of Technology and Sichuan 

Conservatory of Music. The minimum sample size for this 

research was calculated to be 425 (Soper, n.d.). Based on the 

previous, 500 is the most appropriate sample size for this 

study for better statistical results. Therefore, the participants 

of the survey are 500 students from 2 universities in 

Chengdu’s Old City Area who are avid users of the Bilibili 

application. 

 

3.4 Sampling Technique 
 

The researcher adopted multi-stage sampling, combining 

a combination of probability and non-probability sampling 

techniques, to realize the survey sampling exercise. The 

sampling techniques selected were judgmental or purposive 

sampling applied for the first step, stratified random sampling 

applied for the second step, and convenience sampling 

applied for the third step. Judgmental sampling is to select 

500 students from 2 universities in Chengdu’s Old City Area 

who are avid users of the Bilibili application. Stratified 

random sampling selects data from subgroups within the 

target population while ensuring that the sample reflects the 
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proportional representation of each stratum, as shown in 

Table 1. Convenience sampling is when target respondents 

are reached based on any of the following three criteria: 

specific criteria of ease in accessibility, time availability, and 

willingness to participate. 

 
Table 1: Sample Units and Sample Size 

University Population Size 
Proportional 

Sample Size 

Chengdu University of 

Technology 

38373 353 

Sichuan Conservatory 

of Music 

16000 147 

Total 54373 500 

Source: Constructed by author 

 

 

4. Results and Discussion 

 

4.1 Demographic Information 
 

In examining demographic and general data from a 

sample size of 500 individuals, it emerged regarding gender 

distribution, age demographics, academic pursuits, 

familiarity with the Bilibili application, and duration of its 

usage. Females represent the majority, constituting 53.2% of 

the sample, while males comprise 46.8%. Examining age 

demographics reveals nuanced differences, in which 

individuals aged 20 years or below constitutes the largest 

segment, with 39.2%. Bachelor's programs are the most 

prevalent, comprising 45.0%, Master's programs are 40.6%, 

while doctoral programs represent the smallest. Regarding 

adopting the Bilibili application, usage spans various 

durations, with approximately 40.8% and 39.2% utilizing the 

application for 1 and 2 years, respectively. Awareness of the 

Bilibili application's existence varies in its sources. Friend's 

recommendations emerge as the primary source of 

knowledge, with a percentage of 32.8%. 

Table 2: Demographic Profile 

 

Demographic and General Data 

(N=500) 

Old City Area 

Frequency Percentage 

Gender 

 

Male 234 46.8% 

Female 266 53.2% 

Age 

 

20 Years Old or below   196 39.2% 

21-30 Years Old     125 25.0% 

31-40 Years Old     134 26.8% 

41 Years Old or Over   45 9.0% 

Academic 

Program 

Bachelor’s Program   225 45.0% 

Master’s Program     203 40.6% 

Doctoral Program 72 14.4% 

Bilibili 

Application 

Use 

1 year 204 40.8% 

2 years     196 39.2% 

More than 3 years 100 20.0% 

Know 

About 

Bilibili 

Application 

Social Media    131 26.2% 

Friend’s 

Recommendation     

164 32.8% 

Media Advertisement   105 21.0% 

Others 100 20.0% 

 

4.2 Confirmatory Factor Analysis (CFA) 
 

Stevens (1992) established criteria for satisfactory items 

in CFA, suggesting that factor loadings surpassing 0.40 with 

a significance level below 0.05 indicate acceptable 

performance. Furthermore, to gauge the measurement 

model's quality, recommendations from Fornell and Larcker 

(1981) were taken into account. They suggested that for 

convergent validity to be satisfactory, the Average Variance 

Extracted (AVE) should ideally exceed 0.5. However, if the 

AVE falls below this threshold, the Composite Reliability 

(CR) can compensate if it exceeds 0.6. Moreover, the 

assessment of convergent validity aligned with Fornell and 

Larcker's (1981) criteria, indicating that even if the AVE is 

below 0.5, the construct's reliability remains adequate due to 

a high Composite Reliability (CR).

