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Abstract

This study presents a systemic review of evidence-based engagement
research and develops a best practices model for the online engagement
of musical artists or entertainers. Findings show that online engagement
is best maximized for artists and entertainers by creating online postings
that contain artist authenticity, intimacy, insider commentary, and a quick
response time to posts. An applied model or application is presented as
best practices for online engagement, as well as the tools for building a
long-term fan community.
Keywords: online engagement, artist engagement, online fan base,
parasocial engagement, music industry, social media

Introduction

Social media is playing a fundamental role in creating both disruption and opportunity in the music entertainment industry. For most artists,
a growing emphasis is being made to engage fans and build fan communities through online engagement (Evans 2015). The question then arises:
what are the foundational variables of online engagement? What elements
are shown to be the most effective, or have the best possibilities to build
communities of like-minded fans? This systemic review summarizes previous theoretical foundations and derives a broader application for online engagement based on prior research—rather than anecdotal online
evidence. The traditional fan-artist relationship has undergone a drastic
change though social media. The ability to “engage” from person-toperson has transformed the performer-audience relationship from a static
unidirectional relationship to an iterative social online relationship. This
transformational change challenges the strategies that previously fueled
localized, regional, and national success of an artist through traditional
promotion and marketing by record labels. These distinctive competen-
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cies of the record company, while still important, are now moving toward
shorter life cycles based on online promotion and engagement through
what is now called parasocial relationships (Christensen, Anthony, and
Ross 2004; Hitt, Keats, and DeMarie 1998).

Parasocial Relationships

Early parasocial behavior was defined as a one-way relationship that
consumers of media develop with media personas over time (Horton and
Wohl 1956). Parasocial interaction was further defined as imaginary social
relationships (Perse 1989) that mirror face-to-face relationships (Rubin
and Step 2000, Schramm and Wirth 2010). Essentially, this one-way communication between fans and media personalities replicate social interactions. The relationship is developed through message cues and content
that becomes somewhat pseudo-intimate to audience members (Rubin and
McHugh 1987, Rubin and Step 2000). This process involves identifying
with social cues created by lyrics, onstage banter, or online messaging that
cohesively connects the artist with the fan (Auter and Palmgreen 2000,
Kassing and Sanderson 2009). Online users relate and identify to those
with similar interests, values, and personality constructs as themselves—
developing an affinity or identification with the celebrity persona and fan
community where the fans believe they “know” the artist or each other in
the community (Auter and Palmgreen 2000). Therefore, although communication might be perceived as passive (observational) or active (communicating/participating in the online community), the process is essentially
two-sided and does resemble off-line social relationships.

Types of Users

Kozinets (1999) posited that online relationships were based on
two non-independent factors: 1) the relationship a person has with a consumption activity (level of interest), and 2) the intensity of relationships
with other members of the online community (friends or fans). Kozinets
proposed a typology of four online community types: devotees, insiders,
tourists, and minglers. Devotees are active members (fans) who have a
strong interest in the online activity, but have few social ties to other members. Insiders have strong personal interest in an artist or activity and have
strong social ties to the community members, and tourists lack strong ties
with the activity, the artist, or online community. Finally, minglers have
strong social ties with other members, but little interest in the activity/art-
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ist being discussed. This then defines devotees/insiders as artist-centered,
minglers as group- or fan base-centered, and tourists as not engaged to
the artist or group. While this classification serves as more of a labeling
typology, it might be studied in the future for communication content that
is idealized to serve each grouping.

Social Theory

Cole and Leets (1999) provided an early overview of Berger’s (1986)
three social development theories in order to provide a framework for online communities. First, uncertainty reduction theory links the increase of
engagement relationships to the increased certainty of behavior—or uncertainty reduction. As behavioral uncertainty decreases, liking increases,
inferring that the predictability of behavior increases likeability. Second,
the same personal construct theory outlines that we develop this sense of
“knowing” by applying our interpersonal construct systems to the parasocial context (e.g., Perse and Rubin 1989). This means our values, likes,
or feelings are gleaned through verbal and nonverbal cues that are the
expression of our personal values. Third, social exchange theory, similar
to earlier work by Homan (1961), describes a process whereas the connection between intimacy and relationship importance is linked to a cost and
reward assessment. The reward (expectation of positive reinforcement) is
balanced against the negative value or negative reinforcement/non predictability. Thus, the higher the expected reward, the higher the parasocial
engagement. Conversely, high cost, or negative non-reinforcing interactivity generates low parasocial engagement.

