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As the concept of sportainment, the merging of sport and entertainment, has been applied in the sport industry 
(Goldman & Johns, 2009), Korean sport media providers have produced various entertainment-focused sports 
television series (hereafter, sports TV shows) to media consumers. This trend has been escalating, and thus the 
media market competition for television ratings and shares has been intense among content providers. Given the 
potential impact of successful media programs in increasing public awareness of certain sports and attracting the 
interest from potential sport fans, sport content producers should find better strategies to produce long-running 
sport TV series not only for program survival but also for the promotion of sports. Meanwhile, media consumers 
become emotionally and psychologically attached to mediated characters (i.e., hosts) on sports TV shows, also 
referred to as media personae. Given the effects of media personae on mass media consumers, parasocial connection, 
including parasocial interaction, is a worthy topic of research (Dibble et al., 2016; Giles, 2002; Rosaen & Dibble, 
2017). Thus, the purpose of the current study was to investigate the role that parasocial interaction plays in the 
relationship between the likability of media personae, program evaluation and flow experience in the context of 
Korean sports TV shows.  
 
Data were collected from 286 participants who have watched sports TV shows during the last 12 months. A filter 
question was used to sort out non-viewers. Of these participants, 66.4% were male, and 33.6% were female. The 
average age was approximately 41 years old (SD = 9.85). The instruments were adopted and modified from previous 
research in the field of media psychology (e.g., Hoffner & Buchanan, 2005; Xu & Yan, 2011). Participants were 
asked to rate the likability of media personae, operationalized by such attributes as attractive, funny, smart and 
respected (18 items; 2 items per dimension), parasocial interaction (4 items), program satisfaction (5 items) and flow 
experience (5 items). All items were on a five-point Likert scale. 
 
A two-step modeling approach was employed for the current study (Anderson & Gerbing, 1988). First, the 
measurement model was examined using a confirmatory factor analysis (CFA). While the initial CFA model fits the 
data well, two item, one from parasocial interaction and the other one from flow experience, were removed for 
better convergent validity and reliability of the measures. The chi-square test was significant, χ2(449) = 818.02, p < 
.001. The results indicated that the model provided an acceptable fit for the data, CFI = .935, TLI = .928, RMSEA 
= .054. All values regarding average variance explained (AVE), and composite reliability were above the threshold 
(Hair et al., 2010).  Second, the research model was subsequently tested, χ2(390) = 697.13, p < .001, CFI = .944, TLI 
= .937, RMSEA = .053.  
 
Based on the significance of the path coefficients, all of the research hypotheses were supported. The likability of 
media personae and parasocial interaction explained 59.4% of variances in program satisfaction while they explained 
16.9% of variances in flow experience. The likability of host personality on parasocial interaction (β = .49, p < .001), 
program satisfaction (β = .34, p < .001) and flow experience (β = .21, p = .007) were strongly supported. Similarly, 
the positive influence of parasocial influence on flow experience (β = .27, p < .001) and satisfaction (β = .54, p < 
.001) were also supported. In addition, program satisfaction was significantly correlated with flow experience (β = 
.48, p < .001). The results of Sobel test statistics indicated that parasocial interaction mediates the relationship of 
host characteristics with flow experience and satisfaction at the 0.01 level (Sobel, 1982).  
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Exploratory regression analyses were conducted to investigate the extent to which media personae’s characteristics 
are perceived to be important by viewers. The results indicated that program hosts’ perceived ability and 
attractiveness were considered most critical while being humors and knowledgeable were also considered important. 
More detailed results and discussion will be presented at the conference.  
 
 
References: 
Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modelling in practice: A review and recommended 
two-step approach. Psychological Bulletin, 103(3), 411-423.  
 
Dibble, J. L., Hartmann, T., & Rosaen, S. F. (2016). Parasocial interaction and parasocial relationship: Conceptual 
clarification and a critical assessment of measures. Human Communication Research, 42, 21-44.  
 
Giles, D. C. (2002). Parasocial interaction: A review of the literature and a model for future research. Mediapsychology, 
4, 279-305.  
 
Goldman, M., & Johns, K. (2009). Sportainment: Chaning the pace of limited-overs cricket in South Africa, 
Management Decision, 47(1), 124-136. 
 
Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis (7th ed.). Upper Saddle 
River: Pearson.  
 
Hall, M. (2002, August). Taking the sport out of sports. SportsBusiness Journal.  
 
Hoffner, C., & Buchanan, M. (2005). Young adults’ wishful identification with television characters: The role of 
perceived similarity and character attributes. Media Psychology, 7(4), 325-351. 
 
Rosaen, S. F., & Dibble, J. L. (2017). The impact of viewer perceptions of media personae and viewer characteristic’s 
on the strength, enjoyment, and satisfaction of parasocial relationships. Communication Studies, 68(1), 1-21.  
 
Rubin, R. B., Perse, E. M., & Powell, R. A. (1985). Loneliness, parasocial interaction, and local television news 
viewing. Human Communication Research, 12, 155-180. 
 
Sobel, M. E. (1982). Asymptotic confidence intervals for indirect effects in structural equation models. Sociological 
Methodology, 13, 290-312.  
 
Xu, H., & Yan, R-H. (2011). Feeling connected via television viewing: Exploring the scale and its correlate. 
Communication Studies, 62(2), 186-206. 
 