 

Table 3: Confirmatory Factor Analysis Result, Composite Reliability (CR) and Average Variance Extracted (AVE) 

      

The primary purpose of assessing goodness of fit in the 

measurement model is to determine whether the 

hypothesized model accurately represents the relationships 

between observed variables and latent constructs. A good fit 

indicates that the proposed model adequately explains the 

observed data, while a poor fit suggests that the model may 

need revision to better capture the underlying structure of the 

constructs (Kline, 2015). Table 4 presents results that 

confirm the suitability of the confirmatory factor analysis 

model proposed in this study. 
 

 

Variables 
Source of Questionnaire 

(Measurement Indicator) 

No. of 

Item 

Cronbach's 

Alpha 

Factors 

Loading 
CR AVE 

Entertainment Motive (EM) Liu et al. (2019) 7 0.899 0.663-0.814 0.900 0.564 

Perceived Interactivity (PI) Fazli-Salehi et al. (2022) 4 0.760 0.629-0.693 0.761 0.444 

Self-disclosure (SD) Fazli-Salehi et al. (2022) 3 0.882 0.821-0.883 0.882 0.713 

Task Attraction (TA) Han and Yang (2018) 3 0.884 0.816-0.879 0.884 0.717 

Physical Attraction (PA) Han and Yang (2018) 3 0.787 0.648-0.800 0.795 0.566 

Parasocial Interaction (PSI) Liu et al. (2019) 7 0.845 0.604-0.717 0.847 0.444 

Brand Preference (BP) Liu et al. (2019) 4 0.784 0.674-0.722 0.785 0.478 
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Table 4: Goodness of Fit for Measurement Model 
Fit Index Acceptable Criteria Statistical Values  

CMIN/DF ≤ 5.00 (Marsh et al., 2004) 664.140/413 = 1.608 

GFI ≥ 0.80 (Nayir, 2013) 0.920 

AGFI ≥ 0.80 (Nayir, 2013) 0.903 

NFI ≥ 0.80 (Wu & Wang, 2006) 0.916 

CFI ≥ 0.80 (Nayir, 2013) 0.966 

TLI ≥ 0.80 (Sharma et al., 2005) 0.962 

RMSEA ≤ 0.08 (Pedroso et al., 2016) 0.035 

Model 

Summary 

 Acceptable  

Model Fit 

Remark: CMIN/DF = The ratio of the chi-square value to degree of 

freedom, GFI = Goodness-of-fit index, AGFI = Adjusted goodness-of-fit 

index, NFI = Normed fit index, CFI = Comparative fit index, TLI = Tucker-

Lewis index and RMSEA = Root mean square error of approximation 

 

The findings presented in Table 5, following the criteria 

outlined by Fornell and Larcker (1981) for discriminant 

validity testing, coupled with the confirmation of convergent 

validity, offer ample evidence to substantiate the construct 

validity of the measurement model. These results 

significantly bolster confidence in the precision and 

dependability of the measurement instrument within the 

study's framework. 
 

Table 5: Discriminant Validity 
 

PSI EM PI SD TA PA BP 

PSI 0.666             

EM 0.221 0.751           

PI 0.645 0.223 0.666         

SD 0.634 0.298 0.640 0.844       

TA 0.596 0.280 0.628 0.748 0.847     

PA 0.629 0.168 0.573 0.486 0.485 0.752   

BP 0.612 0.227 0.540 0.526 0.550 0.514 0.691 

Note: The diagonally listed value is the AVE square roots of the variables 

Source: Created by the author. 

 

4.3 Structural Equation Model (SEM)   
 

Based on the results provided, the goodness of fit of the 

model was assessed using various statistical indices before 

and after model modification. The acceptability of each 

index was compared against established thresholds cited in 

the literature. The ratio of the chi-square statistic to degrees 

of freedom. Both before and after model modification, the 

values (3.473 and 3.394, respectively) fall below the 

recommended threshold of 5.00, indicating an acceptable fit 

to the data. The GFI values improved from 0.826 to 0.830 

after model modification, exceeding the acceptable threshold 

of 0.80, suggesting a good fit to the data. Similarly, the AGFI 

values increased from 0.798 to 0.801 after model 

modification, surpassing the acceptable threshold of 0.80, 

indicating an improved fit to the data. The NFI values also 

improved from 0.813 to 0.819 after model modification, 

meeting the acceptable threshold of 0.80, indicating a 

satisfactory fit to the data. Both before and after model 

modification, the CFI values (0.858 and 0.864, respectively) 

exceeded the acceptable threshold of 0.80, indicating a good 

fit to the data. The TLI values improved from 0.846 to 0.851 

after model modification, meeting the acceptable threshold 

of 0.80, suggesting a satisfactory fit to the data. Both before 

and after model modification, the RMSEA values (0.070 and 

0.069, respectively) were below the recommended threshold 

of 0.08, indicating a good fit to the data. 