Repetition/Time of Engagement

In an early work, Horton and Wohl (1956) defined the “illusion” of
face-to-face relationships as a process of repeated interaction that developed through exposure to repeated messaging, commentary, observation,
and even lyrics. The more this repeated interaction occurs, the more the
perception is developed that the celebrity is addressing the fan with private
and personal communication—which creates a response between the artist
and fan that is both intimate and personal. Following this same repetition of interaction, Kozinets (1999) noted that the more time internet users
spend online, the more they will gravitate towards online groups, fan bases, or friends of like interest. Kozinets (2002) later wrote that as consumers connect online, they become members of groups that become their pri-
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mary source of information and social interaction. Additionally, Bagozzi
and Dholakia (2002) wrote that the concept of groups results from the
individual’s enhancement of positive anticipated emotions, desires, community, and social identity. Similarly, Chou and Edge (2012) wrote that
this approach of similar emotions, desires, and community creates a social
identity that may also affect those who may not actively participate in online communities, but instead simply unobtrusively read without participating—thus modeling a more traditional one-sided parasocial communication direction based on expectations. This demonstrates that Kozinets’
(1999) tourists can become engaged as passive online readers as well.

Expectations and Predictability

Parasocial relationships are based on fan expectations and the predictability of the artist. Ballantine and Martin (2005) wrote that the behavior of online opinion leaders affects the expectations or influence of
followers. They also posited that the predictability of behavior strengthens
the security and expectations of the online members by what might be
called a safe harbor (Ballantine and Martin 2005). Secondly, they also held
that expectations were generated as “consumers form ideas and knowledge of a performer or celebrity by applying their own interpersonal constructs to the parasocial circumstance” (Edward et al. 2017; Ballantine
and Martin 2005, 199). These interpersonal constructs are generated from
the collection of small behaviors and comments that cumulatively create
a personality construct that is represented by generalities such as nice,
thoughtful, cool, honest, friendly, etc. Casaló (2008) found that trust, derived from response predictability and shared values, fostered increased
communication. Trust was the fulfillment of expected interaction, honesty-authenticity, and positive affirming interaction. When trust was established, it encouraged participation, increased relationships and loyalty
with the community, and increased the promotion by the community to
others (Casaló, Flavián, and Guinalíu 2008).

Intimacy

Earlier, Horton and Wohl (1956) found that repeated interaction creates the illusion of intimacy. Auter (1992) found that both repeated encounters and direct communication with audience members increased engagement intimacy. Bennet (2014) wrote that the breaking of the fourth
wall greatly increases intimacy. The “breaking of the fourth wall” occurs
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when an artist removes his or her separateness from the audience and allows an audience member to see behind an artist’s professional persona or
façade as if one is a member of the show or a close friend. This increases
the parasociability for three main reasons: 1) breaking the fourth wall increases the awareness of the audience in a more personal way, 2) it lets
the audience member know that the person or performance is a fiction
and pulls back the curtain for the fan (the fan becomes an insider), and 3)
by directly addressing the audience, akin to speaking to the audience in
a film or theater, one humanizes oneself to the fans. Bennett (2014) and
Masur (2014) furthered this concept by finding that lifting the veil creates
an unfiltered sense of being spoken to directly—evoking a strong sense of
intimacy. For example, this intimacy can be created by sharing life’s daily
activity, sharing behind the scene concerns, talking about how things went
wrong, asking for advice, or any other commentary that creates a sense of
trust, closeness, or authenticity. Bennett called these confessional texts a
tool that can create a sense of closeness that removes the gap between the
artist and the fan that was created by the older hierarchies of mass media.

Social Comparisons

There is a similarity between parasocial and typical offline social
relationships. Perse and Rubin (1989) found that parasocial interactions
resemble interpersonal friendships in three ways. First, parasocial relationships (like friendships) are voluntary and contain a personal focus—
the more engaged one is personally—the stronger the friendship. Second,
both parasocial and offline relationships provide companionship that
when mutually reinforcing strengthens the relationship. Finally, mutual
social attraction can only exist with mutually shared values and interests.
Interestingly, even though online engagement is based on vicarious interaction, online users feel that they somehow know and understand the
online persona with the same intimacy as their non-online friends. Perse
and Rubin (1989) describe this as a linear progression whereas increased
interaction and personal self-disclosure by the online user leads to a reduction of uncertainty, creating a deeper perceived intimacy. This reduction of uncertainty, or predictability of content, helps “individuals gain a
sense of identity, predictability and stability; of purpose; and of meaning,
belonging, security and self-worth” (Cohen 2004, 679). Online communities therefore provide the platform, or virtual community, where members
benefit from the social relationships that build social support and reduce
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isolation. Thus, when a safe online harbor is created that allows active
participation, the stronger the sense of community. Social media then offers the opportunity to have direct, authentic, and intimate interaction with
fans at a level above normal live event interaction or performances. The
more artists can generate intimate access to their professional and personal
lives, the greater the affinity or relationships a fan will develop towards a
performer or online persona.

Recent Models – Engagement

Recent works have further quantified the process of engagement.
Taylor and Kent (2014) wrote that, “Engagement is part of a dialogue and
through engagement, organizations…can make decisions that create social
capital” (384). Johnson (2014) further defined engagement as showing a
commitment to building a relationship. Labrecque (2014) defined elements
most useful to engagement in a study using confirmatory factor analysis
with a sample of 185 targeted social media users chosen for their heavy
use of social media. The confirmatory factor analysis (CFA) is a statistical model indicating the degree of correlation between variables and how
the data fits a predicted model. It reflects a percent of correlation to the
fit of a predicted model. “1” would be a perfect fit (rare) and .70 would
mean 70% correlation to the predicted fit. The closer to 1 the higher the
fit to the overall model. Labrecque found that fans preferred to communicate directly with the artist—not professional middlemen (CFA = .83),
and that the speed of response by artist (.81) was a strong correlation to
engagement by fan. This builds upon Song and Zinkhan (2008), who also
found that speed of response, as well as contextual content (relating posts
to prior messages) dramatically heightens engagement. Labrecque (2014)
went on to note that openness in content shared (.83), or using authenticity
and honesty, was also a strong engagement factor as well. Bennett (2014)
further defined intimacy as posting content as if you were speaking to a
close friend—sharing personal and intimate stories. What is striking is that
the longer this connectivity is active; a group loyalty factor (.92) develops that is the highest correlation of all elements (Labrecque 2014). The
group loyalty reflects the willingness of members to remain in the group,
willingness to defend the group, and willingness to share the group with
others outside the group. Tsiotsou (2015) also defined somewhat detailed
relational categories, and similarly used confirmatory factor analysis (cor-
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relations within a predicted model) applied to a convenience sample of
320 social media users. Her results are seen in Figure 1.
Tsiotsou’s results indicate an alignment with a similar study by Chiu
(2015). Online members find attraction with members who reflect their
own interests and values. Online community members are like-minded
and enjoy predictability of other members. Members seem to enjoy positive engagement and love to encourage others to achieve similar likeminded goals (Chiu et al. 2015). Once “attached” to a group, members
participate actively and recommend the same group to other like-minded
friends. What is surprising is the level of loyalty to the online group (.65.75) (Tsiotsou 2015). This indicates that as the celebrity and followers
build and reinforce the same values and behaviors, the affinity or connectedness increases over time. Although we intuitively know that we identify
with those who have the same qualities as ourselves—celebrities/artists
should especially be careful to meet the expectations their audience has of
the artist. This market segment identification is best achieved by posting
information that reminds fans of themselves (.73) and posting information
that exhibits the same qualities/lifestyle/values of their fan base (.65). As
well, online commentary should always express positive encouragement
and care to fan group members (.70) and affirm member’s opinions, attitudes, and goals (.63) (Tsiotsou 2015). Watkins (2017), using a confirmatory factor analysis within a sample of 271 participants chosen from a
convenience sample from a large university, found that high engagement
was more predictable when posts were attentive to what was said (.87), reflected a sense of belonging with their fan base (.83), and reflected values
that were natural and down-to-earth to the fan base (.88), which cumulatively led fans to feel that their online activity was like interacting with a
friend (.81).

Application from the Literature

Grouping similar values derives an application based on the literature. While other guides available are somewhat intuitive, this application
is rooted in research and behavioral theory and can serve as a foundation
for further exploration as an evidence-based model—rather than anecdotal. The model is somewhat distilled for simplicity following the concept
of Occam’s razor, where the complex is best represented by the simplest
answer. This application or conceptualization is certainly open to future
study, discussion, or analysis. See Figure 2.
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2015 Tsiotsou Factor Analysis
Identification with Social Media Members
•
•
•
•
•

Other members remind me of myself (.73)
I have the same qualities as other members (.65)
I have the same problems as other members (.75)
I can identify with other members (.64)
I enjoy trying to predict what other members will do (.66)