 
Table 6: Goodness of Fit for Structural Model 

Index Acceptable Values 

Statistical Values 

Before Model 

Modification 

After Model 

Modification 

CMIN/DF ≤ 5.00 (Marsh et al., 

2004) 

1486.386/428 

= 3.473 

1439.208/424 

= 3.394 

GFI ≥ 0.80 (Nayir, 2013) 0.826 0.830 

AGFI ≥ 0.80 (Nayir, 2013) 0.798 0.801 

NFI ≥ 0.80 (Wu & Wang, 

2006) 

0.813 0.819 

CFI ≥ 0.80 (Nayir, 2013) 0.858 0.864 

TLI ≥ 0.80 (Sharma et  

al., 2005) 

0.846 0.851 

RMSEA ≤ 0.08 (Pedroso et 

al., 2016) 

0.070 0.069 

Model 

summary 

 Not in 

harmony with 

empirical 

data 

In harmony 

with 

empirical 

data 

Remark: CMIN/DF = The ratio of the chi-square value to degree of 

freedom, GFI = Goodness-of-fit index, AGFI = Adjusted goodness-of-fit 

index, NFI = Normed fit index, CFI = Comparative fit index, TLI = Tucker-

Lewis index and RMSEA = Root mean square error of approximation 
 

4.4 Research Hypothesis Testing Result 
 

In this study, we investigated the relationships specified 

in the research hypotheses between the independent and 

dependent variables. This investigation entailed evaluating 

standardized path coefficients and their corresponding t-

values. The comprehensive outcomes of this analysis are 

delineated in Table 7, where statistical significance is 

established by p-values below the conventional threshold of 

0.05. Consequently, all hypotheses postulated in this study 

received affirmation, with the research results providing 

strong and statistically significant evidence in support of 

each. 

         
Table 7: Hypothesis Results of the Structural Equation Modeling 

Hypothesis (β) t-value Result 

H1: EM→PSI 0.041 0.919 Not Supported 

H2: PI→PSI 0.300 5.348* Supported 

H3: SD→PSI 0.321 6.234* Supported 

H4: TA→PSI 0.214 4.433* Supported 

H5: PA→PSI 0.422 6.861* Supported 

H6: PSI→BP 0.583 8.109* Supported 
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Note: * p<0.05 

Source: Created by the author 

 

The hypotheses regarding the impact of perceived 

interactivity, self-disclosure, task attraction, and parasocial 

interaction on brand preference were all supported. 

Specifically, standardized path coefficients for perceived 

interactivity (β = 0.300), self-disclosure (β = 0.321), task 

attraction (β = 0.214), and parasocial interaction (β = 0.583) 

were all statistically significant, with t-values ranging from 

4.433* to 8.109*. These findings indicate that in Old City, 

factors such as perceived interactivity, self-disclosure, and 

task attraction have significant positive effects on parasocial 

interaction, which in turn influences brand preference. 

However, the impact of entertainment motive and physical 

attraction on parasocial interaction was not supported in Old 

City, as their respective standardized path coefficients (β = 

0.041 and β = 0.422) did not yield statistically significant t-

values. This suggests that in Old City, these factors may not 

play a significant role in influencing parasocial interaction 

and subsequent brand preference. 

 

 
5. Conclusion and Recommendation 
 

5.1 Conclusion and Discussion 

 
This study aimed to investigate the factors influencing 

university students' parasocial interaction and brand 

preference towards video applications in Chengdu, China. 

Seven variables were examined, including parasocial 

interaction, entertainment motive, perceived interactivity, 

self-disclosure, task attraction, physical attraction, and brand 

preference, with six hypotheses proposed to explore their 

causal relationships. 

Quantitative methods were employed through the 

distribution of questionnaires to 500 students from two 

universities in Chengdu's Old City Area, known for their 

frequent usage of the Bilibili application. Confirmatory 

Factor Analysis (CFA) and Structural Equation Modeling 

(SEM) were utilized for data analysis to validate goodness of 

fit and confirm the hypotheses. 