Interest in Favorite Social Media Members
•
•
•
•

I hope the other members accomplish their goals (.63)
I care what happens to the members (.70)
I like reading the opinions of the other members (.66)
I can identify with the attitudes of members (.68)

Problem Solving Ability of Favorite Social Media Members
•
•
•

I wish I could handle problems as well as the members (.77)
I like the way the members handle problems (.65)
I would like to be more like the members (.69)

Social Media Group Identification
•
•
•

I am very attached to the group (.85)
The friendships I have with the other members mean a lot to me (.76)
If members planned something, I’d think of it as something “we” rather than
something “they” would do (.75)

Social Media Group Engagement
•
•
•

I participate in the group because I feel better afterward (.87)
I participate in the group because I am able to support other members (.89)
I participate in the group because I am able to reach personal goals (.72)

Social Media Behavioral Intentions
•
•
•

I never miss an opportunity to recommend activities from the group to others
(.85)
If my friends and family were to look for a group of people, I would definitely
recommend this group (.63)
I intend to actively participate in activities of this group (.86)

Social Media Group Loyalty
•
•
•
•

I always follow this group online (.75)
I follow the group in all of my activities (.70)
I intend to be a member forever (.65)
I am loyal to the group (.69)
Figure 1. Tsiotsou Factor Analysis (Tsiotsou 2015).
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Herrera Guide to Online Engagement
1) Be Predictable
a)
b)
c)
d)
e)

Postings should reinforce and reflect the core values of your audience.1
Postings should reflect and reinforce your fans’ personality constructs.2
Postings should allow your fans to identify with you—you should mirror
their values.3
Postings should be predictable—unpredictability causes fans to feel unsafe—be consistent.4
Remember that all comments have hidden or implied personality cues.
Think about how any comment will be interpreted.5

2) Use Positive Affirming Comments
a)
b)
c)

Build up your fans/encourage their goals.6
Be thoughtful and friendly to your fans’ posts.
Consistent affirmation of fans (over time) will build trust with your community—trust builds interactivity.7

3) Be Intimate8
a)

b)
c)
d)
e)
f)
g)
h)

Comment as soon as possible to fan comments—speed reflects connection
and attention.
Try to be unfiltered—share good and bad—be authentic.
Communicate as if speaking to a close friend—be open.
Allow fans behind the curtain—break the “fourth wall.” Let fans become
insiders.
Frequently use specific names of fans—address the fan directly. This boosts
connectedness and intimacy.
Reference earlier posts—comment in the context of the conversation.
Do not delegate commentary posts—fans do not like perceived middlemen
posting.
Remember that the longer fans stay engaged with your group, the stronger
their sense of long-term loyalty becomes.
Figure 2. Guide to Online Engagement, by David Herrera,
2017. (Citations are minimized to enhance readability.)

Conclusion

Replicating offline social interaction, active online engagement also
creates the impression that one is interacting personally and intimately in
real time. This aligns with the viewpoint that interactivity is personal, intimate, authentic, and timely. In traditional live or onscreen artist engagement, devices such as camera angles, establishment of eye contact with
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the audience/viewers, and directly addressing the audience are tools used
to establish contact with an audience. Instead, online engagement relies
on social cues reflected by online commentary. In typical “real life” social encounters, repeated interaction increases mutual awareness through
a combination of vocal, visual, and physical cues (how we stand, tone
of voice, gestures, etc.) However, online engagement is contingent on an
impression that a celebrity creates only within the online narrative or response to online users or fans.

Further Research

The elements of direct online engagement can be considered more
nuanced as they are expressed by a fan’s response to narrative or written/
read message cues, which are vaguely defined. What are these cues and
how can they be defined? This is an area for future research. What and
how are informal message cues used to create an overall personality type?
What are the best practices for message cues? One thought is that cues
may simply include references to cultural institutions that are part of the
genre or market segment—what may be called institutional references.
A simplistic example for message cues for a country artist might include
references to Nashville, the Ryman, fishing, NASCAR, rural living, etc.
Behavioral message cues might include traditional work ethics, love for
family, trust for friends, hobbies, types of food consumed, etc. But, assuming artists live and reflect the same values of their genre or market
segment, these cues are generally maximized by:
•
•
•
•
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Affirmation of fans and an authenticity of communication that is predictable,
Intimacy/Trust: revealing information that one would
share to a close friend,
Breaking the fourth wall: commentary that allows the
online fan community to become an “insider” and peek
behind the activities of the daily life of an artist, and
Speed of communication: commenting quickly and
linking comments to previous content. In general, treat
online participants as you would a close friend.

Vol. 17, No. 1 (2017)

Thoughts on Music and Entertainment Usage of the Guide

While the time needed for this type of activity may seem daunting,
the removal of “middlemen” (social media companies, managers, etc.)
from direct engagement with fan interaction is sorely needed. Artists
should receive training, if needed, in these engagement concepts and thus,
managers and labels will need to trust that an artist is capable of directly
connecting with fans. In the end, this long-term investment will build a
fan base that is loyal, long lasting, and that will share with others online.
But, even with this personal interaction—and despite the main thrust
of personal connectedness—there is also some room for a targeted content
generator. This might be someone who has more technical prowess to create quick tour and studio videos (use a phone and a laptop for editing).
This content should be embedded within the system—part of the content
in the food chain of marketing. Imagine being on tour with an artist virtually: how engaging would it be to follow video clips from the bus, loading
in, soundcheck, bus breakdowns, or even backstage banter? This is likely
making managers’ heads explode—but with quick editing, and perhaps
minimal approval, most artists would surely build fan relationships and
derive career benefits by inserting their own personal commentary. This
would go much farther than merely posting performance dates, venues,
and “I am looking forward to…” type of postings.
Both artists and artist representatives should make this interactivity
systemic—part of the general process. Try to leave online posts to the
artist. Managers can have discussions on appropriate content of course,
and then partner with a social media content creator (perhaps the road
manager, personal assistant, or merchandise manager) who can generate
smartphone videos, behind the scene shots, and short ten to thirty second
tour or studio interviews that cumulatively create a behind-the-scenes exposure that allows the artist to engage with the fan base. With a systemic
content creator in place, the artist will be able to concentrate on creating
careful and personal postings that connect with fans. This will increase
fan intimacy, reduce any feelings of uncertainty in the fan relationship,
and enforce fan social constructs that affirm likeability and connection for
online engagement. This will build a long-term relationship that can assist any career. Although there may be some vagaries and questions to be
explored, a good foundation will serve as a great base to build long-term
online engagement.

MEIEA Journal

23

Endnotes
1.
2.
3.

4.
5.
6.
7.

8.

24

Paul W. Ballantine and Brett A. S. Martin, “Forming Parasocial
Relationships in Online Communities,” Advances in Consumer
Research 32 (2005): 197-201.
Richard P. Bagozzi and Utpal M. Dholakia, “Intentional Social Action in Virtual Communities,” Journal of Interactive Marketing 16,
no. 2 (2002): 2-21, https://doi.org/10.1002/dir.10006.
Philip J. Auter and Philip Palmgreen, “Development and validation of a parasocial interaction measure: The audience-persona
interaction scale,” Communication Research Reports 17, no. 1
(2000): 79-89, https://doi.org/10.1080/08824090009388753 and
Jeffrey W. Kassing and Jimmy Sanderson, “‘You’re the Kind
of Guy That We All Want for a Drinking Buddy’: Expressions
of Parasocial Interaction on Floydlandis.com.” Western Journal of Communication 73, no. 2 (2009): 182-203, https://doi.
org/10.1080/10570310902856063.
George C. Homans, Social Behavior: Its Elementary Forms (New
York: Harcourt, Brace & World, 1961).
Elizabeth M. Perse and Rebecca B. Rubin, “Attribution in Social
and Parasocial Relationships,” Communication Research 16, no. 1
(1989): 59-77, https://doi.org/10.1177/009365089016001003.
Ballantine and Martin, Advances in Consumer Research 32.
Chao-Min Chiu, Hsiang-Lan Cheng, Hsin-Yi Huang, and ChiehFan Chen, “Exploring Individuals’ Subjective Well-being and
Loyalty towards Social Network Sites from the Perspective of
Network Externalities: The Facebook Case,” International Journal
of Information Management 33, no. 3 (2013): 539-552, https://doi.
org/10.1016/j.ijinfomgt.2013.01.007 and Luis V. Casaló, Carlos
Flavián, and Miguel Guinalíu, “Promoting consumers participation in virtual brand communities: A new paradigm in branding
strategy,” Journal of Marketing Communications 14, no. 1 (2008):
19-36, https://doi.org/10.1080/13527260701535236.
Lauren I. Labrecque, “Fostering Consumer–Brand Relationships in
Social Media Environments: The Role of Parasocial Interaction,”
Journal of Interactive Marketing 28, no. 2 (2014): 134-148, https://
doi.org/10.1016/j.intmar.2013.12.003.