Results indicated that perceived interactivity, self-

disclosure, task attraction, and parasocial interaction 

significantly impacted brand preference, thereby supporting 

the corresponding hypotheses. However, the influence of 

entertainment motive and physical attraction on parasocial 

interaction was not supported within the Old City area. This 

suggests that in this specific context, these factors may not 

play a substantial role in influencing parasocial interaction 

and subsequent brand preference. 

The findings of this study provide valuable insights for 

developers of video platforms, video creators on Bilibili, and 

university students majoring in related fields. Understanding 

the factors that drive parasocial interaction and brand 

preference among university students can inform the 

development of more engaging and appealing video content 

and platforms. 

The supported hypotheses highlight the importance of 

perceived interactivity, self-disclosure, and task attraction in 

fostering parasocial interaction, which ultimately influences 

brand preference. Developers and creators can focus on 

enhancing these aspects to build stronger connections with 

users and increase brand loyalty. 

The lack of significant impact from entertainment motive 

and physical attraction in the Old City area suggests a 

nuanced understanding of regional preferences and 

behaviors. Further research could explore cultural and 

contextual factors that may influence these relationships in 

different geographical settings. 

Overall, this study contributes to the growing body of 

literature on parasocial interaction and brand preference in 

the context of video applications, providing practical 

implications for industry practitioners and academic 

researchers alike. 

 

5.2 Recommendation 
 

Developers and creators should tailor video content to 

enhance perceived interactivity, self-disclosure, and task 

attraction, which have been identified as significant factors 

in fostering parasocial interaction and influencing brand 

preference. This could involve incorporating interactive 

elements, encouraging user engagement, and creating 

content that resonates with the interests and preferences of 

the target audience. 

Given the observed differences in the impact of 

entertainment motive and physical attraction on parasocial 

interaction in the Old City area, it is essential to conduct 

further research to understand regional preferences and 

behaviors. This understanding can help developers and 

creators customize content and strategies to better meet the 

needs and expectations of users in different geographical 

settings. 

Continuous evaluation of user preferences, behaviors, 

and satisfaction is crucial for the ongoing success of video 

platforms and content creators. Regular feedback 

mechanisms, surveys, and analytics tools can help identify 

areas for improvement and guide strategic decision-making 

to enhance user experiences and strengthen brand loyalty. 

Investing in strategies to increase user engagement and 

foster a sense of community among users can contribute to 

building stronger parasocial relationships and increasing 

brand preference. This could involve hosting interactive 

events, facilitating user-generated content, and providing 

opportunities for users to connect with each other and with 
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content creators. 

Collaborating with influencers, brands, and other 

stakeholders can help expand reach, increase visibility, and 

enhance the overall user experience. Strategic partnerships 

can provide opportunities for cross-promotion, co-creation 

of content, and access to new audiences, ultimately driving 

engagement and brand loyalty. 

Providing education and training for university students 

majoring in related fields can help equip them with the 

knowledge and skills needed to succeed in the rapidly 

evolving digital media landscape. This could involve 

offering courses, workshops, and internships focused on 

video production, content creation, and digital marketing 

strategies. 

By implementing these recommendations, developers of 

video platforms, video creators on Bilibili, and university 

students majoring in related fields can enhance user 

experiences, strengthen brand loyalty, and drive long-term 

success in the competitive digital media industry. 

 

5.3 Limitation and Further Study 
 

The study focused specifically on university students in 

Chengdu's Old City area, which may limit the 

generalizability of the findings to other regions or 

demographic groups. Future studies could explore a broader 

geographical scope to assess variations in parasocial 

interaction and brand preference across different cultural 

contexts and geographic regions. 

The study's sample comprised students from two 

universities who were avid users of the Bilibili application. 

While this allowed for a focused examination of a specific 

user group, it may not fully represent the diversity of video 

application users. Future research could include a more 

diverse sample to ensure broader applicability of the findings. 

The study utilized self-reported measures to assess 

variables such as perceived interactivity, self-disclosure, and 

brand preference. While common in survey-based research, 

self-report measures are susceptible to biases and may not 

fully capture participants' true behaviors and perceptions. 

Future studies could employ a combination of self-report 

measures and behavioral observations to enhance 

measurement validity. 
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