Vol. 17, No. 1 (2017)

References
Auter, Philip J. “TV That Talks Back: An Experimental Validation of a
Parasocial Interaction Scale,” Journal of Broadcasting & Electronic Media 36, no. 2 (1992): 173-181.
Auter, Philip J., and Philip Palmgreen. “Development and validation of
a parasocial interaction measure: The audience-persona interaction
scale.” Communication Research Reports 17, no. 1 (2000): 79-89.
https://doi.org/10.1080/08824090009388753.
Bagozzi, Richard P., and Utpal M. Dholakia. “Intentional Social Action
in Virtual Communities.” Journal of Interactive Marketing 16, no.
2 (2002): 2-21. https://doi.org/10.1002/dir.10006.
Ballantine, Paul W., and Brett A. S. Martin. “Forming Parasocial Relationships in Online Communities.” Advances in Consumer Research 32 (2005): 197-201.
Bennett, Lucy. “‘If We Stick Together We Can Do Anything’: Lady Gaga
Fandom, Philanthropy and Activism Through Social Media.” Celebrity Studies 5, no. 1-2 (2014): 138-152. https://doi.org/10.1080/1
9392397.2013.813778.
Berger, Charles R. “Uncertain Outcome Values in Predicted Relationships: Uncertainty Reduction Theory Then and Now.” Human
Communication Research 13, no. 1 (1986): 34-38. https://doi.
org/10.1111/j.1468-2958.1986.tb00093.x.
Casaló, Luis V., Carlos Flavián, and Miguel Guinalíu. “Promoting consumers participation in virtual brand communities: A new paradigm
in branding strategy.” Journal of Marketing Communications 14,
no. 1 (2008): 19-36. https://doi.org/10.1080/13527260701535236.
Chen, Gina Masullo. “Tweet This: A Uses and Gratifications Perspective on How Active Twitter Use Gratifies a Need to Connect with
Others.” Computers in Human Behavior 27, no. 2 (2011): 755-762.
https://doi.org/10.1016/j.chb.2010.10.023.
Chiu, Chao-Min, Hsiang-Lan Cheng, Hsin-Yi Huang, and Chieh-Fan
Chen. “Exploring Individuals’ Subjective Well-being and Loyalty
towards Social Network Sites from the Perspective of Network
Externalities: The Facebook Case.” International Journal of
Information Management 33, no. 3 (2013): 539-552. https://doi.
org/10.1016/j.ijinfomgt.2013.01.007.

MEIEA Journal

25

Chou, Hui-Tzu Grace, and Nicholas Edge. “‘They Are Happier and
Having Better Lives than I Am’: The Impact of Using Facebook on
Perceptions of Others’ Lives.” Cyberpsychology, Behavior and Social Networking 15, no. 2 (2012): 117-121. https://doi.org/10.1089/
cyber.2011.0324.
Christensen, Clayton M., Scott D. Anthony, and Erik A. Roth. Seeing
What’s Next: Using the Theories of Innovation to Predict Industry
Change. Boston: Harvard Business School Press, 2004.
Cohen, Sheldon. “Social Relationships and Health.” American Psychologist 59, no. 8 (2004): 676-684. https://doi.org/10.1037/0003066X.59.8.676.
Cole, Tim, and Laura Leets. “Attachment Styles and Intimate Television
Viewing: Insecurely Forming Relationships in a Parasocial Way.”
Journal of Social and Personal Relationships 16, no. 4 (1999):
495-511. https://doi.org/10.1177/0265407599164005.
Cooks, Leda, Mari Castañeda Paredes, and Erica Scharrer. “‘There’s ’O
place Like Home’: Searching for Community on Oprah.com.” In
Women & Everyday Uses of the Internet: Agency & Identity, edited
by Mia Consalvo and Susanna Paasonen, 139-167. New York: Peter
Lang, 2002.
Daugherty, Terry, Matthew S. Eastin, and Laura Bright. “Exploring Consumer Motivations for Creating User-Generated Content.” Journal
of Interactive Advertising 8, no. 2 (2008): 16-25. https://doi.org/10.
1080/15252019.2008.10722139.
Edwards, Autumn, Chad Edwards, Shawn T. Wahl, and Scott A. Myers. The Communication Age: Connecting and Engaging. Thousand
Oaks, Calif.: Sage, 2012.
Evans, Zachary. “How Social Media and Mobile Technology Has
Changed Music Forever.” Social Media Week. August 24, 2015.
https://socialmediaweek.org/blog/2015/08/social-mobile-changedmusic/.
Hartmann, Tilo, and Charlotte Goldhoorn. “Horton and Wohl Revisited:
Exploring Viewers’ Experience of Parasocial Interaction.” Journal of Communication 61, no. 6 (2011): 1104-1121. https://doi.
org/10.1111/j.1460-2466.2011.01595.x.
Hitt, Michael A., Barbara W. Keats, and Samuel M. DeMarie. “Navigating in the New Competitive Landscape: Building Strategic Flexibil-

26

Vol. 17, No. 1 (2017)

ity and Competitive Advantage in the 21st Century. The Academy
of Management Executive 12, no. 4 (1998): 22-42.
Homans, George C. Social Behavior: Its Elementary Forms. New York:
Harcourt, Brace & World, 1961.
Horton, Donald, and R. Richard Wohl. “Mass Communication and
Para-Social Interaction: Observations on Intimacy at a Distance.”
Psychiatry 19, no. 3 (1956): 215-229. https://doi.org/10.1080/0033
2747.1956.11023049.
Johnston, Kim A. “Public Relations and Engagement: Theoretical Imperatives of a Multidimensional Concept.” Journal of Public Relations
Research 26, no. 5 (2014): 381-83. https://doi.org/10.1080/106272
6X.2014.959863.
Kassing, Jeffrey W., and Jimmy Sanderson. “‘You’re the Kind of
Guy That We All Want for a Drinking Buddy’: Expressions
of Parasocial Interaction on Floydlandis.com.” Western Journal of Communication 73, no. 2 (2009): 182-203. https://doi.
org/10.1080/10570310902856063.
Kozinets, Robert V. “E-tribalized Marketing?: The Strategic Implications
of Virtual Communities of Consumption.” European Management
Journal 17, no. 3 (1999): 252-264. https://doi.org/10.1016/S02632373(99)00004-3.
Kozinets, Robert V. “The Field behind the Screen: Using Netnography
for Marketing Research in Online Communities.” Journal of Marketing Research 39, no. 1 (2002): 61-72. https://doi.org/10.1509/
jmkr.39.1.61.18935.
Labrecque, Lauren I. “Fostering Consumer–Brand Relationships in
Social Media Environments: The Role of Parasocial Interaction.”
Journal of Interactive Marketing 28, no. 2 (2014): 134-148. https://
doi.org/10.1016/j.intmar.2013.12.003.
Lewis, Seth C. “Reciprocity as a Key Concept for Social Media and
Society.” Social Media + Society 1, no. 1 (2015): 1-2. https://doi.
org/10.1177/2056305115580339.
Masur, Philipp K., Leonard Reinecke, Marc Ziegele, and Oliver Quiring. “The Interplay of Intrinsic Need Satisfaction and Facebook
Specific Motives in Explaining Addictive Behavior on Facebook.”
Computers in Human Behavior 39 (2014): 376-386. https://doi.
org/10.1016/j.chb.2014.05.047.

MEIEA Journal

27

Paine, Katie Delahaye. “Are We Engaged Yet? Social Media Measurement. Engagement in Social Media: Web Stats, Visitor Behavior,
and Relationship Theory.” The Measurement Standard (blog).
March 25, 2008. http://kdpaine.blogs.com/themeasurementstandard/2008/03/are-we-engaged.html.
Paine, Katie Delahaye. Measure what matters: Online tools for understanding customers, social media, engagement, and key relationships. Hoboken, N.J.: John Wiley & Sons, 2011.
Perse, Elizabeth M., and Rebecca B. Rubin. “Attribution in Social and
Parasocial Relationships.” Communication Research 16, no. 1
(1989): 59-77. https://doi.org/10.1177/009365089016001003.
Phelps, Christine E. “Parasocial Relationships and Social Media Usage.”
Master’s thesis, The Rochester Institute of Technology, 2011.
Rubin, Alan M., and Mary M. Step. “Impact of Motivation, Attraction, and Parasocial Interaction on Talk Radio Listening.” Journal
of Broadcasting & Electronic Media 44, no. 4 (2000): 635-654.
https://doi.org/10.1207/s15506878jobem4404_7.
Rubin, Rebecca B., and Michael P. McHugh. “Development of
Parasocial Interaction Relationships.” Journal of Broadcasting & Electronic Media 31, no. 3 (1987): 279-292. https://doi.
org/10.1080/08838158709386664.
Schramm, Holger, and Werner Wirth. “Testing a Universal Tool for
Measuring Parasocial Interactions Across Different Situations and
Media: Findings from Three Studies.” Journal of Media Psychology 22, no. 1 (2010): 26-36. https://doi.org/10.1027/1864-1105/
a000004.
Song, Ji Hee, and George M. Zinkhan. “Determinants of Perceived Web
Site Interactivity.” Journal of Marketing 72, no. 2 (2008): 99-113.
https://doi.org/10.1509/jmkg.72.2.99.
Stern, Barbara B., Cristel Antonia Russell, and Dale W. Russell. “Hidden Persuasions in Soap Operas: Damaged Heroines and Negative
Consumer Effects.” International Journal of Advertising 26, no. 1
(2007): 9-36. https://doi.org/10.1080/02650487.2007.11072994.
Taylor, Maureen, and Michael L. Kent. “Dialogic Engagement: Clarifying Foundational Concepts.” Journal of Public Relations Research 26, no. 5 (2014): 384-98. https://doi.org/10.1080/106272
6X.2014.956106.

28

Vol. 17, No. 1 (2017)

Tsiotsou, Rodoula H. “The Role of Social and Parasocial Relationships
on Social Networking Sites Loyalty.” Computers in Human Behavior 48 (2015): 401-414. https://doi.org/10.1016/j.chb.2015.01.064.
Turner, John. “Interpersonal and Psychological Predictors of Parasocial Interaction with Different Television Performers.” Communication Quarterly 41, no. 4 (1993): 443-453. https://doi.
org/10.1080/01463379309369904.
Watkins, Brandi. “Experimenting with Dialogue on Twitter: An Examination of the Influence of the Dialogic Principles on Engagement, Interaction, and Attitude.” Public Relations Review 43, no. 1
(2017): 163-71. https://doi.org/10.1016/j.pubrev.2016.07.002.
Wu, Yu-Lung, Yu-Hui Tao, Ching-Pu Li, Sheng-Yuan Wang, and ChiYuan Chiu. “User-switching Behavior in Social Network Sites:
A Model Perspective with Drill-down Analyses.” Computers in
Human Behavior 33 (2014): 92-103. https://doi.org/10.1016/j.
chb.2013.12.030.
Zhu, Xiumei, Sang Woo, Caitlin Porter, and Michael Brzezinski. “Pathways to Happiness: From Personality to Social Networks and
Perceived Support.” Social Networks 35, no. 3 (2013): 382-393.
https://doi.org/10.1016/j.socnet.2013.04.005.

MEIEA Journal

29

David Herrera is an Assistant Professor at the Mike Curb College of Music Business and Entertainment at Belmont University. He has
earned a B.B.A. at Belmont University, a M.B.A. at the Massey School,
and a Ph.D. in management
and organization at Capella
University. Dr. Herrera was
a full-time musician for over
fifteen years before returning
to university studies. He has
worked professionally in the
concert business, has directed
Acklen Records and developed indiebandhub.com, a
online student-centered label
in Nashville. Herrera enthusiastically pursues experiential
courses for both Record Company Operations and Concert
Promotions. He has developed
online engagement modules
for his classes and is interested
in the behavioral motivators
for online engagement.

30

Vol. 17, No. 1 (2017)

The Journal of the Music & Entertainment Industry Educators Association (the MEIEA Journal) is published annually by MEIEA in order
to increase public awareness of the music and entertainment industry and
to foster music and entertainment business research and education.
The MEIEA Journal provides a scholarly analysis of technological,
legal, historical, educational, and business trends within the music and
entertainment industries and is designed as a resource for anyone currently
involved or interested in these industries. Topics include issues that affect
music and entertainment industry education and the music and entertainment industry such as curriculum design, pedagogy, technological innovation, intellectual property matters, industry-related legislation, arts administration, industry analysis, and historical perspectives.
Ideas and opinions expressed in the Journal of the Music & Entertainment Industry Educators Association do not necessarily reflect those
of MEIEA. MEIEA disclaims responsibility for statements of fact or opinions expressed in individual contributions.
Permission for reprint or reproduction must be obtained in writing
and the proper credit line given.

Music & Entertainment Industry Educators Association
1900 Belmont Boulevard
Nashville, TN 37212 U.S.A.
www.meiea.org
The MEIEA Journal (ISSN: 1559-7334)
© Copyright 2017
Music & Entertainment Industry Educators Association
All rights reserved

